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Its Concepts
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TYPIST IN Sony/Tektronix office, Tokyo, has a harder job than her counterpart in Beaverton. Japanese typewriter uses three type




IT'S EASIER to describe someone’s appearance than his personality.

It's easier to talk about a company’s physical aspects than to define the basic
beliefs that, down beneath the industrial surface, make the whole complex human
enterprise work, in a particular and unique way.

The concepts that Tektronix people have come to believe, and try to live by, are
just as real (although not as easy to define) as the more tangible signs of corporate
existence—numbers of products, dollars of sales, stock price, square footage, and
the names of particular people.

This issue is one attempt to talk about some of those less definable Tektronix
realities. What advertising men like to call, the sizzle rather than the steak.

HET IS GEMAKKELIJKER iemands uiterlijk te beschrijven dan zijn persoonlijkheid.

Het is gemakkelijker over de tastbare aspecten van een bedrijf te spreken, dan
de grondgedachten te omschrijven welke, onder het industriele opperviak schuil-
gaand, maken dat de gehele onderneming op een speciale en unieke manier werkt.

De ideeen waarin mensen van Tektronix zijn gaan geloven en waarnaar ze pro-
beren te leven, zijn even reeel (hoewel niet zo gemakkelijk te omschrijven) als de
meer tastbare kentekenen van het bestaan van de maatschappij zoals productiecij-
fers, verkoopcijfers, waarde van de aandelen, oppervlakte van het bedrijf en namen
van speciale mensen.

Deze uitgave is een poging om over enkele minder gemakkelijk te omschrijven
Tektronix ideeen te spreken. Wat men zou kunnen noemen: We praten over de
verpakking en niet over het product.

IL EST PLUS FACILE de décrire I'apparence de quelqu’un plutot que sa person-
nalite.

Il est plus facile de parler des conditions physiques d’'une Compagnie que
de définir les concepts de base qui, sous le masque de I'Industrie, font fonctionner
d’une facon particuliere et unique, I'entiére et complexe entreprise humaine.

Les principes auxquels nous sommes venus a croire, nous a Tektronix, et selon
lesquels nous essayons de vivre, sont aussi réels—bien que moins faciles a
définir—que les signes plus tangibles de I'existence de la firme tels que le nombre
de produits, le volume des ventes, le prix des actions, la superficie des batiments
ou le nom d’employés remarquables.

Dans cette brochure nous essayons de parler de quelques unes de ces réalités,
difficiles a définir, qui font Tektronix. Ce que les agents de publicité américains
aiment appeler “le grésillement du feu aulieu de la viande.”
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IF YOURE in the US, this issue will
read about like others; if you’re in
France or The Netherlands, it won’t.

Tek Talk, for the first time, is being
printed in three languages — fitting
enough for a company that does one-
third of its business in foreign countries.

Just by chance (and, to be honest,
something we’d never really thought
about until we looked around), the TT
staff itself is a pretty cosmopolitan
crew—representing a variety of national
and ethnic backgrounds, and able to
speak something like a dozen lan-
guages, depending on how you count.

Most Tek Talk photographs are the
work of Josef Oswald, who began his
career in Germany as an editor, then
became a master of the camera. Josef,
68, is now a US citizen.

So is V. K. Sawhney, who wrote the
stories beginning on page 26 and page
29. V. K. (for Vinode Kumar) was born
in India and educated through high
school there.

Then there’s quiet Richard Koe,
who’s responsible for the sleek “new
look” of the graphics in this issue; and
Tom Unthank, who’ll be giving Dick
an assist from time to time. Dick, US
born, can speak Chinese; Tom, US
born, speaks Soul.

Kip Moxness, writer of the stories
starting on pages 16 and 25, is a Yan-

kee—after a fashion. Born Stateside,
he has, however, lived 14 of his 23 years
in foreign countries.

Ingrid Louiselle, editor of Tekweek,
TT’s sister publication, had a story in
this issue—almost. She also—almost—
was born in Canada, she says, missing
that achievement by 1-1/2 days. Ingrid
speaks Hebrew, Spanish, French and
German, and can say a few things in
Swahili, should that ever become neces-
sary.

Other languages TT staffers can han-
dle with some facility include Arabic,
Latin, Greek, Hindi, Punjabi and Urdu.
(Okay, now tell us you caught several
proofreading errors in our English copy;
go on.)

So, when you see Tek Talk going
multilingual, maybe the real wonder is
that it has taken us so long.

THERE’S MORE to language than just
words. Language may reflect the whole
culture and outlook of a people—some-
thing you can’'t always translate. Jap-
anese, for one, has a real grace of
phrasing—and you sense it even in the
English version.

From what other country would one
technical guy write another a letter
with this kind of opening sentence?
(The letter is from Hirokazu Kawabe at
Sony/Tektronix in Tokyo, to Roger
Haight at Beaverton; and it has to do,

ultimately, with component evaluation.)

It begins:

“Winter has triumphed -and swept all
of warmth from heaven in our land.
“'m sending two types of switch
. etc., etc. . . .”

We sort of like that.

SOMEHOW, WHEN you consider the
problems of translation, you don’t think
about the differences between English
and English. That is, American English
and English English aren’t precisely
identical. So it is that, when TT sent
a draft of “To Market, to Market”
(page 8) to Harry Sellers in London to
look over, he quick-like scratched out
one word from the copy.

The word happened to be a common
and completely harmless bit of US
slang, fit to speak in front even of little
children. But Harry’s comment was,
“We never use this word here—in polite
company.”

Interestingly, the guy who said the
word was International Manager Don
Alvey, a transplanted Britisher who, for
an unguarded moment, was talking
American. Don speaks crisply and—so
we’d thought—very Britishly. Can it be
that his few years in Beaverton are
turning him into a Damyankee?

Darnyankee, better make that.
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THE ARTICLE on this page first ap-
peared in Tek Talk in February 1962,
with the somewhat diffident title: “Some
Thoughts About Tektronix Philosophy.”
It was intended then to be, if not a
rough draft, at least far from a final
one. A composite of many people’s
ideas, it was prepared to serve as a
statement of principles that might help
guide employees in their day-to-day
decisions.

It was never intended to be The
Tektronix philosophy, but rather to
stimulate thought about the whole sub-
ject. President Howard Vollum, who
was actively associated in the project,
asked readers to feel free to add their
comments:

“. . . If you can suggest improve-
ments in expression, have additions or
illustrations to expand or clarify it, or—
most importantly—differ with it . . .

“With your help, a more useful and
comprehensive statement of Tektronix
philosophy will be written, as we learn
and as conditions change.”

Conditions have changed—continual-
ly. And, hopefully, we are learning.
Yet the statement has remained intact
for seven years and, in spite of all
intentions, has come to be accepted as
a more-or-less “official” explanation of
how Tektronix looks at business, and at
people.

In response to requests from many
new employees, and not a few older
ones—as well as from “outsiders” with
their own reasons for identifying with
Tektronix—the article is here once again
published. With, once again, the en-
couragement to each of you to feel free
to suggest ways it can be made better.

P EKTRONIX IS A COMPANY of individual human beings. The Tektronix

| spirit, as it has been called, is above all a concern for individual human
< beings. If we draw our strength from the uniqueness of each individ-
ual, together we become more than the sum of our numbers.

We base our philosophy about people — and about business — on the
belief that the goals we share, as a company, do not conflict with the goals
we seek as persons.

We all are employees, although our jobs differ. The division of some com-
panies into “management” and “labor” groups may imply that the aims of
the organization conflict with those of the individual. We believe they do not.

As Tektronix, what goals do we share?

Like any business, we seek to make a profit and to grow. By serving science
in particular and society at large with our skills and products, we seek to
contribute positively to the world in which we exist. We also try to provide,
truly, a good place to work — and to be thought of not as a company with
many employees but as many people who, together, are creating a company.

As individuals, what goals do we seek?

We believe each person also wants to grow—to do a good job, to be proud
of what he has achieved, to receive not only material reward but also the
respect of others. These individual goals dovetail with company aims for
high quality, fair price and excellent service—thus increased value and sat-
isfied customers.

We believe that a company benefits by building in and strengthening hu-
man judgment. You cannot order judgment, but you can provide the envi-
ronment in which it grows. And so we favor those practices that encourage
each individual to make judgments that meet both company and personal
needs.

Our company is not perfect. Certainly mistakes will occur. We view them
as something to learn from, not something to punish for.

Two persons in similar situations may make different judgments. We re-
spect and encourage these individual viewpoints, believing that each person
should receive continuing opportunity to influence, and thus help, other
persons.

We feel sure that, although a business that ignores values other than prof-
it — human values — may prosper, it does so at the expense of society.

A road from one point to another is not always smooth or direct, but it still
provides a means to your destination. In its winding, it sometimes takes you
the wrong way; yet you know the overall direction prevails and the destina-
tion doesn’t change.

So it is with the company: FEach sound judgment may not satisfy all
individual needs and meet all company goals. But we believe that our best




judgments, taken all together and over the long haul, can bring us nearer
that destination.

Like any organization, ours requires authority — but a person’s authority
at Tektronix is over the job to be done, not over the people doing it. Here,
the power to influence should depend as much as possible on the worth of
an individual’s judgment and on the nature of the particular situation. Some
people do have more authority, more responsibility and more pay than others.
We try to avoid the view that these factors are a statement of someone’s
worth—a statement that he is superior as a person.

We believe that people react positively when confidence is placed in them,
and when the best is expected of them. We try to reflect this belief in our
work relationships, in our dealings with customers and suppliers, and in an
unwritten but binding code of behavior.

We believe that people derive greatest satisfaction from completing those
tasks that require them to exercise judgment; thus, that it is better to educate
them than to command them.

How do you describe a company? It’s one thing to an engineer, another
to a production worker, another to a supplier, another to a neighbor. Its
values are measured on many scales.

These values must shift continuously, interacting in delicate balance, so
none will be sacrificed for the others.

How do you maintain the balance? How prevent the sacrifice? There

. < “WE TRY to be thought of as . . . man
is no one way. There is no easy way. But the balance must be kept, and J y

people who, together, are creating a

the sacrifice avoided. company . . .”
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MARKET

TO MARKET

A Tek Talk Symposium

TEKTRONIX CUSTOMER once told his engineers
zs this:

If your instrument setup won’t operate, and
you can’t figure out what’s wrong, call your Tek FE.
Tell him the oscilloscope won’t work.

When he comes out to check the scope, the man
said, he’ll fix your whole darn setup for you . . .

Not every call by every Tek FE gives that much
service. (And not all customers are that crafty.) But,
over the years, “Tektronix” and ‘“service” have come
to mean the same thing.

Our Marketing organization has been frequently
flattered; that is to say, others have copied it. Still, it
remains a model for the industry; that much has been
said often enough. But what makes it so? What kind of
outfit are we?

1 A funny one, by some standards.
|

A company of 8000-plus, we can be totally committed
by the front-line man, the field engineer, thousands
‘ of miles away. The subsidiary manager, an ocean from
1 us, can make decisions with even broader implications.

From the farthest dot of Norway to the south of




SETTING UP the new Portland field office, Field Engineer Dick Hornicak and Field Secretary Des Prenger work to develop
an updated mailing list for Tektronix technical and advertising publications. On opposite page, Dick makes a scope “demo.”




South America, the Tek FE meets the end user of our
instrument face-to-face. All shapes and sizes, all nation-
alities, they still talk one language: Technical Expertise.
The Marketing man must speak it, fluently.

The FE, a rare breed of teacher/engineer/salesman,
must operate with great independence, a long way from
“home.” He has no rule book in the traditional sense.
He does have a boss—but one whose job is not to boss
him. Does he have an expense account? Not so you’d
notice.

For his pains, he receives no commission. He’s paid—
like you, like me—base plus profit share.

Far out on the end of a long road, he must never
be out on a limb. Strong backup sees to it that Tek-
tronix does what he says we’ll do: Backup from the
field secretary, his boss and the boss’s boss, and support
groups at home. Backup, in fact, as needed, from all
of Tektronix’ more than 8000 scope experts.

For everyone, as one Tek manager commented—
everyone is “in Marketing.”

The FE sees to it that the customer, far off in his
corner of the world, remains only a hoot and a holler
from the top of our organization. (And when you look
at the Tek “organizational chart,” you’ll notice that
the customer is part of it. Ours is a company to whom
service is not an old-fashioned virtue at all, but as
contemporary as our latest instrument.)

A good name opens many doors: and, for openers,
you can’t beat “Tektronix,” and the world-wide reputa-
tion of its instruments. But a good name is not an
unmixed blessing; for it may set standards so high as
to discourage the faint of heart. In Marketing, as
throughout our company, “It has to be Tek quality” is
an informal, but unrelenting, criterion.

To paraphrase someone else’s advertising:

We'’re (only) first—so we try harder.

hat makes the Tek marketing man tick? Here,
four of them share their views. They are

: Chuck Bouffiou, Don Alvey, Harry Sellers
and Don Hofmann. Chuck is our new US Marketing
manager; Don Alvey, International manager. Harry
works for Don Alvey as manager of Tektronix U.K.
Limited. Don Hofmann has been a field engineer, and
is now assistant Long Island region sales manager.

In the following conversation, they take a close
informal look at themselves, their jobs and the com-
pany with whom they all are most closely involved.
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