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Prognosticators foresee two 
possibilities over the next 
few years in the launch ser-
vices industry: recovery of the 
flailing satellite market, or a 
shakeout of launch providers. 
Boeing Launch Services isn’t 
waiting around. It’s actively 
finding ways to provide the 
best value for its customers to 
create growth in a flat market.

Shown is the Boeing 737 moving line in Renton, Wash. Photo by Robert Ferguson.
About the cover

Keen on 
Lean

There is a lot more to Lean practices than cutting fat. 
For Boeing to stay on top as an aerospace leader, continue 
to win new business across the enterprise, and create and 
sustain jobs, it must constantly locate ways to make its 

products cost-competitive. Lean practices are doing just that.
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P E O P L E

When most people see an 
18-wheeler barreling down 
the highway, they don’t think 
of ways to turn hot diesel 
exhaust into a refrigerant. 
Boeing’s Craig Christy is not 
most people.

35  
Making what’s 
hot, not

35  
The future is now 
for Launch Services

Large, bold headlines 
abound about the lack of 
ethics in corporate America. 
Frontiers talks with the top 
corporate-governance and 
ethics gurus at Boeing World 
Headquarters and asks them 
whether employees at Boeing 
should be concerned. 

11  
An inside look at 
ethics at Boeing

Q & A

Pictured is Bryan D. Welk, an 
Airplane On Ground mechan-
ic briefly on loan to the 777 
program this summer.
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Throughout the years, in every conceivable combat situation, Boeing CH-47 Chinook helicopters have delivered 
as promised. This ad highlights the Chinook’s unique ability to operate fully loaded at high altitudes and under 

extreme environmental conditions, proving once again that Chinook stands preeminent in mission performance.

www.boeing.com
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Today, the rigors facing combat forces can’t be overstated. 

High altitude missions, extreme terrain, unpredictable 

weather and visibility. Without exception, Chinook has 

been a rock of confidence. The only helicopter strong 

enough and tough enough to deploy forces, fire power 

and equipment in and out of combat under such extreme 

conditions. The only one capable of performing this mission.

Chinook is a power troops rely on, however fierce the 

challenge. And that makes all the difference, at any altitude.




