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Being approachable and
down-to-earth are vital to good
people management, Bob Olson says.

Teeter-totters, introductions
and the job from hell
By Gregg Piburn Katherine Ingold had been with HP only eight days when a

silver-haired man introduced himself and welcomed her to
the company.

"What do you do?" said Katherine, a software application
specialist for HP's North American Distribution Organization
(NADO) in Santa Clara, California.

"Oh, I kind of run things," said the man, hesitantly.
"Do you run the computer?"
"Well, no," the man said. "I run this division."
That is how Katherine was introduced to NADO General

Manager Bob Olson and his down-home leadership style.
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Teeter-totters

Although there are a few fundamen
tals to management, it is more of an art
than a science, dependent on personali
ties and values rather than equations
and formulas.

"Don't ever forget what it was like
before you were a leader," is a guideline
Bob learned from Ralph Lee, a retired
HP executive vice president. Bob, who
became site personnel manager at Rose
ville, California, in May, remembers that
employees like to be welcomed to a new
job. And Katherine will not soon forget
how "approachable and down-to-earth"
an HP general manager can be.

Even the best managers blow it some
times. "I failed to adequately tell one of
our managers once my perceptions of
his performance," Bob says. "I hired
someone to report above him, which

IIThey were running a
country club and forgot we
were in business to make a

~'t "pro" ...

shocked him. It was a communication
fundamental, as basic as tying your
shoes, and I missed it. I still think
about it."

How important is "people leader
ship"? HP President and CEO John
Young made it one of his Hoshin (break
through) objectives for 1992, "reaffirm
ing the fundamental truth that managers
are responsible for managing people."

Being a leader ofpeople takes
many forms.

Susan Simmons, manager of a
consolidated personnel department in
Waltham and Andover, Massachusetts,
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Maintaining a balance between business
needs and people needs is the leadership
challenge, says manager Dick Toftness.

faced a formidable challenge in how to
meld the two groups.

Susan was quick to get the two pre
viously separate personnel functions
working together on a common busi
ness strategy. But she soon realized
"people had to get to know each other
on a deeper basis" if they were to
become an effective team.

"I looked for opportunities to build
teamwork so that it could happen natu
rally," she says. Susan started sending
invitations to her people at both sites for
events celebrating births and marriages.
A key event in the merger was a com
bined baby shower for two expecting
parents (a women from Andover and
a man from Waltham) and everybody
from both sites showed up.

When Dick Taftness thinks of leader
ship, he thinks of teeter-totters. Dick is
manufacturing manager of the Manufac
turing 'lest Division and Colorado Sur
face Mount Center, both in Loveland,
Colorado.

On one side of Dick's teeter-totter are
an entity's business needs. On the oppo
site end are people's needs. "My job is
keeping that thing in balance," he says.

"Every manager who has worked for
me and had problems somehow got
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their teeter-totter out of balance. They
were running a country club and forgot
we were in business to make a profit
or they were so bottom-line oriented
they forgot people are what make us
successful."

During his H)-year HP career, Dick has
become known as a manager who will
tell it like it is and treat employees fairly.

A skilled production operator was
asked to join Dick and his staff on a

lilt's not easy to find
someone to interview for
the 'I. I job from hell.' "

visit to a non-HP facility. On the plane,
Dick was reading financial reports and
explaining them to the operator.

"I found out later that the operator
had told his co-workers how amazed
he was that I had treated him just like
anyone else," Dick says with a smile.
"Sometimes I forget some of those
'little' things really make a difference."

From teeter-totters, we now go to I.T.
(information technology) hell.

"Two years ago, we had a disaster on
our hands," Bob Olson says of the I.T.
department at the former Personal Com
puter Distribution Operation, whose
employees had the lowest morale in the
operation. "It's not easy to find someone
to interview for the '1.T.job from hell.'''

Enter Kathy Lee. After initial hesi
tancy, she applied for and got the I.T. man
ager job, reporting directly to Bob. Her

Kathy Lee used her people
skills and every tactic
imaginable to bring the
"information technology job
from hell" under control.





Teeter-totters

"Spread credit for everything that goes right" is a lesson Nancy Kerins of the Patient
Care Monitoring Systems Business Unit learned early in her HP career.

actions helped the group climb out ofthe
corporate inferno. In the process she:
• Conducted one-on-one commu
nication sessions with most of the 40
employees. "I asked them what was
right and wrong with their jobs and
the department," Kathy says.
• Involved the entire organization in
developing a new structure based on
goals rather than personalities.
• Helped 95 percent of the employees
fit into jobs they truly wanted.
• Formed employee teams to identify
and solve key issues.
• Stood up for the department. "LT.
sometimes can feel like a poor step
child," Kathy says. "I had to prevent LT.
from being dumped on and I learned
how to say 'no' to my peers in a nice
way." In May, Kathy became the group
LT. manager for the Computer Products
Sales and Distribution group.

Like Kathy, Nancy Kerins understands
that the best way leaders can help the
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company is to develop and enable all
employees in an organization to be
effective.

Nancy was the company's first female
manufacturing manager and is now
marketing manager for the Patient Care
Monitoring Systems Business Unit in
Waltham.

"Early in my career," says Nancy,
"someone told me to take responsibility
for anything that goes wrong and spread
credit for everything that goes right."

These five HP managers are neither
perfect nor peas in a pod. But they all
understand the importance of treating
people with respect, a major step in
getting employees to work together
effectively for the common good. •

(Gregg Piburn, aformerHPpublic
relations manager, is a Loveland,
Colorado-basedjree-lance writer
and consultant. -Editor)
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Working the
message
Feel free to call LA. Fulgham an HP
weatherman or messenger, but don't
you dare call him a watchdog or
policeman.

LA. is the father of the streamlined
HP Employee Survey, which in 1989
replaced the mammoth Open Line
survey.

'The survey is a barometer," says
LA., "a begirming point to get people
involved.

'This is not a personnel program,"
stresses LA., a 3Q-year HP employee.
"Entity managers own the data and
are responsible for taking the infor
mation and doing something with it.
We aren't the watchdogs but the
messengers."

LA. and his survey cohorts
have been as busy as pony express
riders. In the three-year period of
1989-91, there were 208 surveys
worldwide administered to nearly
60,000 employees. In the first couple
ofyears, managers had a choice
whether to use the survey; now it's
required at all entities.

One of its strengths, LA. says, is that
it is a two-in-one survey. All surveys
include a core set of67 questions,
but an entity may choose to develop
-with help from LA. and his team
another 20 or 30 questions tailor-made
for that organization.

More than anything, the survey is
a measurement ofemployee satisfac
tion. "We don't want to penalize GM.s
and other managers for conducting



The HP Employee Survey is "a commitment to listen and follow up," says L.A.
Fulgham, who tracks a handful of the surveys that have been administered to
some 60,000 employees worldwide in the past three years.

sUIVeys and finding out issues," LA.
says. "But once they have the infor
mation, it is time for them to do
something about it."

Several entities now have gone
through the sUIVey process more
than once. LA. has found a direct
correlation between extensive fol
low-up (employee focus groups
are especially helpful here) and
improved scores.

Bob Olson, former G.M. of
the North American Distribution
Organization (NADO)-a merger of
the Personal Computer Distribution
Operation (PCDO) and most of the
Direct Marketing Division-head
quartered in Santa Clara, California,
is one person who sees the value of
the sUIVey and follow-up.

"A lot of our managers here
didn't want to do that first sUIVey (at
PCDO)," Bob admits. "I have enough
TQC (total-quality control) in me to
know ifsomething is worthwhile, you
have to be able to measure it."

The results of that sUIVey were, as
expected, bad. Employee satisfaction
was below the norm in all but one of
the 13 categories. "There's the story,"
Bob told his staff, "now let's go do
something about it."

Rather than working to improve
all the categories, Bob and his staff
picked the three lowest-rated cate
gories: pay, recognition and work
environment. Employee teams were
formed and their recommendations
were implemented.

A year later, the sUIVey indicated
employee satisfaction in the new
NADO organization was above the

norm in about two-thirds of the
categories.

"We really worked to improve our
three worst areas, and the benefits of
that work carried over to the other
areas," Bob says.

Employee satisfaction in Dick
Thftness' organization in Loveland,
Colorado, improved in every cate
gory between sUIVeys. Like Bob,
Dick had his managers and employ
ees focus on a few key areas.

Dick emphasizes that managers
can't make assumptions about the
results. "You still have to ask employ
ees what the findings really mean."

He recalls working with an engi
neering manager to develop a plan to
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improve recognition within the Colo
rado Surface Mount Center. "We blew
it," he says, laughing. "We presented
our complex proposal and they said
they just wanted to be talked to more
and have a few pats on the back. The
manager and 1were being engineers,
looking for solutions, rather than
managers, listening to the people."

LA. and his crew have learned that
a sUIVey is notjust a set ofquestions.
As he says, "It's a conunitment to lis
ten and follow up!"-Gregg Piburn
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"If I could
change one thing

about HP..."
Every two years, HP entities conduct the HP Employee

Survey-a comprehensive barometer of how employees feel
about their pay, recognition, work environment and so forth.
Recently, Measure invited HP communicators and personnel

managers worldwide to ask employees one all-inclusive
question: Ifyou could change one thing about HP,

what would it be and why (or how)?
Here's what a representative sample of employees said:
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II rhat I Would like to Change
f I' aho

utlfp
is the rankingpro

cess. I f~el it forces IIp emploYees
to work 1ll a competitive mOde
against one another instead ofin a team.

Linda Reinhardt
Site event-Planning cOOrdinator

CUpertino, California

HPARCHIVE.comwww.
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Since the HP products that most

contribute to our growth are

positioned in a wide cut through

worldwide markets, I think HP

should show more aggressiveness

in those markets.

HP often is recognized as a

conservative company among the

leaders, and that is a value that has

made us very successful so far.

However, I think HP must be able

to accelerate the top management decision-making process

to face the current market scenario. Juan Jane

Outbound Logistics manager

Barcelona (Spain) Peripherals Operation

T
hat consideration for our environment becomes part of

aU our processes everywhere. Nora Cantini

Customer assurance manager

Geneva, Switzerland
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Bob Lanning set up HP's emergency radio network in Silicon Valley. A repeater on
Black Mountain rebroadcasts the signal from Palo Alto 70 miles.

determined for all HP locations world
wide, with those in Japan, California,
New Zealand and Venezuela in the high
risk zone 4, for instance. Special atten
tion is given to HP locations in seismic
zones 2 or higher.

HP facilities owned or leased within
these zones are being given a prelimi
nary check by H.J. Degenkolb Associ
ates, the structural engineering firm that
consults with HP. The San Francisco
based firm reviews building plans
and non-structural information about
walls, ceilings etc. Buildings are usually
given an on-site check to verify impor
tant details.

Employee safety is the No.1 concern
in making an assessment. Says David

HP dozens of communications lines in
the Bay Area. The radio equipment was
on the receiving dock when the 1989
quake struck.

Thday the system is in full operation,
with 450 radios in use by HP sites
throughout Silicon Valley. A well
equipped Emergency Command Post
has replaced the informal crisis center
hastily set up in a Corporate Offices
lobby the night of the quake. It includes
three ham radio systems as communica
tions backup. Bob worked with others
to formalize the HP Corporate Seismic
Program and develop a set ofguidelines
for building requirements for new
construction.

The seismic-risk zone now has been

Hewlett-Packard had a preliminary bout
with disaster on October 17, 1989, when
a 7.1 earthquake did about $9 million in
damage to company facilities in the San
Francisco Bay Area.

In seismic terms, that wasn't "The Big
One" Californians have been apprehen
sively expecting. But it packed enough
of a wallop that HP learned some impor
tant lessons. The company has taken a
number of precautions since 1989, both
to ensure building and employee safety
and to strengthen emergency communi
cation between sites.

Bob Larming ofCorporate Real Estate
worried about earthquake prepared
ness, particularly for computer systems,
even before the Lorna Prieta earthquake
struck. He already had made arrange
ments with the Federal Communica
tions Commission to get six pairs of
newly released private frequencies for
a multi-channel trunked radio system
for use by talk groups. It would give

By Betty Gerard

How do you get ready
for a really catastrophic
punch from Mother
Nature?

one

Bracing
forthe

July-August 1992 11

www.HPARCHIVE.com



Bracing

Bonneville, Degenkolb vice president,
"lIP has an extremely conscientious
attitude about protecting life safety in
all of its buildings." Existing buildings
are evaluated on how well they can be
expected to hold up in an earthquake,
and strengthened where necessary.

At the Santa Clara, California, site,
for instance, workers constructed 45
seismic-braced frames in building 55.
The job required 230 tons of steel and
160 yards of concrete, and cost $2.6 mil
lion. "It's the most challenging project
we've done here," says Bruce Zelenka,
facilities-engineering manager.

The first new construction under
the guidelines is the site in Kobe, Japan
(see page 15), which is in a 4 zone and
has been built to HP's most exacting
performance standard. It meets the
stringent requirements of the Japanese
seismic code.

HP also has assessed the critical
business nature of certain processes
to the company.

The company has classified 14 busi
ness processes as "A" (critical), based

How will HP buildings hold
up during an earthquake?

on their interface with customers and
the financial impact on HP if their oper
ations are interrupted. Included are
communications centers in Colorado
Springs, Colorado; Atlanta, Georgia;
Palo Alto, California; Boblingen,
Germany; and Brussels, Belgium.

These sites have now been "hardened"
with the installation ofgenerators to
provide a substitute power supply if the
regular power is cut off.

Other pr~cautionsinclude connec
tions to more than one central office
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At the Santa Clara, California, site,
Bernard Baker and Bruce Zelenka
planned these seismic-braced frames.

ofthe local phone company, to ensure
redundancy if a fire or other disaster
should knock out one office. Similarly,
internal wiring has become more diver
sified. HP spends from $5 to $10 million
annually on such preventive measures,
according to Bill Taylor ofCorporate
Network Services.

Other post-earthquake programs:
• A lot of duplication has been built
into the company's telecom networks
that move voice, data and video among
HP locations worldwide and connect
with outside callers. By having diverse
connections to long-distance carriers,
alternate paths are available ifneeded.
• If the powerful central systems at
the Corporate Offices should go down
in a quake, a duplicate mainframe at a
new data center in Colorado Springs,
Colorado, will take over processing.

Neal Piliavin, who heads Corporate
Information Systems security, sees little
likelihood of HP's systems being totally
out. "We have a lot of redundancy
built in and are still installing backup."

The North American Disaster Recov
ery Center in Colorado Springs, which
opened in February, has HP 3000s and
HP 9000s on standby to take over pro
cessing duties for individual lIP facili
ties knocked out ofbusiness by a fire
or other disaster.

(lIP sells similar services to cus
tomers as part of lIP BACKUP insur
ance, making "hot sites" available to
them in Tacoma, Washington, and Valley
Forge, Pennsylvania. They were used by
a number of customers when downtown
Chicago was flooded this spring.)

www.HPARCHIVE.com

• Belinda'Ibvar, disaster recovery spe
cialist for the Neely Golden Gate Area,
first developed contingency plans for
disaster recovery for other Neely offices
in Northern California. She used lIP's
Disaster Recovery Plan as a basis.
Neal has asked her to work with
lIP's factories to train disaster recovery
teams drawn from all departments that

Where are HP's most
critical business processes
located?

get involved in an emergency. Belinda
also sells her counseling services on
emergency planning to customers,
along with lIP BACKUP.
• At the Corporate Offices, Mike
Johnson doubles as the site facilities
manager and head of the regionwide
Emergency Command Post when it
is activated. He uses the trunked radio
system for day-to-day emergencies and
has added some backup measures:

Six phone lines separate from the
public network run between the lIP
building and homes of key facilities staff
members. In addition, there are a num
ber of cellular phones on site if regular
phone lines go down, and a truck is
equipped as a mobile emergency base.

Loveland, Colorado, is the backup
information source for the rest of lIP if
Corporate Offices are cut off. Employee
information hotlines are in Palo Alto
(415) 852-8444; and Loveland (303)
679-2275. In an emergency, 800-765-5154
and 800-843-0919 become activated
at Loveland.

With bruises healed from the 1989
quake and new defensive programs in
place, lIP is bracing for The Big One
and ready for disasters throughout
the world.•

•



Building a new strategy

Nearby Wilmington,
Delaware, becomes the new
home for HP's Avondale,
Pennsylvania, employees in
September 1992. From the
two-story glass cafeteria,
employees will look out at
wildflowers and dense
woods. The building is
designed for flexibility, with
light wells on the top two
floors.

By Mary Anne Easley Hewlett-Packard is slimming down and
getting a makeover-in a real-estate
sense, that is. In an effort initiated in
1989 to use HP real estate assets more
efficiently, the company has been trim
ming its properties in the United States
and Europe in the last three years.

At the same time, U.S. sales offices
that customers visit frequently are get
ting new interiors designed by interna
tional architects Hellmuth, Obata and
Kassabaurn. The interiors, installed first
in Indianapolis, Indiana, and Houston,
Texas, are functional and comfortable,
with subtle colors and textures intended
to showcase HP products. They include
specially designed customer training
and sales meeting rooms, as well as
"Idea Rooms" for improved product
demonstrations.

"Land and buildings are among our
most expensive assets," says Corporate
Real Estate Director Dennis Raney, "and
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ifwe manage them wisely, they can con
tribute significantly to the company's
business activities and profitability."

By selling properties, leasing some
to other companies, consolidating, even
experimenting with compressing space,
HP has reduced some 3.5 million square
feet worldwide in the last two-and-a-half
years, saving approximately $65 million
a year. At the same time, some expan
sion needs are key to the company's
future success.

New buildings are under construction
or planned in Atlanta, Georgia; Bergamo,
Italy; Thronto, Canada; Santa Fe (near
Mexico City), Mexico; Madrid, Spain;
and Wilmington, Delaware. In Kobe,
Japan, employees moved into a new

July-August 1992 13



Building

At the 11 (kJcre Bergamo,
Italy, site, separate
buildings-for manufacturing
and for R&D and
administration-are more
efficient and less costly to
build. Smaller floor plans
bring employees closer
together, provide proximity
to windows and amenities
and reduce noise. Until the
first building is completed in
mid·1994, employees there
will continue manufacturing
laser printers in a temporary
structure.

240,000 square foot manufacturing!
research center in April (see page 16).

Each ofthese projects reflects a
changing real estate philosophy: to meet
HP's current needs and to retain value
for the future. "Many ofour current
buildings were designed for a single
user, limiting their flexibility," says
Dermis. "They also were more expen
sive than our competitors' buildings
and difficult to sell or lease when
no longer required by HP.

"The new buildings, which have
smaller floor plans than traditional HP
buildings, are designed for flexibility, for
current and future HP users. They're
also designed to market standards to
retain long-term value."

The changing real estate philosophy
is outlined in a document developed by
Dermis and members of his staff in 1991.
That document also outlines real estate
policies and practices, the rationale for
leasing or owning property, planning
and space utilization, and architectural
design philosophy.

What factors determine whether HP
buys or leases?

"The first questions we ask," says
Dermis, "are 'Is this a strategic business
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site and how long do we plan to remain
here?' We also take into account the
total cost of occupancy-including
financing, construction, operating and
disposal costs, as well as the risk of real
estate ownership and return on assets.

"This model encourages us to own
real estate when we intend to remain
on a site for the long term, 10 years or
more."

On these pages, Measure readers get
a glimpse of real estate projects in var
ious stages of development. Some have
just been completed or are nearly ready
for occupancy. Others are still on the
"drawing board" and design has not yet
been approved. -
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The Indianapolis, Indiana,
sales office is one of the first
to get an interior facelift.
Rooms are specially
designed for product
demonstrations, customer
training and sales meetings.
HP products are showcased
by neutral colors, subtle
textures and art with global
themes.

•



Hundreds of cherry trees
were in full bloom when
manufacturing as well as
sales and marketing
employees moved into the
new Kobe, Japan, site this
spring. Traditional
landscaping includes a
pond and waterfall. In the
distance is a view of the
Akashi Straits.

www.HPARCHIVE.com

HP will occupy only part of a
SG-acre site the company is
developing as a joint
venture near Toronto,
Canada. Employees will
move into the first bUilding
when it's completed in the
spring of 1993.
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A beautiful
day for Kobe
KOBE, Japan-May 24 was a
marvelous day for Yokogawa-Hewlett
Packard (YHP) employees in Kobe.

They proudly showed off their work
areas to their spouses and children.
Their kids got to play computer games.
Co-workers met each other's families.
And everyone ate a barbecue lunch and
toasted the happy event.

The celebration was the open house
at YHP's newest facility. Most of the 500
Kobe employees attended with their
families. They toured the building and
the spacious grounds, and introduced
their families to YHP executives,
including directors and President
KenSasaoka

The Kobe facility houses a diverse
group. In addition to being the home of
YHP's second R&D and manufacturing
facility, it includes:
• Kobe Instrument Division;
• Kobe Logic Engineering Operation;
• HP's Asia Pacific Products
Operation base;
• Kobe Systems Operation;
• Japan Solution Development
Operation;
• Professional Service Operation;
• Asia Pacific Medical group; and
• Kobe sales and support organization.

The facility, located in the Kobe High
Tech Park, consists of two 5-story build
ings which house about 240,000 square
feet (22,726 meters).

"We had a wonderful day," said
Yasuaki Hanatani, YHP director and
Kobe facility manager. "We have a
diverse group of employees who have
moved here from the East (Thkyo) and
employees hired locally.

"Meeting each other's families was
a good way to begin work and life
together in Kobe."

(Measure thanks Manwko Sekiya, ofthe
YHP public relations staff, for herhelp
with this photofeature. -Editor)
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above

Hitoshi Komaki's children
play computer games in the
information-technology
department during the May
open house at HP's new
facility in Kobe, Japan.

above right

Employees and families tour
the Kobe groundS, which are
beautifully landscaped with
bridges and a waterfall.

below right

Yokogawa-Hewlett.Packard
(YHP) President Ken
Sasaoka chats with
attendees during the
afternoon picnic.
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left

A father and his son play
catch on the full-size
basketball court in the
gymnasium on the Kobe site.
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left

Wearing their blue "happi"
coats, YHP directors join
employees and their guests
in a toast to celebrate the
opening of the new facility,
which is about 590
kilometers (365 miles)
southwest of Tokyo.

PHOTOS BY CAROliNE PARSONS/UAISCN
INTERNATIONAL

Kumiyo Aida and her father
laugh with Kumiyo's 94-year
old grandmother. Kumiyo
used to cross the sea from
Awaji-shima island to
Kobe-about 40 kilometers
(25 miles) every morning to
get to work at the Kobe
sales oftice. Now she lives in
a YHP dormitory near the
Kobe facility.

above

Floor-tCH:eiling glass doors
and windows create a bright
and spacious entrance into
the main lobby.

left

above left

Kazumi Kawamura and his
daughter share a lab coat
during the family tour of the
manufacturing area.
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AMajor error
Regarding your story about John Major
in the May-June 1992 Measure, there
has been no such position as the king or
queen of England since 1603. Similarly,
there has been no such person as the
prime minister of England since 1707.

They are the king/queen/prime min
ister ofthe United Kingdom ofGreat
Britain and Northern Ireland (more
commonly known as the United
Kingdom or U.K.).

Yours historically,
WILF WRIGHT

Queensferry Telecom Division
South Queensferry

West Lothian
Scotland

Great Britain
United Kingdom

Th make such an error in the title of
one of the most prominent positions
in world politics is lamentable at best.
It also shows a lack of understanding
of the political sensitivities in the U.K.

The Scots, Welsh and Irish who are
governed from Westminster may never
forgive you!!

MARTIN MURPHY
South Queensferry, Scotland

Everyone here is unsure about some
thing: Is George Bush the president of
California or does he have other respon
sibilities as well?

JAMIE JARRETT
Bristol, United Kingdom

(Some might say that George is presi
dent ofTexas, but he's more commonly
known as the president ofthe United
States. -Editor)

Good directions
My thanks to Rhea Feldman for sharing
the "HP directions for the '90s" article
in the May-June 1992 issue.

By having a powerful vision, HP can
continue to create new and innovative
products that can keep us at the fore
front of high technology and remain
aggressively competitive in the global
information market.

The article does an excellentjob of
identifying how the many worldwide HP
divisions will use their unique core com
petency to develop innovative products.

HP's powerful vision of the '90s will
help us become "the true and dominant
information company" by the year 2000
and beyond.

WAYNE TIGHE
Mississauga, Ontario

Canada

This is democracy?
I read with interest the March-April
Measure story "Three parts, one whole,"
about the political reunification of
China. I'm sure you are aware of the
significant political issues and tensions
related to this topic, and I would have
appreciated it ifyou had explored them
in the article.

The most obvious issue, reflected in
the statement you quoted from Thiwan's
Mainland Affairs Council, is whether
China will be reunited as a "democratic,
free" country. We all remember that
democracy was crushed in mainland
China with the crackdown in Tianan
men square.

Part of the HP way has been an
emphasis on corporate citizenship and
a commitment to bettering the lives
of those who live where we conduct
business. Of course, HP cannot be the
world's moral or political policeman.
Recent events in South Africa notwith-
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standing, the movement toward change
there demonstrates the impact of the
international business and political
community insisting on standards of
democracy and fairness.

DAVID SHAW
San Diego, California

Is this the same HP?
As a survivor (so far) of the years of
expense controls, layoffs, NEPS (non
exempt pay system), salary cuts and
overtime elimination, I read the Sonoma
County story (May-June 1992) in
amazement.

We're lucky to have working water
fountains. In the great state of California
you folks have horses roaming your golf
course. We do have a basketball hoop
(in the parking lot), but certainly not a
grass-covered baseball field.

I definitely appreciate working for
HP, but is your corporation the same
one that hired me?

PATRICK MEADOWS
Rolling Meadows, Illinois

Please send mail
Do you have comments about some
thing you've read in Measure? Send
us your thoughts. Ifwe publish your
letter, you'll receive a free Measure
T-shirt (one size fits all).

Address HP Desk letters to Jay
Coleman; by company mail to Jay
Coleman, Building 201BR, Palo Alto.
Via regular postal service the address
is Measure, P.O. Box 10301, Palo Alto,
CA 94304-1181 USA. Please limit your
letter to about 150 words, sign your
name and give your location. We
reserve the right to edit letters.
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PPORTUNITY

management and became one ofthe
Logistics Council's key initiatives.
Benchmarking became a major chunk
ofCorporate Logistics' 1992 Hoshin
(breakthrough) goals and is on its
business fundamentals list.

"There's a big difference between
benchmarking and organized tourism,"
Paul explains. ''A lot of people fly around
the world, compare notes with various
companies and come back with some
interesting ideas.

'''frue benchmarking goes the extra
mile to transform best-practice ideas
into action plans and performance
objectives."

You have to !mow your own pro
cesses inside and out before you pack
your bags for that first trip, Paul notes.
Key issues are:
• What process are you benchmarking?
• Who or what are you benchmarking?
• How do you do a specific process?
• How do they do it?
• How large is the gap between your
performance and theirs?
• And what plans should you imple
ment based on the best practices you
witnessed?

Frank Attardo, manufacturing oper
ations manager for the Patient Care
Monitoring Systems Business Unit in
Waltham, Massachusetts, heads a team
that's exploring how to improve order
fulfillment within a factory environment.

"We want to !mow when an order hits
our doorstep, how long does it take us
to turn that order into a shipment, and
how can we shorten that time and do it

About two years ago, Cliff Doyle and a
team of employees from the Integrated
Circuits Business Division in Fort Col
lins, Colorado, spent a considerable
amount of time in Japan studying one
company's manufacturing processes.

Company managers generously
shared their best practices, and Cliffs
team returned to Colorado with brief
cases bulging with information.

"We grabbed every number and every
scrap ofpaper we could get," Cliff says.
"Later we realized that we got a lot of
statistics-such as a process that takes
us 10 days they finish in one day-but
we didn't !mow how they did it.

"We called it a benchmarking trip, but
really it was just competitive analysis."

Benchmarking. It's a word we hear
virtually every day, but what does it
mean? And is it really important or just
the buzzword ofthe month?

Process benchmarking compares
functional processes to perceived "best
in-class" companies in an effort to make
significant improvements in effective
ness and efficiency, says Paul Smith, HP
benchmarking programs manager for
order fulfillment.

Paul, who's part of Chuck Marr's Cor
porate Logistics Engineering group, and
Bill Boller, director of business planning
and support within the Product Pro
cesses Organization, are developing a
benchmarking program for the product
generation process while continuing to
support HP's order-fulfillment activity.

Benchmarking first appeared in HP in
a big way in 1989 when it became a key
piece of Corporate Logistics' business
strategy review. It was endorsed by top

By Jay Coleman

BENCHMARKING:
Say goodbye to organized tourism
HP "believers" tell why
benchmarking is really
a boon - not just this
month's buzzword.
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Paul Smith (left) and Hans Hartmann discuss Quick Response approaches to delivering high-volume products, such as HP printers.

more predictably?" he says.
The Waltham team has benchmarked

internally with the Exeter (New Hamp
shire) Computer Manufacturing Opera
tion, the former Loveland (Colorado)
Instrument Division and the Avondale,
Pennsylvania, site, as well as with out
side companies in the memory-systems
and telecommunications industries. The
team spent two days at each partner site
to gain a detailed understanding of that
site's order-fulfilhnent processes.

One significant conclusion the team
reached is that HP is too internally
focused rather than market focused.

"We're more concerned with shipping
X millions of dollars by the end of the
month instead ofasking ourselves 'Are
we delivering equipment to our cus
tomers when and how they expect it?',"
Frank says.

That heightened awareness of market
focus means that HP needs to change its
processes and philosophy, adds Hans
Hartmann, the leader ofHP's North

American Distribution Organization's
(NADO) order-fulfilhnent benchmarking
study.

"We (HP) do a lot of things really well,
but we have a long way to go in terms of
order fulfilhnent compared with leaders
in the retail industry," Hans says. "Ifwe
can develop a breakthrough in order ful
fillment in our industry, we'll further dis
tance ourselves from our competitors."

Realizing that HP is a relative new
comer to the field of retail delivery, Hans'
team worked with Paul Smith to bench
mark with some of the acknowledged
best: snack king Frito-Lay; department
store chain Dillards; Baxter Healthcare;
and Milliken, the largest privately owned
textile company in the world (and a
1989 Malcolm Baldrige National Quality
Award winner).

All four companies share a critical
success factor-Quick Response (QR)
-avirtual just-in-time product-delivery
practice. It means that companies use
a short lead time to restock their
products on retailer shelves, based on
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how fast the products are selling. QR
also minimizes inventory.

The concept isn't brain surgery, Hans
notes. In fact, the Dillards executive
credited with coining the phrase report
edly designed Quick Response on the
back of a cocktail napkin. And it's only
effective for high-volume products,
such as HP printers. But it's vital today
as customer expectations continue to
skyrocket, Hans says.

''The challenge is that QR requires
effective supplier-manufacturer-retailer
partnerships, trust and precise execu
tion," Hans says. "It takes an act of God
to stop a Quick Response order at
Dillards."

Hans says he thought HP did pretty
well in order fulfillment until he saw
haw the real experts do it. "It took a ded
icated benchmarking project to pinpoint
major areas of opportunity," he says.

Does this new zeal for benchmarking
mean that HP can throwaway its alpha
bet soup of quality, measurement and

July-August 1992 21



Shipping products without boxes as a way to reduce packaging waste? Frank
Attardo (left) discusses the idea with Rajiv Sarin in Waltham, Massachusetts.

Benchmarking

improvement tools, such as TQC (total
quality control), QMS (quality-maturity
system) and 10-step business planning?

Not at all. Benchmarking will be suc
cessful at HP only if it blends into exist
ing management tools such as QMS and
lO-step planning, Paul Smith notes. For
example, NADO's benchmarking effort
was a key part of its 1992 lO-step plan.

"My benchmarking program is tied
directly to (Vice President and Circuit
Thchnology Group G.M.) Fred
Schwettmann and (division G.M.)
Dragan Ilic's Hoshin goal of reducing
cost of sales," says Fort Collins' Cliff
Doyle, a benchmarking disciple who
returned to Japan in May to benchmark
with Hitachi and Toshiba.

Cliff, the benchmarking program
manager for the Circuit Thchnology
Group, says that while continuous
improvement programs can help a
group improve a step at a time, bench
marking identifies improvements that
"give you that leap forward that makes
you the best."

"You get set in your ways being at
HP so many years," says the 27-year HP
employee. "Then you look at some other
companies and it's alarming how far up
the ladder we have to climb on some
processes.

"Sometimes we all step in the same
mess umpteen times before we learn
from each other," Cliff notes. "We must
learn to leverage on each other's experi
ences, and benchmarking is a great way
to do that." •
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Be aware...
While some employees are out on the
benchmarking trail, HP continues to
be a popular company for other com
panies to benchmark. That's fine as
long as employees are careful with
the information they share.

"Many ofour processes represent
a competitive advantage,just as our
product technologies are a competi
tive advantage," says Paul Smith, HP
benchmarking programs manager for
order fulfillment. "Both product and
process technologies are intellectual
properties that we must protect and
treat with the same care."

Does that mean a shift from HP's
legendary openness?

"Certainly not," Paul says. "Itjust
means that employees need to think
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if the information they share with
non-employees-especially when
benchmarking with a competitor
could be a security risk."

Paul says a good rule of thumb is
"Don't make a unilateral decision."
Ifyou're at a division, check with a
functional manager first. Also, don't
ask a benchmarking partner to share
information that you wouldn't feel
comfortable sharing with them.

''I'm not suggesting adding a lot
of red tape to our system," he adds.
"Use common sense and goodjudg
ment as you would with any sensitive
information."



John Golding, managing director of HP U.K., poses with the "Goldfinger" rose along
with Her Royal Highness The Duchess of Kent, patron of CLlC-the charity which
benefits from Goldfinger sales-and Hollie Allen, a leukemia patient.

A license to cure
Three years ago, HP employees in the
United Kingdom had a nice idea:

Let's honor company co-founders
Bill Hewlett and Dave Packard on the
50th anniversary ofthe founding of the
company by commissioning a rose-
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the William David rose-to be bred
and grown in their honor.

The U.K. people even discussed
distributing 800 of the golden-yellow
rose bushes to HP sites worldwide.

Mer a bit more research, the HP
folks discovered several thorny logisti
cal problems involving having the plants
grown and shipping them around the
world. It would mean a mountain of
agricultural inspections, red tape
and hassle.

About a year ago, quick-tbinking HP
employees devised a clever scheme:
rename the flower to give it more
"commercial" appeal, and donate all
proceeds to a charitable organization.

Now, everything's coming up roses.
In May, the "Goldfinger" rose was

unveiled at the prestigious Chelsea
(U.K.)Flower Show. In the U.K., all
royalties from the sale of the rose go to
the Cancer & Leukaemia in Childhood
TIust (CUC UK). The charity hopes to
receive $1.8 million (U.S.) during the
next 20 years from Goldfinger sales.

Rearsby Roses Ltd. in the U.K. will
have a limited number of Goldfinger
rose bushes available this autumn and
next spring. In autumn 1993, Goldfinger
will be available from British registered
growers as supplies ofthe deep-golden
floribunda rose increase.

Availability outside the U.K. will
depend on local laws and propagation.
In the United States, for example, HP
has cultivated a relationship with a
grower in Watsonville, California. How
ever, Goldfinger won't be available for
four years-after two-year quarantine
and growing periods.

It's a long-term project for a worthy
cause. And for thousands of children
with cancer, Goldfinger could provide
the Midas touch.•

July-August 1992 23



The making
ofa
PEOPLE
PERSON

Retiree Bob Boniface has had a 3O-year interest in horse racing, but it was his days
with HP sales, marketing and administration that kept him on a fast track.

By Gordon Brown
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You might very well have seen or heard
ofBob Boniface. After all, he was asso
ciated with or worked for HP since he
was a teenager.

That was 50 years ago. At retirement,
seven years ago, he was an HP executive
vice president and member of the Board
of Directors. In the course of his active
years, Bob made or helped frame and
implement decisions that had major
impacts on the company, particularly
in the areas of sales, marketing and
administration.

So: Probably an engineer, you think.
Or an MBA. Lots offield sales experi
ence, too. No doubt'very comfortable
with the complexities of high technology.
Then, given his years as president of the
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Horsemen's Quarter Horse Association,
you'd expect that Bob was probably
born in the saddle-or at least the barn.

Finally, on discovering his military
experiences-youngest-ever U.S. Army
officer candidate at Fort Benning (Geor
gia), winner of a Silver Star, two Bronze
Star Medals and a Purple Heart for
fierce hill-taking actions in the Philip
pines (1944-45), and his return to active
duty during the Korean War-you won
der ifCaptain Robert Lee Boniface
might have been headed for a military
career.

Guess again. In fact, all of the above
assumptions miss their mark.

Bob came to HP almost literally



Bob (right) and Norm Neely (lett) meet with a contractor in 1953 to finalize plans tor
the Neely headquarters at 3939 Lankershim Boulevard in North Hollywood, California.

through a side door. Or was it the back
door? In any case, it wasn't easy. Family
problems brought on by the Great
Depression meant that Bob had to find
jobs to pay his way through high school.
As a night watchman and vehicle pol
isher at aNorth Hollywood garage (at
$1.75 a night), he sometimes encoun
tered an imposing and cheerful cus
tomer named Norm Neely.

Norm, whose nearby Neely Enter
prises represented HP and other instru
ment manufacturers throughout much
ofthe western United States, saw prom
ise in this kid and offered him a part
time job as office boy. In particular, he
saw a person with a natural instinct for
administration-or whatever!

Norm confirmed that impression in
1952 when-in spite of the interruptions
created by Bob's two military stints plus
the demands of college-he named the
28-year-old former car cleaner and
movie-studio elevator operator as vice
president and general manager.

What exactly did Bob bring to the
Neely table? George Glenday, general
manager and director ofHP's North
American Field Operations, has firm

"To me, Bob Boniface was
the best 'people' person
I've ever met."

views on that: "Th me, Bob Boniface
was the best 'people' person I've ever
met. He always listened with great
intensity. And he never lost his 'cool.'

"While he was never a field-sales per
son, he did a great job in relating to cus
tomers. He knew everybody. I learned a
great deal from Norm, but especially
from Bob. After all, he hired me!"

In 1962, 10 years after taking over
the Neely helm, Bob faced his biggest
test since the mountains ofLuzon-a
merger proposal from HP. The gist of it
was, of course, that fast-growing HP
wanted to create its own sales forces in
major markets. The choice was whether
to build an entirely new organization or
to absorb the "reps" as they were called.
For Norm, the choice was either to stay
independent-and relinquish HP, which
represented about half Neely Enter
prises' business-or join the HP team
as some reps had done already.

Norm, who owned the major share of
his namesake business (then the largest
of its kind in the United States), made
an amazing decision: He said the Neely
choice was up to Bob. After careful
deliberations with Norm and fellow
Neely people, and negotiations with
HP leaders, including Dave Packard,
Bill Hewlett and the late Noel Eldred
(then VP. of marketing), the deal was
done: Go with HP!

According to Bob, the deciding factor
was the almost uncanny similarity in
business philosophies and management
practices-plus the very cordial and
responsive relationships at all levels. A
few things needed changing to achieve
full compatibility, such as accounting
and personnel procedures. Within a
year, the merger was a reality (and the
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Neely name retained to this day).
Meanwhile, Bob's personal life was

thriving. In 1950, he met a new recep
tionist named Sue Alexander, who had
worked in show business but didn't like
the travel that went with it. They mar
ried soon after Bob's recall to the Army,
and by 1953, were the parents of daugh
ter Chris and son Craig.

Their tranquility took ajolt in 1969:
Dave Packard was off to Washington as
Deputy Secretary of Defense, and Noel,
given broader responsibilities in Palo
Alto, asked Bob to join him and take
over his previous role as head of market
ingin 1970.

That was a tough decision: Craig was
entering his last year of high school;
Sue's mother lived nearby; and it would
mean leaving a large circle oflocal
friends and associates. Eventually, and
with some reservations, they made the
move. It was eased somewhat by Noel's
assurances that Sue did not have to
become a "corporate wife" and that
Bob could concentrate primarily on
the domestic market while he (Noel)
managed the international scene
in the interim.

At Noel's prompting, Bob soon under
took a sweeping evaluation of the U.S.
field forces and their views on organiza
tional structure, strengths and weak
nesses, and what HP should aim for
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Recognize that "theme girl" posing with Bob Boniface outside the 1962 Wescon
convention in Hollywood? It's actress Mary Tyler Moore. Bob was HP's vice president
of marketing-and a willing model-at the time.

Boniface

during the next decade. At that time, fac
tory and field organizations reported
along quite separate paths.

Measure at one point compared this
to hoisting products over a fence and
hoping people on the other side could
sell them.

As a result of his probings, Bob pro
posed a revolutionary change, one that
aligned factories and field sales people
horizontally into groups reflecting the
particular business segments they
served. Sales support would come
largely from those groups rather than
corporate. Regional managers would
maintain corporate-type "housekeep
ing" and other services, and provide the
all-important single-company interface
with customers.

The proposal was accepted and
was reflected in HP organization charts.
Without question-and without going
into the details here-it contributed
significantly to the company's ability
to manage its growth and the increas
ing diversity of product lines during the
decade and a half that followed.

Of course, there was-and is-no
perfect nor permanent solution, as Bob
knows. His organizational design has
been reformatted extensively. But he
provides a real salesman's-or sales
manager's-response: "One of the rea
sons HP has been so successful over the
years is that the field has done an out
standingjob of presenting the company
as a whole-by never walking away
from a problem regardless of product
line and by taking prompt action ... " •

(HP retiree Gordon Braum was
Measure editorfrom 1968 to 1982.
Editor)
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Whoa there, Bob!
Put the blame on Sue. Yes, it was Bob
Boniface's wife, Sue, who introduced
him to the horse world in the early
1960s.

Actually, she tricked him into it by
secretly buying Bob his first horse at
a Southern California dude ranch!
golf resort. Later, she lured him into
buying a small ranch where the kids
could roam and the horses romp.

In time-and with coaching from
actor Dale Robertson-Bob and
Sue were in the horse-breeding and
quarter-horse racing business at their
Double C Ranch in the Perris Valley in
Southern California-with consider-
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able success. Bob also became-and
still is-quite active in various associ
ations related to those activities.

What else? How about cattle-roping
contests! And golf. And tennis. And
building a new home in Atherton,
just north of Palo Alto. And keeping
in touch with old friends from HP,
Neely and Hollywood.

As for travel, no more jet-lag trips,
thank you.

But a few more visits to the
Winner's Circle would be just fine
and dandy.-Gordon Brown



HP's president and
CEO talks about the
importance of
people leadership.

T
here's no question that the
last few years have been
particularly challenging for
HP people. We've all had to
deal with stressful situations

to one extent or another. Rapidly chang
ing business conditions, organizational
realignments, redeployments and so
forth have been compelling manage
ment issues. In the process, many ofour
managers haven't given "people man
agement" the attention it requires.

That's why, for the last two years,
Chief Operating Officer Dean Morton
and I have included the goal of improv
ing people leadership and practices at
HP as one of our top priorities.

Our plan is to use the HP Employee
Survey-our "mini Open Line"-as
a way to measure and bring about
improvement.

Getting feedback from employees is
vital to good management. Simply listen
ing is one of the best things a manager
cando.

During the last two years I've made
a point ofvisiting as many HP sites as
possible. I believe that it's tremendously
valuable to hear firsthand what HP peo
ple worldwide have to say about the
company. Whether it's MBWA, a coffee
talk or small-group meeting, it's exciting
to hear HP employees talk about their
plans to win in their market. From Fort
Collins, Colorado, and Mississauga, Can
ada, to Vienna, Austria, and Hachioji,
Japan-what I hear from employees is
just as important as what I have to say.

Rita Lee, public-affairs specialist for HP
Taiwan, talks with HP President and CEO
John Young prior to John's address at
the annual HP Communicators'
Workshop in Palo Alto, California.

While face-to-face communication is
typically the best alternative, a survey is
a good complement. Surveys offer bene
fits that face-to-face can't. For example,
in a survey people give their feedback
anonymously, so they're likely to be
more candid than they would be in a
conversation with theirGM.

So I'm a strong proponent of the
employee survey process. It's a revealing
exercise. I personally review the results
from each HP entity. (You can read more
about the HP Employee Survey on
pages 6-7.)

It's not surprising, given the tough
environment, that most HP entities have
not improved their survey scores over
the last few years. Clearly this activity
requires more management attention.

The survey is only valuable ifman
agers follow up on employee issues.
We've found entities make more
improvement when the G.M. is involved
personally in responding to issues. To
help make this happen consistently
across the company, we've implemented
a few changes in the past year:
• First of all, the survey is no longer
optional. Each entity must conduct one
every two years.
• Secondly, within 90 days after a sur
vey is complete, entity G.M.s now are
required to submit to their group G.M.
a brief written report of the employee
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concerns they've discovered and an
action plan to resolve them.
• Finally, progress on issues will
be included as part of every entity's
business review and every GM.'s
performance evaluation.

Our experience indicates that most
employee concerns from the survey
need to be handled at a local level.
But there will be some that should be
addressed from a Corporate standpoint.
So I've asked each entity surveyed dur
ing the last year to send me a prioritized
list of issues that need Corporate atten
tion, and I'll establish a task force of
general managers to work on them.

TQC-total-quality control-has
shown that measurement tools such as
the employee survey can be a powerful
means of making positive changes. But
improving people management isn't just
a matter of conducting surveys. It boils
down to how we treat each other.

Whether or not you're a manager, you
help us improve people practices at HP
when you do simple things-like take
time to really listen to those you work
with, give feedback constructively and
follow through on your commitments. In
short, make it a daily practice to have
respect for each other-the hallmark of
the HPway.

Together, we can continue to make
HP one of the best companies to
work for.
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News from around
the HPworld

It had tire tracks on top and several missing keys, but Larry
Bair's wayward HP 110 portable PC still worked.

It takes a licking...
Larry Bair had just com- Maryland. "He followed the
pleted a service call and was paper trail and it led to the
pondering the best route to computer."
his next stop. When reunited with his

Lost in thought, he piled AWOL PC, Larry expected
his HP 110 portable PC and a the worst.
stack ofpapers onto the roof "There were tire tracks
of his car and fumbled for across the top," he says.
his keys. Then he unlocked "And about half the keys
the door, climbed in and were missing."
drove off-completely for- But when he flipped the
getting the gear on the roof. power switch, the familiar

Somewhere during the PAM screen popped up. And
next few miles, the stack despite a low battery and
flew off, scattering debris missing keys, the machine
along the road. But Larry worked like a charm.
didn't notice anything "I know we build good
missing until he arrived stuff," says an impressed
at the office. Larry, "but this was way

"I got a call from someone beyond the normal abuse."
with the National Parks Ser-
vice two weeks later," says
Larry, a Medical customer
engineer from Baltimore,
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Beneficially yours
How good are HP employee
benefits? Some of the best in
the United States, according
to the second annual list
announced in the June 1992
edition ofMoney magazine.

First place went to Levi
Strauss & Co., followed by
IBM, Procter & Gamble,
Eastman Kodak, HP, Merck,
Xerox, Citicorp, Quaker Oats
and Johnson & Johnson.

On the air
HP has made a $150,000
pledge to National Public
Radio (NPR)-the first
three-year commitment the
company has made to the
non-profit network in its
ll-year relationship.

Selection criteria included
an employee population of
more than 10,000; generous
insurance at little or no extra
cost to employees; liberal
vacation and leave time; and
family benefits such as child
and elder-care referrals,
flextime andjob sharing.

HP will provide $50,000
annually for three years to
support science reporting
during the programs
"All Things Considered,"
"Morning Edition" and
"Weekend Edition."
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Two views of the Olympic athletes' dormitory show the innovative design used by architect L1uis Cantallops Valeri. He used HP
workstations running Accugraph Corporation software to design the project.

The house that HP "built"
Uuis' automation net

work, in place for three
years, includes HP Apollo
9000 Series 700 worksta
tions and HP 9000 Model 330
workstations, plus PCs.

Uuis noted that the HP
Accugraph system reduced
the time spent verifyjng
dimensions and other data
from one day to one hour.

QA ~

al~

square meters. The build
ing's $11 million price tag is
part of the $3.6 billion worth
of construction for the 1992
Summer Games. After the
Olympics, the dormitory and
the other apartment build
ings in the Olympic Village
will become housing for
middle-class Barcelona
citizens.

~1

ware from Accugraph
Corporation to design the
Olympic project.

Uuis designed a large
dormitory for the Olympic
Village. The L-shaped
structure rises several
floors above the street.

The project contains more
than 60 dormitory units and
17 shops, occupying 50,000

~rll always remember
"Bill as my mentor and
sage adviser. I feel like Luke
Skywa&erwhenObeWan
Kanobe left.~

DuaneHart1ey, Microwave
Instruments Division gen
eral manager, speaking
about Bill Wurst, who
retired in Mayas G.M of
the Network Measurements
Division

You won't see an HP logo
or hear the company name
mentioned, but when the
cameras turn to the Olympic
Village this summer in Bar
celona, Spain, you should
know that HP was involved
from the ground up.

Architect Uuis Cantallops
Valeri used HP workstations
running MountainTop soft-

Quoteworthy
~Not bad for a com
"pany that two years
ago was considered a torpid
dinosaur among fleet-footed
little predators.~

John Jones, Salomon Broth
ers analyst, commenting on
HP's reposition efforts, as
quoted in the May 11 Wall
StreetJournal
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Employee and HP donations totaling more than $100,000 aid
Red Cross efforts after the Guadalajara explosion.

Gracias, HP!
HP and its employees
responded quickly and gen
erously with checks to the
Red Cross totaling more
than $100,000 recently when
an explosion rocked Guada
lajara, Mexico.

Employees in Guadalajara
and Mexico City donated
$30,300 to the Red Cross for
the "Guadalajara Explosion
ReliefFund," which the
Guadalajara Operation
matched, while the Hewlett
Packard Company Founda
tion contributed $40,000.

No HP employees were
injured or facilities damaged

30 MEASURE

as a result ofthe explosion.
The Mexican Red Cross

established a temporary
shelter and supported 14
others in the area. The shel
ters housed nearly 5,000
people and provided medi
cal assistance, food and
water.

Said Alfonso Castillo, HP
Guadalajara personnel man
ager, "On behalf of all the
employees from the Guada
lajara site, we express our
thanks to you for your care
and concern."

www.HPARCHIVE.com

IBOTTOM
LINE

Hewlett-Packard Company
reported a 40 percent
growth in net earnings, a
32 percent increase in earn
ings from operations and a
12 percent increase in net
revenue for the second
quarter of its 1992 fiscal
year, ended April 30.
Orders grew by 11 percent
over the year-ago quarter.

Results for the FY92 Q2
(year-to-year comparisons
for FY91 shown in paren
theses): Net earnings
totaled $326 million or
$1.28 per share on some
254 million shares of com
mon stock outstanding
($233 million or 93 cents
per share on 250 million
shares); earnings from
operations were $486
million ($367 million);
net revenue totaled
$4.2 billion ($3.7 billion).

In appreciation for the
good efforts ofHP people,
the company announced a
''Thank you" day of extra
vacation in 1992.

IPROGRAM
MOVES

The former Information
Architecture Group has
been dispersed, since its
work in developing archi
tectures and technologies
for computer interoperabil
ity now moves on to prod
uct groups. Most activities
now are assigned to the
Networked Systems Group

(NSG) within the Com
puter Systems Organiza
tion, which will focus on
networked systems archi
tecture and UNIX-system
based development.

MS-DOS and MSIWin
dows-based development
programs now will be cen
tered within the Computer
Products Organization.

INAFO
CHANGE

The North American Field
Operations (NAFO) is
reducing its sales regions
from five to four, with
changes to be completed
by November 1.

In the United States,
activities ofthe Southern
Sales Region now will be
split between the Eastern
Sales Region and the
renamed Mid-America
Sales Region (formerly
Midwest Sales Region).

INEW
HATS

Christian Roy assumes
a newly created position
as Grenoble Networks
Division (GND) operation
manager. Andre Meyer
continues as G.M. ofGND
and the Thlecom Networks
Operation.

Within HP Labs'
Computer Research
Center, Bill Worley to
director, Computer
Systems Lab, and John
Limb to director, new
Media Thchnology Lab.



Roberto Giambone was the youngest "ambassador" in 1989.

Ambassador baby

from the Lake Stevens
Instrument Division is
notebook-sized for por
table use at test sites ...
Stanford Park Division's
lIP 83731A synthesized
signal generator, which
replaces the classic lIP
8672A, is lighter in weight
with improved reliability.

From the Analytical
Products Group comes its
first protein sequencing
system, the lIP G1005A,
for analyzing protein and
peptide samples ... In the
first major extension of
the lIP Acoustic Quan
tification technology
introduced by the Medical
Products Group last year,
ejection fraction (a key
indicator of the heart's
health) can be measured
in real time during a heart
attack or surgery.

INORDIC
~ STRUCTURE
if The European Multicoun

try Region has created a
new Nordic structure for
lIP's subsidiaries in Fin
land, Norway, Sweden and
Denmark, and the newly
independent states of Lat
via, Lithuania and Estonia.

Terje Christoffersen
heads the new structure,
which has distributed
management rather than
a headquarters. Thrje also
will serve as GM. for both
Norway and Sweden.

Memory Division, has 21.4
Mbytes of storage space
and is the size ofa small
matchbox. One use is in
mobile computing devices
...The lIP FAX-200 and
lIP FAX-310 are afford
able plain-paper facsimile
machines from the Ink-jet
Products Group.

The lIP 3569A real
time frequency analyzer

1.3-inch disk-drive module

An alternative to main
frame computing, the
powerful lIP Corporate
Business Systems are a
new class of RISC-based
business computers, both
lIP 3000s and HP 9000s.
In a corporate computer
room, they are air-cooled
and require less support
staff than mainframes ...
OpenView 2.0 products
from the Colorado Net
works Division feature an
enhanced graphical-user
interface and are the
first based on the Open
So~areFoundation~

Distributed Management
Environment.

The first 1.3-inch disk
drive module, the lIP
Kittyhawk Personal Stor
age Module from the Disk

INEW
PRODUCTS

Campinas Manufacturing
Operation in Brazil.

"My ambassador col
leagues used to refer to my
baby as the 'ambassador
baby,' and many of them
asked me to send photos of
the baby when he was born."

Well, lone has had her
hands full the past couple
ofyears, but still wanted to
fulfill her promise.

"Roberto is almost three
years old now," she says. "He
is very smart and pretty-as
you can see by the photo."

During lIP's 50th armiver
sary celebration in 1989,
employees from around
the world were chosen as
"ambassadors" and flown to
Corporate Offices in Palo
Alto, California, for several
days ofbriefings by com
pany executives, division
tours and fun festivities.

One ambassador drew
particular attention.

"I was three months
pregnant at the time and,
because of this, everyone
treated me with special
attention and kindness," says
lone Giambone from lIP's

www.HPARCHIVE.com
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~RTING HOT

Flower power
John Pesqueira spends
many of his waking hours
behind a camera, but a year
ago he tried something
new-still photography
using a macro lens.

The result was the stun
ningly beautiful image (on
the right) of a begonia.

''This was my first experi
ence shooting with a macro
lens," John says. "I was using
the sunlight coming through
a kitchen skylight. 1wanted
to capture something
beautiful."

Most of the time you'll
find John behind a video
camera while on his job as a
television director at HPTV.
He's been a director on the
HP VideoMagazine since it
began in 1984.

For the technically gifted,
John offers these specifics
on his flower photography:

"I used my Nikon F3
camera, a 60 millimeter £12.8
Macro AF Nikkor lens, a tri
pod and a cable release. The

film was Kodak Ektar 25,
exposed at :f/16 and a shutter
speed of one second.

"For a dramatic touch, 1
added a black cloth behind
the flower."

MOVED LATELY? CHANGE OF ADDRESS SHOULD BE REPORTED TO YOUR PERSONNEL DEPARTMENT.
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