
Place
Stamp 
HereP.O. Box 1041

Litchfield, Minnesota  55355

Equipment Quips... 

We are currently in the process of finalizing our
ÒNaturalÓdispensing system.  We will be using
the knight KP1H dispenser.  Since natural is a
d-limonene product it is not compatible with
some plastics.  When used in the concentrated
solution the percentage of d-limonene used in
Naturalshould not be a problem.  According to
the people at Knight, the system will feature a
1 gpm quart fill and a 4 gpm remote fill.  We
will include a wall chart and silk screened quart
bottles along with the Integra System¨ .

We are in the process of testing Natural for
compatiability within the Integra System ¨ .  The
tests look very promising.  D-limonene is a
finicky raw material.  We want to be sure it will

perform according to plans before a national
release.  This new cleaner is a ÒnaturalÓ  for
Integra¨ .

Danny Walker

of Anderson Chemical Company

Water Alliances For
Voluntary Efficiency

Hi Everyone!

With this DISPATCH we open yet
another chapter in the INTEGRA¨

Program Ñ part competitive
response, part groundbreaking
announcement.

Most of you are aware of the avail-
ability of a  d-limonene-oxygen type
product that  has proven to be
effective in meeting a broad-spec-
trum of hard-surface cleaning
challenges.

ItÕs benefits
are many,
itÕs down-
side is lim-
ited.  In
concept:
(1)  the
product is
ÒgreenÓ
carrying a
clean
MSDS; (2)
itÕs use-cost

is reasonable; (3) and the reduced
space requirement is potentially
huge.   Best of all, if properly for-
mulated, it works!

In this issue we focus on our
response to this innovative effort Ñ
we call ours NATURAL.

In field test after field test, testimo-
nial after testimonial Naturalhas
continued to be a pleasant surprise.
Long after this issue is released we
will be finding additional uses for
this  formulation Ñ in kitchens,
laundries and housekeeping.

We have launched many new
product systems over the past
decade, but Naturalhas created
more buzz than any since we
released INTEGRA¨ itself in August
of 1996.

Shifting gears a bit...

The market for Natural is large, but
weÕve chosen to focus our initial
attention on the huge C-Storearena
Ñ 132,000 facilities strong*.  

We feel that a single product that
can Òdo it allÓ will be received well
in this space-starved, economy-
minded segment.

This does not mean NaturalwonÕt
be popular elsewhere.  In fact, we
believe it will eventually work its
way into virtually all market areas.

Wolf, as usual, will cover the mar-
keting side of the street; Marlene
will give you the inside ÒskinnyÓ on
the product itself and Danny will
take the mystery out of the equip-
ment part of the equation.

We hope youÕll like what you see
here and will take full advantage of
it.  WeÕre excited and we believe
you will be too.  

We welcome your comments and
testimonials on Natural.

Good hunting!

Regards,
Leif Anderson

*Source: Progressive Grocer 70th Annual

Survey
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Natural is one of the most exciting products we have developed for hard
surface cleaning applications in the recent past.  Natural is a combination
of natural orange oils, hydrogen peroxide, and surfactants providing out-
standing results on a wide range of soil applications. 

Environmentally friendly, safe, green, biodegradable are
descriptions of the latest wave in marketing, performance and
product formulations.  Natural fits the bill for all of these. We
have chosen the ingredients in Natural to be both safe for
employees and highly effective, a combination that makes it an
exciting and very marketable product. Ingredients were also cho-
sen to be ÒdownstreamÓ friendly ... meaning that as Natural is
used and enters the waste stream, it adds no harmful or difficult-
to-degrade materials.

The use dilutions of Natural run from light to general to heavy to
super duty. In our testing in the lab and in the field, I can assure you
that these recommendations do provide outstanding results. Additional
dilutions and applications are listed on the label.

IÕd echo WolfÕs comments regarding, Òlearn all you can about Natural...Ó
and encourage you to try the product yourself and listen to customerÕs
success stories about using the product. I know that you and your cus-
tomers will be impressed with both NaturalÕs safety and performance.

Marlene Williams

ÒNATURAL SALESPERSONÓ
Are you a salesperson or an order taker?  Do you know the difference?
Order takers are punctual, reliable and usually friendly.  Here is a sug-
gestion for the order takers of the world:  take your good qualities and
build your business by becoming a ÒNATURAL SalespersonÓ.  How do
you take this step?  Start by making a commitment!

1.) Study and learn all you can about NATURAL: Neutral pH;
delimonene, oxy-bleach based; safe for anyone using it.
Remember with knowledge comes confidence.

AN-CARE¨ TECHNICAL SERVICES...
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SEEING GREEN
With increasing layers of red tape attached to chemical sales and
the increasing number of facilities and businesses that specifically
seek ÒgreenÓ options, many distributors have found the green scene
to present new and profitable sales opportunities.  Not only are the
demands for the products increasing, but distributors are helping
end users cut down on the cost and frequency of employee injuries
that can be caused by more  hazardous chemicals.  Green cleaning
also has the ability to keep the environment healthy for employees
doing the cleaning and building occupants.  The popularity of the
these products will spread.  ItÕs the labor unions, combined with
health and safety legislation, that will continue to push this buy-
ing trend. Some distributors worry that green cleaning compro-
mises effectiveness.  IÕve heard some sales reps complain that

green chemicals donÕt work as well as typical high pH products.
Though green products may never out perform more caustic prod-
ucts, facility managers will continue to weigh the advantages of
using them against their disadvantages.  The trend will not be
reversed.  Products like ÒNATURALÓ (pH  7) are the future of clean-
ing products.

Wolfgang Schiller

C-Store

Program

2.) Practice your demonstration and presentation.  Use the
sell sheet and product bulletin.

3.) Make the maximum number of calls daily with this
thought in mind:  I have a great product that will solve all
my customerÕs needs.

4.) Show this product to all your customers.

5.) Write down a goal of how  much you want to increase your
sales and get to work.

Harvey McKay wrote Òsooner or later, the order taker always loses
out to the ÒNATURAL SalesmanÓ.  OK, I made that up.  DonÕt forget
that being a ÒNATURALÓ sales rep is the greatest job security there
is.

Wolfgang Schiller


