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GE addresses customer satisfaction issue

A GE officer at a Work-
Qut session isn’t news. After
all, the company’s leaders
have been involved in their
business” Work-Out process
since it began two years ago.

However, a Work-Out ses-
sion composed enfirely of
GE officers is unique. And
that’s just what occurred last
month in Phoenix, Arizona
when the attendees at the
Corporate Officers Meeting
spent the morning in Work-
Out groups wrestling with
customer issues of company-
wide importance.

GE Information Services
President Hellene Runtagh,
who attended the meceting
with Communications & Ser-
vices Senior Vice President
Eugene F. Murphy, led one

of the session’s five customer
service breakout groups.
The intent of the meet-

“During the
next 18 months,
every Work-0Out
session at GEIS
will be dedicated
to increasing
customer satis-
faction.”

— Hellene Runtagh

I
ing, according to GE Vice

Chairman Larry Bossidy,
was to share ideas across

businesses.

“The 1990s will be a
buyer’s market...a customer’s
market,” said Bossidy. “Idoubt
there’s anyone in the room
who believes our levels of
customer satisfaction across
the company are where they
should be. We may have
improved in some areas
during the past few years,
but our improvements have
been, in cffect, negated by
the rapidly rising bar of
expectations among GE’s
customers.”

To attack the problem,
the officers were divided
into five groups — each with
a specific set of questions
to explore. Members within
each group had a month prior

Please see PHOENIX on page 4

THE
NUMBERS

GE Information Services’ quality
numbers were stellar during the third
quarter, exceeding
1990 goals in all but
one area. With the

GEIS reports third quarter quality numbers

ability mark, all of GEIS’ third quar-
ter availability and client satisfaction
numbers were better than their 1990
measurement f{argetis.
year-to-date numbers are either at or

Currently, all
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GEIS' Edison, Hench particira

GE Information Ser-
vices’ investment in nine
special people has netted the
business immediate returns.

GEIS’ first-ever Ad-
vanced Course participants
culminated eight weeks of
grueling work by presenting
their completed projects to
GEIS President Hellene
Runtagh, members of her
staff, University of Maryland
faculty and representatives
from GE Corporate. The
project work, which was
greeted enthusiastically,
centered on enhancements
to GEIS’ network monitor
and BusinessTalk’s Request
For Development feature.

The nine individuals are
participants in the newly
formed Edison Engineering
Program (EEP) and Hench

“Completing this
project is probably
the single hardest
thing I've ever had
todo..”

— Rachelle Lemieux,
Hench Scholar

Scholars Program (HSP),
named in memory of former
GEIS Vice President Robert
Hench.

The EEP isa GE program
aimed at attracting high-po-

tential college graduates,
while the HSP works to fur-
ther develop outstanding
GEIS employees.

Each Edison participant
is required to complete the
first two years of GE’s Ad-
vanced courses, while Hench
Scholars must complete all
three years. What makes
these courses doubly diffi-
cult is that they need to be
completed in addition to a
regular work schedule.

“It was extremely chal-
lenging — but
when it was all
over, I think we
all felt good about
what we had ac-
complished,” said
Walt Meffert,
a University of
Maryland gradu-
ate who is part
of the four-per-
son Edison team.
Meffert’s col-
leagues include
Robert Gottshall
(Bucknell), Brian
Rosenbloom (Co-
lumbia) and Scott
Moe (Purdue).

The Edison’s
project was essen-
tially conceived
by GEIS’ John
Wittenberg. He
was looking for
a way to make
it easier to ex-
tract important
information from

“NMON,” GEIS’ network
nmonitor.

“NMON, in its current
state, scrolls lines and lines
of text across a screen,” said
Meffert. “It makes it very
difficult to monitor network
events. What we were able
to do was change the repre-
sentation of NMON so it
displays the information
graphically. We're told this
development will make it
easier to monitor network

events and train those
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*s paying dividends right away

people responsible for the
network.”

The Fdison’s project is
carrently undergoing fur-
ther enhancement and test-
ing by Wittenberg’s group
in Brook Park.

Like the Edisons, the
Hench Scholars went through
a highly selective screening
process prior to being sclec-
ted for the program. The
five people chosen were
Rachelle Lemieux, Russ
Quinn, Dottie Ewing, Joel

Hack and Eric Dixon.

The Hench Scholars’
project was recommended
by BusinessTalk’s product
manager, Liz Litkowski. She
was interested in develop-
ing a more user-friendly
interface for the existing
Request For Development
(RFD) systemn.

“We learned a very valu-
able business lesson from this
experience,” said [.emieux. “Tt
took a while, but we finally
figured out that getting a

product out the door on
schedule requires everyone (o
set aside their personal pref
erences and work to achieve
the team objective. We also
learned how to divide things
up. At one time or another,
each of us assumed a leader-
ship role.

“Completing this project
is probably the single hard-
est thing Pve ever had o do.
But in retrospect, knowing we
succeeded made it all worth-
while.”

The end re-
sult of the Hench
Scholars’ work was
a user-friendly
interface that can
be placed on the
front end of the
existing RFD.
There is also a
possibility the
work can be
adapted for other
existing applica-
tions, like the
Quality Defect
Report.

Froem the
very outset, boih
the Fdison and
Hench programs
were viewed as
long term invest-
ments in the
future of GEIS.
Happily, the re-
turns appear Lo
be paying off
evenn faster than
expected. B

GEIS' first Advanced Course
participants {left to right):
Joel Hack, Brian
Rosenbioom, Dottie Ewing,
Russ Quinn, Wait Meffert,
Rachelle Lemieux, Rohert
Gottshall, and Scoft Moe.
Not pictured: Etic Dixon.
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GE's senior
managers
recently held
a Work-Out
meeting in
Phoenix

that focused
on improving
customer
satisfaction.

\

PHOENIX

continued from page 1

to the Phoenix meeting to
exchange thoughts and plan
approaches. Then, at the ses-
sion, walls blossomed with flip-
chart paper as discussion
bounced from participant to
participant. Ideas sparked
other ideas — even disagree-
ments — as processes and
approaches were debated.

“IUsclear thatwe still have
2 lot to learn about satisfying
our customers,” said Runtagh,
“But GE is commiitted to do-
ing whatever it takes to close
the gap between expectation
and performance. All of my
colleagues are as ardent
about imbedding customer
satisfaction into their organi-
zations as I am about seeing
it become a way of life here
at GEIS.

“While many of the an-
swers to the issues we explored
are still forthcoming, we are
sure of one thing: standing
on a soap box and extolling
the virtues of customer ser-
vice doesn’t work. Manage-
ment has tried that approach
in the past and it’s failed mis-
erably. If customer satisfac-
tion levels are to rise at GEIS,

personal ownership has to be
taken by every one of us.”

Runtagh added that the
drive for complete customer
satisfaction can’t take on
the form of a “tshirt and
coffee mug program.”

“Programs have a way
of vanishing,” said Runtagh.
“Culture doesn’t.”

The morning session at
the Corporate Officers Meet-
ing proved only long enough
to scratch the surface as new
issues and questions wete
raised. A prime example was
the realizatton that much of
GE’s customerfocused re-
sources are directed toward

“Programs vanish,
Culture doesnt.”

negatives — correcting mis-
takes, solving problems, set-
ting disputes. The question
asked was, “How can the fo-
cus be shifted to errorfree
execution the first time?”
Work-Out may be a first
step toward shifting the focus.

“With the exception of
the next Work-Out, which is
focusing on our administra-
tors, all other sessions at
GEIS over the next 18 months
will be totally dedicated to
Increasing customer satisfac-
tion,” said Runtagh. “As a
services business, our for-
tunes are determined by
the quality of service we pro-
vide. Finding better ways to
satisfy our customers should
always be our top priority.”

As with most Work-Out
sessions, the one in Phoenix
was just a beginning. The
five groups of officers have
now been charged with carry-
ing their recommendations
forward. Some will be imple-
mented and others will be
presented for further discus-
sion among the broader
group of GF, management at
January’s Operating Manag-
ers Meeting in Florida.

“We've just begun,” said
Bossidy. “You and your organi-
zations are challenged to keep
the issue of customer satisfac-
ton alive. Each leader must
take steps to understand first-
hand the status of customer
satisfaction in their
businesses,

“There are many
issues of importance
to GE. Among them
are the environment,
tearing down organi-
zational barriers and,
obviously, the need
to make our finan-
cial numbers. But
customer satisfac-
tion could be the
rally point around
which all these others
come together. The
coming decade will
demand nothing

LI -5
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#

QUALITY

continued from page 1

Here’s a look at the third quarter totals are through Fiscal Week 42 for Avail-
quality numbers: (1990 goals appear in ability, and through FW4l for Client Satis-
parenthesis left of the chart. Year-to-date faction.)

Communication (99.90) —

Client Satisfaction
MARK IT1

1990
Goals

Marlk III (4.90) _
Communication (4.90)

MARK 3000 (4.85)

Third Quarter
Year-to-Date
Third Quarter

MARK 3000 COMMUNICATION

Third Quarter
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MARK IIT

MARK 3000
MYVS Host

COMMUNICATION
Blue

Mark I11 (99.96) ———
MSV Host (99.92) —

Blue (99.88)

1990
Goals

Third Quarter
Third Quarter

Third Quarter
Year-to-Date

| Third Quarter

e ——— |
Measurement process to change

The client satisfaction numbers
shown above are currently derived
through daily customer feedback using
a “representative sample” of GEIS’ total
client base. Over time, this system has
proven to be a very good indicator of
client satisfaction. However, the system
has more of a product orientation than
a client’s view of GEIS’ total service.

While this is an important measure-
ment, it does not provide all of the
information necessary to improve per-
formance in key areas. Therefore, the
methodology used to determine client

satisfaction will change in 1991. The goal
will be to uncover root causes where
clients are least happy and, over time,
meet or exceed their expectations.

Once finalized and implemented,
the new process will measure a greater
variety of satisfacdon influencers: pric-
ing, contracts and account support, to
name but a few.

“Client data will be quantified to reflect
the overall quality of service clients re-
ceive, as measured against their service
expectations,” said Matt Mulligan, man-
ager of Worldwide Client Services. “The
end result should be a more allencom-
passing view of total client satisfaction
requirements.” j 2
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Finance's Tom Hill and
International IS manager
Barry Aston review plans for
REV*VIEW system.

Global GEIS team developing
new revenue reporting system

A new internal revenue
reporting system is being
developed by GEIS’ Infor-
mation Systerns employees
in London and Rockville.
When finished, the system
— called REV*VIEW — will
provide a wide array of up-
to-date information for GEIS
managers worldwide.

“For a global industry-
focused business like ours,
this kind of data system is
absolutely essential,” said
Barry Aston, manager of
GEIS’ London-based Inter-
national Information Sys-

REV*VIEW will provide
a global perspective for
GEIS management in the
following areas: revenue,
and profitability by indus-
try, product and client.

For all of its strengths,
REV*VIEW will not be all
inclusive, however. “Some
of our existing systems will
remain intact,” Aston said,

“We won’t need to incor-
porate all the data presently
found on other systems.
But as we begin to bring
data together, we’ll elimin-
ate existing systems to

tems group. “Our industry
managers, product mana-
gersand Finance people are
excited by the system’s
potential. For the first time,
they’ll be able to learn what
our clients are doing all over
the world.

“The system will bring
together data now stored
on a number of different
systems, and in doing so,
create a central point of
access for important busi-
ness information.”

avoid redundancy.”

The trans-continental
leam responsible for
REV*VIEW’s development
includes three key players.
Dave Westwood, REV*-
VIEW’s project manager, is
coordinating the U.S. and
U.K. efforts and heading
the core development work
in London. Mark Gilgallon,
also based in London, is
driving the introduction of
DB2 database skills into
GEIS and liaising with the

database group in Rockville.
And Margo Brazier, from
Sales & Marketing Infor-
mation Systems, is project
managing the client inter-
face and development effort
in the U.S,

“I’s my job to collect
requirements from Mark
Tucci (the system owner in
Finance) and internal clients
in Marketing and Sales,” said
Brazier. “I'm also working
to input data from our
STAR billing and order
entry systems.

“And, finally — when 1
have to — I make sure my
colleagues across the sea
are heard loud and clear,”
she said with a laugh.

There is a shared com-
mitment among REV*-
VIEW’s development team
in that each member wants
the system to work well
from the outset. The rea-
son for this is clear: “We can
build a lot into the system,”
said Aston, “but only the
systemn can build confidence
in its users...

“We have taken a delib-
erate, phased approach to
this system,” he continued.
“We have every intention
of expanding this system
over time, but we will not
sacrifice quality for the
sake of expediency. That’s
why existing systems will
not be eliminated until
we're comfortable REV*-
VIEW has adequately re-
placed them.”

Prior to any develop-
mental work taking place, a
number of in-depth inter-
views were conducted with
GEIS managers worldwide.
In addition, a great deal of

Please see REV*VIEW on Page ',
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GE’s earnings per share up 12%

GE’s earnings per share
for the third quarier of 1990
were $1.16, up 12% from
§1.04 in the third quarter
of 1989. Net earnings were
$1.026 billion, up $81 mil-
lion, or 9%, from $945 mil-
lion for the third quarter of
1989,

GE’s good third quarter
results were achieved despite
the weakening U.S. economy
and the current situation in
the Middle Fast. Both had a
dampening effect on GE’s
shorter cycle businesses such

as Lighting and Plastics. GE
Major Appliance was able to
overcome volume softness
through strong productivity
gains.

Slowness in the short-
cycle businesses was more
than offset by especially
strong earnings in Aircraft
Engines, Power Systems, and
Medical Systems, reflecting
higher revenues and con-
tinued productivity gains,
Another excellent coniribu-
tion to the higher earnings
came from GE Financial

in third quarter
Services on continuing
portfolio growth at GE Capi-
tal.

Growth in earnings per
share outpaced growth in
net earnings, reflecting the
impact of GE’s five-year,
$10 billion share repur-
chase program. The com-
pany reacquired 12 million
shares during the third
quarter, bringing the total
shares reacquired to 35
million since inception of

the program in November
1989,

GE financial results by industry
segment for the third quarter

The comments that follow compare GE
revenues and operating profit by industry
segment for the third quarter of 1990 and
1989.
¢ Aircraft Engines’ operating profit was
up significantly from a year ago, principally
on a continuation of much higher revenues.
*  Power Sysiems’ operating profit increased
sharply reflecting much improved revenues.

* GFE Financial Services’ net earnings
were 19% ahead of last year’s quarter led
by another very strong performance by GE
Capital.

* Major Appliances has a much higher
operating profit driven by strong pro-

ductivity gains. Revenues were about the
same as last year.

¢ Aerospace operating profit was up in the
third guarter on higher revenues, reflecting
timing of deliveries.

¢  Technical Products and Services’ {of which
GEIS is a part) revenues and operating profit
were about the same as last year.

s Industrial operating profit was about
the same as 1989 on somewhat lower 1990
revenues,

¢ Materials operating profit was substan-
tially lower despite increased revenues re-
flecting increasing material costs which have
yet. to be recovered through price increases.
¢  Broadcasting operating profit and rev-
enues were modestly lower than a year
ago primarily because of market softness.

e All other operating profit was about
the same as last year on lower revenues. i

o e

REV*VIEW

Centinued from Page 6

lime was spent concep-
tualizing what REV¥*VIEW
would look like.

“Because of the unique-
ness of this project, we’re
beginning to receive a good
deal of visibility from the
outside world,” said West-
wood. “Our use of Know-
ledgware (software rccom-
mended by GE CIT) to
develop REV*VIEW makes

us the first company to
implement it in Europe.
In fact, we're going to be
featured in Knowledgware
Magazinevery soon.

“The nice thing about
the Knowledgware product
(Information Engineering
Workbench) is that it is a
state-of-the-art Computer
Aided Software tool. In
practical terms it generates

its own code, so the pro-
grams will be almost self-
maintaining with an obvious
pay-back on productivity.
“When Phase One is
rolled out at the end
of this year, we believe
REV*VIEW will enhance
GEIS’ image as a global
business on the leading
edge of new technology
utilization.” 1#
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A message from the boss...

We received a kind message from two of our most important bosses
recently.. No, not Hellene Runtagh and Gene Murphy. Not Larry Bossidy
and Jack Welch, either.

The message came from two of our customers: Gillette and Norton
Company. And make no mistake about it — they are our bosses! They’re
the people who ultimately pay our salaries. And, most importantly,
they're the reason we exist.

Just in case you ever wondered if your extra effort was noticed or
appreciated, consider the following letter sent to Mike Gwinn, manager
of GEIS” Worldwide Client Services EDI support team:
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This letter is a good example of what can be accomplished when a
conscious effort is made to improve our service.

Everything we do as individuals — whether it be supporting a co-worker
in need of help, or directly serving an external customer — influences the
level of client satisfaction we’re able to achieve as a business.

Congratulations to the EDI support team. Let’s all follow their example
and look for ways we can better satisfy The Boss,

5

Joe Squarzini




