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We are GE

infrastructure, finance,

media company

eEnergy
eHealthcare
eAviation

-iI & Gas

eConsumer &
Industrial

eTransportation eEnterprise
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Solutions

-Copfta - Commercial
*Capital - Consumer

NBC S UNIVERSAL

S—

*NBC
eUniversal
eCable
eTheme Parks
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Asia Pacific }
$24B b

Africa

$108B l :

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




Downturns dramatically shift the
competitive landscape

Broakaway

Acquired
; 11%

9%

vl e Downturns double the chances
of significant change in
industry rankings

e Firms that gain advantage
sustain premiums for 3+ years

Bankrupt/
Liguidated
23%

Source: R Gulati/HBS

Early 2000s recession

Not all companies survive recessionary pegods, and

even fewer prosper
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Economic downturns are necessary
reality checks

Breakaway companies see turbulent
times as opportunities to gain
advantage

most companies appeal to common

wisdom ...

“Streamline operations and chase

demand”
e Cut costs and operate for efficiency eUnderstand and respond to customer;
: form stronger bonds during difficult
e Focus on the core business times

Stay the course (avoid rash strategy eInnovate around customer needs
changes)
*Take advantage of strategic

acquisitions and alliances

Respond to recession-created demand

eInvest in business efficiency

*Realign the organizational design to
Source: Ranjay Gulati, HBS respond to core customer needs
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GE: Historical reaction to downturns
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GE's Marketing Journey to
Gold Standard

Like P&G in
Consumer
Marketing

‘03 '04 '05 '06 ‘07 '08 09 '10 11 ‘12 '13

Comm. capabilities Strategy Gold

Customer insights + Innovation Standard

Sales Support Operational rigor Thought leadership :
Sales Force Excellence Marketing

. . - ‘ & Sales
Like App!e in Like GE in
Innovation Finance & Six
ijgma

“Make B2B marketing a new source of sustainable
competitive advantage for GE.”
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Why? Simple solutions for a complex
world...

| Gold Standard Vision
' From...

differentiating
- commoditized

Google ' PG products

[joni]|
Kl

lIn
gl |

L

To...
Ao finding simple
- solutions in a
complex

Complexity of Business Model

world...

Maturity of Marketing Capability
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GE's Gold Standard Equation

What we
deliver

>
INSTIGATOR

Optimize for today

:

& Build for the future
3 %’\% & é" 1
MARKETING ROCKSTARJ

Enable the organization

soe Vs
IMPLEMENTER
O O

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

Measure and improve with business scorecards.
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Gold Standard skill areas

Go-To-Market Process
| E | R

Segmentation \| Value Creation \ Commercial
& Targeting & Pricing Activation

<P

Commercial Essentials

Strategy &
Innovation

New World Skills

Sales Force
Effectiveness

Branding &
Communications

imagination at work 12/
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Gold Standard Fact B

FACT BOOK
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Gold Standard Skills

o]0

Market Knowledge

Drive the use of market intelligence
to make critical decisions and set
strategic directions

« Identify external trends and influences

« Analyze market, competitors, and customers
« Collect and manage knowledge and data

« Recommend strategic directions.

MARKET KNOWLEDGE
Identify external trends
and influences

oscairTion:

sy To:

andreqtens afecing ha mariat

i produs
1 of e sheping e usines ncdg buiness
s ordporers

o INTERNAL ExaMPLE: ERTERNAL EXAMBLE:
coporuniyn
oursur: (ORGANIZATIONAL MATURITY LEVEL: dferenicta GE e MR o BB RIS
el o Jeaence cod o sédiocs i h cooeral
eput cknce cnd oudenes i e corectal &
~Cotaplor emerging morct
hore
onolis i o sconom 400

3903 TMON 1333V

PESTIRESTEL onolis 3 cther  Implcalons xsocioted rends
s, detoied shr

Fomeac

ool and vends

Fecammendaion:

Marketing Council, September 2009

Working draft for GE Marketing Council use only
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Capability example

Capability

Internal
Examples

y A

MARKET KNOWLEDGE
|dentify external trends
and influences

\ DESCRIPTION:

Understand the extemnal global/local influences and macro farces (palicy, regu-
latory, economic, social, tachnological, environmental). Identify trands that wil
drive business in future and make proactive adjustments in business strategy.

Description

/=

ABILITY T0:

+ Understandthe pelicy, ragulatory enviranment, indluding plenined or potential kaws
and raguiations offecting the market

« Assess tha econornic envirenment and trenvds and their impact cn the market (eg,
impact of rac: crises, which offy y suppl:
ather key giobal inancial rotes]

+ Understand ord adapt to sacial changas that give rise 1o Pew customer naads,
tachrologies, ond products

« Acfust to other forces of influence shoping the business including business
‘assaciotes, customars, and portners

Ability-to

Ny

ouTPUT: ORGANIZATIONAL MATURITY LEVEL:

Org. Maturity

I irimal research, anecdatal
input

Basic awareness of potentiol regulation's impact to product or segment. Ad-
hoc monttoring of emerging technelogies, nashare anolysis

INTERNAL EXAMPLE:

differentite GE

concer market

BUSINESS CASE:

customer needs ond overal
morket dynamics, the GE

RESOLUTION:

2.3 frameworks applied, shore
analysis development intoissues and opparturnites for GE.

WYELLOW: 2.3 information sources utilzed,  Assesses theimpact of regulotions under consideration; and identifies appro-
priate oction plans, leveraging werk of public affairs. Translotes technology

Leverage oll info sources;
PEST/PESTEL analysis +3 other  implications ossceioted trends
framewarks, detaied share

anolysis and trends

Proactively monitors indicators from PESTEL framewerk. Clearty orticulates the

888 4 fromeworks opplied,
ond multiple scenarics.
evaluted, driving business
recommendations

10 estobiish plans to develop contingency plans

Level

N

Cellaborates with relevant departments to communicate implications of tech-
noiogicol of reguictary matters. Develops and utiizes scenoric-based anolyses

RESULTS:

for post-launch onalysis.

*GE Healthcare - Identified o multi-billion dollar growth
opportunity in 3 emerging markets and and launched
healthymogination cross-business initiative to

* GE Healthcare - Understanding exernal influences such
s clinical evidence ond quideines within the colorectal

« GE Capital Real Estote - Developed own regional,
monthly morket monitars to track key real estote funds-
mentols and macro econoric dato

« GECAS - Aggregate supply/demend forecasts

Inan effort to keep current with
the latest trends in technology,

Healtheare CTC business set out
to identify extemnal trends and influences.

The business set out to grow the market and
its share within the existing market. It begon

by developing an in-depth knowledge of the
customer. It then developed awinning strategy
by clarifying the respense and its primary

fecus areas. The final task was to complete the
value propasition and build a plan for success.

For mere best proctice examples, please visit

EXTERNAL EXAMPLE:

« Apple - Internationl marketing team collects seciol and
technalegical information, Nike and ipod collaboration
came out os o result.

= Research In Motion - Lounch of BlockBemy resultof
understanding emeraing trends in ackance of il other
competiers

39A3TMONM L

« Caterpillor (ermerging marketh

« Gileod Sciences- Levernged knowledge of poitical
econamic & socialissues in deployment of HIV/AIDS dug
development

«Tashiba - Dedicoted government relations teom that is
supporting both current executives os well as ex-
. i

tosupport their business growth, Nuleor is one of the
focus orea.

ToOLS:

Information source:

External
Examples

«Primary &secondary Research
«Intemal (GE reseorch]
'k «refessionol sodeyinuts

NP, formal VOC process, Surveys

Analysis frameworks:

« PESTIRESTEL - Foiitical, sconomic, social, technclogizal,
emironmental, legal — Porter's

« 3C - Custamer, Comptitor, Company
« Market Segrment Mapping

* Strategic Posttioning Analysis

« Product ffe cycle

« Scenario Planning/Wer Goming

Utimenely, the plan’s success will depend on
the go-to-market strategy and after market
strategies. The business must be committed
prepare contingency plans, allocate the appro-
priote rescurces and put menitoring in place

Tools

Business
Case

&
Link to Best Practice
Sharing Library

imagination at work
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From McKinsey...

Exhibit 2

NEW MARKETERS CHOOSE TO LEAD IN
TWO OR THREE SKILLS

Advertising

imagination at work 15/
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From ISBM's Framework...

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

1. Build Value Understanding

* Built on Field Research
 Fact/Diagnosis Driven

* Integrated —
Marketing and Sales

2. Strategy Formulation

3. Design Customer Value

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

imagination at work

4. Communicate and Deliver Value

5. Life-Cycle Management

16/
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From Marketing Leadership Council

Anatomy of World Class Marketing Organization

O & o
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P&G’'s marketing disciplines for career

pathing

PeG -

Marketing

Global Marketing Career Pathing

My Career Options:
Marketing
Disciplines

imagination at work

Marketing Expert Path

e Jop t Dep (ADD)

« Be a catalyst of business-building decisions and best practices in
defining and leveraging our Brands’ equity and advertising o Con-
sumers across all media. inchudes: Advertising to CORSUMEYs 800sS
alf Media; Develgpment and Multi-media Advertising Production

Corporate Function Marketing

+ This centralized, global organization leads change, manages
knowledge, and leverages P&G's scale of enperience and
depth of expertise to build superior marketing capability.
Includies: Knowledge & Innovation; Marketing Exchange
knowdedge communication & training).

i Q)
Build the business via integrated communication with eur
consurners, customers and agency partners. includes
Direct Marketing; Point-of-Market-Entry Alliances; in-Store
PFromation; Multi-BrandiCategory Customer Events; Customer
Relationship Management; Trends; Technical Marketing.

Media & Communications

« Deliver Brand and Corperate goals by developing and executing
lbest-in-class communication strategies and plans that connect
with the target consumer when and where the consumer is
receptive, maximizing the return on marketing investment while

deiivering competiti Includes: Ct ion
Blanning, Media Buying: Program Development, Mecdlia Agency
AManagement.

Other Specialty/Cross-Business Unit Marketing Opportunities
+ Prowitle Marketing leadership and expertise in specialized
organizations and roles, which create value for the company,
andior allow us 1o connact with the markatplace and communities
inwhich we 6o business. Includes assignments in: External
FRelations; Global Business Services; Centers of Expertise;
Marketing Capability:
FiG Gicbel Marketng Careor Pathing
My Caiess Optians €

18/
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Best people

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

41 TRAITS

4
INSTIGATOR

Leverage _
customer, market

drive growth.

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

{1 Integrator: Drives customer-centered thinking across
IMPLEMENTER functions and silos
4, &
/l,o Se Q5;$ . . . . . o
%, & Innovator: Turning unique insights into something
5 N tangible to meet customer needs
MARKETING ROCKSTARS ‘ Implementer: Executing against customer needs to

drive profitable growth
imagination at work
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..and Training
ExecutiveiGrowthiLeagdershipi='SeasonediCareer

Executive
Commercial Mgmt
Seminar

commercigl Leadership=Midito)SeasonedCareer

Advanced Essentials of
Commercial Mgmt Sales

Seminar Management

Eunctional Expertise=Edrly te Seasoned Career=Dependentionrole

Branding and
Pricing Segmentation Customer
Experience

Situational Sales Sales Leader as
Negotiation Coach

Career Progression

Eundamental'Skills==EarlyitorMidiLevels

Marketing ;" i Go To Market i Economic Value Customer Creating Client

Essentials Training Selling Focused Selling Value




Balance today and tomorrow

Optimize for Today Build for the Future

Enable the Organization

imagination at work 21/
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Evaluate and measure

o ®

Minimal Developing Leading Gold Standard

Deep understanding
of the disciplines and
competencies,
integrated into
development of
business direction.

L] T

GE Best in Class Industry Best

Best in class GTM
competencies
demonstrated in all
aspects of business
management.

Disciplines and
competencies are
well understood and
assist in the planning
process.

Minimal
understanding of the
expertise within each

competency.

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

imagination at work 22/
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MarkNet

Stay connected,
relevant, and informed.

ITErry
Vi



MarkNet is building on the
concepts of

; 7’ p '&y\:ﬁ*
*?S\WO

) LinkedfY Youlllil:

WIKIPEDIA

and our GE affinity groups, to

build a community for GE
marketers. - w
il @ Py




How MarkNet can be GE's
competitive advantage?

Vigw best Connect with
Practlc;es across Senior Leadership
businesses

Easy access to useful
commercial resources

Update your
professional profile

Create and
Follow Blog
entries

View Group
Members

Free training through Keep in tune with
Webinars most recent
community news

imagination at work 25/
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Established six initial communities

Innovation

Ideas and techniques to
develop superior new
products and services.

Marketing
Communications
Leverage communications

to shape and support brand
strategy.

i

i

ﬁefﬁxj fagl,

Customer
Experience

Serve customer needs and
solve pain points through
the entire life cycle.

Value Prop &
Pricing

The optimal offering to the
right customers at the best

price.

Intelligence

Best practices to leverage
market trends and
competitor intelligence to
drive growth.

Segmentation &
Insights

Target the right customers
through unique and
differentiated insights.

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

imagination at work
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Our Strategy

Be
Global

Connect locally,
scale globally

imagination at work

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

27/
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ecomagination

ecomagination drives growth.
2008 revenues rose 00
21% to $17 billion. 7 5 - 9 A)

75 products now

z $ 1 7 B represent 9% of GE's

annual revenue.

imagination at wor k



healthymagination overview

Reduce Cost

Reduce by 15% the cost of
many procedures &
processes with GE
technologies & services

imagination at work

Increase Access

o

Increase by 15% people’s
access to services &
technologies essential for
health, reaching 100
million people every year

Improve Quality

Improve quality &
efficiency by 15% for
customers through
simplifying & refining
healthcare procedures &
standards of care

29/
BMA Chicago/



Campaign Innovation

Harvard Business Review =

www.hbr.or

For decades, GE has sold l l GE I
modified Western products to OW S
emerging markets. Now, to

preempt the emerging giants, Disrupting Itself

it’s trying the reverse.

by Jeffrey R. Immelt, Vijay Govindarajan, and
Chris Trimble

imagination at work

The model that GE and other industrial
manufacturers have followed for
decades—developing high-end prod-
ucts at home and adapting therm for
other markets around the world—won't
suffice as growth slows in rich nations.

To tap opportunities in emerging
markets and pioneer value segments in
wealthy countries, companies must learn
reverse innovation: developing products
in countries like China and India and
then distributing them globally.

While multinationals need both ap-
proaches, there are deep conflicts
between the two. But those conflicts
can be overcome.

If GE doesn't master reverse innovation,
the emerging giants could destroy the
company.

30/
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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 & - i
with the overarching goal of measurably reducing costs and increasing access to heolth 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."

imagination at work 31/
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MINNERY[HDq 100 Best Global Brands

2009 Brand walue 2002 Brand walue Percent change
Rank 2003 Rank 2002 Employer [Fmillions] [Fmillions] %] Courtry of Chemership

F

Coca-Cola 63,734 66 66T 0.03 LIS,

1 1 .
2 2 1BM GE B0,211 59,031 0.02 u.s. No. 4: General Electric

3 3 Micros 86 647 89,007 -0.04 IR} . . .
4 4 GE 47 777 53,086 -0.1 IR} ...pomted Itself green wit
5 5 Makia 34 864 35942 -0.03 Finland itS "ecomogination"

B g WcDonald's 32,278 31,049 0.04 IR} . .

7 10 Google 31,850 25,590 0.25 s, crusade. Now it aims to
g A Toyota 31,330 34,040 -0.08 Japan .

g 7 Intel 30,636 31,261 -0.02 IR} COIOr ItSG'f heolthy by

10 g Disney 28,447 29,251 -0.03 L5 pushing heqlth-cqre

11 12 Hewlet-Packard 24 096 23,509 0.0z IR} . .

12 11 Mercedes-Benz 23 867 25577 -0.07 Germany Solutlons N underserved
13 14 Gillette 22841 22,069 0.04 IR} mquets

14 17 Cisco 22,030 21,306 0.03 IR}

15 13 BhW 21 671 23,298 -0.07 Germany

16 16 Louis Yuitton 21,120 21,602 -0.02 France

17 18 Marlhara 19,010 21,300 -0.11 IR}

18 20 Honda 17,803 19,079 -0.07 Japan

19 21 Samsundg 17,818 17,6349 -0.01 5. Korea

20 24 Apple 15,443 13,724 012 IR}

1 27 HEeM 15,375 13,840 011 Sweden

22 15 Armerican Express 14,8971 21,940 -0.32 115

23 26 Pepsi 13,706 13,249 0.03 IR}

24 23 Oracle 13,699 13,831 -0.01 IR}

25 28 Mescafe 13,317 13,084 0.0z Switzerland

26 29 Mike 13179 12,672 0.04 IR}

27 M SAP 12 106 12,228 -0.01 Germany

a0 e [ 47 nnd 40 042 mnA [ T oty
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summary

*The world is a complex place

- Need a plan to win now and to thrive in the
future!

e 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?

e Gold Standard is a vision for better results
- The time to lead is now!

imagination at wor k 33/
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