
 

… ways to innovate 

Founded in San Francisco in 2000, Method was the brainchild of two roommates-turned-
entrepreneurs. Branding expert Eric Ryan teamed up with former climate scientist Adam 
Lowry to create a non-toxic line of natural home care products. The various offerings are 
now sold in more than 40,000 retailers worldwide, including Target, Whole Foods, and 
Kroger. In 2012, the company was bought by European eco-pioneer Ecover to form what 
was described as “the world’s largest green cleaning company.”  

With a strong emphasis on sustainability and environmental sensitivity, the vast majority of 
Method’s cleaning bottles are made from 100% post-consumer recycled plastic while the 
company itself is a “Cradle to Cradle” endorsed company; more than 60 of its products are 
certified with the C2C stamp of environmentally friendly approval. Internally, Method 
practices what it preaches: it offsets its carbon emissions, works within a LEED-certified 
sustainable office, and it does not test its products on animals. 

Method has also innovated its brand, building a company that stands for much more than 
just tedious cleaning. As well as being eco-friendly, packaging has been designed to be both 
colorful and countertop-friendly, while the company not only has a wide following on 
leading home decor and design blogs, but also hosts its own community site, known as 
“People Against Dirty.” 

Method outsourced production to more than 50 separate subcontractors to develop a 
nimble and flexible manufacturing process.  

In a process the company calls “greensourcing,” Method worked with suppliers and 
manufacturers to track the environmental impact of making its products. It also identified 
best practices to improve the water, energy, and material efficiency of its manufacturing 
processes. 

Method’s product not only kills germs and grime, it was developed to avoid using toxic 
chemicals or destructive production practices. The company adhered to “the precautionary 
principle,” meaning that if there was a chance that an ingredient wasn’t safe, it didn’t use it. 

With its readily identifiable, bright, and colorful packaging (originally created by industrial 
designer Karim Rashid), Method built a big following in home décor and design blogs and its 
bottles have prompted instant on-shelf recognition.  

Method created a community called “People Against Dirty” that offered perks, deals, and 
early looks at new products for customers. However, to broaden the brand’s appeal, they 
opened the community beyond customers and invited anyone interested in making the 
planet a cleaner place; a tactic which advanced the company’s brand promise and extended 
its reach to potential customers. 


