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As we get larger and more bureaucratic, I am concerned that we
are losing our sensitivity and flexibility to customers. On my trips to
the field I've tried to be particularly alert to attitude and organiza-
tional impacts on HP's field image to our customers, In continuing talks
with customers and instrument field personnel, I get the feeling that
rigidity, institutional insensitivity, and regimentation are on the rise.

It suddenly occurred to me recently that many HP people in so
many admin support Jobs such as designing and installing HP administrative
systems, procedures, and financial controls may never have faced a customer
head-on (or a field engineer for that matter). I would include in that
category a wide range of field finance and admin as well as factory finance
and corporate functions. That Ted me to wonder if there would be some way
to reach these non-sales people with a customer-oriented message.

During the Tast year I tried to do this within SPD by preparing
a series of 12 articles for the division newspaper. The message of #1 was
that everyone is involved with meeting our customers needs {see the attached).

But T feel that the main message to administrative and finance
personnel is that marketing needs help from all areas in recognizing that
our central objective i1s to increase sales. Every opportunity to optimize
field engineer selling time and cffectiveness should bhe sejzed, Every
decision made by the suppori troops should recognize its impact on custamers.

Let me give several examples from my last trip:

1. A shipping damage dispute of several hundred dolltars involving HP,
the shipper, and a good customer had been in contention for 14 months.
1t was probably one of those typical unclean deals where subseguent.
action by the customer caused a mixed responsibility.

2. The SGDA order status system has eliminated manual kardex {iles which
were very useful to field engineers. If a customer asked how his 426
order was doing, the F.¥. could get information quickly. Or if a F.E.
wanted to look at combined activity by his customer location, it was on
one card.

3. [If a customer computer-based ordering procedure has some Tunnies in
it which don't mesh with our order processing system in areas of partials,
late shipnents, and other unusual steps, the field man spends a lot of
time negotiating the compromise, and the customer often still has to conform
to our system.




Naturally such comments are typical of field conversations and
these were only from one office. I know that front line troops have always
compiained as a matter of pride and always will. [ do myself. But you
get a feeling of "us" and "them" that jeaves you thinking things could be
better.

It's easy to understand how this comes about. Hundreds of new
people are hired into functional jobs with Tittle perspective of 1ife on
the other side of the room. You develop lovalties to your functional
specialty; "bean counters", "foot-locse field folks", "elegant administra-
tion system designers", etc. cooperation and understanding do not happen
automatically.

But the overall objective is to increase profitable sales, 1
think we do this by increasing F.E. selling time, by removing obstacles
and clearing away harassments. When George Patton told his support troops
that his tanks were going to be 50 miles further down the road tomorrow,
they knew that he expected the gas and munitions to be right behind them.
And the objective was pretty clearly support by everyone on the team.

I realize that costs must be controlled, that computer adminis-
trative systems must be installed, and that business must put regulations
on itself to meet new Federal Taws. But on the other hand, customer orders
do pay our salaries and the field engineer is not the enemy.

In fact, 1'd 1ike to borrow an idea from John Warmington and
propose a broadbased "year of the field engineer" as a company-wide effort
to focus attention on positive attitudes and positive support for the front
Tine troops. It would accomplish a minimum of 3 things at once:

1. The field force would understand that we appreciate their efforts and
HP people would get an insight into their unique role.

2. HP people would gain a more personal recognition that their paychecks
vrest on the quicksand foundation of a continuous order flow. And the
field support is their only way to assure that flow.

3. It would be an excellent tie-in to an equally important "year of the
customer” and a chance for thousands of our new amployees to iearn that
the importance we give to customer needs means more than designing the
right product strategy. Every person in the company needs a customer
attitude.

This is a pretty rough idea at this point but it did seem timely
to consider something like this. I feel it could accomplish a lot. Here's
an example of a small effort:

Vince Yaras has a Lexington office Perennial Positive Attitude
Award that his anonymous “committee" awards monthly to a support troop who
really helps. They get to park in a special reserved parking space at the
entrance for a month. It's just another way of getting visibility for

positive support.

1f some sort of exposure in "Measure"” would be part of the program,
I1'd be happy to contribute.

Just a thought. /]
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- How our SPD
Products are Wsed

First of a Series

By John Minck
Advertising and Sales Promotion
Manager

1. The Customer Viewpoin!

Gnea of the most impeortant things in
our lives is our twice-a-month pay-
check. The paycheck isn’t important in
itsell, of course, but because it lets us
get involved in other important things,

At Hewleit-Packard, as at most man-
ufacturing companies, the one factor
that keeps our paychecks flowingis a
continuous stream of orders for our
products. Orders translale into ship-
ments, and shipments into profits and
paychecks. The process works so
smoothly under normal circumstances
that we tend to forget what makes it ail
happen. Orders make it happen!In a
vary real sense, orders make our warld
go ‘round.

Stand af the end of the 4U Packag-
ing rotler Hine sometime as dozens of
boxes head for Shipping. Stop to
watch hundreds and thousands of
parts move through the shops. Take a
moament to marvel at the number of
trucks and carge planes cur produc-
tion fills up each day, destined for cus-
tomers around the world. Only then
will you begin to understand ocur
dependence on thousands of orders.

Thara's & danger in g2ting hypno-
tzad hy this massivea ilow, it saams
almost automatic, and in a way it has
to because most of us don't want to be
continuously reminded of HP's tremen-
dous production capacity. That's why
the company is organized ta do al}
these jobs with increasing elficiency
and competence and with a certam
amount of routine.

But tet’s not lose sight of one vital
fact: there is a customer decision
behind every singla order. We don't
have aright o these ordars, We have
to earn every single one of themt \We
earn our orders with quahity, reliability,
performance and value. In short, we
earn orders by dehvering measure-
ments which satisfy customer needs.

Who are these customers? Why do
they buy HP equipment? Where do
these mountains of equipment end up
and what arc thay used for? ts our
product line making the world a betier
place?

All of these questions desorve an-
swers bacause the more all of us un-
derstand about custerer apolications,
ther betier we can relate to thein needs.

Over the next year or so, we plan o
present a series of articles dealing
with microwave apglications in various
market sectors.

For each specific market area, we'll
look at the ways our products are
used. We'll try to describe cartain
unique features of various products
which customers need and how they
fit into a customer’s way of doing busi-
ness. Hopetully this will give us the
kind of insight which will prevent us
from becoming too complacent or tco
relaxed—so that we come to expect
orders to go on forever without effort
on our part.

Qur microwave instrumeants and
measuremeants serve an exciling vari-
ety of important applications of micro-
wave technolony. They affect our daily
lives in positive ways such as in com-
munications systems which deliver
Aunt Millie's phone call from New
Jersey at decreasing cost; communi-
cation ang navigation systems which
make airline travel safe and fast; mi-
crowave ovens to warm up the beans;
and mobile FM radio for police, fire
and ambulance protection, 1o list only
afew.

1t's not too hard to relate personally
to our SPD customers. Except for
woridwide cultural differences, cus-
tomers all over the world are just like
the rest of us, Indeed, our own lab and

"We're pretby much alike”

production engineers functionally do
the same lasks as our customers’ engi-
neers. But where SPD makes 50 gen-
erators a month of one mode!, some
CB radio makers turn oul 20,000 sets

per month (and Zenith makes 5000 TV .

sets par dayl).

Why does a customer buy HP? For
many of the same reasons all of us
choose a particular car or appliance,
We often make a decision to buy
based an low price, but on “big ticket™
Boms ke a car or house, we more
typically consider intangible things like
prestige, “quality,” reliability, confi-
dence in the seller, good service and
maybe even a helptul, concernad
salesperson.

HP ¢arrigs a hard-earncd image &s
the supplier which delivers value year
after year. OQur customer knows that
we'll be here 10 years from now whon
his instrument needs parts. Ha knows
that pven when a compatitor publishes
identical specifications and perhaps a
lower price. by buying HP, he san

Continued on page 3
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xhaustad bul exhilarated, WAY AFTER
20 minutes. “tdy time was quit2 slow
by comparison™ he adds, "but | really 8]
wasn't running for time. 1 just wanted W
to finish!" m
. By contrast, the May 15 Bay-to-
Breakers race (7.6 miles) was "a pic- at
nic,” according to Doug. "Whenever c
you have 10,000 people running, you .
are bound to loox at it as fun rather 'rf
than a serious race,” he says. A
The Avenue of the Gianls marathon
was attended by respacted runners i
from across the country as welt as bf
from Cannda. Doug expiains that the h
race started on the old U.S. 101 high- I
way, renamed Avenue of the Giants, in g
the northern part of the state.
n
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KQED Auction o
iF

Begins May 31

KQED-TY (Channel 9), the Bay
Area's public broadcasting station,
begins its annual auction on May 31
at 3 p.m. For the following 12 days,
a most spectacular display of goods
and services will be auctioned olf
over television. All proceeds go 1o
support the non-commercial TV sta-
tion which has been using this
unique way of raising funds for the
past 23 years.

If you don't knew how the auction
is run, just turn on Channel 9 and
watch. You'll soon be caught upin
the excitement of bidding and per-
paps will end up with some roal
bargains or unusual items Gr
services.

The auction runs daily from May
31 to June 11 between 3 p.m. and
midnight.

SPD Products

Conlinued from page 1

expect conservative specifications and
have coniidence in the roaulis,

Cur SPD Marketing Department is
convinced that HP equipmeant dativers
the best value, though rareiy at tha
lowest cost. That's why we depend on
literally every employea lo do the bast
job possible. BEven if you're turning out
a thousand good bevel gears, the ong
bad cne you make may end un in a sig-
nal generalor which tests the airline
navigation:l radio on the Rt I'm ke
ing next month. That makes my nsk a
little higher and hurts HEP's quabhity
image in a way that's difficult to
measure,

Nexi Month: The Avionics Business.
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