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Automotive
Systems Group

Controls Group

Automotive Systems Group

Controls Group

Controls AEE
& FMS $ 15.1 billion

$ 5.0 billion




Corporate Group

5 LINES OF‘BUSINESS

Integrated Facilities Products Protective Systems Service Systems
Management

Workplace consulting Over 7,000 different Access control systems Building Management We provide Building
Facilities management product lines Fully automated CCTV Systems (BMS) Management Systems
Project management manufactured at our systems Systems integration (BMS) for clients across a
Business support services European production intruder alarms Facility support services range of environments
facilities in Germany, Italy, Perimeter protection / Project works including offices,
Holland and Switzerland. detection Finance projects and manufacturing plants,
Over 12,000 additional Integrated security performance contracting research & development
product lines from U.S. solutions capable of Minor works facilities and even
production facilities. spanning multiple sites Specialist technical railways.
services




Ranked #79 on the Fortune 500 and
listed as one of Fortune’s Most Admired
Companies, Globally rated #157

Business\Week
James Keyes names one

of 6 most ethical CEQO’s

in Cor porate America by
BusinessWeek magazine
on September 28th, 2002

THE
GOOD CEO

September 23, 2002

Top 6 Most Ethical CEO's
in Corporate America

REUTERS

Five-time winner
of Industry Week’s
100 Best-Managed
Companies

2001 Energy Star
Buildings Partner
of the Year

LEED Green Building Partner
(700 Johnson Controls Employees

trained in High Performance Green
Building practices)
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Earl Naumann “Customer Satisfaction Measurement & Management”
Frank Reichold’s “The Loyalty Effect”
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Satisfied Customers
54

Not Satisfied Customers
321

Total Customers

Percent Satisfied

Total Satisfied

Customer Defection Rate

TOTAL LOST SATISFIED
CUSTOMERS

Total Customers

Percent Not Satisfied
Total Not Satisfied
Customer Defection Rate

TOTAL LOST NOT SATISFIED
CUSTOMERS 7,200




Satisfied Customers

0,4

Not Satisfied Customers
321

Total Lost Satisfied
Customers

Multiplied by
Per Capita Revenue

LOST REVENUE

$37,223

$244,182,880

N

Total Lost Not Satisfied
Customers

Multiplied by
Per Capita Revenue $37,223

LOST REVENUE $268,005,600

—
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Percent of Customer Renewals

97%

100% 100%
O <>
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Average Contract Price ($)

$18,000

$14,000

$10,000

Customer Satisfaction Levels
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Correlation of Stock Price to Customer Satisfaction Scores: 0.77

—e— Stock Price
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IBM Rochester - Customer View Model

Customer View of IBM AS/400 Product

Customer Satisfaction Measurements

Overall Satisfaction, Loyalty, Recommend

Common Attributes

Ease-of-doing-business-with

Partnership

Responsiveness
Knowledge of customer’s business
Customer driven

Major
Categories

TECHNICAL
SOLUTIONS

MAINTENANCE AND
SERVICE SUPPORT

MARKETING/
SALES OFFERINGS

Customer Attributes

Hardware Software

Hardware Software
Service Service

Sales
Person

Channel

ADMINISTRATION

DELIVERY

Quality/Reliability

Single Contact Point

Central Contact Point

Purchasing Procedure

On-time

Corporate Citizen

Availability

Flexible

Information

Billing Procedure

Without Defects

Community Interests

Ease-of-Use

Available

Solution Provider

Terms and Conditions

To Specification

Social Concerns

Disaster Recovery
Process

Product Knowledge

Product Knowledge

Warranty Expiration
Notification

Post Delivery Process

Environment
Consciousness

Documentation

Accessible

Education

Financial Alternatives

Accurate

Technology Leader

Openness

Empowered

Empowered

Growth

Price/Pricing

Warranty

New Technology

Installation/Upgradeability

Competent

Ethical

Financial Stability

Executives’ Image

Empathy




IBM ROCHESTER PROCESS ALIGNMENT MODEL

CUSTOMER VIEW MODEL
DELIVERY

MARKETING/ ADMINISTRATION TECHNICAL MAINTENANCE AND
SALES OFFERINGS

SOLUTIONS SERVICE SUPPORT

KEY PROCESSES ALIGNED WITH CUSTOMER VIEW MODEL

CUSTOMER RELATIONSHIP MANAGEMENT PROCESS

FULLFILLMENT PROCESS
BRAND MANAGEMENT PROCESS

INFORMATION
INTEGRATED INFRASTRUCTURE
SUPPLY CHAIN PROCESS
MANAGEMENT
PROCESS

INTEGRATED PRODUCT DEVELOPMENT PROCESS

HUMAN RESOURCE PROCESSES

FINANCIAL MANAGEMENT PROCESS

KEY PROCiS MEASUREMENTS A*NED WITH KEY PROC*SSES AND CUSTOMEI?*IEW MODEL * l

AWARENESS SALES SKILLS

SOFTWARE | HARDWAR CUSTOMER
ON-TIME SHIP INVOICE DEFECTS | E DEFECTS

r : PROBLEMS
ADJUSTMENTS (TFVUA'S) (RA'S)

INSTALLATION SOFTWARE | HARDWAR HARDW AR SOFTWARE
CONSIDERATION QUALITY

WARRANTY E E SERVICE SERVICE
WARRANTY RESPONSIVE- RESPONSIVE-

TS NESS NESS

IMPACT
OUTAGES

EMPLOYEE MORALE, SKILL GAP ASSESSMENT, EMPLOYEE TURNOVER

REVENUE, NEBT, CASH




AT&T Value M odel

Business Process

Overdl|
Product &
Service

Quality

30% Product

Customer Need/Expectation

Rdiability

40%

Easy To Use

20%

Featur es/ Functions

40%

Knowledoe

30%

Responsive

25%

15% Instdlation

Follow-Up

10%

Delivery I nterval Meet Needs

30%

Does Not Bresk

25%

15% Repar

Instdled When Promi sed

10%

No Repeat Trouble

30%

Fixed Fast

25%

15% Billing

Kept Informed

10%

Accuracy, No Surprise

45%

Resolved On First Cdl

35%

Easy To Undergand

10%

Internal Metric
# of Repair Cdls
#of Cdlsfor Hdp

Functional PeformanceT est
Supervisor Observations

% Proposal Made On Time

% Follow Up Made
Average Order Intervd

% Repair Reports

% Instdled on Due Date
% Repeat Reports
Average Speed of Repair
% Customers Informed
% Billing Inquiries

% Resolved First Cdls

% Billing Inquiries
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Overall Value Model
Categories of Attributes

Image 17%
Relationship 17%
Product Quality 9%

Recommend Customer Service  12%

Overall Repurchase - Sales . 11%
Satisfaction Responsiveness 9%
Value Installation 9%

Product Delivery 5%
Price 6%
Billing 5%
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Responsiveness

Survey Question Business Process

IQ33: Committing Resources Planning and scheduling
Customer communication

Sales forecast

Hiring

Training

Certification

IQ28: Promptly Addressing Questions Call escalation
Bid-submittal

Project management /tools
Escalation process
Introductory letter

SQ43: Resolve problems on one visit Dispatching

Technical training

Cross training
Certification

Account management plan

Qll: Fast Accurate Two-way Utilize Nextel system or equivalent

Communication Dispatching
Kick-off meeting

Turn-over

SQ41: Quick Emergency Response Call escalation
Service dispatch /administration
Account management
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Dissatisfied Customers

/ W
Tell others NOT to

purchase your
products or services

1 1

Spend Less or
Do Not Purchase

\ /
Compound Sales and Revenue Loss and
Increased expenses for Cost of Doing Business




Customer Dissatisfaction Facts

« A Satisfied Customer tells 3 others TO purchase your products /
services

» A Dissatisfied Customer tells 9 others NOT to purchase your
prOdUCtS / services (IBM, Coca Cola, Sear, TARP)

e It costs 2X to maintain a Dissatisfied Customer, 5X to gain a hew
customer, and 12X to win one back (v mare

* YOou cannot maintain or grow your business if you are eroding
your base of existing customers

« Complaints are opportunities

* The propensity for a dissatisfied customer to repurchase your
products or services if you have resolved their complaint to their
satisfaction improves 25 -to- 75%. If you fail to resolve their
complaint, their propensity to repurchase drops to under 30%.

(IBM, Coca Cola, Sears, TARP)







Johnson Controls, Inc.

OUR CREED

W e believe in the free enterprise system. W e shall consistently treat our customers, employees, shareholders, and the community with
honesty, dignity, fairness, and respect. We will conduct our business with the highest ethical standards.

OUR MISSION

Continually exceed our customer'sincreasing expectations

WHAT WE VALUE

Integrity: Honesty and fairness are essential to the way we do business and how we interact with people. We are a company that
keeps its promises. We do what we say we will do, and we will conduct ourselves in accordance with our code of ethics.

Customer Satisfaction: Customers satisfaction is the source of employee, shareholder, supplier, and community benefits. We will
exceed customer expectationsthrough continuousimprovement in quality, service, productivity, and time compression.

Our Employees: The diversity and involvement of our people is the foundation of our strength. We are committed to their fair and
effective selection, development, motivation, and recognition. We will provide employees with the tools, training, and support to
achieve excellence in customer satisfaction.

Improvement and Innovation: We seek improvement and innovation in every element of our business.
Safety and the Environment: Our products, services, and workplaces reflect our belief that what is good for the environment and the

safety and health of all people is good for Johnson Controls, Inc.

OBJECTIVES

Customer Satisfaction: We will exceed customer expectations through continuous improvement in quality, service, productivity,
and time compression.

Technology: We will apply world-class technology to our products, processes, and services,
Growth: We will seek growth by building our existing businesses.
M arket L eadership: We will only operate in markets where we are, or have the opportunity to become, the recognized leader.

Shareholder Value: We will exceed the after-tax, median return on shareholders@quity of the Standard and Poor® Industrials.
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Degree of Individual
or Team Cross
Functional Effort

Business/Customer

Impact
(new business, customer
satisfaction, improved
profitability..etc)

Degree of Effort
Above Normal Job
Duties

Innovation
(tools, processes,
applications ..etc.)

Degree of
Measurable Results
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- Change Is inevitable except from a vending machine

= %




Sweet Fruit
Design for Six Sigma,
Process Entitlement

Bulk of Fruit

Process Characterization
and Optimization

Low Hanging Fruit

Continuous Improvement Tools

_ Degree
Ground Fruit o

Logic and Intuition Difficulty
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Better, customer Culture
Faster, Centered | | Change!
Lower Cos! Business Values )% =

e Customer Satisfaction == Top Line $

==d Business Strategy $$ AUESICIRCUGITn]

\D Improvement Process
Core Progesses, Performance Metrics
Core Services,

Core Products







 Warranty Returns
e Service Calls
 Complaints
Joint Product
Reliability Projects Customer

Satisfaction

e Service Calls

« Complaints
Installation,
“Ease of”
Projects
(Customer Beta’s)

« Customer Sat Service Calls

Surveys Relation-
» Complaints

Order, Billing, ShIpS
Fulfillment projects
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