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Integrated Facilities
Management

Products Protective Systems Service Systems

Workplace consulting 
Facilities management
Project management 
Business support services

Access control systems
Fully automated CCTV 
systems
intruder alarms
Perimeter protection / 
detection
Integrated security 
solutions capable of 
spanning multiple sites

Building Management 
Systems (BMS) 
Systems integration
Facility support services
Project works
Finance projects and 
performance contracting 
Minor works
Specialist technical 
services

We provide Building 
Management Systems 
(BMS) for clients across a 
range of environments 
including offices, 
manufacturing plants, 
research & development 
facilities and even 
railways.

Corporate Group
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Over 7,000 different 
product lines 
manufactured at our 
European production 
facilities in Germany, Italy, 
Holland and Switzerland. 
Over 12,000 additional 
product lines from U.S. 
production facilities.
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LEED Green Building Partner
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trained in High Performance Green 
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2001 Energy Star 
Buildings Partner 
of the Year

BusinessWeekBusinessWeek

THE 
GOOD CEO

Top 6 Most Ethical CEO’s
in Corporate America

REUTERSREUTERS
� � � �� � �� � � 	 
 � � � � 
 	 � � � � 
� � � �� � �� � � 	 
 � � � � 
 	 � � � � 
� � � �� � �� � � 	 
 � � � � 
 	 � � � � 
� � � �� � �� � � 	 
 � � � � 
 	 � � � � 


 � � �� � �� � �� 
 � � 
 	 � ���
 � � �� � �� � �� 
 � � 
 	 � ���
 � � �� � �� � �� 
 � � 
 	 � ���
 � � �� � �� � �� 
 � � 
 	 � ���
� � � 
 � � 
 	 � � � � �� � � 
 � � 
 	 � � � � �� � � 
 � � 
 	 � � � � �� � � 
 � � 
 	 � � � � �

September 23, 2002
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of 6 most ethical CEOof 6 most ethical CEO’’ s s 
in Corporate Amer ica byin Corporate Amer ica by
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Requirements

Products Services

Processes

Internal Measurements

Resources

Customer Assessment of Performance and ValueCustomer Assessment of Performance and Value
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Satisfied Customers
5,4

Not Satisfied Customers
3,2,1

Total Customers 80,000

Percent Satisfied 82%

Total Satisfied 65,600

Customer Defection Rate 10%

TOTAL LOST SATISFIED

CUSTOMERS 6,560

Total Customers 80,000

Percent Not Satisfied 18%

Total Not Satisfied 14,400

Customer Defection Rate 50%

TOTAL LOST NOT SATISFIED

CUSTOMERS 7,200
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Satisfied Customers
5,4

Total Lost Satisfied 

Customers 6,560

Multiplied by 

Per Capita Revenue $37,223

LOST REVENUE $244,182,880

Not Satisfied Customers
3,2,1

Total Lost Not Satisfied 

Customers 7,200

Multiplied by 

Per Capita Revenue $37,223

LOST REVENUE $268,005,600

$512,188,480
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Availability Flexible Information Billing Procedure Without Defects Community Interests
Ease-of-Use Available Solution Provider Terms and Conditions To Specification Social Concerns
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Post Delivery Process Environment
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Business Process Customer Need/Expectation Internal Metric

15% Bill ing

15% Repair

15% Installation

20% Sales

30% Product

Reliabil ity 40% # of  Repair Calls

Features/Functions 40% Functional Performance Test

Knowledge 30% Supervisor Observations

Responsive 25% % Proposal Made On Time

Follow-Up 10% % Follow Up Made

Does Not Break   25% % Repair Reports

No Repeat Trouble 30% % Repeat Reports

Fixed Fast 25% Average Speed of Repair

Kept Informed 10% % Customers Informed

Installed When Promised  10% % Installed on Due Date

Easy To Use 20% # of  Calls for Help

Accuracy, No Surprise 45% % Bill ing Inquiries

Resolved On First Call 35% % Resolved First Calls

Easy To Understand 10% % Bill ing Inquiries

           30%      Average Order IntervalDelivery Interval Meet Needs

AT& T Value Model

Overall
Product &

Service
Quality
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Image 17%
Relationship 17%
Product Quality 9%
Customer Service 12%
Sales 11%
Responsiveness 9%
Installation 9%
Product Delivery  5%
Price 6%
Billing 5%

Recommend

Repurchase

Value

Overall Value Model
Categories of Attributes

Overall
Satisfaction
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S u r v e y  Q u e s t i o n B u s i n e s s  P r o c e s s
IQ 3 3 :  C o m m i t t i n g  R e s o u r c e s �  P l a n n i n g  a n d  s c h e d u l i n g

�  C u s t o m e r  c o m m u n i c a t i o n
�  S a l e s  f o r e c a s t
�  H i r i n g
�  T r a i n i n g
�  C e r t i f i c a t i o n

IQ 2 8 :  P r o m p t l y  A d d r e s s i n g  Q u e s t i o n s �  C a l l  e s c a l a t i o n
�  B i d -s u b m i t t a l
�  P r o j e c t  m a n a g e m e n t  /  t o o l s
�  E s c a l a t i o n  p r o c e s s
�  In t r o d u c t o r y  l e t t e r

S Q 4 3 :  R e s o l v e  p r o b l e m s  o n  o n e  v i s i t �  D i s p a t c h i n g
�  T e c h n i c a l  t r a i n i n g
�  C r o s s  t r a i n i n g
�  C e r t i f i c a t i o n
�  A c c o u n t  m a n a g e m e n t  p l a n

Q 1 1 :  F a s t  A c c u r a t e  T w o -w a y
         C o m m u n i c a t i o n

�  U t i l i z e  N e x t e l  s y s t e m  o r  e q u i v a l e n t
�  D i s p a t c h i n g
�  K i c k -o f f  m e e t i n g
�  T u r n -o v e r

S Q 4 1 :  Q u i c k  E m e r g e n c y  R e s p o n s e �  C a l l  e s c a l a t i o n
�  S e r v i c e  d i s p a t c h  /  a d m i n i s t r a t i o n
�  A c c o u n t  m a n a g e m e n t

R e s p o n s i v e n e s s
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Dissatisfied Customers

Spend Less or
Do Not Purchase

•Lost Present and Future Sales
•“ Expensive” Customers
to Manage

•Cost of Handling Complaint

Tell others NOT to
purchase your 

products or services

•Lost Potential Sales
•Damaged Image impacting
shareholder equity

Compound Sales and Revenue Loss and 
increased expenses for Cost of Doing Business

$$$
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• 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)

• It costs 2X to maintain a Dissatisfied Customer, 5X to gain a new 
customer, and 12X to win one back (IBM, TARP)

• You 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)

Customer Dissatisfaction Facts
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Johnson Contr ols, I nc.

OUR CREED

W e bel ieve in the f ree enterprise system. W e shal l  consistently treat our customers, employees, shareholders, and the communi ty w i th
honesty, digni ty, fai rness, and respect. W e wi l l  conduct our business wi th the highest ethical  standards.

OUR M I SSI ON

Continual ly exceed our  customer ' s increasing expectations

W H A T  W E V A L UE

I ntegr i ty:   Honesty and fai rness are essential  to the way we do business and how we interact w ith people.  W e are a company that
keeps i ts promises. W e do what we say we wi l l  do, and we wi l l  conduct ourselves in accordance with our code of  ethics.

Customer  Satisfaction:   Customers satisfaction is the source of  employee, shareholder , suppl ier , and communi ty benef i ts. We wi l l
exceed customer  expectations through continuous improvement in qual i ty, service, productivi ty, and time compression.

Our  Employees:  The diversi ty and involvement of  our people is the foundation of  our strength. W e are committed to thei r fai r and
ef fective selection, development, motivation, and recognition.  W e wi l l  provide employees wi th the tools, training, and support to
achieve excel lence in customer satisfaction.

I m pr ovem ent  and I nnovat ion:   W e seek improvement and innovation in every element of  our business.

Safety and the Envir onm ent :   Our products, services, and workplaces ref lect our bel ief  that what is good for the environment and the
safety and health of  al l  people is good for Johnson Controls, Inc.

OBJECT I V ES

Customer  Satisfaction:   We wi l l  exceed customer  expectations through continuous improvement in qual i ty, service, productivi ty,
and time compression.

T echnology:   W e wi l l  apply world-class technology to our products, processes, and services,

Gr ow th:   W e wi l l  seek growth by bui lding our existing businesses.

M ar k et  L eader ship:   W e wi l l  only operate in markets where we are, or have the opportuni ty to become, the recognized leader.

Shar eholder  V alue:   W e wi l l  exceed the af ter-tax, median return on shareholders© equi ty of  the Standard and Poor©s Industrials.
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Merit Award Scoring Matrix
SCORE

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

0 Not Cross Functional
with a single dept

No Generation of New
Business or Improvement
of Customer Satisfaction

Part of the Normal Job
Duties

No new  technology or
new methods to improve
efficiency applied

No specific measurable
results

20 Minimal cross functional
behavior within the
Project/Account

Some impact to
project/account or
customer satisfaction
rating

Somewhat beyond the
scope of normal duties

New application of
technology or methods to
improve efficiency that
have been previously
applied

Some specific
measurable results

40 Multiple areas within the
Project/Account involved

Some impact to the
project/account and to the
business unit

Above the Scope of
Normal Duties (extra effort
involved)

Application of new
technology or new
methods to improve
efficiency that
demonstrates a creative
solution

Specific measurable
results that are  medium
impact to the business
site or to measured
customer satisfaction

60 Multiple areas within a
Project/Account with at
least 1 area not located at
the same site

Significant impact to the
project/account or
customer satisfaction
rating

Significant Effort
Endorsed by Customer

Application of new
technology or methods to
improve efficiency that
demonstrates a creative
solution but includes
significant cost of
implementation

Specific measurable
results that are large
impact to the business
site or  increase in
measured customer
satisfaction

80 Multiple areas involved
with at least 1 participant
being a customer or
supplier

Significant impact to the
project/account and the
business unit

Exceeded Job and
Customer Expectations
(positive effect on
customer or account
relationship)

Application of new
technology or methods to
improve efficiency that
demonstrates a creative
solution and requires
minimal cost to implement

Specific measurable
results that are large
impact to the business
site and can be used at
another location or
significantly increases
measured customer
satisfaction

100 Multiple areas involved
including a Customer
and/or Supplier or Global
in Scope

Objective evidence of
exceeding customer
expectations, developing
new business or
significantly improving
profit margins to
project/account

Significantly Exceeded
Job and Customer
Expectations
(demonstrates proactive
performance that is
endorsed by external and
internal customer)

Application of new
technology or methods to
improve demonstrates a
creative solution, utilizing
WEB based information
and data management,
which can be applied to
other work sites as best
practice.

Specific measurable
results that are large
impact to the business
site and has been used
at another location and
is sustainable by
financial or customer
satisfaction measures
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Degree
of

Difficulty

Ground Fruit
Logic and Intuition

Sweet Fruit
Design for  Six Sigma,

Process Entitlement

Bulk of Fruit
Process Characterization

and Optimization

Low Hanging Fruit
Continuous Improvement Tools
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