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From Bacon to Jet Engines

…1980 2009



3 /
BMA Chicago/

We are a global infrastructure, finance, and 
media company taking on the world’s 
toughest challenges.

We are GE

Infrastructure Finance Media

•Energy
•Healthcare
•Aviation
•Transportation

•Capital - Commercial
•Capital - Consumer

•NBC
•Universal
•Cable
•Theme Parks

•Oil & Gas
•Consumer & 
Industrial

•Enterprise 
Solutions
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U.S.
$85B

GE Around the World

Canada & 
The Americas
$15B

Europe
$44B

Asia Pacific
$24B

Middle East, 
Africa & Others
$10B

2008 revenues total 183 billion with 
over 300,000 employees.

1 Includes U.S. exports to external customers
2 Includes $~5B from “Other Global” areas
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Downturns dramatically shift the 
competitive landscape

Not all companies survive recessionary periods, and 

even fewer prosper

Early 2000s recession

• Downturns double the chances 

of significant change in 

industry rankings

• Firms that gain advantage 

sustain premiums for 3+ years

Source: R Gulati/HBS
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Economic downturns are necessary 
reality checks

• Cut costs and operate for efficiency

• Focus on the core business

• Stay the course (avoid rash strategy 
changes)

• Respond to recession-created demand

“Streamline operations and chase 
demand”

most companies appeal to common 
wisdom …

Source: Ranjay Gulati, HBS

•Understand and respond to customer; 
form stronger bonds during difficult 
times

•Innovate around customer needs

•Take advantage of strategic 
acquisitions and alliances

•Invest in business efficiency

•Realign the organizational design to 
respond to core customer needs

“Provide customer solutions”

Breakaway companies see turbulent 
times as opportunities to gain 

advantage
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GE: Historical reaction to downturns
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GE’s Marketing Journey to 
Gold Standard

Communications

Sales Support

’09 ’10 ’11 ’12 ’13

Comm. capabilities 

Customer insights 

Operational rigor

Sales Force Excellence

++
Strategy

Innovation

Thought leadership

’04 ’05 ’06 ’07 ’08’03

Gold

Standard

Marketing 

& Sales

Like P&G in 
Consumer 
Marketing

Like P&G in 
Consumer 
Marketing

Like Apple in 
Innovation

Like Apple in 
Innovation

Like GE in 
Finance & Six 

Sigma

Like GE in 
Finance & Six 

Sigma

“Make B2B marketing a new source of sustainable 

competitive advantage for GE.”
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To…
finding simple 
solutions in a 

complex 
world…

Gold Standard Vision

Why? Simple solutions for a complex 
world…

Maturity of Marketing Capability
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differentiating 
commoditized 

products 
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MARKETING ROCKSTARS

GE’s Gold Standard Equation

Leverage existing GE process and skills in new direction to 
build world class B2B marketing. 

Measure and improve with business scorecards. 

Who
we are

Who
we are

What
we do

What
we do

How we
do it

How we
do it

What we
deliver + +=

Optimize for today

Build for the future

Enable the organization
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Gold Standard skill areas

Market 

Knowledge

Segmentation 

& Targeting     

Value Creation

& Pricing
Commercial  

Activation    

C E C RC E C O R

+
=

Go-To-Market Process

Commercial Essentials

Branding &

Communications

Sales Force 

Effectiveness

New World Skills

Strategy & 

Innovation

Gold 
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Skills
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Gold Standard Fact Book
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Capability example

CapabilityCapability

DescriptionDescription

Ability-toAbility-to

Org. Maturity 
Level

Org. Maturity 
Level

Internal 
Examples

Internal 
Examples

External 
Examples

External 
Examples

ToolsTools

Business 
Case

Business 
Case

Link to Best Practice 
Sharing Library

Link to Best Practice 
Sharing Library



15 /
BMA Chicago/

From McKinsey…
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From ISBM’s Framework…

2.  ISBM Courses/Learning:  
“Value - Delivery Framework”

1. Build Value Understanding

2. Strategy Formulation

3. Design Customer Value

4. Communicate and Deliver Value

5. Life-Cycle Management

• Built on Field Research

• Fact/Diagnosis Driven   

• Integrated –
Marketing and Sales

Span the entire 
practice of    B-to-B 
Marketing and Sales

9
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From Marketing Leadership Council…

Anatomy of World Class Marketing Organization
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P&G’s marketing disciplines for career 
pathing
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Best people

Instigator: Incites a “better way” using unique vantage 
point to see around corners

Integrator: Drives customer-centered thinking across 
functions and silos 

Innovator: Turning unique insights into something 
tangible to meet customer needs

Implementer: Executing against customer needs to 
drive profitable growth

4I TRAITS

MARKETING ROCKSTARS

Marketing Capability Guide

The capability guide offers a unified framework for growth and 
development in marketing at GE. The requirements and 
expectations identified in the guide represent the work and input 
of hundreds of GE marketing leaders and subject matter experts, 
as well as in comparison to external benchmarks. It provides the
blueprint to help marketing drive growth for the company. 

Marketing Rock Star Awards



… and Training

MarketingMarketing SalesSalesBothBoth

Functional Expertise Functional Expertise –– Early to Seasoned Career Early to Seasoned Career –– Dependent on roleDependent on role

Fundamental Skills Fundamental Skills –– Early to Mid LevelsEarly to Mid Levels

PricingPricing SegmentationSegmentation Situational Sales 
Negotiation

Situational Sales 
Negotiation

Branding and 
Customer 

Experience

Branding and 
Customer 

Experience

Sales Leader as 
Coach

Sales Leader as 
Coach

Advanced 
Commercial Mgmt 

Seminar

Advanced 
Commercial Mgmt 

Seminar

Executive 
Commercial Mgmt 

Seminar

Executive 
Commercial Mgmt 

Seminar

Essentials of 
Sales 

Management

Essentials of 
Sales 

Management

New

Commercial Leadership Commercial Leadership –– Mid to Seasoned CareerMid to Seasoned Career

Marketing 
Essentials

Marketing 
Essentials

Go To Market 
Training

Go To Market 
Training Selling @ GESelling @ GECreating Client 

Value

Creating Client 
Value

Economic Value 
Selling

Economic Value 
Selling

Customer 
Focused Selling

Customer 
Focused Selling

New New

Executive Growth Leadership Executive Growth Leadership –– Seasoned CareerSeasoned Career

NewNew

C
a
re
e
r 
P
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g
re
ss
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Optimize for Today Build for the Future

Enable the Organization

Balance today and tomorrow
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Best in class GTM 
competencies 

demonstrated in all 
aspects of business 

management.

Deep understanding 
of the disciplines and 

competencies, 
integrated into 
development of 

business direction.

Disciplines and 
competencies are  

well understood and 
assist in the planning 

process.

Minimal 
understanding of the 
expertise within each 

competency.

Gold StandardLeadingDevelopingMinimal

Assess our maturity level for our total marketing 
capabilities, communications & transformation. 

GE Best in Class Industry Best

Evaluate and measure



MarkNet

Stay connected, 
relevant, and informed.



MarkNet is building on the 
concepts of     

and our GE affinity groups, to 
build a community for GE 
marketers.
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How MarkNet can be GE’s 
competitive advantage?

Create and 
Follow Blog 

entries

View Group 
Members

Connect with 
Senior Leadership

View best 
Practices across 

businesses

Keep in tune with 
most recent 

community news

Update your 
professional profile

Free training through 
Webinars

Easy access to useful 
commercial resources
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Established six initial communities
Innovation

Ideas and techniques to 
develop superior new 
products and services. Intelligence

Best practices to leverage 
market trends and 

competitor intelligence to 
drive growth.

Segmentation & 
Insights

Target the right customers 
through unique and 

differentiated insights.
Value Prop & 

Pricing

The optimal offering to the 
right customers at the best 

price.

Customer 
Experience 

Serve customer needs and 
solve pain points through 

the entire life cycle.

Marketing 
Communications 

Leverage communications 
to shape and support brand 

strategy.

40% GE Marketers joined in first 100 days and the number is still growing!
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Our Strategy

Be 
Global
Connect locally, 
scale globally

Drive 
Innovation
Lead with 
technology and 
content innovation

Build 
Relationships
Grow customer 
and partner 
relationships 
worldwide 

Leverage 
Strength
Use GE's size, 
expertise, financial 
capability, and brand
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ecomagination drives growth.

28

2008 revenues rose 
21% to $17 billion. 

75 products now 
represent 9% of GE’s 
annual revenue.$17B

75=9%

ecomagination
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healthymagination overview

Reduce by 15% the cost of 

many procedures & 

processes with GE 

technologies & services

Increase by 15% people’s 

access to services & 

technologies essential for 

health, reaching 100 

million people every year

Improve quality & 

efficiency by 15% for 

customers through 

simplifying & refining 

healthcare procedures & 

standards of care

Reduce Cost Increase Access Improve Quality
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Campaign Innovation
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The World’s Masters of Innovation

BusinessWeek recently ranked the top twenty-five 
most innovative companies and leaders and our very 
own Beth Comstock, senior vice president and chief 
marketing officer made the list. 

According to BusinessWeek, her biggest 
accomplishment in this job: In May, Comstock 
launched General Electric's (GE) healthymagination
initiative, a $6 billion effort to create 100 products
with the overarching goal of measurably reducing costs and increasing access to health care. 
Projects in the initiative range from health-related content on NBC to loans from GE Capital to 
physicians who want to invest in electronic medical records.

Innovation philosophy: "In the early stages of innovation, it's easy to become paralyzed by 

potential-too many options, uncertainty about business models, etc. Pick a path and get going, 

but remain nimble with interim milestones and a motto of fail fast, fail small."
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100 Best Global Brands

GEGE No. 4: General Electric
…painted itself green with 
its "ecomagination" 
crusade. Now it aims to 
color itself healthy by 
pushing health-care 
solutions in underserved 
markets…
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Summary

•The world is a complex place
– Need a plan to win now and to thrive in the 
future!

• No one has all the answers. It’s a journey
– What model do you need for your 
organization to win?

– How will you learn and share?

• Gold Standard is a vision for better results
– The time to lead is now!






