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GE Overview

2009 revenue, % earnings

(
GE ENERGY INFRA $418B

ENERGY /.“’>

OIL & GAS
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rGE TECHNOLOGY INFRA $398

HEALTHCARE E

(
MEDIA, HOME & BUSINESS

SOLUTIONS $24B, w/10%

~$157B Revenue
~ 300K

$11.2B earnings
$16.6B cash flow




GE’s Marketing Journey to
Gold Standard

Like P&G
in
Consume

Comm. capabilities Strategy
Communicati Customer insights Innovation

S Operational rigor Thought leadership

Sales Suppor Sales Force Excellence Gold Standard

arketing & Sales

Like GE in
Finance &
Six Sigma

“Make marketing a new source of sustainable competitive advantage for GE.”

Where is your business on the marketing journey?
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Why? Simple solutions for a complex
world...

Gold Standard Vision

- From...
E differentiating

commoditized

I
il

Google products
To...
finding
D P &G simple

-

solutions In a
complex

Complexity of Business Model

Maturity of Marketing Capability
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GE’s Gold Standard Equation
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Gold Standard Marketing has arrived!

HBRORG

Published

October o
2010 Unleashing -

fident in its technologies

I that it seemed to believe

e Owe the preducts could market

a rV a r themselves, People desig-

nated as marketers wers

[ ] assigned to mles suppart

. {lzad generatian ar rade shows, far sxample) and

' l ications (adwestising and promatiaral ma-

u S I e S S tesial) I disenssionscbonut corporate strategy, mar-

support function; at worst it was cwerbead, Ina few

R : When GE realized that its products would o mo e vt et ot
eVI eW no longer sell themselves, it had to invent a ::;::‘cﬁg}‘;f""'”‘mmd‘m'“wh'
formidable marketing function from scratch. Maryinternl hepiicsdid ot s horw market-

1
commercial and military aireraft, The commercial
awiaticn industry is relatively simple: a bandful of
atrcraft two GE competi Rell
Bioyee and Pratt & Whitrey), and about 320 airlines.

“You could put the entire industryina confersnce
roomi—it's that compact?” says Thomas Gentile, the
wice prasident of enging services for GE Aviation and
a former chief marketing officer at GE Capital, ~5o
the chal lenge was: How could market reseanch re-
ally help us? Becauze we could literally pick up the
th dcall evaryone in thei o whe mat-
tered and find out what was oo theirmind "

But things were changing, The businesses were
mtarivgg, and liks other companizas, GE was lam-
ing that it could not win simply by launching in-
creasingly sophisticated technolegies or by taking
existing technologies to rew mark ets, Some of cur
bemst-thioughit- cut rew o ferings were fast bacoming
Hviation recognized that it was having trouble mak -
ingg smnse of a rapidly changing industry, Fuel prices
were valatile; demand was skrwing, stromgsr regu-

—— latary cversight was around the comer, Howtore-

‘ain competittre and alzo prosper? “We didn’treally

; ; i ing a5 Funetion could help GE grome its busi
( I I B R) by Beth Comstock, Ranjay Gulati, and Stephen Liguori T cE "ﬂ:imc-':,ﬂ"b,m:ﬁiwi::d;:i::::
hat develops and jet engices for

LUSEWN R AT

Marketing for
all seasons...

‘ 1800 Harvard susdnezs Raview  October 2010 Qeecber 3010 Hamard eusingss Ravkw 1801
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technology-led commercial
INnnovation INnnovation
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From “Invention” to “Innovation”

To “New Age”
' ' Innovation
(2000 and beyond)

From “Invention” : :
(1900 — 2000)

Systlems
M -
Control Mgmt «.. o— Avionics

Electric

Integrluged
Flight "=, propulsion
control ¥ =, .?( system
actuation ) |
Environmental
controls
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Example: What will be the business
model for EV chargers?
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Imagination
Breakthroughs

A protected class of
ideas




GE’s innovation portfolio

New market

Box 1

Core market  Build out

products and
services

Core technology New technology Systems thinking
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Hallmarks of B2B vs. B2C
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Hallmarks of B2B vs. B2C
. NO consumers!
|l. Often hi-tech and hi-ticket

11l. Value Calculators rule
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