WINTER 2002 $4.95

CENTER OF GLOBAL BUSINESS

Jack
Moves 0

After 20 years running
decides how to spe

o

a

\




zine

STEVEN L. MINTZ ASSISTANT MANAGING EDITOR, FINANCIAL
SHARON KAHN EDITOR

JENNIFER L. HANSON ASSOCIATE EDITOR

MARK YARM ASSISTANT EDITOR

CHIEDO NKWOCHA COPY EDITOR

GILLIAN ALDRICH ASSOCIATE RESEARCH EDITOR

EVA GOLD PROJECT DESIGN DIRECTOR

JESSICA POWER PROJECT ART DIRECTOR

BESS HAUSER PHOTO EDITOR

LAURINDA FINELLI SENIOR ACCOUNT MANAGER
SANDRA JONES OPERATIONS MANAGER

AIMEE LEINHARDT PRODUCTION COORDINATOR
ADVERTISING

GEORGE J. BAER |ll DIRECTOR OF ADVERTISING SALES 248.988.7896
SHANNON FALKENHAGEN ADVERTISING ASSISTANT 248.988.7764
WYNNE MEDIA COMPANY EAST COAST 212.869.1410
RICKERT & ASSOCIATES MIDWEST 312.464.9125 CHICAGO
612.835.0506 MINNEAPOLIS

PRESTIGE PUBLICATIONS NORTHWEST 415.543.5001

M GROUP DALLAS/HOUSTON JACK MILLER 972.985.4045;

JIM AUGUSTINE 972.867.9569; KEN LARK 281.463.3972

R.W. WALKER & COMPANY SOUTHWEST 310.450.9001
RICHARDS MEDIA GROUP SOUTHEAST 770.442.0849

DEPARTMENTS

CHAIRMAN’S UPDATE 7
Insights from Dick Grasso, NYSE chairman and CEO

UPFRONT 9
= Honoring rescue workers = Online philanthropy  Five-way spinoff « Heavenly
beds < Predicting book sales = Japan’s young buyers » Tupperware goes retail

AT THE CENTER 23 MEDICAL SPARE PARTS
With 7.5 million Americans receiving medical implants annually, the medical
devices market is thriving.

INSIDE THE NYSE 44 STAND BY ME
Listed companies discover a new breed of relationship managers: NYSE specialists.

CROSSROADS 48 cOMPANHIA SIDERURGICA NACIONAL: STEEL MAGNATE
CEO Maria Silvia Bastos Marques, Ph.D., takes the Brazilian steel company to the

global marketplace.

EDITORIAL CONSULTANT TO THE NYSE
JEANNE COTRONEO DARROW

Timelnc.

custom[Jublishing

TIM HILDEBRAND PRESIDENT

FREDERICA WALD VICE PRESIDENT, GENERAL MANAGER
RHONDA HARGROVE BUSINESS DEVELOPMENT DIRECTOR
BRETT GILMAN MARKETING DIRECTOR

KAREN ROSENBERG PRODUCTION DIRECTOR
EDWARD ABRAMS ASSOCIATE PRODUCTION DIRECTOR
EDITORIAL

TERRY KOPPEL CREATIVE DIRECTOR

PETER SIKOWITZ ASSISTANT MANAGING EDITOR
JENNIFER SUCOV ASSISTANT MANAGING EDITOR, DEVELOPMENT
PAUL T. LIBASSI| EXECUTIVE EDITOR

JULIE CLAIRE PHOTO DIRECTOR

VALERIE VAZ COPY CHIEF

RAY DICECCO RESEARCH EDITOR

MEDIA SALES AND MARKETING

JACK HAIRE EXECUTIVE VICE PRESIDENT, TIME INC.

LISA POLS GENERAL MANAGER

EDITORIAL BUSINESS OPERATIONS
CLAUDE BORAL DIRECTOR

FEATURES

EDUCATION 12 CORPORATE UNIVERSITIES
Companies now view employee education as a mission-critical activity.

ROUNDTABLE 18 BRAZIL STEPS UP
Four Brazilian business leaders highlight the opportunities and pitfalls on
Brazil’s route to the world stage.

CEO PROFILE 26 JACK MOVES ON
How will retirement suit Jack Welch,
a man driven his whole career to
constantly energize his company?

COVER PHOTO, INSET (THIS PAGE): DARRYL ESTRINE

VIEWS 34 NEwW TO THE CEO SUITE
Six chief executives tackle unexpected
challenges while mastering new skills.

Contact nyse magazine at 212-522-1718 or nyse@timeinc.com

nyse magazine is published by the New York Stock Exchange in conjunction with Time Inc. Custom
Publishing. © 2001 New York Stock Exchange, Inc. All rights reserved.

New York Stock Exchange, NYSE, The New York Stock Exchange and the NYSE logo are registered
trademarks or service marks of the NYSE. Other trademarks and service marks owned by the NYSE
may be used by the NYSE from time to time. All other trademarks, trade names, service marks and
logos used in this publication are the property of their respective owners.

Neither the NYSE, its affiliates, officers, directors, employees, agents or licensors nor Time Inc. Custom
Publishing makes or has made any recommendation regarding any services, products or securities issued
by any of the companies identified in this publication. Please seek the advice of professionals, as appropri- GE’s Jeff Immelt fills a |egend*5 shoes
ate, regarding the evaluation of any specific security, index, report, opinion, advice or other content.

PAGE 34

IN S

volume 2 issue 1 winter 2002

COMPANIES CITED IN THIS ISSUE AND THEIR TICKER SYMBOLS

ADVANCED MARKETING SERVICES INC. (MKT) 11
ALBERTSON'S INC. (ABS) 28

ALCAN INC. (AL) 34, 42

AXA (AXA) 12

BAUSCH & LOMB INC. (BOL) 23

BMC SOFTWARE INC. (BNIC) 45

BOSTON SCIENTIFIC CORP. (BSX) 23

BRASIL TELECOM PARTICIPAGOES S.A. (BRP) 18
C.R. BARD INC. (BCR) 23

CANADIAN PACIFIC RAILWAY LTD. (CP) 10
COACH INC. (COH) 46

COMPANHIA SIDERURGICA NACIONAL (SID) 48
CONOCO INC. (COC) 14, 15

CONSECO INC. (CNC) 28

CP SHIPS LTD. (TEU) 10

DIAGEO PLC (DEO) 9

EDWARDS LIFESCIENCES CORP. (E/) 23

ELECTRONIC DATA SYSTEMS CORP. (EDS) 14

EMBRAER-EMPRESA BRASILEIRA DE AERONAUTICA

SA. (ERJ) 18
EMC CORP. (ENC) 14
ENTERASYS NETWORKS INC. (ETS) 34, 39
FAIRMONT HOTELS & RESORTS INC. (FHR) 10
FEDERATED DEPARTMENT STORES INC. (D) 30
FIAT SPA (FIA) 28
FIRSTENERGY CORP. (FE) 14
FLEETBOSTON FINANCIAL CORP. (FBF) 44
FORDING INC. (FDG) 10
GENERAL ELECTRIC CO. (GE) 12, 14, 26, 34, 44
GENERAL MILLS INC. (GIS) 9
GENERAL MOTORS CORP. (GIV)) 16
GLOBAL CROSSING LTD. (GX) 46
GOLDMAN SACHS GROUP INC., THE (GS) 45
GUIDANT CORP. (GDT) 23

HANGER ORTHOPEDIC GROUP INC. (HGR) 23
HEWLETT-PACKARD CO. (HWP) 9

HOME DEPOT INC., THE (HD) 14, 28, 30
HONEYWELL INTERNATIONAL INC. (HON) 28
ITT INDUSTRIES INC. (ITT) 42

J.P. MORGAN CHASE & CO. (JPM) 26
JOHNSON & JOHNSON (JNJ) 23
KORN/FERRY INTERNATIONAL (KFY) 34
KRAFT FOODS INC. (KFT) 9

LABRANCHE & CO. INC. (LAB) 45
MCDONALD’S CORP. (MCD) 14

MEDTRONIC INC. (MDT) 23

MINNESOTA MINING & MANUFACTURING CO.

(MMM) 28, 30
NCR CORP. (NCR) 14
OFFICE DEPOT INC. (0DP) 11
PANCANADIAN ENERGY CORP. (PCX) 10

PEARSON PLC (PSO) 14

POLARIS INDUSTRIES INC. (PIl) 28

ROYAL DUTCH PETROLEUM CO. (RD) 14

SADIA S.A. (SDA) 18

SCHERING A.G. (SHR) 34, 40

SCOR (SCO) 17

SIEMENS AG. (SI) 23

SMITH & NEPHEW PLC (SNN) 23

SOUTHWEST AIRLINES CO. (LUV) 34, 36

SPRINT FON GROUP (FON) 17

SPRINT PCS GROUP (PCS) 17

ST. JUDE MEDICAL INC. (STJ) 23

STARWOOD HOTELS & RESORTS WORLDWIDE
INC. (HOT) 10

STMICROELECTRONICS N.V. (STM) 17

STRYKER CORP. (SYK) 23

SUEZ (SZE) 12

TARGET CORP. (TGT) 11

TELE CELULAR SUL PARTICIPACOES S.A. (TSU) 18

THERAGENICS CORP. (TGX) 23

TIFFANY & CO. (TIF) 46

TOYOTA MOTOR CORP. (TV) 11

TRWINC. (TRW) 28

TUPPERWARE CORP. (TUP) 11

TYCO INTERNATIONAL LTD. (TYC) 23

VAN DER MOOLEN HOLDING N.V. (VD) 44
VISX INC. (EVE) 23

W.P. STEWART & CO., LTD. (WPL) 46
WAL-MART STORES INC. (WMT) 11

WILSON GREATBATCH TECHNOLOGIES INC. (GB) 23

WOLSELEY PLC (WOS) 34, 38
ZIMMER HOLDINGS INC. (ZMH) 23



chairman’s update

Here at the Exchange, at the center of global business, I've had the honor of
working with many great leaders throughout the past 30 years. But no one has
personified leadership more than John F. Welch, Jr. And perhaps no other leader
has made a more significant impact on commerce and industry.

As CEO and chairman of General Electric, one of the world’s most admired
and respected companies—one we’ve been privileged to trade since 1892 and
the only Dow component that was also part of the index’s original list in 1896—
Jack taught us what it means to innovate, motivate and inspire. The celebrated
leader, coach, teacher and mentor has been, and remains, a model for us all.

Jack was also the driving force behind the world’s most renowned leadership-

development center, which now bears his name. Beginning on page 12, you'll
read about how GE and many other listed companies harness the power of
bringing together employees to share knowledge through corporate universities.

At the NYSE, we too see the value in bringing together peers to exchange
ideas. Excerpts from nyse magazine’s first live CEO roundtable discussion, held
during Brazil Day at the Exchange this fall, begin on page 18.

This issue also raises the important issue of succession. We explore the
recent transition of leadership at several listed companies, including GE, on
page 34. At the Exchange, we recently announced that our president and COO
William R. Johnston, upon completion of his term on Jan. 2, 2002, will be suc-
ceeded by group executive vice presidents Catherine R. Kinney and Robert G.
Britz. Cathy and Bob will share the title of co-chief operating officer, president
and executive vice chairman, and both will become members of the NYSE
board. We are delighted Bill will continue as senior adviser. Bob and Cathy have
risen through our ranks as outstanding leaders and managers who are now
ready to take on even greater responsibilities. They and their respective teams
in our equities and client groups have built a platform of value for our customers,

and their expanded roles will result in continuing, enormous benefits for all.

Warmest regards,

D
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BELL CEREMONIES
RESCUE WORKERS HONORED

During opening- and closing-bell ceremonies
in the weeks following the September 11
attacks, the NYSE honored the rescue workers
and those lost in the World Trade Center disas-
ter. The opening ceremony on September 21
included N.Y./N.J. Port Authority Police Chief
Tommy Farrell; Captain and Commanding
Officer of the World Trade Center Anthony
Whitaker; corrections officer Phil Rizzo; New
York City firefighters Tom Piggett and Jerry
Hall; as well as brothers Bob Gullickson, vol-
unteer employee of Turner Construction, Ralph
Gullickson, New York City police officer, and
Tom Gullickson of the U.S. Postal Service,
whose brother Joey is missing from Brooklyn’s
Ladder 101 in Red Hook.

Support for the Exchange’s Fallen Heroes
Fund also followed. As of October 31, listed
companies, members and member firms,
employees and others had donated or pledged
about $6.5 million to benefit family members
of lost firemen and police officers. This is in
addition to the Exchange’s pledge of as much
as $10 million.

To learn more about the fund, visit nyse.com.

As of October 31,

some $43 million

worth of donated food
had moved through the
ResourceLink.org portal.

WINTER 2002 NYSE@timeinc.com

BY ERIC LAURSEN

E-CHARITIES

MATCHING DONORS
AND CHARITIES ONLINE

Following the events of September 11,
ResourceLink.org, a free online service
developed and operated by Hewlett-
Packard Co. (HWP), was helping relief
organizations such as America’s
Second Harvest and Habitat for
Humanity International replenish their
stock of food and beverages.
Hewlett-Packard created Resource-
Link two years ago, working closely with
America’s Second Harvest and Kraft
Foods Inc. (KFT). “It’s really helped us
streamline our donation process,” says
Stacey Furey, logistics services manager
at Kraft. General Mills
Inc. (GIS) and the Diageo
plc (DEO) Pillsbury unit are
also donors. As of October
31, almost $43 million
worth of donated food had
moved through the portal.
Hewlett-Packard devel-

oped ResourcelLink partly
as a way to promote its e-
services program, demon-
strating its capability to develop Web-
based business solutions, says Lynda
Welch, ResourcelLink program manag-
er. “It's a great example of how we can
pull from different parts of the compa-
ny to provide a comprehensive solu-
tion,” she says.
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FIVE-WAY SPIN-OFF

CANADIAN STAR
SHOOTS FOR AN
INTERNATIONAL MIX

In 1883 Canadian Pacific became the first
non-U.S. company to list on the New York
Stock Exchange. Since then, parent company
Canadian Pacific Ltd. has developed inter-
ests in half a dozen businesses, from hotels
to mining and shipping, that would make its
stock virtually a proxy for the Canadian econ-
omy. In October the company broke itself up
into five separate companies, each with its
own Big Board listing, including Canadian
Pacific Railway Ltd. (CP).

“The world is changing. Our focus was
to make each unit more competitive interna-
tionally and more profitable,” says David
O’Brien, chairman, president and CEO, who
became CP’s first nonrailroading CEO in 1996
after serving with the company’s petroleum
unit, which also operates in the North Sea
and the Gulf of Mexico. That unit is now
PanCanadian Energy Corp. (PCX).

Other units include CP Ships Ltd.
(TEUV), which ran one line from Montreal to
Europe five years ago and today plies the
shipping lanes between Canada and some
50 other countries; Fairmont Hotels &
Resorts Inc. (FHR), which has 77 hotels
and resorts in the U.S., Mexico and the
Caribbean; and Fording Inc. (FDG), a
Canadian coal exporter.

o *TEU
X

/

PCX

. FDG

CATALOGUE VENTURE
WHEN THE GUEST WANTS TO KEEP THE BED

When Starwood Hotels & Resorts Worldwide Inc.
(HOT) began putting its new, custom-made Heavenly Beds
in guest rooms of its 115 Westin hotels two years ago, the
item attracted such an unprecedented number of purchase
inquiries—along with praise from professional basketball
players—that the company decided to launch a catalogue.

“Our industry is very competitive, and if you can provide
products that guests like so much that they want to take
them home, that builds brand loyalty,” says Sue Brush, vice
president of Westin brand operations in North America.

Starwood says it plans to research its 5 million-member
Starwood Frequent Guests list next year as a possible first
step in building a regular catalogue distribution list.

The company has already advertised smaller items like
pillows in a flyer it placed in guest rooms, and that effort
alone was bringing in about $10,000 per month in sales, the
company reports. When the hotel placed a full-length cata-
logue in all of its guest rooms, sales reportedly rose more than

i $100,000 per month within six months.
fy@ Another Starwood hotel group, the
trendy W Hotels, with 14 locations,
WE’ $T[N- launched a similar catalogue in 2000.

y MAGAZINE

(TOP) COURTESY OF STARWOOD, (BOTTOM) COURTESY OF CPL

(TOP) COURTESY OF AMS, (BOTTOM) COURTESY OF TUPPERWARE
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SUPPLY-CHAIN MANAGEMENT
BRINGING BESTSELLERS TO THE BEST BUYERS

Advanced Marketing Services Inc.’s (MKT) Vendor Managed
Inventory software (VMI) analyzes the accumulated sales of book
titles, authors and categories at individual warehouse club loca-
tions. VMI not only provides highly accurate forecasts for high volume
book sales, but also allows Advanced Marketing Services and its
clients to react to situations where numbers need to be adjusted,
“for something out of the ordinary that will change the rate of
sales,” explains president and CEO Michael Nicita.

This year Advanced Marketing Services has implemented a
new version of VMI that monitors sales data on a daily basis. The
version allows publishers to see how their titles are performing at
booksellers such as
Office Depot Inc.
(ODP) and Sam’s Club,
a unit of Wal-Mart

The Electronic Data Interchange (a.k.a.
ED Eyes) program contained within the VMI
system analyzes book data for AMS clients.

Stores Inc. (WMT).
“Since its inception
in 1997, VMI has
reduced the number of
book returns by 30%
on average, and by as

much as half in some

—_:=-L Prevrivesswocdiil

cases,” Nicita says.

DIRECT RETAILING
BEYOND THE TUPPERWARE PARTY

full-service grocery section to the usual Target retail sites. In the coming decade SuperTarget

says it hopes to expand to at least 200 U.S. locations.

Each SuperTarget food section includes a demonstration table where Tupperware
consultants, who will earn commissions on their sales, can personally introduce shoppers to new
products, “a nugget of the traditional Tupperware party,” says Tupperware chairman and CEO
Rick Goings. “We’ll be concentrating on showing products with demonstrable value added,
those where | can show you how it’s better in less than five minutes,” he explains.

Tupperware expects to benefit from the exposure to SuperTarget shoppers’ critiques and
product requests. “We’ll be on the tips of our toes getting this constant feedback,” says Goings.

y MAGAZINE

Tupperware Corp. (TUP) is developing new ways to reach shoppers by venturing into a retail
chain for the first time. In a partnership with Target Corp. (TGT), Tupperware says it is offering a
special selection of 40 to 50 products through all 62 U.S. SuperTarget stores, which add a

UPRINT

WEB PORTAL

FROM CARS TO CREDIT: TARGETING
JAPAN’S YOUNGER BUYERS

Toyota Motor Corp. (TM), which reports a 40%
share of the Japanese auto market, says it wanted to
cement that position with the next generation and saw its
Gazoo.com Website as a way to attract the 20- to 40-
year-old crowd to Toyota’s cars.

Gazoo turned into a surprise hit, says Toyota spokesper-
son Shigeru Hayakawa, thanks partly to the \Website'’s
lifestyle-oriented sections. Along with bikes, books and
CDs available for purchase, one subsection informs view-
ers about 7,000 parking spaces available along the Tokyo-
Osaka-Kobe corridor; a leasing page lists 30,000 rooms for
rent in the Kantou region.

More than 430,000 Gazoo members signed up in its first
two years, a figure Toyota says it expects will near 4 million
by 2003. In 2000 Toyota announced it would continue to
operate Gazoo independently rather than affiliate with a
major portal, as other auto dealers have.

“The site is being accepted gradually,”
says Hayakawa, “and we've created a
GAICChCom closer relationship with our customers.”

Tupperware product displays are
located in Target food aisles rather
than the housewares section.
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CORPORATE

Corporate education has graduated with
honors. Instead of training for entry-level
employees or occasional enrichment pro-
grams, companies are concentrating on
graduate-level courses that sharpen lead-
ership, technical and administrative skills.

The proliferation of such universities suggests that many
corporations no longer assume that a college education, an entry-level
training program or even an M.B.A. gives employees all the tools they
need. While each company has its own definition of what makes a
corporate university, the term reflects a commitment to the educa-
tional process beyond mere training programs. Generally, a corporate
university offers multiple courses on a wide range of subjects.

Ongoing education has always been the mantra, however, for
General Electric Co.’s (GE) longstanding corporate university.
“When you stop learning, it’s over,” says Bob Corcoran, GE’s chief
learning officer. “We want people to grow more capable every day.
Our focus is not on sparking an interest in learning. It's about fueling
a passion by exposing people to the best thinkers and approaches to
today’s leadership issues.”

The phenomenon is spreading beyond the U.S., with such compa-
nies as Suez (SZE) and AXA (AXA), both based in Paris, oper-
ating corporate universities. New York City research firm Corporate
University Xchange Inc. reports that the number of corporate univer-
sities worldwide has risen from 400 in 1988 to 2,000 today.
Corporate University Xchange president Jeanne Meister attributes
the growth to “an increasingly knowledge-based economy and the
need to attract and retain top talent.”

y MAGAZINE

“Our focus is not about sparking
aninterest in learning. It's about
fueling a passion by exposing pe
the best thinkers and appr
today’s leaders

—BOB CORCORAN, CHIEF LEAR
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Meister notes that many companies have cultivated a new breed of “chief learning officers” who
often report to the CEO. “In today’s competitive environment, corporate educators are earning a spot
at the executive table,” she says.

Corporate University Xchange, in conjunction with Pearson plc’s (PSO) Financial Times, has awarded
10 corporate university honors for excellence yearly since 1999. Winners in 2001 include Electronic Data
Systems Corp. (EDS), EMC Corp. (EMC), FirstEnergy Corp. (FE), McDonald’s Corp. (MCD),
NCR Corp. (NCR) and Royal Dutch Petroleum Co.’s (RD) Shell Group. Criteria include alighment
of corporate learning with the organization’s business strategy and use of technology to accelerate educa-
tion throughout the organization.

Many organizations include customers, suppliers and the general public in their educational programs.
The Home Depot University, run by The Home Depot Inc. (HD), offers in-store “how-to” courses to
teach customers about installing ceramic tiles, for example.

Research firm International Data Corp. predicts U.S. corporate spending on e-learning alone will reach
$14.5 billion by 2004. But David Nelson, head of the learning arm of Conoco Inc. (COC), warns against
measuring program quality just in dollars. “Many corporate universities are still one-shot training depart-
ments in disguise,” he says. “True educators are making a sustainable commitment to learning over time.”

Crotonville: The Granddaddy of Them All
Bob Corcoran heads the corporate university most educators consider the benchmark. Commonly called
Crotonville, the 53-acre Hudson Valley, N.Y., facility was recently renamed the John F. Welch Leadership
Development Center. General Electric created the program in 1956 as a leadership development institute
for aspiring general managers. Today 8,500 of GE’s 313,000 employees pass through Crotonville each year.
The campus includes an education building with three amphitheaters and multiple breakout rooms,
another learning center with a 150-person-capacity great room, 146 guest rooms, a dining room and a recre-
ation center. The faculty is a mix of GE professionals and full-time
trainers with organizational development and academic credentials.
Corcoran notes that the facility has fans throughout GE. Says one
attendee: “The course was the most impactful professional and personal
leadership course in my career. Not only did it impact my business
gameplan, the experience has also refined my leadership approach

Crotonville teams and provided a lasting network of friends across our business.”

gather information
from customers
and government
officials. They

then present
recommendations
to GE's chairman.

The three-week manager-development course for managers with five to seven years of expe-
rience defines GE’s leadership culture, says Corcoran. Seven times a year, a different group of
60 managers attends each course and interacts with top brass. Former CEO Jack Welch was
once a regular at the podium. “Jack wanted to teach our young people the principles of lead-
ership,” says Corcoran. “Until his retirement, he taught at every session except one since 1981.”

The three-week business manager course is for managers of large functions or businesses.
Three times a year different groups of 40 high-potential managers, who represent a mix of
manufacturing, sales and marketing, operations and staff functions, dive into an actual GE
challenge. During “travel week,” managers roam the world to gather information from a dozen
or so customers, business partners or government officials. Teams regroup to analyze results,
then present recommendations to GE’s chairman and business-unit presidents.

Several years ago, for example, a team focused on Russia’s business potential. Attendees
helped management conclude that Russia’s economic system was not stable enough for
GE’s market expansion. Recent attendees generated insights on how GE customers want
to do business online.

y
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Conoco’s training aims to give 20,000
employees “the baseline information
they need to hit the ground running’”

—DAVID NELSON, MANAGER OF ORGANIZATIONAL LEARNING

The executive-development course is held annually for
35 senior executives slated for appointments to the officer
level. The faculty includes GE’s chairman, vice chairman,
CFO, chief legal counsel and human resources head. Each
executive leads a three-hour module that addresses qual-
ities of leadership, and each shares personal experiences.
“The course deals with the cultural part of leadership that’s
most important but hardest to teach,” says Corcoran.

Crotonville also hosts 10 to 15 programs a week for
customers and partners, events that teach Six Sigma quality
control or provide opportunities for sharing best practices.

“Crotonville brings together people who might not other-
wise interact,” says Corcoran. “Crotonville is perceived as
a place where GE initiatives are born. Employees treat it
like mom’s kitchen. It's like coming home to a relaxed setting
to get clarity of purpose and reinforce values.”

Conoco U: Think Big, Move Fast

Just as Crotonville focuses on what Corcoran calls “active,
engaged learning,” Conoco University, run by Houston-based
Conoco since 1996, rejects the lecture style of days gone by.
Coined a “virtual learning organization,” the university says
that 20% of programs are offered through the Internet. The
rest are delivered interactively in classrooms in more than
40 countries around the globe, it reports.

David Nelson, manager of organizational learning, says
the university is the vehicle that drives the oil company’s
corporate slogan, “Think big, move fast.” He explains that
the training “gives 20,000 employees the baseline information
they need to hit the ground running.” Conoco University says
it aims to provide every employee with the material and expe-
riences to assure a rapid assimilation into the oil company’s
environment and a clear sense of direction for his or her career.

Personal leadership courses are designed to give all
employees the opportunity to demonstrate leadership. Then

star employees move toward “world-class executive development” through Conoco’s Trailblazer program. Middle- to senior-
level managers attend three weeklong programs over an eight-month period. The first week is held at The London Business
School, and the remaining lessons are delivered in Houston by a faculty of training consultants, according to Nelson.

Nelson notes that the 25 attendees represent several continents and disciplines, such as exploration, business development,
production, refining, transportation and marketing. By 2001’s end, 150 employees will have completed the Trailblazer “critical
learning exercise,” and the goal is to train 50 more by year-end 2002, the company says.

“Employees bring real challenges and work to find solutions,” Nelson says. In 1999 one employee’s mission, for example,
was to help Conoco “become a top-quartile exploration performer and improve the exploration decision process.”

Program results are measured in several ways, including leadership behavioral changes. “It’s great to find a solution to a
problem, but unless the solution is executed well, it’s of little value,” Nelson says. “Our tenet is to combine learning and action

to ensure impactful and sustainable learning experiences.”

MAGAZINE
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GM University is moving toward
“blended solutions” that integrate
e-learning and classroom-based tools.

—DONNEE RAMELLI, GM UNIVERSITY PRESIDENT

“The program gave me a new lens to view my leader-
ship capabilities and approach,” says Trailblazer grad-
uate Jennie Baker, manager of finished lubricants. “I now
have the tools to make a huge difference in my business.”

GM University’s Faster Learning
General Motors Corp. (GM) formed its university in
1997 as a global network designed to help executive,
management, technical and professional employees improve
their competitive performance. The program is divided
into 16 functional colleges, from engineering and finance
to safety and brand management. Like Conoco U, GM
University emphasizes e-learning and broadcasts training
modules to employees throughout the world. Through a
performance-management process, all employees are
eligible to participate in more than 1,300 courses deliv-
ered in classrooms or learning labs, or by satellite and
electronic applications, the company reports.

GM University says it provided some 230,000 student
days of learning in 2000. All 88,000 GM professional
and technical employees have access to online execu-
tive and management development courses and resources.

GM University president Donnee Ramelli says that
the company is moving toward “blended solutions” that
integrate e-learning and classroom-based tools.
“Eventually the system will know each employee and
say, ‘Here’s some new information you need,”” he says.
For example, design steps were previously completed sequentially in various locations. Universal training and
ongoing, Web-based support that keep designers current with upgraded tools and techniques helped GM stream-
line the design process from 26 steps to just a single application, says Ramelli. “We've also given more efficient
learning opportunities to today’s ‘knowledge workers,”” adds Joe Joseph, director of the GMU Knowledge Center.

Ramelli notes that the improved design process has generated an estimated $1 billion in savings and spurred
faster car production: four- to five-year development cycles have been whittled down to between 18 and 24 months.

Sprint’s Blended Learning

Sprint’s University of Excellence began to move away from the more traditional classroom-training model in the
mid-1990s. Much of Sprint’s training embraces what Sandy Price, vice president of human resources develop-
ment, calls blended learning. The university combines assessments, on-the-job coaching, performance support
technology and Web-based learning with classroom time.

Twenty-five of the 500 Sprint University of Excellence employees help company executives determine strategically impor-
tant performance gaps and develop interventions that create intellectual capital and competitive advantage. What makes
the program unique is an effort to keep employees of holding company Sprint Corp., and those of Sprint FON Group (FON)
and Sprint PCS Group (PCS), out of the classroom and learning on the job. Employees receive training through online
virtual classrooms or from learning-lab training coaches located in business divisions.

“The concept is for employees to move easily in and out of the lab to keep up with their jobs,” Price notes. Topics
include information systems, customer service, sales, finance, marketing, leadership development and quality control.
Task-specific performance support tools embed the learning process in day-to-day operations. One hand-held tool walks
employees through an equipment installation. “It’s so detailed and accurate it’s like having a training coach on your
shoulder,” she says. “And because the training is server-based, we can change the content in a matter of hours.”

Blended learning could shorten Sprint’s classroom time by 20% to 30%, Price estimates. By blurring lines between
learning and work, “we’ve removed barriers of time and location and created a better learning partnership between
management and trainers,” she says.

Beyond the U.S.: SCOR and STMicroelectronics
Outside the U.S., SCOR (SCO), the French reinsurance concern, targets about 10% of its 1,500 global employees, or
150 top managers, for its SCOR Université programs. Three sessions are held each year for small groups of 15 managers.
Since 1998, SCOR'’s programs have been held in cooperation with the Ecole des Hautes Etudes Business School, a
European leader in management training. No SCOR training center exists; programs are held at an offsite location in
the Loire Valley. Yvan Besnard, director of development, says the company’s objective is “to give our top managers a
clear view of the global marketplace and an opportunity to share expertise and to create a common professional culture.”
During weeklong sessions, managers from various disciplines team up to tackle problems related to marketing, organ-
ization, client relations and human resources. Presentations are delivered to management, and formal papers are broad-
cast to employees on the company’s Intranet. Besnard notes that the program not only improves communication among
managers but also sharpens the content of SCOR’s business plan.

Geneva-based STMicroelectronics N.V. (STM) has held university programs
near its factories since 1994. “We train employees during the day and check in
with their work progress in the evening,” says Jean-Philippe Dauvin, group vice
president and director of education and knowledge for ST University.

In 2000 the company trained more than 12% of its 40,000 employees. High-
potential managers participate in courses that develop the skills they’ll need to

STMicroelectronics understand finance, technology and human resources, while learning to delegate

effectively. Technical staff can brush up in courses that cover product evolution
and SCOR tackle )

and user needs. Employees can select from a variety of personal-development
practical job-related courses. A Newcomer’s Seminar is a mandatory introduction to ST business and
issues such as culture for new employees. The semiconductor maker’s 38 courses run for an
marketing, Ieadership average of three days each.

. The major corporate initiative in 2001 was to reduce the operating budget. When

and TQM techniques.

Dauvin got the nod to teach employees how to do the same work with fewer resources,
he had a head start—total quality management (TQM) training had already been on
the university’s curriculum for three years. So his team of 320 internal employee
trainers, representing sales and marketing, fabrication and production, R&D and
other areas, refreshed employees on TQM principles. The company says that in
less than one quarter it reduced budget expenses by 25% to 30%.

“This feat might have been expected in a good economy,” Dauvin says. “The
fact that we could reduce expenses so quickly in less favorable times means that our
training can increase productivity.” O
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Four Brazilian business leaders highlight opportunities and pitfalls

: BRAZIL STEPS

Latin America has many virtues, not least of which is a growing presence in global capital
markets. And among the region’s more prominent countries is Brazil, home to 28 NYSE-
listed companies that represent more than $70 billion in global market capitalization.

To celebrate this vital partnership, the New York Stock Exchange recently hosted its first
Brazil Day, which brought these companies together with the investment community and top
government officials. The agenda included an exclusive nyse magazine roundtable, where four
chief executives shared their thoughts on Brazil’s future: Luiz Fernando Furlan, chairman,
Sadia S.A. (SDA), a global food distributor; Henrique Sutton de Sousa Neves, president,
Brasil Telecom Participaces S.A. (BRP); Mauricio Novis Botelho, president and CEO,
commercial jet maker Embraer-Empresa Brasileira de Aeronautica S.A. (ERJ); and
Alvaro Pereira de Moraes Filho, CEO, Tele Celular Sul Participacdes S.A. (TSU).

nyse magazine It is great to see evidence of Brazil’s long-awaited arrival on the world
economic stage. What challenges lie ahead?

Furlan The biggest challenge of the 21st century is going to be reducing the social gap.
Forty million people in Brazil are nonconsumers because of low income—that number is
about the population of Argentina. If education, health care and social aid can bring
these people into the market, we’ll have the equivalent of a country the size of Argentina
added to the consumer base in Brazil.

Brazil wants to harvest a new generation of workers that is much better prepared. Brazil
already has one of the fastest-growing populations of Internet users worldwide. Right now
our 5 to 6 million users don’t compare with the number of users in the U.S., but the rate
of growth in Brazil is much higher than that in many other countries.

Moraes Filho Companies in Brazil are much more conscious today of the fact that markets
depend on education. In the past 18 years, Brazilian companies have been growing at such

on Brazil’s route to the world stage.
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a fast pace. The country will need continued investments in infrastructure to sus-
tain that growth.

Sousa Neves We have achieved a degree of harmony that is uncommon for a
country of our size. We are tremendously diverse, and that has required a lot of
tradeoffs.

Resources are available. But it is an issue of allocation and management. As

companies move into this area and share their experiences, we have seen a much
more intelligent way of allocating resources, such as giving monetary incentives to
parents to keep children in school. An indication of productivity is the percentage
of school-age population enrolled. It is the highest ever today, at 98%.
Furlan Our critical challenge is the ability to export. We can overcome, as the
finance minister said this morning, barriers to North American markets. Brazilian
companies must stimulate our economy. If we trust stimulation to government
forces, the economy will not move.

nyse magazine How are your companies investing in the current workforce
through worker training?

Furlan My company is one of the largest employers in Brazil. We have 30,000
employees, and we work with 10,000 small farmers. We are training not only our
own people but also the contractors’ people to adapt technology and to manage
more effectively.

In the early 1990s Sadia adopted Total Quality Management. We sent all our top
executives to be trained in Japan, and today we have about 9,500 employees ded-
icated to quality improvements. The resulting productivity is very high, and that
has enabled us to compete in any part of the world.

y MAGAZINE




)

20

“TEN YEARS AGO THE
AVERAGE BRAZILIAN
IMPORT DUTY WAS 85%.
TODAY IT IS 12%. SO WE
THINK EVERYTHING CAN

BE IMPORTED TO BRAZIL.”
—MAURICIO NOVIS BOTELHO

Botelho More than two-thirds of our workforce has worked for
Embraer for less than three years. The average worker is very
young. We have taken newly graduated technicians from graduate
schools, and we are investing in training them for the work they
will perform. In the past three years we hired 7,000 people; the
productivity level is improving.

We have also adopted an initiative that created the Embraer
Institute for Research and Education, with three goals: educa-
tion for engineers who specialize in aeronautical technology, an
M.B.A. program in conjunction with one of the most respected
teaching institutions in Brazil, and sponsorship of local high
schools, which is aimed at upgrading the educational levels of
their communities.

Embraer understands that to raise the level of Brazil's
development we must invest in the country’s education. This is
absolutely essential.

nyse magazine What obstacles hinder Brazil’s future?
Botelho A structural problem exists today in Brazil’s economy.
The country is highly dependent on foreign direct investment to
balance our current accounts.

For the past five years we have shown a negative trade bal-
ance, but this is countered by strong direct investment. We
became vulnerable to what happens in other countries. If disas-
ters occur in the Philippines, Thailand, Korea, Russia, Mexico
or any other emerging market, then foreign investors are afraid
to invest. The only way to grow out of that is to provide positive
trade balances.

Sousa Neves | think Mauricio has a strong point on exports.
From our point of view, as a telecom company that generates all
of its revenues in Brazil, taxation is one of the critical issues.
Telecommunications is taxed at a 40% rate as a luxury product.

We truly believe that more rational taxation would increase
demand in the market.

Moraes Filho It is easy to understand that a 40% tax rate
will slow down the development of a country. That number
speaks for itself.

nyse magazine Is the United States a good trading partner today?
Botelho In my view we have a good relationship, but for sure
it can improve a lot. If you look at Brazilian exports, we face
very strong trade protection in the United States. This shocks us
because we have opened our economy. Ten years ago the aver-
age import duty in Brazil was 85%; today it is 12%. So we think
everything can be imported to Brazil. There are no barriers.

We hear about trade liberalization from the United States
and the European Union. However, the actual practice is dif-
ferent, and this is a burden on us.

It is impossible to sustain our growth with only the control-
ling shareholders able to invest. You have to tap the global cap-
ital market. One looks at the U.S.; that’s the biggest market.
Sousa Neves Because we have had the necessary cash gen-
eration and the ability to raise loans in Brazil, we have so far
relied less on accessing international capital markets. However,
telecommunications is entering a phase of mergers and acquisi-
tions. What happened in the United States is likely to occur in
Brazil, and we believe it will be extended further in Latin
American countries.

Certainly, capital markets can and should be tapped. Access
to these markets also imposes higher requirements of financial
discipline, which are good for companies.

nyse magazine Speaking of discipline, corporate governance
is the new mantra in Brazil. Earlier this year, the Novo Mercado
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opened its doors as a market for Brazilian companies that elect
voluntarily to abide by stricter corporate governance standards,
among them a prohibition against nonvoting shares and annual
balance sheets consistent with U.S. or International GAAP. What
has been the impact so far?

Furlan Sadia was one of the first companies to join Novo
Mercado Level 1. We joined last June. And we believe we're
ready for Level 2.

In the past five years we have adopted several changes in
our company’s administration. Today we have four outside
directors and four minority shareholders, in addition to four
members of the controlling family. We also have invested a lot
in the training of our investor-relations people. Transparency
and accountability on our performance numbers certainly
improve our corporate image by advancing investors’ under-
standing of our business. Moreover, in Brazil we are permitted
to have voting and nonvoting shares. Corporate law needs to
protect nonvoting shares.

Sousa Neves | agree. It is going to be an evolutionary
process. Novo Mercado is a first step.

Owing to the role played by family- and state-owned compa-
nies, there is not a long history of strong corporate governance
in Brazil. Governance is increasingly important. New laws and
regulations have been passed; meanwhile, non-controlling
shareholders have established their own association to protect
their interests.
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National days are rare occasions for the New York Stock
Exchange. Brazil’s Finance Minister Pedro Malan launched
Brazil Day 2001 with a speech extolling the robust Brazilian
economy. Malan correctly predicted that the third quarter of
2001 would mark the country’s 12th consecutive quarter of
solid fiscal performance. The finance minister also highlighted
effective budgetary restraints, stronger governance rules,
increased transparency of financial results and a flourishing
capital market. “We have changed Brazil's fiscal regime,”
Malan declared.

Today 28 Brazilian companies, with a combined market
capitalization of $70.2 billion, are listed on the NYSE. Malan
predicted increasing ties between the Big Board and Brazil's
leading stock exchange, Bovespa.

One factor that will promote that tighter relationship,
Malan said, is the growing number of Brazilian companies
that are solid candidates for NYSE listings. In saying so, the
finance minister underscored a central theme: Every country
that achieves full membership in the developed world
must have an efficient capi-
tal market, and Brazil fits
this historical pattern.

Malan expressed confi-
dence in Brazil’s economic
future so long as the country
maintains access to capital.
Following his speech, the
finance minister rang the
opening bell.

The day continued with

Consolidation is crucial
to global competition.
—Francisco Gros

seven panel discussions,
which included executives of
many of Brazil’s listed firms.

The featured speaker at
lunch was Francisco Gros, one of Brazil’s leading economists
and president of BNDES, Brazil’s national development bank.
With more than $49 billion in assets, it is a driving force
behind the economic growth of Brazil, Latin America’s largest
economy and the ninth largest in the world.

Gros said that consolidation among Brazil’s leading
commercial enterprises is crucial if they are to achieve the
scale necessary to compete in global markets. He also
stressed that as consolidation proceeds, the NYSE will serve
as a continuing source of capital for surviving companies.
—Joseph Radigan
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