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Introduction
The following paper is a comparison of mission statements of the International Business Machines Corporation (IBM) and the Hewlett Packard Corporation (HP). Components that were evaluated included customers, products, services, markets, technologies, concern for survival, growth and profitability, philosophy, self-concept, public image concern, employee and stakeholder concern. Researched items include company web sites, annual reports, company reports, SEC filings. 

Abstract

In recent years, the high-tech industry has seen diminishing returns due to the downturn in the U.S. and global economy and is now looking toward governmental aid in turning around and bolstering the global economy by instituting programs targeting the technology sector as a whole. Mergers and acquisitions have been continuing to increase in an effort to promote global sales and distribution of competing products. Many large companies are uprooting U.S. assembly operations and distribution channels, which are being strategically located throughout the globe in an effort to minimize production costs and to maximize operational efficiencies. By doing so, corporations can reduce fixed costs, inventories and risk. 

“Last year, Compaq, Dell and IBM all outsourced at least 65% of their notebook needs to Taiwan” (Tanzer, 2002). 

“While outsourcing the low-end manufacturing to China, this ability to move steadily into higher-value information-technology products underpins the prosperity of Taiwan's export-led economy” (Tanzer, 2002).

IBM Corporation

With a stellar year 2002 ending revenue of over “$81.2 billion, 315,889 employees, and assets totaling at over $96.5 billion”, the IBM Corporation stands firm as the largest technology company in the world (IBM, 2003). 

IBM has helped pioneer the information technology sector over the past decade. IBM stands today at the forefront of a worldwide industry that is revolutionizing the way in which enterprises’, organizations and people operate and thrive. 

In addition to the savings and dramatic process improvements in how corporations interact with their customers, suppliers, partners and their employees, e-Business has changed IBM on many levels. They have adopted the practice of replacing vertical information silos with a more fluid horizontal flow of information, knowledge and collaboration. “IBM's mobile technologies and mobility management practices are allowing more than 3/4 of all of its employees to work remotely” (IBM, 2003). 

IBM aspires to instill the feeling within its new recruits that they are “joining a company that is the best place to work” and that it is a progressive, fair and principled company that invests in its people and their development” (IBM, 2003). All of these activities are stemmed from the overarching commitment to retain the highest level of available talent in the world. As the composition of the workforce and their expectations change, so does the IBM recruitment practice’s that often far ahead of their competitors or even governmental mandates.

IBM appears to know that today’s employees place a great deal of value on flexibility and mobility. All the while wanting to feel that they are part of a team, moreover a community of colleagues. Employees additionally place a high value upon skill enhancement, however they want lifelong learning as apposed to strictly classroom training. While employment candidates are largely attracted to IBM’s breadth and global presence, they are wary of getting lost in a big company. Employees above all desire to make a difference and have a positive impact. 

The following SGC mission statement was obtained directly from the SGC corporate website for review herein and appears to connote within a value statement for the company, its customers, vendors and its employees: 

“At SGC, we strive to lead in the creation, development and manufacture of the industry’s most advanced information technologies, including computer systems, software, networking systems, storage devices and microelectronics” (SGC, 2003).

“We translate these advanced technologies into value for our customers through our professional solutions and services businesses worldwide” (IBM, 2003).

HP Corporation

Dwarfing the last big tech industry acquisition by Compaq in 1998 of the Digital Equipment for approximately $9.6 billion, the $25 billion acquisition of the Compaq Corporation in early 2002 by the Hewlett Packard Corporation became the largest acquisition in technology history. The merging of two of the biggest names in computers, printers and computer servers resulted in a total yearly revenue only slightly less than that of the largest computer company, the aforementioned IBM Corporation. 

Compaq now fills a void in Hewlett-Packard’s business by supplying a previously vacant personal computer (PC) development and sales channel.

The creation of the combined new company put HP/Compaq in a new class of company similar to that of IBM, who makes and sells everything related to computers along with offering service and support.

Hewlett-Packard, the Palo Alto tech giant was known primarily to consumers for their low cost printers prior to acquisition of the number two PC Manufacturer behind Dell Corporation, the Houston-based Compaq computers.

The consolidation of HP and Compaq created a combined corporation with 140,000 employees in 160 countries and $88 billion in revenue. HP buying Compaq created a huge technology powerhouse second only to IBM. 

Hewlett Packard promotes an extensive Vision Statement for its combined companies on its corporate website that extrapolates upon the complexities of a diversified and unified global organization, and reads:

“HP's Corporate Objectives have guided the company in the conduct of its business since 1957, when first written by co-founders Bill Hewlett and Dave Packard” (HP, 2003).

“The Corporate Objectives for the New HP include: Customer Loyalty: To provide products, services and solutions of the highest quality and the greatest possible value to our customers, thereby gaining and holding their respect and loyalty” (HP, 2003).

“Our continued success is dependent on increasing the loyalty of our customers. We must listen attentively to customers to truly understand their needs then take the appropriate action. Competitive total cost of ownership, quality and the way we do business drives customer loyalty” (HP, 2003).

“Profit: To achieve sufficient profit to finance our company growth, create value for our shareholders and provide the resources we need to achieve our other corporate objectives. Profit is the responsibility of all. Balance of long-term and short-term objectives is key to profitability. Profit allows us to reinvest in new and emerging business opportunities” (HP, 2003).

“Profit is highly correlated to generating cash, which brings more flexibility to the business at a lower cost. Profit enables the achievement of our corporate objectives” (HP, 2003).

“Market Leadership: To grow by continually providing useful and significant products, services and solutions to markets we already serve—and to expand into new areas that build on our technologies, competencies and customer interests. There are more places we can contribute than we will be capable of contributing: We must focus. To be average in the marketplace is not good enough, we play to win. We must be No. 1 or No. 2 in our chosen fields” (HP, 2003).

“Growth: To view change in the market as an opportunity to grow; to use our profits and our ability to develop and produce innovative products, services and solutions that satisfy emerging customer needs. Growth comes from taking smart risks, based on the state of the industry—that requires both a conviction in studying the trends, but also in inducing change in our industry. Our size (and diversity of businesses) gives us an ability to weather economic cycles and turn them to our favor” (HP, 2003).

“Employee Commitment: To help HP employees share in the company's success that they make possible; to provide people with employment opportunities based on performance; to create with them a safe, exciting and inclusive work environment that values their diversity and recognizes individual contributions; and to help them gain a sense of satisfaction and accomplishment from their work. HP's performance starts with motivated employees; their loyalty is key. We trust our employees to do the right thing and to make a difference. Everyone has something to contribute: It's not about title, level or tenure. An exciting, stimulating work environment is critical to invention. A diverse workforce gives us a competitive advantage. Employees are responsible for lifelong learning” (HP, 2003).

“Leadership Capability: To develop leaders at every level who are accountable for achieving business results and exemplifying our values. Leaders inspire, foster collaboration and turn vision and strategies into action—with focused, clear goals. Effective leaders coach, relay good news and bad, and give feedback that works” (HP, 2003).

“Leaders demonstrate self-awareness and a willingness to accept feedback and continuously develop. Leaders speak with one voice and act to eliminate busy work. It is important to measure people on the results they achieve against goals they helped to create” (HP, 2003).

“Global Citizenship: Good citizenship is good business. We live up to our responsibility to society by being an economic, intellectual and social asset to each country and community in which we do business. The highest standards of honesty and integrity are critical to developing customer and stakeholder loyalty. The betterment of our society is not a job to be left to a few; it is the responsibility to be shared by all. This objective is essential to delivering on the brand promise” (HP, 2003).

Summary

The advent of new technologies have facilitated dramatic innovations in the information technology sector over the past decade and have begun to alter the manner in which we do business and create value. Often value is created in ways that is not readily foreseeable. Company Mission and Vision Statements can prove to be effective tools for corporations pursuing global competition even in sluggish economic conditions, if clearly defined and well communicated to its customers, vendors and its employees.
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