
teenth-century privy,
they followed the lives
of several individuals,
including Katherine
Nanny Naylor, a
wealthy single
mother, survivor of an
abusive second hus-
band, and a divor-
cée—an uncommon
status in the strict
Puritan culture of the
period. Ribbons of
Naylor’s life story
appeared in the
court records of her
divorce. Tying that
frayed trail to the privy fragments
added detail to her story.

Archaeologists sketched a picture of
material comfort, even pleasant recre-
ation, for Naylor and her six
children, using remains of
silk, leather shoes, glass-
ware, fancy eating
utensils, and the
oldest lawn-bowl-
ing ball in North
America. But be-
side these arti-
facts lay re-
minders of
emotional wreck-
age: shards of ceramic
pottery—the same
types that Naylor’s second
husband hurled at her in fits of rage.

Breaking a number of social taboos, she
secured a divorce and her husband was
banished from Boston.

Other excavations located the site of
the Great House, raised in 1629 in antici-

pation of the arrival of John Winthrop,
the Massachusetts Bay Colony’s first

governor. The house was turned
into a tavern around 1635 and
later named the Three Cranes. A
stew of artifacts from the tav-
ern’s privies hinted at a popular
business where guests reached
across heavy tables in the dim

light to share food from large
wooden “trenchers” (platters) or

gulped local brews from stoneware
tankards. Others twanged out tunes

on mouth harps and smoked clay pipes.
Patrons dropped coins, buckles, and

musket balls into
privies during

their stays. Patri-
ots may also have
gathered there, se-
cretly plotting
against the Crown
before the tavern
was destroyed dur-

ing the Battle of
Bunker Hill on June 17, 1775.

Yalouris and Simon agree that their
labor is more than “salvage archaeol-
ogy”—frantically waving trowels to
stave o≠ steamrollers. Other cities also
cover stacks of potential archaeological
sites, and similar research has hauled up
history in York, England, and mapped
Mayan metropolises in Central America.
Once the archaeological roundup con-
cludes in Boston, there will be much to
share about urban undergrounds. “The
research value of this collection is enor-
mous,” Simon says. “People say the 
architecture of the [Big Dig] project is
cutting edge. Well, the archaeology is on
the cutting edge, too.” �neil shea

big dig archaeology website: 

www.bigdig.com/thtml/archaeol.htm
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Right  Now

T
he madding crowds of eight-
eenth-century England demanded
fine china as fiercely as today’s jit-
tery crowds crave ca≠e lattes. For
more than 200 years, a≠ordable lux-

uries—a plate designed for nobility or a $3
espresso—have enticed consumers. And
for centuries, prescient entrepreneurs
have anticipated such evolving tastes and
scrambled to deliver products to their
fickle customers.

In her new book, Brand New: How Entre-
preneurs Earned Consumers’ Trust from Wedg-
wood to Dell, professor of business adminis-
tration Nancy F. Koehn examines the lives
and business strategies of six of the
world’s most successful entrepreneurs:
Josiah Wedgwood, H.J. Heinz, Marshall
Field, Estée Lauder, Howard Shultz, and
Michael Dell. Their products vary from
pickled cauliflower to PCs, but the brand
names they established have endured.

Koehn proposes that entrepreneurs
throughout history have embraced the
same principles in their quests for enduring
brand names. “What woke Wedgwood up
in a cold sweat is the same thing that would
wake the modern entrepreneur,” she says.
“The lessons of the eighteenth century have
resonance for business leaders today.”

Koehn’s research focuses on “brand cre-
ation,” an expression invented in the mid
twentieth century, but a concept grasped by
shrewd entrepreneurs as far back as the
1700s. A successful brand name connotes
quality and reliability, persuading con-
sumers to purchase the branded product
over a lesser-known competitor or a generic

P I C K L E S  T O  P E N T I U M

Brand-name Geniuses

Scent bottles dug up in
South Boston (left)

and North America’s
oldest lawn-bowling

ball (oak; between
1660 and 1716), recov-
ered from Katherine
Nanny Naylor’s privy.

P h o t o g r a p h s  c o u r t e s y  o f  t h e  M a s s a c h u s e t t s  H i s t o r i c a l  C o m m i s s i o n ,  
O ∞ c e  o f  t h e  S e c r e t a r y  o f  t h e  C o m m o n w e a l t h ,  B o s t o n .

RN-final  10/5/01  1:54 PM  Page 15



alternative. Over time, a brand name builds
consumer loyalty. When customers buy
Starbucks co≠ee ice cream at the supermar-
ket, they expect the same quality as in the
cappuccino they drink at the café.

Successful entrepreneurs share several
characteristics, including superior sales-
manship, profound knowledge of their
products and customers, and a dogged
enthusiasm for their businesses. But their
successes largely derive from being in the
right place at the right time—i.e., living
in a period of rapid economic and social
change. Wedgwood introduced his china
during England’s Industrial Revolution.
Heinz took advantage of the proliferating
railroads and telegraph systems of the
1870s to distribute his celery sauce and
pickles. Dell responded to the booming
computer revolution of the mid 1980s by
selling custom-built PCs over the phone. 

Turning to the demand side, Koehn con-
tends that radical transformations in con-
sumer tastes have proved equally impor-
tant to entrepreneurs. Increased a±uence,
an influx of women into the workplace,
and an age-old desire to emulate the upper

classes by purchasing the same goods
as the rich (such as Wedgwood’s
china service or an Estée Lauder lip-

stick) transformed consumer demand. “All
six entrepreneurs built brands based on
their deep understanding of human psy-
chology. They went beyond meeting con-
sumer demand—they anticipated it,”
Koehn says. “The biggest opportunities for
entrepreneurs working in such moments
stem from being able to discern, define,

and legitimize emerging consumer needs.” 
For example, when Starbucks founder

Howard Shultz noticed a shift in national
appetites toward natural, more healthful
foods in the 1980s, he predicted that this
new kind of demand could extend to
gourmet co≠ee. Within a year, he had
quit his job at a New York housewares
company and moved to Seattle to pursue
this potential market. “Entrepreneurial
genius” is what Koehn calls this ability to

recognize change and exploit it
swiftly. Similarly, in the 1940s,
women’s growing presence in the
workforce granted them auton-
omy and purchasing power. “As
women spent more time in the
public eye, many devoted more

time and attention to their
appearance,” says

Koehn. Estée Lauder’s
lipsticks and eye

shadows ad-
dressed the needs
of this new, aes-
thetically
minded cus-
tomer. Forty
years later, Dell

recognized that

16 November -  December 2001
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Esteé Lauder shortly after her marriage in 1930 (left) and making a personal 
appearance at a cosmetics counter. Below: Josiah Wedgwood, a renowned figure at 
age 52, in 1782, and some of his Queensware vases on pedestals, from about 1765.
Queensware was named for Queen Charlotte, wife of George III.
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his competitors had overlooked
certain customer needs in the PC
market: consumers wanted help-
ful service and e≠ective product
support, in addition to good
value. “We started with the cus-
tomer, and then worked our way
back,” Dell explains in Brand New.

Focusing on the customer re-
quired the entrepreneurs’ per-
sonal involvement in the quotid-
ian aspects of their businesses.
Such interaction is rare in today’s
companies, many of which rely
on sophisticated technology to
determine spending habits and
consumer preferences. But
Koehn’s entrepreneurs took a
grass-roots approach. “They
were all hands-on, ears-to-the-
street kinds of people,” Koehn
says. Shultz eavesdropped on
customer complaints at the counter. Dell
made door-to-door cold calls. Heinz and
Lauder devised ingenious schemes to
promote their brands. In the 1960s, after

Lauder was denied a makeup counter at
Paris’s fashionable Galeries Lafayette, she
purposely spilled her Youth Dew bath oil
on the floor, causing customers to inquire

after the pleasing scent. Several
weeks later, the store relented
and granted Lauder her own
counter.

Naturally, such personal 
involvement is labor-intensive,
and understanding customers 
is a challenge. “But great service
is as compelling as a great prod-
uct,” Koehn says. “And if you can
get it right, you can own the 

industry.”                    �catherine dupree

nancy koehn e-mail address:

nkoehn@hbs.edu
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Henry Heinz
at 36, in 1880.
Left: New
York’s first

electric sign,
put up by Heinz

in 1900 at Fifth 
Avenue and 23rd

Street It used 1,200
lightbulbs and cost $90 per night in
electricity charges. The pickle logo at
the top was 40 feet long.

I
magine a computer, suspended in
a flask of liquid, which assembles it-
self when the liquid is poured onto a
desktop. Sound like science fiction?
Hyman professor of chemistry

Charles Lieber is making it happen in his
laboratory, where researchers have already
created tiny logic circuits and memory—
the two main components of a com-
puter—in just this manner. And these cir-
cuits are tiny, just a few atoms across.

Lieber and his team of chemists have
done a kind of end-run around the silicon-
based microelectronics industry, which for
the last 35 years has been making transis-
tors—tiny switches that can be either on
or o≠—exponentially smaller every 18 to
24 months. Intel chairman emeritus Gor-
don Moore observed this doubling of com-
puting capacity as early as 1965, and his
observation became codified as “Moore’s
Law.” However, says Lieber, “continued

shrinkage ultimately becomes problematic
in terms of just how one achieves [it].” Sci-
entists anticipate that we will reach the
limits of our ability to create silicon chips
using standard fabrication line methods
sometime between 2012 and 2017.

That’s because manufacturers today
create microelectronic circuits either by
depositing silicon on a surface or by etch-
ing it away (for example, with acid). But
just as metal after it rusts “is sort of
rough,” says Lieber, current methods for
working with silicon leave rough surfaces
that, on the nanometer scale (a nanometer
is one billionth of a meter, or one hun-
dred-thousandth the width of a human
hair), constitute an ever greater propor-
tion of the tiny wires that make up those
circuits. “Ultimately, you can’t keep using
those methods,” he says, “because things
will be very non-uniform on a small scale.
The smaller circuits become, the more im-

perfections in the manufacturing process
begin to play a role in their performance.”

Lieber has “philosophical di≠erences”
with the industry’s “top-down” approach
to nanotechnology—taking big things and
making them smaller. “The way to truly
revolutionize the future,” he says, “is to
take a completely di≠erent approach:
build things from the bottom up.” He has
done that by starting with the smallest of
building blocks—wires only three
nanometers across that can be produced
relatively cheaply on a bench top with a
few thousand dollars’ worth of equipment.

Lieber makes the building blocks using
a catalyst that favors growth in only one
direction. A key characteristic of the
process he developed is that it enables
nanowires to be prepared in virtually any
“flavor” (i.e., with specific conductive
properties). Mixing and matching flavors
can then lead to di≠erent types of devices.
The devices are made in an equally simple
manner: an alcohol solution of a specific
nanowire flavor is poured through a
grooved channel in a polymer block to
produce an array of parallel wires. An-
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