


“Survival was the genesis of the vision. We didn’t

have the capability to communicate with our

customers in the way that they are demanding.”
—Glen H. Hiner, Owens Corning chairman and CEO

tographed by everyone from Bill Clinton to Eva
Gabor.

But now, both Toledo and Owens Corning
are getting more serious second looks. The
company won the 1995 Overall Excellence cate-
gory in CFO magazine’s Reach Awards, beating
out 250 other contenders, including Pepsi-Cola
and AT&T.

“What the Reach Award winners illustrate
is the ability to think outside the box, to break
the rules, shatter assumptions and find radical-
ly new ways of doing things,” wrote one judge.

Every interview with Owens Corning em-
ployees and executives seems to lead to new in-

sights and new tangents in the comeback story.

Gregory Thomson, senior vice president of
human resources, gets settled in his office,
ready to explain the variable pay-and-bencfits
system that began in January 1996, when he
suddenly jumps out of his chair. “Follow me,”
he tells a visitor, leading the way across the hall
and pulling open the drapes on a picture win-
dow to reveal a huge construction site hugging
a curve in the Maumee River.

“That’s our new $100 million corporate
headquarters that will be ready in September,”
Thomson says, pointing to the facility that
Owens Corning will lease from the city. “It’s

Michael D, Radcliff,

vice president and CIO
encourages “‘good-enough
reengineering.”
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“It would have been
much easier for them
to go to the suburbs
or let some Southern
governor romance

them.”
—Rick L. Weddle, pil’sidt’ni. Toledo
Regional Growth Partnership

three football fields long and physically repre-
sentative of the way we intend the corporation
to be. It'll be more like an airport terminal than
an office building—socially interactive, excit-
ing and bright.”

Good-Enough Reengineering

It’s no surprise that the architect who de-
signed Cleveland’s Rock & Roll Hall of Fame
is responsible for Owens Corning’s new
home. But as company officials admit, the
changes have sometimes struck a discordant
note. Executives and managers are fine-tun-
ing and rewriting the score as they go along.
Even things like corporate terminology come
under intense scrutiny. For example, employ-
ees selected to undergo SAP training were
first called “power users.” But since that
was perceived as being “too aggressive,” ac-
cording to one executive, they’ve been

SAP: REENGINEERING SPECIALIST

P erhaps the best illustration of
the success of German upstart
SAP AG is the fact that four of its
cofounders made the 1995 billion-
aires’ list in Forbes magazine.

“He who best fits a situation gets
the biggest chunk of the cake,” SAP
Deputy Chairman Hasso Plattner
told Forbes. “The traditional U.S.
competition got caught totally
wrong-footed.”

Headquartered in  Walldorf,
Germany, SAP (short for Systems,
Applications and Products in Data
Processing) is the undisputed leader
in client/server software designed
to manage everything from person-
nel to manufacturing under a single
interface. What this means is that

all computing functions of an enter-
prise are integrated in a seamless
web. Example: when a company
adds an employee, programs that
handle payroll, personnel and prof-
it-and-loss are automatically updat-
ed.

Founded 24 years ago by four ex-
IBMers, SAP now counts as clients
such US. companies as Apple
Computer, Dow Chemical and
American Airlines, and generated
$1.2 billion in revenues in 1994.

The company’s North American
subsidiary, based in Wayne, Pa,
charges $1 million for a typical in-
stallation.

For more information, check out
the SAP Web. site: http://www.sap.com.
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rechristened “champions” and undergo
“champion training.”

And there’s no predicting what the next
few years will bring as the company continues a
gradual rollout of the SAP system and
Advantage 2000. But the corporate mantra
seems best summed up by Michael D. Radclift,
vice president and chief information officer:
“Avoid the perfection mentality. We want
‘good-enough reengineering.’ So we are provid-
ing an environment where you make as many
mistakes as quickly as you can.”

The first corporate guinea pig was the 400-
member finance organization. Domenico
Cecere, president of the roofing and asphalt di-
vision and former vice president and controller,
says SAP is not just about bringing 5,000 new
PCs into Owens Corning.

“If you're taking your old processes and
trying to use SAP, that’s cramming your foot
into the wrong shoe,” he said. “I will tell you,
the problem that you have is your foot is the
wrong size. And you really have to take a look at
what big feet you have. If we just went out and
bought new hardware and software, we never
would have gotten any savings. You can’t get the
efficiency if all you do is put new stuff in and do
business the old way. If you put the old way we
did things onto SAP, you'd probably bring it to
its knees.”

One of the first changes in finance: taking
30 different ways of doing payroll and payables
out of what Cecere calls the “fiefdoms” of the
North American factories and handling it with
$7-an-hour help out of a central shared services
location in Charleston, W.Va. The initial result:
Owens Corning was unable to pay its factory
vendors for a time last summer because the sys-
tem crashed.

“It was very disruptive,” said Cecere. “To
the point where the plant managers were call-
ing, saying, ‘You’re going to prevent me from
being able to manufacture because my vendors
won't deliver because you haven’t paid the
bills.”

Cecere credits top management with help-
ing middle managers work through the snags.

“George Kiemle, the vice president of
manufacturing, didn’t say to me, ‘Dom, you
SOB, I'll never do this again. I'm going back to
the old way,” said Cecere. “He called and said,
‘Dom, how can I help? When vou do these
kinds of things, it will be disruptive and you'll
have some problems. You have to have senior
management behind you all the way.

Six months later, not only has that situa-
tion been resolved, Cecere reports positive
feedback from U.S. plant managers.
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