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E n E r g y

transmission equipment  
undergoes testing  
at abb’s uHVdC lab.  

China is meeting energy challenges stemming 
from a large population, fast-paced economic 
growth and mounting environmental problems 
by building “power superhighways” that deliver 
electricity over long distances. abb ltd. (ABB) 
received a $440 million order from the State 
Grid Corp. of China to equip its 2,000-kilometer 
transmission corridor connecting the Xiang-
jiaba hydropower plant to Shanghai. The com-
pany says it will deliver more power with lower 
loss of energy using its ultra-high-voltage direct-
current transformers (UHVDC) with an 800- 
kilovolt capacity. 

“China is a good model for the deployment 
of this technology,” says Bernhard Jucker, head 
of the power products division of the Zurich, 
Switzerland-based company. ABB says China’s 

6,400-megawatt transmission system will have 
the capacity to meet the energy needs of 31 mil-
lion people, based on average consumption per 
capita. The advantages of the higher-voltage 
transmission capacity, the company explains, 
include a significant reduction in transmission 
losses, to less than 7 percent during delivery. 
This translates to electricity savings equivalent 
to the annual power consumption of approxi-
mately 900,000 people in China. 

“HVDC is a core technology that is being 
effectively deployed to improve the reliability 
and the efficiency of the power grid in both 
the U.S. and Europe,” the company explains. 
“Future developments will also focus on the 
integration of renewable energy and on smart 
energy grid solutions.” — Chris Warren c
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I n n o V A t I o n 

China powers electrical system in a Flash 

lighting is on a roll

ge’s paper-tHin organiC ligHting Has people smiling.

The upstate New York lab of general eleCtriC 

Co. (GE) is shedding new light on light — with 
the development of roll-to-roll organic light-
emitting diodes (OLEDs). For seven years, 
GE says, it has been developing LED rolls that 
could replace the fluorescent lightbulb as a 
primary light source. “With its thin, flexible 
form factor, OLED lighting will redefine how 
people light their homes or businesses in 
ways never before possible,” explains Mark M. 
Little, senior vice president and director of GE 
Global Research. 

Anil Duggal, GE’s OLED program leader, 
says the organic LEDs are mercury-free and 
made of transparent plastic with laminated alu-
minum foil on one side. Unlike regular LED and 
fluorescent lighting, OLEDs have an organic 
coating in the middle and are flexible, he says. 

For the OLED, Duggal envisions the ambi-
ent, or all-encompassing, flexible lighting 
where you wouldn’t normally see light, such 
as on window shades or wallpaper or around 
light poles. Last fall GE displayed a Christmas 
tree made out of OLED panels, he notes. Dug-
gal says the company will introduce some 
“high-value architectural-type products,” such 
as lighting on the side of buildings, by the end 
of 2010. — Brian T. Horowitz

ticker takes  [game on]
Jarden Corp. (JaH) subsidiary pure FisHing inC. makes enougH FisHing 

line annually to Cast to tHe intl. spaCe station more tHan 410 times. 

n e w s  a n d  t r e n d s  f r o m  t h e  g l o b a l  b u s i n e s s  c o m m u n i t y
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P H I L A N T H R O P Y

Quenching Thirst
Dr. Gregory Allgood, director of THE PROCTER 

& GAMBLE CO.’s (PG) not-for-profit Children’s 
Safe Drinking Water Program, says he learned 
how clean water can change lives on a trip 
to Kenya in 2002. Each year, he says, nearly 
2 million children die because of diarrheal 
diseases caused by drinking contaminated 
water — more childhood deaths than are 
caused by HIV/AIDS and malaria combined. 
Enter P&G’s powdered additive, PUR, that 
uses chemicals to quickly precipitate disease-
causing dirt, bugs and parasites from water. 
Allgood and Philip Souter, the P&G scientist 
who developed the PUR product, which is 
dispensed in packets, traveled through the 
country to demonstrate it. “When we saw the 
people’s reactions, we understood we had a 
lifesaving tool,” Allgood says. 

� e company says it will send as much of the 
additive as possible to the more than 1 billion 
people worldwide who can’t get safe drinking 
water, with a focus on access for children.

Since its launch in 2004, P&G says, the 
program has provided enough PUR to clean 
more than 1 billion liters of water in more 
than 30 countries and has a goal of providing 
3.5 billion liters by 2012. “P&G’s purpose is 
to improve consumers’ lives now and for gen-
erations to come,” says Chairman and CEO 
Allen G. Lafl ey. “� rough eff orts such as this, 
we’re helping to save lives in places where our 
help is needed most.” — CW

M O B I L E  T E C H N O L O G Y

Nokia “N-Gages” Gamers Everywhere
NOKIA CORP. (NOK) says it set the stage for the 
mobile gaming market. In 1997 the Finland-
based company launched the fi rst mobile game, 
Snake (the goal: to navigate a snake around the 
screen without hitting a wall or bumping into its 
tail). Now Nokia, which sells and distributes a 
reported 1 million gaming devices daily, wants 
to make mobile gaming more interactive. 

To do so, the company 
has developed the N-Gage 
gaming platform, which 
debuted last year on Nokia’s 
Nseries and smartphones. 
N-Gage is the basis for a mobile game commu-
nity that lets users buy, play and manage mobile 
games, explains Jaakko Kaidesoja, Nokia’s global 
head of games. � e platform, he adds, off ers 
smartphone versions of PC games as well as 
original content for mobile phones. Using a 
device’s Wi-Fi wireless capabilities, customers 
can invite other players into tournaments and 

chat live as they play. Kaidesoja adds that Nokia 
uses viral networking on its online bulletin 
board, N-Gage Arena, to get feedback from tes-
ters and consumers to help in game develop-
ment. “By constantly testing new games, we 
remain innovative,” he says. 

� e company said it will release an N-Gage 
game, called Dance Fabulous, that will allow 

users to buy songs from 
Nokia’s online music store 
and then create dance moves 
for them on the device. � e 
company says the product 

attracts gamers and those using N-Gage-com-
patible devices as their primary portable music 
player. During Nokia’s Capital Markets Day 
2008, Olli-Pekka Kallasvuo, Nokia’s president 
and CEO, said that combining products can 
increase customer retention and value. “It’s the 
combination of services and hardware that really 
counts for Nokia,” he said. — BTH

P&G IS PURIFYING TAINTED GLOBAL WATER SUPPLIES.

BY 2028, BIOMOGO, THE WORLD’S FIRST-EVER BIODEGRADABLE RUNNING SHOE MIDSOLE, MADE BY BROOKS SPORTS 

INC., A BERKSHIRE HATHAWAY INC. (BRK) SUBSIDIARY, WILL SAVE 29.9 MILLION POUNDS OF LANDFILL WASTE.

F
A

C
T

O
I

D1
PERCENT THE APPROXIMATE AMOUNT OF THE WORLD’S 
FRESH WATER THAT IS  READILY  ACCESSIBLE FOR 
DIRECT HUMAN USE, ACCORDING TO WATERPARTNERS 
INTERNATIONAL, AN ORGANIZATION THAT IS DEVOTED 
TO PROVIDING SAFE WATER TO DEVELOPING COUNTRIES
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The company is the second largest 
coffeehouse chain in the U.S.  

The company annually hosts more than 
100,000 community events nationwide. 

Bestsellers account for only 3 percent of the 
company’s sales.

The company has more than 1 million 
SKUs in stock and available for immedi-
ate delivery.

S E E  A N S W E R  I N  L E F T  M A R G I N.  A L L  C L U E S  P R O V I D E D  B Y  T H E  C O M P A N Y.
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Health care has seen many technological 
advances, says Klaus Hambüchen, CEO of Sie-
mens Healthcare’s Ultrasound Business Unit, 
whose parent company is SIEMENS AG (SI). But 
the most basic procedure of all, the physical 
exam, has changed little in the past 200 years. 
For example, Hambüchen says, if a patient com-
plains of chest pain and shortness of 
breath, the doctor might listen to his or 
her chest with a stethoscope. Usually an 
X-ray or an ultrasound exam is ordered, 
which can delay critical treatment. 

Siemens believes its ACUSON P10 
pocket ultrasound system could change 
that. A little bigger than a PDA and weighing 
only 1.6 pounds, it gives the physician a view 
of what is going on inside the body in a matter 
of seconds, the company notes. � e user sim-
ply places the transducer of the device against 
the skin of the patient to get a real-time view 

displayed on an LCD screen. “Instead of bring-
ing the patient to the imaging technology, the 
ACUSON P10 system brings the technology to 
the patient,” Hambüchen explains.

Its portable design makes the system par-
ticularly eff ective in emergency situations that 
require rapid patient assessment and in envi-

ronments with limited space, such as 
helicopters or ambulances, Hambüchen 
notes. With a price tag of around $9,500, 
Siemens says, it can be a cost-eff ective 
alternative to traditional ultrasound 
machines, which can weigh 150 to 300 
pounds and cost between $60,000 and 

$250,000, depending on size and functionality.
Sold through Siemens Healthcare and part-

ners, Hambüchen says, the ACUSON P10 is 
available in 120 countries. � e goal, he adds, is 
to make the new technology as ubiquitous as the 
stethoscope. — Rebecca McReynolds
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T E C H N O L O G Y

Portable Ultrasound Gives Doctors a Peek 

IF YOU LINED UP THE 3.7 MILLION ODYSSEY 2-BALL PUTTERS CALLAWAY GOLF CO. (ELY) HAS SOLD SINCE 2002 

END TO END, THEY WOULD STRETCH FROM CARLSBAD, CALIF., TO AUGUSTA NATIONAL GOLF CLUB IN GEORGIA. 
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T H E  P E R C E N TA G E  O F  P E O P L E 
W I T H O U T  H E A LT H  I N S U R A N C E  I N 
2 0 0 7,  D O W N  F R O M  15.8  P E R C E N T 
I N  2 0 0 6,  A C C O R D I N G  T O  T H E  U. S . 
C E N S U S  B U R E A U
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T H I G H - T E C H ,  H I G H - T O U C H

When the Exchange rolled out its next-

generation trading model following SEC 

approval in October 2008, Designated 

Market Makers, formerly known as 

Specialists, became more competitive in 

their ability to make fair and orderly

markets. DMMs and a new class of market 

makers — supplemental liquidity 

providers — are rewarded for displaying 

liquidity and can now employ algorithms 

to make trading and quoting decisions. 

T H E  C H A N G E  New rules give Designated Market Makers  
more tools that enhance price discovery.

T H E  R E A S O N  This new market model retains benefits of 
human touch and leverages high-tech electronic trading. 

T H E  I M P A C T  DMM participation has nearly tripled since 
last fall and is increasing NYSE total market share.

MAKING A MATCH 

   THE NYSE DMM MODEL PROMOTES 
A COMPETITIVE MARKETPLACE. DMMS 
CAN OFFER LIQUIDITY TO THE MARKET 
THAT BENEFITS OUR CUSTOMERS AND 
LISTED COMPANIES.

H E A L T H  C A R E

The Walk-in Way

WALGREENS WALK-IN CLINICS PROVIDE 
HELP FOR EVERYDAY AILMENTS.

Peter Miller believes that poor access to pri-
mary health care is the largest socioeconomic 
problem facing the U.S. � at’s why he launched 
Take Care Health Systems, a wholly owned  
WALGREEN CO. (WAG) subsidiary of walk-in 
clinics and worksite health and wellness centers. 
Miller, Take Care Health’s president and CEO, 
explains that the company’s 335-plus walk-in 
clinics, housed in Walgreens drug stores, have 
helped more than 1 million patients since Take 
Care Health’s founding in 2004.

Staff ed with nurse practitioners and physi-
cian’s assistants instead of doctors, Take Care 
Clinics can charge $59 to $80 to diagnose and 
treat everyday ailments, far below the average 
cost of an emergency room visit, says Miller. 
Miller points out that many national insurers 
cover visits to the clinics, and patients can choose 
to purchase their medication in the store.

Today the clinics can diagnose and treat 
about 30 percent of the ailments that patients 
would otherwise see a primary care physi-
cian about, according to the company, which 
has a goal of reaching 70 percent. “We can’t 
be the whole solution,” Miller explains. But 
as health-care costs continue to rise and more 
workers lose their benefi ts, he says, Walgreens 
and Take Care Health will play a more impor-
tant role. — RM  

“

”

WILLIAM P. WHITE,  MANAGING DIRECTOR-EQUITIES, 
BARCLAYS CAPITAL, SUBSIDIARY OF BARCLAYS PLC (BCS)
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GATORADE, A DIVISION OF PEPSICO INC. (PEP), PROVIDED MORE THAN 226,363 GALLONS OF GATORADE TO THE NFL FOR THE 

2008 SEASON. IF STACKED, THOSE 32 OZ. BOTTLES COULD REACH 415 TIMES THE HEIGHT OF THE EMPIRE STATE BUILDING.

S E C U R I T Y

Seeing Infrared
You might think protecting high-security docu-
ments and thwarting counterfeiters requires 
fancy high-tech equipment. But XEROX CORP. 

(XRX) says its customers can use ordinary digi-
tal printers and toner to incorporate spylike 
encryption into documents that are readable 
only in infrared light. “If a document is copied 
or altered, the infrared text will become substan-
tially distorted and illegible,” says Reiner Esch-
bach, research fellow and project leader at the 
Xerox Research Center in Webster, N.Y. 

Xerox’s InfraredMark Specialty Imaging 
Font so� ware uses standard ink as opposed to 
more expensive infrared ink, says Steve Hoover, 
vice president and manager of the Xerox 
Research Center Webster. 

Xerox says companies can use InfraredMark 
to authenticate ID cards, tickets, licenses and 
other valuable documents. So� ware distribution 
is controlled, the company reports, which helps 
keep it out of dishonest hands. Because protect-
ing document security is an ever-changing fi eld, 
Xerox says it is investigating future technologies. 
“� ere are other ways to embed information 
that aren’t optical, such as microwave frequen-
cies,” says Hoover. “� ey may take things to a 
higher level of security.” — Lisa Fields

WAL-MART STORES INC. (WMT) has enlisted NEW-

MONT MINING CORP. (NEM) as a primary sup-
plier of gold for its fi rst 100 percent-traceable 
mine-to-market jewelry collection because of 
Newmont’s environmental and social per-
formance, says Dave Baker, New-
mont’s vice president and chief 
sustainability offi  cer.   

Executives of the fi rms fi rst 
spoke about jewelry production and the 
stakeholders’ environmental, human rights 
and community concerns two years ago, Baker 
adds. Wal-Mart says the discussions led to the 
July 2008 launch of its Love, Earth jewelry line, 
which includes a set of sustainability princi-
ples with Wal-Mart’s promise to provide 100- 
percent traceability for diamonds and gold used 

in its Love, Earth brand. � e company says it 
set a goal to achieve 10-percent traceability by 
2010 of all diamonds, gold and silver in jewelry 
it sells. “With Love, Earth, customers get aff ord-
able jewelry that also helps sustain resources 

and strengthen communities,” says 
Pam Mortensen, Wal-Mart’s vice 

president and divisional mer-
chandise manager.

To learn where the jewelry 
was mined and manufactured 

and about suppliers’ environmental and social 
programs, consumers can go to loveearthinfo
.com. � e companies say the site also off ers 
information about the standards used to select 
suppliers and to ensure the entire process is 
sustainable. — Nikos Valance

S U S T A I N A B I L I T Y

Jewelry Is Earth --- and People --- Friendly

7

F
A

C
T

O
I

D10
M I L L I O N  A N  E S T I M AT E  O F  T H E  N U M B E R 
OF  PEOPLE  GLOBALLY  WHO ARE  D IRECTLY 
OR INDIRECTLY  SUPPORTED BY THE DIAMOND 
I N D U S T RY,  A C C O R D I N G  T O  T H E  W O R L D 
D I A M O N D  C O U N C I L

XEROX CREATED NEW SOFTWARE TO 
PROTECT HIGH-SECURITY DOCUMENTS.

When medications are withdrawn from the 
market because of safety concerns, pharma-
ceutical companies are o� en le�  reeling from 
the impact, says June Almenoff , GLAXOSMITH-

KLINE PLC’s (GSK) vice president of safety 
evaluation and risk management for global 
clinical safety and pharmacovigilance. � at’s 
why GSK says it developed so� ware, Molecular 
Clinical Safety Intelligence, that helps its sci-
entists focus their drug development research 
on compounds that are least likely to cause 

adverse reactions in humans. “We had a lot 
of information about safety issues for drugs 
in clinical trials and on the market, but we 
realized the people who were creating the 
drugs didn’t have good access to that informa-
tion,” Almenoff  says. “Now a lab scientist can 
check our system before moving forward.

“� is tool helps scientists systematically 
discover safety issues as they’re developing 
drugs,” Almenoff adds. “That’s an impor-
tant advancement.” — LF

P H A R M A C E U T I C A L S

Safety Steps for Improved Drug Research
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E S PN ,  8 0%  OWN ED  B Y  A N  I ND I R E C T  SUBS ID I AR Y  O F  T H E  WA LT  D I SN E Y  CO .  ( D I S ) ,  P R E S EN T S  MOR E 

T H AN  5 , 1 0 0  HOURS  O F  L I V E  O R  OR I G I N A L  S POR T S  CON T EN T  A NNUA L LY  F OR  MOR E  T H AN  6 5  S POR T S . 
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H O U R  O R  M O R E  I S  T H E  R E C O M M E N D E D 
A M O U N T  O F  P H Y S I C A L  A C T I V I T Y,  P E R  D AY, 
F O R  C H I L D R E N  A N D  A D O L E S C E N T S, 
A C C O R D I N G  T O  T H E  C E N T E R S  F O R  D I S E A S E 
C O N T R O L  A N D  P R E V E N T I O N . 

Childhood obesity rates have more than dou-
bled over the past 30 years, and family environ-
ment plays a key role in the epidemic, reports 
the Institute of Medicine of the National Acad-
emies. � at’s one reason LIFE TIME FITNESS 

INC. (LTM) believes its sports and athletic, fam-
ily recreation, personal fitness and spa desti-
nations help customers achieve their health 
and fi tness goals and provide the company 
with a long-term success strategy. “By deliv-
ering a wide range of programs addressing the 
entire family, we aim to establish members 
for life,” says CFO Michael Robinson.

� e company reports that it has 83 centers, 
and says its industry has been showing high-
single-digit compound revenue growth over 
the past several years. � e key to the company’s 
strategy, says Robinson, is providing unparal-
leled experiences and value in ways that help 

members take charge of their health and well-
ness and achieve long-term, sustainable results. 
“When we do this,” he says, “we increase mem-
ber satisfaction and drive business results.” 

Some innovations include family locker 
rooms, expanded child-care centers, nutrition 
programs and group training sessions, says 
Robinson. New programs are designed and 
tested at the “artistry center” attached to the 
company’s headquarters in Chanhassen, Minn. 

“The family is a key component of our 
business model,” Robinson says. “We have 
programs, services and amenities that address 
the interests and needs of all ages and physical 
abilities. We offer a place where people want 
to be versus where they feel they have to be, 
with an experience that is second to none, so 
people will achieve their goals and remain 
members for the long term.” — NV

T A R G E T  M A R K E T I N G

Making Children’s Health Hit Home

T E L E C O M M U N I C A T I O N S

Well Connected 

PLANTRONICS’  SAVI OFFICE CONNECTS 
LANDLINE CALLS AND PC APPLICATIONS.

The high costs associated with travel have 
forced some businesses to seek innovative ways 
to communicate. In a recent study conducted by 
PLANTRONICS INC. (PLT), which describes itself 
as a leading designer, manufacturer and mar-
keter of lightweight communication headset 
products, some 42 percent of knowledge work-
ers surveyed reported decreases in corporate 
business travel, while 40 percent said they used 
teleconferencing more than they did a year ago. 

� e company’s president and CEO, Ken 
Kannappan, explains that although technol-
ogy enhances business communication, com-
patibility between applications and devices 
still needs to be improved. To address compat-
ibility issues, he says, Plantronics now offers 
Savi Offi  ce, a multifunction wireless headset 
that includes PerSono Suite, the company’s 
desktop so� ware. Savi Offi  ce marries landline 
calls with various PC applications, Kannap-
pan explains — for example, music players, 
such as iTunes and Windows Media Player; 
Skype, a free so� ware download that allows 
users to talk over the Internet; and Microso� ’s 
Offi  ce Communicator.

“As the PC becomes central for both data and 
voice communications,” Kannappan adds, 
“Plantronics is positioned to propel the evolu-
tion of the PC as a telephony device.” — RM

LIFE TIME FITNESS 
WANTS TO MAKE 

HEALTHY LIVING A 
FAMILY TRADITION.


