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 We Are GE 

May 2010 

GE Overview 
2009 revenue, % earnings 

~$157B Revenue 

~ 300K 

employees 

$11.2B earnings 

$16.6B cash flow 
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GE’s Marketing Journey to  
Gold Standard 

’09 ’10 ’11 ’12 ’13 

Comm. capabilities  

Customer insights  

Operational rigor 

Sales Force Excellence 

+ + 

 

Strategy 

Innovation 

Thought leadership 
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Gold Standard 

Marketing & Sales 

Like P&G 

in 

Consumer 

Marketing 

Like Apple 

in 

Innovation 

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? 

Communication

s 

Sales Support 
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To… 

 finding 

simple 

solutions in a 

complex 

world… 

Why? Simple solutions for a complex 
world… 

From… 

differentiating 

commoditized 

products  

Maturity of Marketing Capability 
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 Gold Standard Vision 
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GE’s Gold Standard Equation 

People Principles 

+ + 

Process Better 

Business 

Results 

= 

3 new P’s! 
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Gold Standard Marketing has arrived! 

Marketing for 

all seasons… 

Published 

October 

2010 

Harvard 

Business 

Review 

(HBR) 
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technology-led 
innovation 

commercial 
innovation 
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From “Invention” to “Innovation” 

From “Invention” 
(1900 – 2000) 

To “New Age” 

Innovation 
(2000 and beyond) 

GE 

Win! 
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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 
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GE’s innovation portfolio 

Box 1 
Build out 

products and 

services 

Box 2 
Invest in 

adjacencies 

Box 3 
Introduce 

solutions 

that leverage 

technologies 

Core technology New technology Systems thinking 

New market 

Core market 
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Hallmarks of B2B vs. B2C 
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Hallmarks of B2B vs. B2C 
 
 I. No consumers! 
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Hallmarks of B2B vs. B2C 
 
 I. No consumers! 
 
II. Often hi-tech and hi-ticket 
 
 



15  
BMA New York 

May 19, 2011 

Hallmarks of B2B vs. B2C 
 
 I. No consumers! 
 
II. Often hi-tech and hi-ticket 
 
III. Value Calculators rule 
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