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“This document contains “forward-looking statements” – that is, statements related to future, not past, events. 
In this context, forward-looking statements often address our expected future business and financial 
performance, and often contain words such as “expects,” “anticipates,” “intends,” “plans,” “believes,” “seeks,” or 
“will.” Forward–looking statements by their nature address matters that are, to different degrees, uncertain. 
For us, particular uncertainties arise from the behavior of financial markets, including fluctuations in interest 
rates and commodity prices; from future integration of acquired businesses; from future financial 
performance of major industries which we serve including, without limitation, the air and rail transportation, 
energy generation and healthcare industries; from unanticipated loss development in our insurance 
businesses; and from numerous other matters of national, regional and global scale, including those of 
political, economic, business, competitive or regulatory nature. These uncertainties may cause our actual 
future results to be materially different that those expressed in our forward-looking statements. We do not 
undertake to update our forward-looking statements.”

This presentation includes certain non-GAAP measures as defined by SEC rules. 
As required by SEC rules, we have provided a reconciliation of those measures to 
the most directly comparable GAAP measures, which is available in our 
Supplemental Information file on our investor relations website at
www.ge.com/investor.
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Organic growth Organic growth process

5%

8%

Historic Target

Revenue growth

Process for sustained organic growth

We can do it

GDP 3%
Portfolio 3%
Services + global +
Initiatives (IB)
Target 8%

2-3%

Growth
Leaders

Process Excellence
Driving

Customer Value

Consistent 
Innovation 

through
Imagination 

Breakthroughs

Expand in
Developing

Markets

Product + Content
Leadership 

Services

Leverage Brand
+

Commercial 
Excellence

8% Growth
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Organic growth is a cross-business 
initiative

5 5

8 ~8

History 2004 2005 2006E+

Revenue (V%)

Leverage GE brand and focus on enterprise selling
Drive consistent success with innovation
Build process around customer satisfaction
Continue to develop our commercial function

Execution



Leveraging the GE brand
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Imagination at work… from tagline to 
rallying cry

1. Launched company-wide effort in 2003… expanding globally
2. Rebranded with new look and feel… consistent yet flexible
3. Moving beyond advertising… whole customer experience
4. Building customer proof points… ecomagination, healthcare

Company % Response
Apple 24.84
3M 11.77
Microsoft 8.53
GE 8.53
Sony 5.94
Dell 5.62
IBM 5.29
Google 5.18
P&G 4.21
Nokia 4.21

Innovation
2005 Boston Consulting Group Poll2005 2004 2005 Brand 

Rank Rank Company Value ($MM) V%

1 1 Coca-Cola 67,525 0
2 2 Microsoft 59,941 -2
3 3 IBM 53,376 -1
4 4 GE 46,996 7
5 5 Intel 35,588 6
6 8 Nokia 26,452 10
7 6 Disney 26,441 -2
8 7 McDonald’s 26,014 4
9 9 Toyota 24,837 10

10 10 Marlboro 21,189 -4

Brand 2005 Interbrand Results
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GE Infra /Olympics 

7th July, 2005

Olympics …Project/Enterprise Selling Approach

Beijing Capital Int’l Airport T3

National Stadium

CCTV

Building strong CAH relationship

Treat Infrastructure projects as Olympic projects

Exclusivity & Influence

Security
Olympic & Homeland Security Grid

Olympic Stadium & Venues
Traffic & Ports

Water
Beixiaohe Water Recycle
Municipal Water Recycle

Mobile Water

Automation
Subway
Airport

BOT project with CITIC and BUCG

GE Corp China building up strategic partnership

GE Security to partner with ELV integrator

Leverage NBC broadcasting experience w/ Customer

High level selling cross GE businesses

2 project phases – TV Culture Center in 2006
& Office building & Hotel in 2009

$45MM

$12MM

$0.5MM

Total Security Solutions Increased 
from $50MM to $250MM

Customized solutions that “One GE” 
can deliver

Enterprise Selling
From the GE Healthcare enterprise 
to the whole hospital enterprise

Qatar
Building the “Country to 
Company” relationship

China / Olympics
Helping Beijing prepare to 
host the world

2
Commercial Council

June 2005

GEHC Enterprise group

Enterprise in the US at GEHC
24 executive-level account manager 
positions covering 51 key accounts… 17 
positions filled today

Objective is to help customer solve business 
problems by bringing products, services, 
and expertise from GE to help

Early results are outstanding… 125% ’04 
orders growth at first 10 accounts

More than $2B in agreements in place with 
18 of the target accounts

Agreements cover wide range of 
size/content

• Term 3-10 year
• Term value $20-350M
• GE content Clinical systems –

“all-GE hospital”

Recent wins… 80% win rate!

Tucson 200M HC + Infrastructure

Yale 175M HC prod, svcs

Washoe 48M HC prod, svcs

Kaleida 100M HC + Capital

St. Luke’s 100M+ “All-GE hospital”

Key opportunities
Memorial Hermann 150M HC prod, svcs
Baylor Health 150M HC prod, svcs
Providence Health 100M HC prod, svcs
St John Health 100M HC prod, svcs
Aurora Health 100M HC prod, svcs
Columbia St. Mary’s 215M “All-GE hospital”

Qatar…… Country to Company

Gas

Power Gen

Water

Transport

Health

Education

Environment

Asian Games

Other - Various

Accessible $B 

People 

GEE

3.7

175-215

GET

2.0

20-25

GEI

1.0

16

Other

0.2

14

($ Billions; 2005-2010 cumulative)

~$7B Identified Accessible Market
and ~270 Resources Planned

Charter

Country to Company Relationship

Must-Win Projects
• LNG Trains + CSAs 
• GTL, Shell Oil, XoM
• Ethylene Crackers
• LNG Vessels

Qatar Airways A350, 777

Road Map to Win
• One GE – Shift from Supplier to Partner
• O&G Center of Excellence – ITO-OTR
• Transfer Know how - Innovation Center
• JV/Partnership with QP
• Local plans – Regional Play
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Ecomagination connects innovation to 
customers’ environmental needs
How we got there
1. Market research, trend analysis, 

futurists
2. Multi-business demand for technical 

solutions
3. Customer dreaming sessions
4. Thought leader outreach… 50+ NGOs
5. Legislative insight… DC, Brussels, 

China
6. Emerging market discovery 

sessions… China, ME
7. Internal audit of technologies, and 

rigorous scorecard process

Revenue $10B
$20B

2004 2010

Brand Enhance
Image &

Reputation

Ecomagination goals

Green means “green”
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Ecomagination delivers growth in 2005 
and beyond

Over $100MM incremental revenue in 2005… 
lays foundation for meeting 2010 revenue targets

Desalination
Hamma Water Project, Algeria

Water
NORYL Wire Coating

LTK (Japan), Delphi/Toyota

Plastics



Accelerating innovation
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Imagination Breakthroughs

Good progress in driving growth and
enhancing innovation capabilities

• Metrics are clear + integrated
– Revenue/assets
– Profit
– Cost/investment
– Fit/confidence

• Best practices focused on reducing barriers
– Technical hurdles
– Commercial value
– Funding + time horizon
– Getting 1st customer

91

Projects
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Imagination Breakthroughs are making 
innovation a core capability
How we’re getting there
1. Launched in Oct 2003… target: $50-100MM incremental 

revenue 
2. Marketing-led, cross-functional teams
3. Creating portfolio of growth
4. Rigor around key milestones and deliverables
5. Benchmarking… P&G, 3M, HP, FedEx, Target, Google, 

Pepsi
6. Ensuring strategic alignment of IB efforts
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IB portfolio continues to grow and 
develop

1
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3

3

2
2

3
2

1
2

1
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Commercial Finance

Consumer Finance

Healthcare

Cons. & Indust.

Equip. Services

Inspection Tech

Plastics

Security

Silicones/Quartz

Aviation

Energy

Oil & Gas

Rail

Water

Cross-business

NBC Universal

Multi-bus./Int'l

In
du

st
ria

l
In

fr
as

tr
uc

tu
re

2003 2004 2005

31

’03-’04 '05

New &
Returning

60

Tech Comm

Technical &
Commercial

45

Ecomagination

19

46

In market

25+
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Regular rhythm ensures rigor and 
facilitates best practice sharing

In-depth
reviews with
each business

IB
Deep Dives

• Review highlights
• Webcasts
• Conference calls

Sharing
best practices

• Funding
• Milestones
• Punch list

Monthly
JRI Reviews

Tracking
Financials

• Revenue/assets
• Profit
• Cost/investment
• Fit/confidence

Systematic 
approach to 
funding ideas 
on an 
ongoing basis

Business

Growth
Boards
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Common innovation process & language

C
CALIBRATE

E
EXPLORE

C
CREATE

O
ORGANIZE

R
REALIZE

NPI
NEW PRODUCT INTRODUCTION

DESIGN PROTOTYPE TEST LAUNCH

TECHNICAL OR COMMERCIAL INNOVATION

DEVELOPMENT AND
GO TO MARKET

CONCEPT AND TESTING

IDEATION AND
FILTERING

STRATEGY, GOALS
AND PUNCH LIST

GROWTH
PLAYBOOK

GE operating rigor
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Customer Fit

Product does not meet the customer application requirements, or  validation not started
Product meets some of the customer application requirements, or  validation in progress
Product meets or exceeds all customer application requirements, and  validation completed

Product does not significantly benefit the customer, or  evaluation of value proposition not started
Product provides some customer benefits, or  evaluation of value proposition in progress
Product significantly benefits the customer, and  value proposition validated

Product performance is worse than competitive and existing materials, or  comparison not started
Product performance is similar to competitive and existing materials, or  comparison in progress
Product performance is better than competitive and existing materials, and  comparison completed

Planned commercial launch will exceed timing required by the customer, and  is time sensitive
Planned commercial launch will meet timing required by the customer, and  is time sensitive
Planned commercial launch will beat timing required by the customer, or  is not time sensitive

End-user value proposition unknown, or  data acquisition not started
Sufficient end-user value proposition based on secondary data, or  data acquisition in progress
Sufficient end-user value proposition validated with primary data, and  data acquisition completed

Enter Program Name Customer Fit Score 16%

Customer Application:  End-User Acceptance

Customer Needs: Application Requirements

Customer Benefit: Value Proposition

Competitive Performance: Material Selection

Customer Timing:  Commercial Launch

Industry Fit

Industry highly fragmented with multiple diverse needs, or  limited segmentation data available
Industry somewhat fragmented having few diverse needs, or  some segmentation completed
Detailed segmentation views, and  industry dominated by few major players having common needs

Value proposition confirmed with <25% of customers within the industry
Value proposition confirmed with 25-50% of customers within the industry
Value proposition confirmed with >75% of customers within the industry

Significant change in customer supply chain required, or  assessment not started
Some change in customer supply chain required, or  assessment in progress
No change in customer supply chain required, and  assessment completed

Program dependent on regulatory change, and  implementation not started or barrier identified
Program dependent on regulatory change, and  implementation in progress or timing uncertain
Program not dependent on regulatory change, or  new regulation successfully implemented

Significant competitor threat identified, or  assessment not started
Competitor reaction and activity uncertain, or  assessment in progress
No significant threat from competitors identified, and  assessment completed

Enter Program Name Industry Fit Score 56%

Competitor Response: Price Stability

Customer Segmentation: Industry Structure

Voice of Customer: Industry Needs

Customer Supply Chain: Supplier Strategy

Regulatory Change: Implementing Regulation

Business Fit

Product does not provide a proprietary position, or  patent search not started
Product provides narrow patent position over projected growth period, or patent search in progress
Product provides broad patent position over projected growth period, and patent search completed

Product specifically designed for current customer, or target build not started
Product provides some translatability beyond current customer, or target build in progress
Product opens up multiple technical or commercial opportunities, and strong target build

Derivative product maintains leadership position within existing industry, or market map not started
New platform will lead to secondary leadership position in new industry, or market map in progress
New platform will lead to primary leadership position in new industry, and market map completed

Product provides adequate CM revenue despite lower CM% targets, or  value map not started
Product provides adequate CM revenue & meets focus-grade CM% targets, or  value map in progress
Product provides adequate CM revenue & exceeds focus-grade CM% targets, and value map done

Enter Program Name Business Fit Score 81%

Intellectual Property: Proprietary Position

Growth Platform: Translation Potential

Industry Presence: Leadership Position

Business Opportunity: Expected Profitability

Manufacturing Confidence

New plant and process not currently practiced by GEAM, and implementation not started
GEAM manufacturing process MOC(s) required, or implementation in progress
Existing GEAM plant and manufacturing process, or implementation completed

Constrained production capacity, e.g. in one site, one pole, and plan not started
Minor constraints leading to lot-size limitations, or long lead times or plan in progress
No significant production constraints identified, or plan in place and completed

Substantial investment required, and approval process not started
Minimal investment planned, or  approval process started
No investment required, or investment completed with approval

Insufficient data available to demonstrate adequate manufacturing capability
Adequate manufacturing capability demonstrated with short term data
Sustained manufacturing capability demonstrated with long term data

Enter Program Name Manufacturing Confidence Score 46%

Plant Infrastructure: Production Ability

Plant Availability: Production Capacity

Capital Investment: Plant & Equipment Costs

Product Quality: Production Capability

Technical Confidence

Significant barrier to entry identified, or patent search not started
Freedom to practice unclear, or patent search in progress
Freedom to practice confirmed, and  patent search completed

New GEAM regulatory compliance method needs to be developed, and  met
Currently existing regulatory compliance required, or compliance not yet met
Program not dependent on regulatory compliance, or compliance has been met

New technology to GEAM and new material invention is required, or NPI not started
New technology to GEAM but practiced within marketplace today, or NPI in progress
Product formulation identified or product design space mapped, and NPI completed

Product does not meet the customer material requirements, or insufficient data available
Product meets some of the customer material requirements, or capability analysis in progress
Product meets or exceeds all customer material requirements, and capability demonstrated

Enter Program Name Technical Confidence Score 44%

Intellectual Property: Freedom to Practice

Product Compliance: Regulatory Requirements

Product Invention: Technical Solution

Product Capability: Material Requirements

Processing Confidence

New equipment & molding process not currently practiced by GEAM, and implementation not started
Extension of existing GEAM equipment and molding process required, or implementation in progress
Existing GEAM equipment and molding process, or implementation completed

New design and process technology to GEAM and invention is required, or NTI not started
New technology to GEAM but practiced within the marketplace today, or NTI in progress
Application design and processing space mapped for material identified, and NTI completed

Substantial investment required, and approval process not started
Minimal investment planned, or approval process started
No investment required, or  investment completed with approval

New process not practiced by converter base, and  no capable converters with available capacity
Extension of existing converter process is required, or  few converters capable with needed capacity
Existing converter process available for translation, or  many converters capable with needed capacity

Enter Program Name Processing Confidence Score 33%

Process Investment: Plant & Equipment Costs

Converter Capability:  Product Pull-Through

Processing Invention: Processing Solution

Processing Infrastructure: Validation Ability

ADF G1

ADF LCD TV

Diffuser - HRT Diffusers <2005

Diffuser - Monitor Bottom

Diffuser - Sheet

LED Reflectors in P2
PV Polarbear Edge Glow
Diffuser NGT 

Geloy Co Extr non siding

TBR Automotive Aftermarket

Spa Liner

Marine Large Part Injection

Eur Seating Rail/Bus

ECO Friendly NPI for elec 

Large Part Asia

ECO Starflam XGEN

Rail Interiors
Sleeper (Rail tie) India

Eur Large Part T Form

Motorcycle Validation

IMD for Composites SLX

cGTX Furniture coextr

Wear & Abrasion pumps & 
faucets

Security EnclosuresLexan SLX Low ITR

Clear Outdoor FR seating

Rv Side Wall

Container Sec in 6wall/CSD

Fittings in PXL Silicone-PPO 
Ductile

Fuel Cells

Compressor Turbine

Ceilings and Interior SL

High Burst pressure 
componentsPortfolio Baseline/ Global 

GFN 1520

ECO Trunking

20%

30%

40%

50%

60%

70%

80%

90%

100%

110%

30% 40% 50% 60% 70% 80% 90% 100% 110%

PP

Aero-Lite - Boeing

Fit and Confidence – Portfolio View

Fit

Confidence

GE Plastics fit & confidence tool drives 
consistent portfolio management

Objective, repeatable assessment of the likelihood that
we can develop the product and the customer will buy it.
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~$30B*

Imagination Breakthroughs are fueling 
growth

Tracking more than 90 
IBs company-wide

1-3 years 8+ years out3–7 years out

++

~$15B

*Preliminary projections

Short-term Mid-term Long-term

Commercial
Innovation

Technical
Innovation

Revenue



Making customers
more successful
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Helping customers win

+

Metrics
Net
Promoter
Score

Process
Lean Six Sigma
At the Customer, 
For the Customer

Under-
standing

How 
customers 
make money

+
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Customer dreaming sessions focus on 
helping customers win in the future

Industry
• Ascension Health
• Aurora Health Care
• Amgen Inc.
• Baylor Health System
• Celera Genomics and 

Roche Molecular Systems
• Florida Hospital
• Intermountain Healthcare
• Johnson & Johnson
• Microsoft Corporation
• Naples Community 

Hospital Healthcare 
System

• New York Presbyterian 
Hospital

• North Shore Long Island 
Jewish Health

• Novant Health
• Pfizer, Inc.
• Saint John Health System 

Detroit
• TMC HealthCare
• UnitedHealth Group
• University Community 

Health System
• Virtua Health
• Wellington Hospital

GE Healthcare’s Future… 
Building a Bridge to 2015 
• Drive healthcare quality and 

efficiency
• Increase clinical value at the 

intersection of diagnostics 
and treatment 

• Simplify and digitize 
healthcare processes 

In
cl

ud
ed

 p
ar

tic
ip

an
ts

 fr
om

Government Officials
• State of Vermont
• Centers for Disease 

Control and Prevention
• Centers for Medicare and 

Medicaid Services

Non-government 
Officials

• 454 Life Sciences
• AARP
• Markle Foundation
• Federation of American 

Hospitals
• Center for Studying 

Health System Change
• American College of 

Healthcare Executives
• Society for Women’s 

Health Research
• eHealth Initiative

Academia
• Princeton University
• Columbia University
• Stanford University
• University of Cambridge
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GE convenes leadership groups in key 
industries
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Latest evolution of change processes
Lean Six Sigma

• Discrete projects for specific 
problems

• Individual project approach 
• Reduce defects to deliver quality & 

productivity

• End-to-end processes… value stream map
• Multi-functional team approach
• Reduce waste to deliver speed & quality

Mktg. Eng. Supply
chain Sales Service

Innovating

Custom
er

Fulfilling

Selling

NPI = 24 months

NPI = 18 months

NPI = 12 months

Six Sigma

= Six Sigma Project
= Action workouts

Mktg. Eng. Supply
chain Sales Service
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Lean Showcases demonstrate that 
process improvement drives growth

GE Consumer Finance: Retail Sales Finance
• Reduced time to first transaction from 63 days to 1 day 

capability
• Achieved 15% additional growth in 2006

GE Aviation: Component Repair
• 35% increase in repairs developed
• Reduced cycle time for proposals from 10 days to 1 day and for 

repairs from 28 days to 18 days
• Achieved 10% additional  sales growth

GE Healthcare: Magnetic Resonance
• Reduced cycle time for quotes from 62 to 40 days and installations 

from 29 to 15 days
• Achieved 5-8% additional sales growth
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Net Promoter Score is best predictor of 
customer likelihood to repurchase

“Would you 
recommend 
GE to a friend 
or colleague?”

Promoters
- Detractors

Net Promoter Score
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Net Promoter Score focuses teams on 
what’s most important to customers

22%

Response time: Call Center Performance, TTR
Communication: Training, Newsletter, Sales & Service Updates
Product Reliability: Technology Deep Dive
Parts Delivery: Span Reduction
Remote Fix: BB Coverage, Preventive Maintenance
Other: Product & Applications Training, Sales Tenure

>30%

Current TargetFocus Areas & Actions

Actionable approach… 
GE leaders measured and paid accordingly



Expanding commercial 
talent & capabilities
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FMP
(2 yrs)

CAS
(3 yrs)

EB Fin Mgr
(5+ yrs)

SEB Fin Dir
(3-5 yrs)

CFO

Commercial Leadership

Advanced Finance Mgmt class 
(train ~1000+/yr); controllership 
courses

Functional 
development

~30% FMP, CAS, or bothCEC 
background

80+ yearsSustainability

Career path

400 audit staffMid-career
development

~350 FMPs/yearEarly career 
hires

Finance in GE

SEB Global
Sales Ldr/

CMO
EB Sales/

Product GM
(5+ yrs)

Reg/Pricing
Mgr

(2 yrs)
Acct Mgr/

Mkt Int. Ldr
(2 yrs)

ECLP
(2 yrs)

CLP
(1-2 yrs)

Marketing Mgmt Seminars; other 
marketing and sales courses (train 
~2000/yr)

~20%… sales/marketing 
background

2 years

250 ECLPs

~250 CLPs/year

Commercial in GE
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Growing leaders and growing GE

Always executing with integrity

The Foundation
Values

External Focus

Decisive, Clear Thinker

Imagination + Courage

Inclusive Leader

Expertise

Leadership Traits
Growth Generation

Committed
Teamwork

Curious
Passionate

Open
Energizing

Accountable
Resourceful
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Making growth a process

Leverage the GE 
brand and focus on 
enterprise selling

Accelerate innovation

Make customers 
more successful

Expand commercial 
talent & capabilities

Growth
Leaders

Process Excellence
Driving

Customer Value

Consistent 
Innovation 

through
Imagination 

Breakthroughs

Expand in
Developing

Markets

Product + Content
Leadership 

Services

Leverage Brand
+

Commercial 
Excellence

8% Growth


