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The Boeing Company

� “Strategy without tactics is the slowest route to victory, tactics without strategy is the
noise before defeat” Sun Tzu

� “This strategy represents our policy for all time, until its changed” Marlin Fitzwater

� “Strategy however beautiful, should occasionally be looked at for results” Winston Churchill

� “A satisfied customer, is the best business strategy of all” Michael LeBoeuf
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Run healthy core businesses
Leverage strengths into new products and services
Open new frontiers

Detailed customer knowledge and focus
Large-scale systems integration
Lean enterprise

Leadership
Integrity
Quality
Customer satisfaction
People working together
A diverse and involved team
Good corporate citizenship
Enhancing shareholder value
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Vision – Strategy – Plan - Action

� Vision – Market driven, customer inspired, financially grounded

� Operationalized – Long Range Business Plan

� Strategic Objectives

� Differentiation Strategy

� Issue/Impediment Identification

� Action Plans – VSPs at all levels throughout the organization

� Review, Update, Measure

� Buy-In – Performance to Plan Tied To Incentive Compensation
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Shaping the Future

Business Models
Technology
Regulatory

Demographic

Define Value
Proposition

Access
Technology

Anticipate
Capability

Requirements

Analyze
Enduring

Needs

Collaborate
Execute
Deliver
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Product Opportunity Drivers

MarketMarket
requirements

Financial
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opportunity
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“Gated” Process Ensures Bringing the
Right Product to the Market

Opportunity

Identification

Customer
requirements

Business case

Produce
definition

Feasibility

Assessment

Ready
to

offer

Initiate
PD

study

Ready
to

show
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Moving FCS from Concept to Reality

Concept & Technology Development
(CTD Phase)
• Concept studies & customer

feedback
One Team Framework

• Army-LSI Partnership
• Best of Industry Team

Spiral Development
• Integration Phases for FCS SDD;

SoS Modeling and Simulation

Spin Out
• To Current Force; Integrate

Current & Future
Design/Build/Integrate/Test

• Experimentation, Soldier
Exercises

2

1

3

Current New

E
xi

st
in

g
D

is
ru

p
ti

ve

Customer / Market

Next
Square2

Core
Adjacent

E
vo

lu
ti

o
n

ar
y

0

1
3

4

Next
Square

Next
Square

4
5

5

2

6

6

Experiment 1.1

SoSIL

NLOS-C

Spin Out 1

Concept
Vehicle



Copyright © 2006 Boeing. All rights reserved.

4/24/2007

Filename.ppt | 8


