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Lubrizol – Our Company

Did You Know…

vehicles on the planet 
rely on Lubrizol 
technology. 

consumers use at 
least one product 
enabled by Lubrizol 
science.
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Company at a Glance

ADDITIVES

The global leader in performance 
additives for automotive and industrial 

lubrication

ADVANCED MATERIALS

A leader in polymer-based  technology 
for consumer and industrial 

applications
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90+ Years of Innovation

1980s1920s

1930s

1940s

1950s

1960s

1970s 1990s

2000s

2010s

Lubrizol launched 
as Graphite Oil 
Products.

A graphited 
lubricant for car 
suspension 
system springs is 
the first product.

Establishes first 
affiliate in Great Britain.

Company becomes Lubri-Zol
Corp. 

Acquisition of 
International 
Rustproof Corp. adds 
significant technical 
expertise in coatings. 

Lubrizol goes public on 
New York Stock 
Exchange.

First multifunctional 
dispersant gasoline 
additives introduced. 

Lubrizol focuses 
on improving total vehicle 
economy: super high-
performance diesel oil 
additives and fuel-saving 
multi-grade gear oil additives 
launched. 

Lubrizol innovates 
high water content 
fluid microemulsions 
for use in hydraulics.

Additive chemistries 
in numerous areas 
introduced. 

Acquisition of 
technologies to produce 
superior performance 
coatings, metalworking 
and specialty synthetic 
lubricants. 

Acquisition of Noveon
International Inc. 
doubles the company’s 
size and broadens 
Lubrizol’s footprint in 
specialty chemicals. 

Lubrizol becomes subsidiary 
of Berkshire Hathaway.

First Chief Sustainability 
Officer named.

2020s

Lubrizol Corporate 
New Business 
Development
established 
for growth in 
emerging markets.

Lubrizol produces 80% 
of gear lubricant 
additives for Allied 
operations in World 
War II.

First fluid additives for 
automatic transmissions 
developed. 



NewEdge is the growth 
and innovation strategy 
firm that anchors growth 
in

opportunity
Think
Opportunity
!
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new revenue

driving WHERE and HOW
to achieve growth

with our Opportunity Thinking® 

NewEdge delivers

Growth System 
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experience

NewEdge
industry
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Key Challenges

• Tendency to pursue idea vs. opportunities

• Exploring huge shifts or trends that aren’t directly related 
but could impact your industry

• Balance the tension between long-term strategy and short-
term needs of the business

• Hesitance to act because people don’t recognize difference 
between risk and uncertainty

• Innovate openly with people outside of your organization 
while retaining sense of privacy and competitive advantage

People struggle with:
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of Discussion
Topics

Assess truly different places and push 
capability

Organize framework for opportunities

Drive clarity at each level through Voice 
of the Ecosystem
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Lubrizol at 100 Years

1928  2028

Where to focus?

What does “Transformational” mean?

How to assess and decide?
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Building out Strategic Intent in Big Spaces

Opportunities derived from future view of unmet needs in the world

SEPARATION SOLUTIONS



14

of Discussion
Topics

Assess truly different place and push 
capability

Organize framework for opportunities

Drive clarity at each level through Voice 
of the Ecosystem
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People confuse ideas and 
opportunities…

Key Challenge

They talk about them interchangeably 



idea opportunity

16
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Opportunity 
Thinking®

Principles

Ideas and 
Opportunities 
are not the 
same!

Key Principle



If you want a BIG 
fish…

…find a 
BIG pond!
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If you want a BIG 
idea…

…find a BIG
Opportunity!
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Opportunity 
Thinking®

Principles

Make ideas and 
opportunities 
bigger by toggling 
between them

Key Principle
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Lubrizol’s Idea Stretched Into an Opportunity

Cleantech

Separations

Membranes

Lubrizol’s commitment to
Sustainability and the
Chemical Industry’s need for 
Cleantech solutions

Lubrizol’s strong material science
and process, industry 
understanding and industry 
practices in need of new 
technology

Emerging Lubrizol offerings and the 
potential to develop new competencies 
in a rapidly growing space
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Clean Technology and Membranes

Key Transformational Questions Transformational Fit

What is our 
View of the 

Future?

What is our 
path 

forward?

What is happening 
in the membranes 

space today?

Does Clean-tech and 
Membranes present 
LZ a transformational 

Opportunity?

What opportunities 
exist for Lubrizol in 

Membranes and 
Clean-tech?

Size of Prize 
($500M)

Confidence
In

Transformative
Potential

Valuable
Wins Along
The Journey

Time Frame
(2040)

Solves BIG
Systemic

Issues

Defensibility
LZ’s

Right to Win

Presenter Notes
Presentation Notes
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Where did we begin…

Key Challenge
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Conditions are changing 
faster than ever

Key Challenge
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Informed but unclear on 
actions 
Not linked to 
or our businesses

opportunit

Key Challenge
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Opportunity 
Thinking®

Principles
The best trends in the world are 
meaningless if nobody reads them

Make it Digestible

Key Principle
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Opportunity 
Thinking®

Principles
Translates trends into tangible places to 
play

Link to Opportunity

Key Principle
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Opportunity 
Thinking®

Principles

Addresses the pace of change by seeing 
interactions that impact our business 
system

Systems Approach

Key Principle
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Elements of the System

Functional External 
Influence

Industry
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SY
ST

EM
S 

AP
PR

O
AC

H Mobility & 
Transportation

Commerce 
& Channels

Functional

Industry
External 
Influence

Personal
Health &
Wellness

Water

Business
Models

Nutrition

Work & 
Workforce

Innovation

Manufacturing 
& Processing

Cities

Connectivity

Building &
Construction

Cleanliness

Materials
Meat & 

Meat 
Analogues

Beauty & 
Grooming

Agriculture 
& Food

Production 

Energy

Electrification

Activity & 
Leisure 

Supply Chain
& Distribution Sustainability

Packaging Biotech

Air & Gases

Aerospace & 
Aviation

Aging

Finance & 
Insurance

Autonomy 
& Sensors

Media &
the Metaverse

Food &
Beverage

Consumption

Dairy & Dairy
Analogues

Fuel
Processing, 

Separation & 
Movement

35

Presenter Notes
Presentation Notes
Make sure to touch on Future ProofingAnd the initial opportunity landscpae
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Building the Landscape in Separations

Agriculture &
Aquaculture

Building &
Construction Emissions

New
Food

Clean
Tech

Energy
Storage

New
Energy &
Materials

Ecosystem 
Remediation &  

Reclamation

Functional
Air

Personal
On-the-go

Resource
Extraction

Municipal
Partners

Recovery

Water

Bio
Processing

Body &
Medical
Systems

Electricity

Agriculture

Energy
Storage

Food &
Beverage

Water

Body &
Medical
Systems

Clean
Tech

Initial Hypothesis Expanded Landscape

Expanded 
landscape through 
trend and scenario 

analysis

★
Future Proofing

Workshop

Separations

Established a 
Hypothesis
that a 
Transformational
opportunity exists for 
Separations
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Transformational Opportunity Hypothesis

It is not:

• A pure materials play
• Traditional separations (distillation, 

extraction, centrifugation)

• Tied to a single existing business unit

• A single market, industry or technology 
focus

• What today’s membrane companies are 
doing

• Commodity

• A product

It is:

• Solving Today / 
Tomorrow’s Problems

• Establish new Materials, 
Coatings, Testing, and Application 

Systems, and Business Models
• Leverages a set of Enabling 

Technologies in
• Membranes, Active Surfaces and 

Filter Media

• New business platforms and 
capabilities

It likely involves:

• Pan-Lubrizol Capability 
Development

• Acquisitions

• Partnerships
• Accessing External Technologies

Building the Landscape for Lubrizol in Separations
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of Discussion
Topics

Assess truly different place and push 
capability

Organize framework for opportunities

Drive clarity at each level through Voice 
of the Ecosystem



Opportunity 
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Opportunity 
Latin OB PORTU (1375-1425)
Into port

40



Opportunity
?

What is

41



Opportunity 
=

the right 
condition

value 
propositions

needs of the 
market + +

42
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Opportunity 
Thinking®

Principles

Opportunity exists 
at many levels

Key Principle
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Opportunity Middleware®

• Shows opportunities that sit between 
corporate strategy and the ideas that deliver 
growth 

• Clarifies the spaces within opportunities 

• Enables a roadmap of platforms not just 
ideas

• Unites categories, technologies, regions, 
brands around bigger ideas
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Separations Landscape – Building out the Middleware

Agriculture &
Aquaculture

Building &
Construction

Emissions

New
Food

Clean
Tech

Energy
Storage

New
Energy &
Materials

Ecosystem 
Remediation &  

Reclamation

Functional
Air

Personal
On-the-go

Resource
Extraction

Municipal
Partners

Recovery

Water

Bio
Processing

Body &
Medical
Systems

Electricity

Separations
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Separations Landscape – Building out the Middleware

Agriculture &
Aquaculture

Building &
Construction

Emissions

New
Food

Clean
Tech

Energy
Storage

New
Energy &
Materials

Ecosystem 
Remediation &  

Reclamation

Functional
Air

Personal
On-the-go

Resource
Extraction

Municipal
Partners

Recovery

Water

Bio
Processing

Body &
Medical
Systems

Electricity

Separations

Building &
Construction

• Fireproof membranes
• Plenums, ceiling and walls
• HVAC, air purification
• Pipes
• Grey water recovery
• Measured building (e.g., nest)
• Safe building
• Next Gen Building (healthy, smart 

and safe)
• Portable cleaning
• Off grid infrastructure
• Building envelope
• Power storage
• Battery storage

Separations
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Separations Landscape – Criteria for Prioritization

Next Step: 
Initial Prioritization

Assessing…

 Need + Value + Conditions

 Potential for transformation

 Initial attractiveness

Agriculture &
Aquaculture

Building &
Construction

Emissions

New
Food

Clean
Tech

Energy
Storage

New
Energy &
Materials

Ecosystem 
Remediation &  

Reclamation

Functional
Air

Personal
On-the-go

Resource
Extraction

Municipal
Partners

Recovery

Water

Bio
Processing

Body &
Medical
Systems

Electricity

Separations
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Transformational Fit

Size of Prize 
($500M)

Confidence
In

Transformative
Potential

Valuable
Wins Along
The Journey

Time Frame
(2040)

Solves BIG
Systemic

Issues

Defensibility LZ’s
Right to Win

The result was an evaluation 
framework that we were able to 
leverage during Opportunity 
Landscaping that enabled us to 
compare one opportunity to 
another in a consistent way.
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Separations Landscape Evolution

Research Deep Dive Refined Landscape Final Evaluation

• Primary and 
secondary data

• IP/Technology 
Landscape

• Market Data

• Ecosystem Immersion
• Pressure Testing against 

internal criteria

Air

Medical

Bio
Processing

Energy
Storage

Industrial
Water

Recovery

Emissions

Bio
Processing

Water &
Product

Recovery

Energy
Storage

CO2
Capture &

Sequestration

CO2
Use and 
Capture

Water &
Product

Recovery

Bio
Separations

Energy
Storage

Better fit with LZ 
Energy initiatives
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Water & Product Recovery

CO2 Capture and Use

Bio Processing

Transformational Opportunity Territories
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of Discussion
Topics

Assess truly different place and push 
capability

Organize framework for opportunities

Drive clarity at each level through Voice 
of the Ecosystem
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• Participants

• Influencers

• Observers

How Do We Define the Ecosystem?
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Research Philosophy

X

This is what it is This is what is not

• New insights into the needs of the customers 
business

• New conversations and dialog
• Listening
• How we sell
• Capturing ALL big and small ideas
• Talking to new people and a wide scope of people

• Discussing product needs
• The same old conversation (checking the box)
• Delivering a client message
• What we sell
• Filtering / interpreting 
• Talking to our close customers and friends within a 

company 
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the right 
condition

value 
propositions

needs of the 
market

What Do We Get
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How Do We Engage the Ecosystem?

• Insight gathering

• Co-creation

• Testing and sizing 

• Continuous learning
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How We Fill the Opportunity Pipeline… 

Focused Exploration around an 
Opportunity

Prototype/Validate Establish BusinessIdentify Opportunities within 
Domains*

Scoping Discovery Incubation Acceleration 

…Reduce Uncertainty, and Build a Roadmap for Lubrizol around Separations?

Future Proofing Middleware Ecosystem Immersion
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Where are we in Separations Today?

Lubrizol Enters Separations Business to 
Address Growing Processing Challenges

Solecta® partners with Lubrizol® to 
bring novel membrane separation 

solutions to market (prnewswire.com)

https://www.lubrizol.com/Newscenter/News-and-Insights/2022/Lubrizol-Enters-Separations-Business-to-Address-Growing-Processing-Challenges
https://www.lubrizol.com/Newscenter/News-and-Insights/2022/Lubrizol-Enters-Separations-Business-to-Address-Growing-Processing-Challenges
https://www.prnewswire.com/news-releases/solecta-partners-with-lubrizol-to-bring-novel-membrane-separation-solutions-to-market-301748974.html
https://www.prnewswire.com/news-releases/solecta-partners-with-lubrizol-to-bring-novel-membrane-separation-solutions-to-market-301748974.html
https://www.prnewswire.com/news-releases/solecta-partners-with-lubrizol-to-bring-novel-membrane-separation-solutions-to-market-301748974.html


Thank you!
To learn more about Opportunity Thinking® and our 
services, visit our website

www.newedgeopportunity.com
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