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Who i1s Johnson Controls?

Leading Provider of Building Technology, Products & Solutions in the World

Warren Johnson HVAC Ai Chill Fi Retail Aut ti
st Ir ier ire etal utomotive
Invents the 1 Controls Distribution Systems Suppression Securit Batteries
Thermostat i /
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1883 Ducted Industrial Fire Security Automotive 2019
Systems Refrigeration Detection Systems Interiors

e $31 Billion in Revenue

e 500+ Brands

« 100+ Counties

» 2,000 locations worldwide
o ? of Products

* 105,000 Employees
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Who 1s Johnson Controls?
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Why We Focus on Improving Our Customer Experience

Average Spend of Truly Loyal Customers is 3
Times Higher Than High Risk Customers

A
Average Margin of JCl Promoters is Twice as High
as That of Detractors
e © 6 o o o o :I; PH:MOT:RS" ‘/ —
Inl Inl III I“! w In| In| Trapped / High Risk Customers from FY18 Study
aRuNN | | With Unchanged Loyalty Have Decreased Their
o1z 3’4’56 7 & o' Overall Spend in Average by 25% in FY19
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Challenges with Global Growth
Stuations | Challenges _____________[Solutions __________

Growth through Acquisitions & Independent Mindsets and Approaches Establish Performance Expectations & Allow
Mergers to Managing Businesses Independence in Achieving Goals
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Regional Biases

North America

+ +

Latin America

+ + +

Continental Europe

e, -

UK & |

+

Middle East & Africa

e

APAC

+ - + -
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Establishiné Service Standards
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Performance Across the Customer Journey

% Responding “Excellent” or “Very Good”
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Direct marketing, Knowledge, Quality, Competitive, easy Ease in placing Ease in requesting, Timely assistance, Knowledge, comm., On-time, comm., Accuracy, on-time, Know facility, keep  Access to right Response time, Knowledge, Responsive,
Industry events,/  communication, innovation negotiating order w/ Sales timeliness, clarity & comp. solutions, responsive, staffing levels, can get questions you informed, part person, ability to availability, communication, understand your
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Common Improvement Suggestions
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/invoicing gagement ¢ Quoting/ Pricing ¢ Partnership/ e Transparency/ e Website/ *|Communication } Training * People * Meet -- Timeliness * People * Problem *|Responsiveness
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Top Themes from Customer Feedback

Regardless of the level of customer loyalty, these were consistent themes. The level of loyalty was determined by how we
delivered on these themes.

“Show Up on “Communicate - . _
Time” with me often” Provide timely
& accurate
invoices”

“Provide
adequate

e | DEMonstrate | am a Priority” | e

IlBe

4 ™ 4 “Complete h
“Get me a “Show a sense of urgency projects/delivery
quote quickly” — it demonstrates you care parts when you say
about me”
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LOYALTY IMPACT

EXPERIENCE

North America: Branch

Establishing Service Standards: Impact on Loyalty

How often do you feel Johnson Controls treats you as if you are a priority?

% Truly Loyal*

(Based on Level of Priority They Feel)

Regional Avg.

36%

All of the Time Most of the Time Some of the Time Infrequently
36% 32% 15% 9%

% - Frequency Respondents Feel Treated This Way

* % Truly Loyal Based on Global Averages

Loyalty SN
62%

Rarely Never
A A
4% 3%
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_____REGIONA
Establishing Service Standards: Timeliness

% Truly Loyal* % Truly Loyal*
Time to Respond to Request or Inquiry Time to Receive Latest Quote for Parts or
Services

Regional Avg.
Loyalty
62%
=
< 58%
a 55%
g toyal Loyal
g 44%
§ 37% Loyal 38%
9 Loyal 29% Loyal
Loyal
Immediately Within a Few Within 24 Withina Few A Week More Thana 1 Day Few Days 1 Week 2-3 Weeks 1 Month More Than1

Hours Hours Days Week Month
Ll
O
= A A A A A A A A A A A
e 20% 28% 16% 20% 4% 13% 20% 40% 21% 11% 1% 7
o,
&5 % Who Received a Response in This Time Period % Who Received a Response in This Time Period
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LOYALTY IMPACT

EXPERIENCE

Establishing Service Standards: Timeliness

% Truly Loyal

Last Install, Construction or Service Visit Finish on
Originally Communicated Date?

70%

Loyal

A A
65% 35%

% Who Received a Response in This Time Period

* % Truly Loyal Based on Global Averages

Regional Avg.

Loyalty
62%

% Truly Loyal

Last Order of Parts/Equipment Arrive on Originally
Communicated Date?

73%

Loyal

A A
73% 27%

% Who Received a Response in This Time Period
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____REGIONA
Establishing Service Standards: Communication

% Truly Loyal* % Truly Loyal*
How Frequently Does Your Primary JCI Did Service Technician Contact You . ..
Contact Communicate with You?

Regional Avg.
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Loyal Loyal
Almost Daily  Weekly Monthly  Every Few Once aYear LessThan At Least a Day Upon Arrival to Your  Upon Departure If They Would Be
Months Once a Year Before the Location from Your Location Late
w Appointment B Yes HNo
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e 17% 36% 25% 17% 3% 1% 71% 86% 69% 64
o
&5 % Who Receive Communication at This Frequency % Who Received a Contact
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