
1  

GE Works |   Gary Sheffer 
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Corporate  
Character 

 
What makes us 

unique: 

Our Beliefs 

Our Values 

Our Purpose 

Our Actions 

GE Works |   Arthur W Page Society New Model 

BELIEF 
Engage the 

decision-maker  
by forging a 

shared belief. 

ACTION 
Spur the 
decision-

maker to act 
on that belief. 

Confidence 
Increase their 

confidence 
that their 

action matters. 

Corporate  
Character 

 
What makes us unique: 

Our Beliefs 

Our Values 

Our Purpose 

Our Actions 

ADVOCACY  
AT SCALE 

Build 
constituency 

with more 
audiences 
through the 
networks of 

these 
advocates. 

Today, reputation is shaped by how people experience 
our corporate character, and by whether and how others 

advocate on our behalf.  
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GE Works |   A Decade of Change 
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$ in billions 

#5 = $43B 

#2 = $65B 

#1 = $71B 

#3 = $60B 

#4 = $43.5B 

#7 = $32B 

#49 = $7B 

#17 = $21B 

GE Works | Interbrand 10-year Brand Value Trends 
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GE Works | Employees 
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x 
A belief in 

a better 

way 

A relentless  

drive to 

invent  

and build 

things that 

matter 

+ = 

A WORLD 

THAT 

WORKS 

BETTER 

We look 

to what 

the world 

needs 

GE Works |   Equation GE Works 
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GE works on things that matter.  
The best people and the best technologies 
taking on the toughest challenges. Finding 

solutions in energy, health and home, 
transportation and finance. Building, powering, 

moving and curing the world.  
Not just imagining. Doing. GE works. 

GE Works |   Our Story 
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GE Works 

Connect with our 
communities:  

Economic and social impact 
of GE around the world 

Amplify our stories:  
Tell stories about GEs 

culture and impact 

4 5 

Reignite our 
Mission:  

Celebrate 
employees’ passion 

& contributions 
through their voice 

Deliver Value for 
Customers:  

Showcase our 
differentiated value 

& connect 
employees with 

customer outcomes 

Continuously 
improve the  

way we work:  
Drive process 

improvement & 
operating excellence 
  

1 2 3 

|   Goals 
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|   360 

What Works 

Digital 

Project 

American  

Competitiveness:  

What Works  
Economic  

Studies 

City 

Initiative 

Advertising 
@Work  

Network 

Employee 

Activation 

Garage 

Skills 

Training 

GE Works 

Reaching critical 

audiences: 

• Employees 

• Customers 

• Investors 

• Communities 

• Influencers & Thought Leaders 
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GE Works |   Social & Digital 

GE-works.com The What Works Project 
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GE Works 

American Manufacturing 

• 

Innovation  

• 

Global Competitiveness 

• 

Workforce, Veterans & Reservists 

@RobPortman  Had a great chat on 

what a strong partnership btw 

manuf & energy would mean to 

future of US job creation 

@ge_repHickenlooper orts 

goo.gl/qhCQ3 

@TomCarpenterDE MT : 

@GEpublicaffairs: @USChamber 

CEO Donohue, VA Gov 

@BobMcDonnell & 

@SenatorCarper on stage now 

talking future of #trade. 

#WhatWorks 

|   American Competitiveness: What Works 
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GE Works |   Cities Initiative 

GE Garages 

Detroit, MI 

Cincinnati/ 
Cleveland,  

OH 

Houston, TX 

Greenville/ 
Florence, SC 

Boston, MA 

Erie, PA 

Milwaukee, WI 

Atlanta, GA 

Louisville, KY 

San 
Francisco, CA 

Schenectady/ 
Niskayuna/ 
Albany, NY 

Oklahoma 
City, OK 
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The journey 

GE Works |   At Work for a Healthier World 
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GE Works 

22% 

of opinion leaders could specifically 
mention something they heard from 
Washington DC launch event 

98% 
of all traditional media covering the 
launch was positive or neutral  

96% 

of all social media conversation 
around the launch was positive or 
neutral 

1,300,000 reached via Twitter 
and/or Facebook 

30,000 employees have visited 
insideGE since launch 

|   How’s it Going? 

82% 

of general population viewers say GE 
Works ads make them more likely to 
see GE as an innovative company 

75 
employees’ stories on 
ge-works.com since 
launch 

“GE has been running what I 

think is one of the most effective, 

compelling commercials I’ve 

seen in a long time.” 

Steven Brill, Reuters 

"I have been working with GE for 

over 10 years and its good to see 

how the company has transformed 

and repositioned itself. I am proud 

to be part of a company that 

constantly thinks, constantly 

innovates, constantly simplifies 

and constantly grows!“ 

GE Employee 
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• Employees have a sense of 

purpose and strong 

connection to the mission 

• Employees want to know 

their impact on the world 

• Leaders connect employees 

to our purpose 

• Employees are proud to 

share their stories 

GE Works |   Key Learnings on Culture 

A spirit of optimism in cynical times 

• Customers & Suppliers            

want to build solutions together 

• Communities value the 

economic and social impact 

• Influencers & Thought 

Leaders engage about the 

value of work 

• Entrepreneurs contribute 

resources, scale, collaboration 

• Shareowners realize the value 

of GE 
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Drive understanding, persuasion, action 

GE Works |   Key Learnings on Communications 

• CCO must lead 

• Listen… inside first 

• Be bold even in a tough environment 

• Engage aggressively 

• Extend your culture beyond the fire wall 

• Think radically about transparency 

 

GE Character 
 

• Belief in a better way 

• Value learning & 

innovation 

• Purpose: Customer & 

Community 

• Mission-based 
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GE Works’ describes 

our culture: mission-

based; a belief in a 

better way; “we” 

versus “me;” 

willingness to tackle 

hard problems. We 

believe that culture 

and resiliency count 

in a company. This is 

how we work. This is 

how we compete. 

GE Works. 

Jeff Immelt 


