














and distribution. It was virtually bankrupt. The
owners had been seeking new capital without suc-
cess. Only a limited number of refrigerators had
been produced in nearly four years of operation.
All were installed in households in and around
Detroit. Much of the time of Guardian’s limited
work force was taken up with service calls to
these homes.

After its acquisition by General Motors a com-
plete program of redesign and re-engineering of
the product was undertaken and the name of the
company was changed to Frigidaire. During this
period (1919-1926) General Motors made sub-
stantial contributions to electric refrigeration
through research and engineering development,
and improvement in production methods. From
these advances in engineering, production and
sales education, not only Frigidaire, but all pro-
ducers benefited, as the growth of the industry
clearly indicates.

The educational sales effort undertaken in the
early twenties by Frigidaire and also by Kelvinator,
sold the public on the value and advantages of
electrical refrigeration. It was not until 1927 that
General Electric entered the field. Westinghouse
followed in 1930.

The greatest single improvement in this field
was “Freon”, the first non-toxic, non-flammable
refrigerant. ‘‘Freon’ wasa General Motorsdevelop-
ment and was made available to all electric
refrigerator manufacturers. It has been responsible
in large measure for the great growth of the
refrigerator industry. Even today, there is no sub-

stitute for “Freon.

Electric Motors

As another example of our receptive attitude
toward new ideas, problems and opportunities, I
cite our entry into the fractional horsepower elec-

tric motor industry and how it came about,
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Until the early twenties, established electric
motor manufacturers produced fractional horse-
power motors only in a few restricted sizes. The
product was largely bought “off the shelf.”

About 1920 Nizer Corporation, manufacturers
of ice cream cabinets, had developed an electrically-
refrigerated cabinet which required a special type
of motor not then commercially available. Nizer
was not successful in interesting any company in
the electric motor industry in manufacturing this
motor especially for them.

The Nizer chief engineer was personally
acquainted with engineering personnel of Remy
Electric, a GM unit which produced automotive
electrical equipment, including starting motors.
He took his problem to these men. They agreed to
try to work out a solution, and were successful.
Nizer placed orders with Remy Electric for this
motor engineered especially to their needs.

Word that Remy Electric was willing to produce
motors specially designed for individual applica-
tions spread through the household appliance
industry. Makers of washing machines and other
appliances came to Remy Electric with their
problems. The combination of a specially engi-
neered motor and quantity production soon per-
mitted application of automotive production tech-
niques, and prices of motors were reduced sub-
stantially.

Consequently we created a place for ourselves
in the electric motors industry by meeting a need
that no one had met before—nor seemed interested

in meeting—and at a lower price to the customer.

5. Defense Activities

And now I pass along to another area where our
inquiring mind approach has produced most
important results for the nation. I refer to General
Motors’ role in defense production.

Prior to our country’s involvement in World

War II, when it became obvious that America
would have to look to her defenses, General Motors
assigned to a top management study committee
the task of working out guide lines for the most
effective possible enlistment of our know-how.
skilled manpower and facilities in the war effort.

The committee recommended, and we adopted,
certain policies which I will summarize as follows:

1. Cooperate actively with the Government in
planning the production of defense products.

2. Endeavor to assume the Corporation’s sharc
of the defense production load.

3. Endeavor to obtain contracts for the more
complicated defense products.

4. Concentrate GM production facilities on the
most difficult parts of these products.

5. Subcontract to the largest extent practical
as much as possible of the balance of compo-
nent parts.

6. Spread the work among plant locations so as
to protect employment, within the limits of effi-
ciency in production and use of facilities.

7. Accept contracts of whatever type that may
be mutually agreed upon with Government
agencies.

8. Limit its profit margin on war work to one-
half its normal profit margin on civilian goods.

As the largest producer in the country of techni-
cally complex products made of metal, General
Motors naturally was assigned heavy engineering
and production responsibilities both in World War
IT and during the Korean emergency.

In World War II all commercial production was
halted and all our plants converted to the manu-
facture of weapons and other war materiel for the
Government. Most of these military products were
entirely unrelated to our commercial products,
presenting completely new and unfamiliar pro-
duction problems. General Motors earned a repu-

31

tation with the Armed Forces of being an efficient,
low-cost, on-schedule producer of high-quality
products.

The following representative list of war materiel
turned out by General Motors for the Armed
Forces during the Second World War indicates the
magnitude of our assignments:

198,000 Diesel engines for Army and Navy
use, primarily in tanks and land-
ing craft,

206,000 airplane engines, including jet pro-
pulsion engines,

13,000 complete bomber and
fighter planes,
97,000 aircraft propellers,

301,000 aircraft gyroscopes,

38,000 tanks, tank destroyers and armored
vehicles,

854,000 trucks, including amphibious
“Ducks”,

190,000 cannon,

1,900,000 machine guns and
submachine guns,
3,142,000 carbines,
3,826,000 electric motors of all kinds.
11,111,000 fuzes,

360,000,000 ball and roller bearings,

119,562,000 shells,

39,181,000 cartridge cases, and many other
products.

The value of all General Motors products deliv-
ered to the Government during the years 1940-
1945 was 12 billion, 319 million dollars. In com-
parison, the value of U. S. lend-lease shipments to
the Soviet Union was 11 billion dollars.

During the Korean emergency General Motors
produced turbo-jet and turbo-prop aircraft
engines; light and medium tanks; high perform-
ance fighter aircraft; bombing navigational com-

puters; gun-bomb-rocket sights; anti-aircraft fire
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GENERAL MOTORS DEFENSE BUSINESS
1948-1952
U.S. PRIME CONTRACTS

(3000's Omitted)

o P v Adjustmends e ¢
Year Year Awards {Net) Deliveries lations Year

$ $ H $ $ $

1948 65,317 229,365 11,304 133,780 - 172,706
1949 172,706 302,041 11,218+ 206,862 - 256,667
1950 296,667 295,945 15,629+ 183,025 - 353,958
1951 353,958 2,031,131 3.463* 617,347 254 1,764,025

1952 1,764,025 2,826,044 176,308* 1,309,140 31,606 3,073,014
*Price Reduction,
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GENERAL MOTORS DEFENSE BUSINESS
1953.55
U.8. PRIME CONTRACTS

($000"s Omitted)
AWARDS
Additions
Backlog At To Projects  Price Backlog Al
Calendar Baﬂlm New Already in  Adjustments Cancel- End
Year of Projects  Production (Net) Deliveries lations Period
) 3 3 $ 5 3 $

1953 3,073,014 11,568 17369242 81,198+ 1642914 166,882 2562830
1954 2562830 3438 246,872 145719+ 1233355 382029 1,052,037

1955 (9 Mos.) 1,052,037 1377 261,361 42,083 687,569 34,752 634,537
*Price Reduction

control systems; tank transmissions, shells, cargo
carriers, trucks, cannon and a variety of other
items—most of which again were entirely foreign
to our commercial line of products. Again we met
delivery schedules, quality standards and main-
tained our record as a low-cost producer,

Here is the record of General Motors defense
business between 1948 and the end of 1952. During
this period General Motors received prime contract
assignments from the Department of Defense to
produce defense materiel valued at 5 billion, 685
million dollars. Taking into account unfilled orders
at the beginning of the period as well as contract
terminations and price adjustments, this left 3
billion, 73 million dollars in unfilled orders at
December 31, 1952, all as detailed in Chart V11,

The record of the years 1953, 1954 and the first
nine months of this year is entirely different. Prac-
tically all of the business awarded General Motors
during this period represented additions to projects
already in production prior to January 1, 1953—
in other words, repeat business.

New projects assigned to General Motors by the
Defense Department during the period January 1,
1953—September 30, 1955 had a value of only
16 million, 383 thousand dollars, or less than one
per cent of total orders received in this period.
During the same period of two years and nine
months cancellations amounted to 584 million
dollars. Unfilled orders declined from 3 billion
dollars at the end of 1952 to 635 million dollars
at September 30, 1955, Details of defense business
for 1953, 1954 and the first nine months of the
current year are shown in Chart VIIL

Chart IX shows General Motors defense deliv-
eries, by quarters, for the year 1940 through the
third quarter of 1955. It illustrates most graphi-
cally that we delivered the goods when they were
needed.
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V. Results of General Motors' Growth

So far I have analyzed the reasons for General
Motors growth—our organizational set-up and
the inquiring mind approach—and have indicated
how that combination has worked to produce
“more and better things for more people.”

I would now like to analyze briefly what this
phrase means from the standpoint of our customers.

1 Eauefr'ts to Automotive Customers

I am sure Senator O'Mahoney will recall that
in December 1948 General Motors appeared be-
fore the Subcommittee on Profits of the Joint Com-
mittee on the Economic Report, of which body
he was a member.

As part of our statement we submirtted an illus-
tration of progress General Motors had achieved
for customers, based on a comparison between a
1929 Buick car and a 1948 Chevrolet. The point
was made that the 1948 car was a better car and
represented much more value for the customer’s
dollar than the car of 20 years before.

We were most gratified to note, Senator O’Ma-
honey, that in the Subcommittee’s session on the
day following our appearance, you expressed your-
self as having been “very much impressed” by our
comparison. You called our exhibit to the atten-
tion of a witness representing another company
and asked him whether he did not think it was
. .. a pretty clear demonstration that modern
technology has resulted in producing far more per
dollar than was ever produced before by industry.”

That comparison encompassed a period of 20
years, 1929 to 1948. The pace of progress has been
accelerating at an even faster rate due to the pres-
sures of aggressive competition. 1 should like to
demonstrate this on a [actual basis.

Today's counterpart of the Chevrolet we brought
to Washington in 1948 is the 1956 150 series,



GENERAL MOTORS DEFENSE SALES
BY QUARTERS 1940 TO 1955

CHarT IX

6-cylinder four-door sedan. Here are the more
significant improvements we have been able to
offer to our customers since then.

The larger, more efficient and more powerful
engine provides better maneuverability in traffic.
The compression ratio is up from 6.5 to 8.0 to 1.
Fuel economy is improved, from 22.7 to 25.2 miles
per gallon at 30 miles per hour. Also, durahility
has been bettered.

The 1956 Chevrolet is wider, lower and heavier,

price is only one of several factors the customer
considers. It is one element in the value equation.

Since the subject of General Motors pricing
policies and practices is of substantial interest, I am
going to outline them.

General Motors pricing procedures have been
set forth publicly on many occasions since the early
1920’s when they were first established. While the
underlying principles of these procedures are rela-

tively simple, their application is necessarily exten-

MILLION § MILLION §

1160 1100 and provides the owner a much more comfortable sive and complex in practice since they are con-
ride than did the 1948. cerned with the costs of the thousands of materials
This 1956 car is roomier. Shoulder, hip and leg and parts which we buy and make and with the
1000 1000 room, both frent and rear, have been increased. manner in which overhead costs are distributed

Upholstery materials are of better quality. Glass by product lines.
%0 900 area is substantially larger for better vision—an It is obvious that unless a manufacturer can sell
important safety factor. his products for more than it costs to produce them,
As in 1955, the 1956 Chevrolet has the pano- he will soon cease to be a manufacturer. Therefore,
800 800 ramic windshield. This was made available for the the determination of probable costs is most impor-
first time on the 1954 models of our three higher- tant. Direct unit costs of production (direct labor
priced lines. and material) must first be calculated. The indirect
700 0 In this eight-year period our technological or overhead costs, however, even though determin-
advances have been the most rapid at any time able in the aggregate for any given period of time,
600 600 in our history. We have introduced such outstand- must in the end also be reduced to a cost per unit.
ing features as improved higher-compression V-8 This means that overhead costs must be allocated
WORLD engines, improved automatic transmissions, power to each unit sold to recover the total of all such costs.
500 WAR 500 steering, power brakes, automatic window lifts and At this point there is a large unknown. What is
L automatic seat adjusters. Today all of these are the future volume of sales over which these costs
100 400 available to the buyer in the lowest-priced field. must be distributed to assure their full recovery
Eight years ago many were not available even to provided competitive conditions permit? In a
the Cadillac owner. To me this record represents period of low volume, a manufacturer who attempts
300 300 a truly fine example of making “more and better to recover his entire overhead costs out of the unit
things for more people.” selling price will price himself out of his market.
200 200 This kind of progress has been achieved by all On the other hand, if he distributes his overhead
our car divisions. All GM customers today get a costs on the basis of a temporarily high level of
greatly improved car and substantially more for demand, he will mislead himself as to his real
100 100 their dollars than they did eight years ago. That is average unit cost and thus fail to recover them.
what we mean by improving value. This is to say that indirect costs or overhead must
5 = N PR PN S M I VI U PR I P I Value is what customers weigh in choosing a car. be pro-rated on the basis of an average volume in

S o6 i B e " ek P, T ™ kg In our industry’s competitive scheme of things relation to capacity and the anticipated market.
1940
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A manufacturer will soon be in a very precarious
position if all he does is recover his total costs
without making a profit on his operations. His
position is further aggravated when the cost of
replacing his capital equipment and tools is greatly
increased by inflation. He will be unable to finance
the continuous development of his product so
necessary in today’s markets. So it becomes essen-
tial for him to run his business efficiently not only
in order to recover his costs but also to make a
profit so that the business may grow and prosper.

But no manufacturer can make the decision as
to price without regard to competitive prices and
the wishes of his customers. If his price is too high
relative to the prices charged by his competitors,
he will lose volume and slip behind in the competi-
tive struggle. Our practice has been to set prices
that are fully competitive and which we hope will
be attractive to our customers. Then we try to
increase our profit by reducing our costs below
what we had calculated they might be with no
certain knowledge as to what the volume would be
on each line.

Chart X compares on an index basis the year-
by-year list prices of four-door sedans, the largest
selling model, as published by all companies in
the industry. This chart clearly shows that our
prices have increased less since 1941 than have
those of our competitors and compare even more
favorably today than before the war.

The only way that a company like General
Motors can even stay where it is competitively is to
work as aggressively as possible to better its position.
To relax for a moment would be only to lose posi-
tion. For a period of four years in the early 1920’s,
one company sold between 55 per cent and 60 per
cent of all automobiles in the American market. It
offered the lowest priced car in the industry, yet
could not withstand the competitive drive of other
companies. This could happen again. Therefore,
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there can be no compromise between full, aggres-
sive competition and loss of competitive position
through any tendency to rest on one’s laurels.

General Motors has no assured markets. We have
no protection against competition. Nor do we have
any guaranteed rate of return on our capital. We
buy our materials and parts in the same markets
as our competitors and at comparable prices. We
pay at least the same wages for equivalent labor as
they do. The equipment we purchase is equally
available to them at the same prices.

When one producer makes a higher return on
his investment than others while selling at com-
petitive prices, and paying the same wages and
prices for materials as his competitors do, his
higher return on capital is a mark of his greater
efficiency. That is the function of profits in a free
economy—to reward efficiency and act as an in-
centive to producers to keep on being efficient.

The automobile industry from its very inception
has been most intensely competitive. It is even
more competitive today than at any time in its
50-year history.

In this industry competition means aggressively
seeking the favor of the customer. At one time or
another some 2,700 different makes of cars have
been on the market. Today a bare handful of those
original 2,700 survive. The others have vanished.
Why? Because their products did not have suffi-
cient appeal to this one person—the customer.

In General Motors we have been successful in
winning the votes of customers because we not
only have priced competitively but also have con-
stantly striven to build greater values into our
products. Each year our cars offer more for the
money than the year before. Each year we seek
to make them leaders in performance, economy,
quality, appearance, comfort and safety. This striv-

ing for improvement is a particularly outstanding
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CHART X

INDEX OF PASSENGER CAR LIST PRICES

1941
1942
1946
1947
1948
1949
1950
1951
1952
1953
1954
1955
1956

(Based on 4-Door Sedans)

Price at about the ]:eginning of the Year
1941 model prices= 100

Current
Model

100
112
121
150
159
184
182
181
205
207
207
212
222

General Motors

PRINCIPAL COMPETITORS

Ford
100
112
126
151
164
190
187
187
207
209
211
220
233

Chrysler
100
116
128
153
161
193
193
193
222
229
222
223
236

All Others
100
113
129
160
189
212
205
208
219
228
230
230
243

These Indexes Refer Only to List Prices Without Allowance for the Product Improvements From Year to
Year Which Have Been Characteristic of the Industry. Therefore, They Do Not Reflect the Increase in
Comparative Values to the Consumer QOver the Period.
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element of competition in our industry—much

more so than in most other industries.

2. chzfr'ts to Other Customers

Customers for our household appliances, Diesel
engines and other products have also participated
in the benefits of our technological progress. For
instance, the price per cubic foot of an average
Frigidaire refrigerator was $78 in 1922 as against
$34 for a much improved product in 1955. On a
constant dollar basis the latter figure is reduced
to $21.

To own and operate a Frigidaire refrigerator in
1925 cost $26 per year per cubic foot as against
$4 in 1955, or $2.50 on a constant dollar basis.
These comparisons assume a ten-year life-span in
each instance, and reflect of course the reduction
in cost of electricity that has taken place.

It is estimated that 41,400,000 American homes,
or 92 per cent of all those wired for electricity, have
electric refrigerators. Some 12,600,000 homes now
have automatic washing machines and nearly
4,000,000 dryers. These appliances were largely
unknown in most homes a generation ago.

We are quite certain that progress in making
the American home an even better place in which
to live, and a better place for our homemakers to
manage, will come still more rapidly in the future.

In 1933 General Motors pioneered the two-
cycle, light-weight Diesel engine for locomotives.
In that year the railroads had 51 thousand steam
engines in operation. By 1954 there were fewer
than 5,000 steam engines in service. The other
46 thousand had been replaced by 23 thousand
Diesels.

The dramatic reduction in total number of units
required has occurred despite the fact that gross
ton miles transported by the railroads has almost
doubled over this span of years, with each freight

Diesel locomotive unit performing 3.4 times the
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work of one steam locomotive. Today, Diesel
engines account for 86 per cent of all passenger
traffic and 84 per cent of all freight traffic. They
account for 90 per cent of all switcher hours.

Based on Interstate Commerce Commission rec-
ords, Diesel locomotives are saving 600 million
dollars a year in fuel and maintenance costs alone.
This figure does not take into account any of the
very substantial savings realized through elimina-
tion of supporting services that were required for
steam locomotives.

It is estimated that since 1940 the railroads have
saved through Dieselization more money than the
manufacturers received for their locomotives in
the first place. In addition, the railroads have been
able to give their customers greatly improved
service.

Railroad officials freely admit that the present
healthy financial status of their industry can be
attributed largely to the Diesel locomotive.

Mr. James M. Symes, President of the Pennsyl-
vania Railroad Company, stated recently:

“The greatest single contribution to the econom-
ic and efficient operation of our railroads during
my 40 years of association with the industry has
been the development of the Diesel locomotive.
We all know the important part General Motors
has played in that development. Today they have
23 million horsepower operating on our railroads
in more than 16,000 Diesel units, some of which
have made between 214 and 314 million miles and
are still on the road performing quite satisfactorily.
I would guess that this development alone is sav-
ing the railroads a minimum of 500 million dollars
a year—with initial investments being paid off in
3 to 4 years.”

The lightweight Diesel in small sizes also has
made possible practical, efficient railroad pas-
senger car air-conditioning. It has stimulated the

development of an entire new industry—the frozen

food industry—by providing dependable low-
temperature refrigerator car service.

In scores of other industries and activities the
Diesel has provided a flexible, trustworthy source
of power. It has given the nation new muscles to
cut its timber, drill its wells, clear and plow its
fields, propel its ships and turn the wheels of its
machines.

Nowhere are these new muscles more important
than in the building of our highways. Without
Diesel power it would be impossible to construct,
at a cost the nation could afford, the new super
highways which we need so badly.

Diesel power is vital to national defense—both
as a prime mover for ships, landing craft, trucks
and heavy-duty vehicles and as,a source of auxil-
iary power. The nation was extremely fortunate in
having this product and production facilities read-
ily available at the start of World War II. The
Navy alone at the end of the war had more Diesel
power in operation than the total horsepower of
its entire fleet at the beginning of the war. General
Motors furnished 84,000 engines just for landing
boats.

The role the modern, lightweight Diesel engine
has assumed in our nation’s industrial and eco-
nomic life was dramatically illustrated by our
POWERAMA exhibit last September at Chicago.
Nearly 2)4 million people visited this show. I
believe this is encouraging evidence that the public
generally is interested in industrial progress and
has a keen appreciation of what it means to all.

Earlier I commented on the contribution by
Allison Division to the nation’s supremacy in the
air during World War II and the Korean war.
Allison is continuing work on many important
phases of turbo-jet and turbo-prop engine develop-
ment. The Armed Forces rely heavily on this
organization’s technical know-how. Security re-
quirements preclude more details.
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Members of this Committee will be interested
to know that Allison Division has underway a
program which will involve 75 million dollars of
our own funds to expand its engineering, research
development and testing facilities, and to provide
for the development of forward products to meet
future needs of the Armed Forces as we antici-
pate them.

Allison’s recent achievement in qualifying its
turbo-prop engines for commercial airline use
promises to establish new high standards of com-
fort and speed in air travel. It will most definitely
help retain world leadership in civil aviation for

our country’s airlines.

VI. General Motors Today

So far I have attempted to give you a picture
of what General Motors amounted to 35 years
ago; what the factors were that set it on a new
course of service and success; and what this has
meant in terms of specific accomplishments in
various phases of our business.

To round out the picture let us see now what
General Motors is today.

Earhier I discussed decentralization from an
organizational point of view. General Motors is
also widely decentralized in the geographic sense.
In the United States we have 119 plants, located
in 65 cities in 19 states. Our Canadian subsidiaries
operate six plants in that country and we have
manufacturing and assembly operations in 18
other foreign countries. Our products are sold
world-wide.

Though decentralized, General Motors is also
highly coordinated. For example, although our
cars are highly individualized, all five car divisions
utilize but three basic lines of body shells produced
by Fisher. From these basic shells individuality is
achieved for each division through extensive modi-
fication of certain elements.



We make more of our own product components
than any other producer in the industry, and
products of one division frequently go into varied
products of other divisions such as automobiles,
Diesel engines, household appliances and defense
items.

Just as the individual GM divisions depend on
each other, so does the whole structure of General
Motors rest on the strength and success of each.
The highly successful coordinating efforts of the
Central organization have made the whole amount
to more than the sum of its parts.

World-wide, General Motors’ employment now
exceeds 602 thousand good jobs. Our employment
in the United States has increased from 224 thou-
sand in 1940 to 514 thousand today. That is, it
has increased 2.3 times in 15 years.

Payrolls in the United States so far this year
are running at an annual rate of about 3 billion
dollars, or more than 6.4 times those of 1940.
Earnings of hourly workers in the United States
are averaging $103 weekly compared to $38 in
1940. Today GM workmen also enjoy substantial
protection for themselves and their families
against the hazards of life. Employe benefit plans
include life insurance, hospital and surgical
insurance, disability benefits, supplemental un-
employment compensation, vacation allowances
and pensions.

We have 541 thousand shareholders, or 143
thousand more than before World War II. They
represent every walk of life and every section of
the country.

Some 21,000 prime suppliers furnish us with
materials, parts and services. Of these 21,000,
many employ fewer than 500 people. A substantial
number of our suppliers have served us for a gen-
eration or more. Over the years, about half of
every sales dollar has been paid out to suppliers

for goods and services. In 1955 this will mean

40

total payments to suppliers of something in excess
of 6 billion dollars.

Almost 17 thousand enfranchised automobile
dealers market our passenger cars in the United
States. It is estimated that they employ some 300
thousand men and women. Our other products
are marketed through additional thousands of
retail outlets,

These groups—employes, shareholders, dealers,
suppliers—and the general public as well—have
shared in the success of General Motors.

We have reason to believe that we are regarded
as a good industrial citizen in each of the 65
communities where we have plants. We follow the
practice of assuming our share of community
responsibility. Our local executives accept leader-
ship in civic programs such as community chest
drives and the like. I am certain there is not a
community in which we are represented that has
not gained substantially as a result of our progress.

Communities of all kinds, as well as the Federal
and State governments, of course benefit from the
taxes paid and generated by General Motors.
Total ascertainable taxes for 1955 will amount to
approximately 2 billion, 275 million dollars—
highest in our history. These taxes are divided as
follows: U. S. income taxes, one billion, 275 mil-
lion dollars; U. S. excise taxes, 835 million dollars;
all others, including state, local and Social Security

taxes, 165 million dollars.

VII. Conclusion

There is the picture of General Motors today.
As for the future, I have confidence that we shall
continue to make our full contribution to a strong
and expanding national economy. The extent to
which we are able to do this depends in large
degree on how effectively we continue to apply the
management philosophy which, as I have endeav-

ored to demonstrate, has contributed so substan-

tially to our progress in the past.

I might point out that we have no monopoly on
this philosophy. Its two basic elements—the Gen-
eral Motors organizational structure and our atti-
tude of mind—can be developed by any business.
As a matter of fact, many businesses have done so
successfully. We have felt the effect of this in the
fields in which we compete, and I am sure we
shall continue to do so.

In conclusion, may I say that I have been asso-
ciated with General Motors for more than 41 years
and I know of no management organization that
has a higher standard of business ethics, a greater
sense of public responsibility or a more genuine
regard for the equities of the various groups with
which we have contact—customers, employes,
suppliers, dealers and shareholders.

I am proud to be associated with General Motors
and proud of the way it has conducted its business
over the years. The American people expect a high
standard of performance upon which it bestows its
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favors. We have given them a high standard
of performance.

As my remarks here today have indicated,
General Motors has—

Maintained a high degree of efficiency in its
operations;

Provided consumers with a variety of competi-
tively-priced products from among which
they can choose those best suited to their
needs;

Constantly sought through research to bring
forth new and improved products;

Made possible hundreds of thousands of good
jobs for its employes;

Enabled a vast number of people to share in
its prosperity;

And provided our country with a manufactur-
ing organization that stands as a source of
strength in peace and in war.

I and my associates are very proud of that record.
I thank you.



