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Defining Promoting Arriving Differentiating
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Business Life

When boring beats buccaneering
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Discovering and
developing our
brand identity.
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Bringing our Establishing our
message to the presence as a global I ——
marketplqce and player and thought
creating leader. Separating ourselves from
momentum. the pack and affirming our

leadership.




1999
Emerson Divisions
$14.3 Billion in revenues with over 60 divisions
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The Original Logo

The lightening flash is reminiscent of old technology.
These logo’s from the 1920’s — 1930’s use this shape as
a visual shorthand for state-of-the-art innovation.
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“Hardware Store” Communications Approach
Hurting Technology Reputation

””@mrst

FAST TRACK
- Selection Guide

DON'T WASTE TIME!

_Get on the Fast Track
with the Hurst FAST TRACK Selection Guide
for [T mene Brushless DC Motors
and Integrated Controls.

u
weacn Division of Emerson Electric




The brand promise that
Emerson must fulfill....

Emerson is where
technology and engineering
come together to
create solutions for the benefit
of our customers,
driven without compromise

for a world 1n action.
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The Emerson Logo Represents

Technology
and engineering
coming together

Emerson divisions
working together
to create better
solutions for

their customers

Emerson technology
support mg
“a world in action”
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EMERSON. EMERSON.| EMERSON. EMERSON.

Process Management Network Power Climate Technologies Industrial Automation

Q N

EMERSON. EMERSON. EMERSON. EMERSON.

Professional Tools Storage Solutions Motor Technologies  Appliance Solutions

Brand Drives Division Collaboration for
Cross- Sell, Solutions & Efficiency



Defining the Branding Roles

Sell the Emerson Brand

Emerson

Sell our industry expertise

Business ;
Platforme and solutions

Divisions ‘ Sell individual products

All three elements must work together in order to achieve
marketing objectives




Emerson Is a Powerful Force for Innovation

10

‘Emerson’s extraordinary technology, industry
expertise, focus on customer needs and
deep passion for progress enable us to
deliver innovative solutions that make our
customers more successful.”

David N. Farr
Chairman, CEO and President
Emerson

CONSIDER IT SOLVED
Emerson’s promise to our customers
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Emerson At-a-Glance 2009

$20.9 Billion in sales

T

Headquarters in Diversified global Approximately 129,000
St. Louis, Missouri USA manufacturer employees worldwide
NYSE: EMR and technology provider

Manufacturing and/or sales presence in more than 150 countries

250 manufacturing locations
No. 94 on 2009 FORTUNE 500 list of America’s largest corporations
Founded in 1890



Emerson’s Legacy of Performance
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53 consecutive years
of increased dividends ... $2.07

EMR is one of only a handful of public 2009 Earnings Per Share
companies with 50 or more years
of increased dividends

$1.32

2009 Dividends Per Share

1956 2009

&

EMERSON



Emerson Is a Leader in Its Core Global

Businesses & Markets
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EMERSON

EMERSON

#1 Control Valves
#1 Measurement Devices

#1 AC & DC Power Systems
#1 OEM Embedded Power
#1 Precision Cooling Systems

EM ERSON

M)ies

EMERSON
Appliance 50lutions

#1 Garbage Disposers
#1 Appliance Components

4.

EMERSON

i} JIES

#1 Compressors
#1 Controls

EMERSON

#1 Storage Solutions

EMERSON

rial Automati

#1 Alternators
#1 Fluid Control
#1 Ultrasonic Welding

EMERSON
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#1 Plumbing Tools

#1 Wet/Dry Vacuums

#1 Pressing Tools/Jaws

#1 CCTV Inspection Systems




Media Coverage Highlights Emerson’s Global
Presence, Technology & Consistent Results
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Cramer's ‘Mad Money
Recap: Emerson’'s New
Tech Look

o1 s FORTUNE === Institutional

COMPAN lES

» APPLE

St e ey T o e U S P s e

WHO'S THE NEW NO. 17

JAMIE DIMON
On the Return of Banking

1B MakingNoney Meking revenue gtml in Imll \

Emerson sets $1bn

the Planet Smarter

Emerson's green mission gains momentum
. (}

Emerson opens Dubai facility, [S25550
strengthens presence in ME




FORTUNE World's Most Admired Companies
2009 Industry Rankings

15

Electronics Industry

General Electric 7.44
Emerson 7.12
. Emerson is #2 in

Panasonic 6.78 ] ]

. electronics industry...
Siemens 6.40
Sony 630 ghead of larger, well-known
Whirlpool 601 consumer brands
Royal Philips Electronics 5.98
Toshib 94 Note: FORTUNE this year has discontinued the

QElnllez] 5. separate America’s Most Admired list
Samsung Electronics 5.88
Hitachi 5.86

4
Ranked #11-15 were: LG, Mitsubishi Electric, Schneider é

Electric, Sharp, and Sumitomo Electric Industries

EMERSON



Differentiation Will be Determined by Our
Ability to Drive Customer Loyalty Through
Innovative Solutions

e Globalization drives intensified
Emerson competition and product price

needs pressure
to be

Differentiated e Solutions providers must articulate
a clear customer value to de-
commoditize their offerings

(E:ngsfgl'; e Solution-centric means
organization defines itself by the
problems you solve for customers
vs. the individual products and

Emerson services you make, sell or deliver

was

Relativel Emerson must act differently in

order to successfully deliver on a
solutions promise

Source: Keith Eades and Robert Kear




Emerson’s Success in Services and Solutions
IS Dependent on Behavioral Change

THEN RIGHT NOW
Product Marketing BSellViileYaW\ e =ItTa]e

Message Orientation Inside-Out )

Positioning Objective Own Position in Category

Own Specific Customer
Problem

Message Complexity Single Threaded

Differentiation Model Two Dimensional Multi-Dimensional

Knowledge Flow Primarily Top Down B oTation With
Sales

Sal_es I_Enablement Product Knowledge Situational Fluency

Objective

Foundation Knowledge Feature-Benefit Lists Problem-Solution Map

Source: Keith Eades and Robert Kear



Marketing and Sales Must Closely Collaborate
Across Divisional Boundaries to Create Value

3 Generations of —Commercial Teaching
Solutions Selllng 1.Don’t lead with information about
_ _ the supplier
1.Lead with question 2.Don't just lead with our unique

2.Lead with hypotheses
3.LEAD with insight 3.DO tell a story about their business

that leads to our differentiators

Marketing can help salespeople become business consultants by increasing
Situational Fluency. They provide the “Learn” for our sales people.

® Pain to Solutions Maps
® Value Propositions

* Application Guides

* Reference Stories

{ ® Solution Seminars
Defi_ne Access to S_olu_tion Solution Control
Pain Power Vision Value I ocoss

Sources: Keith Eades and Robert Kear, Sales Executive Council




Loyalty Drives Retention, Repurchase, Share of
Wallet, Portfolio and New Product Penetration

Key Marketing Capabilities That

Drive Loyalty
(Statistically Significant Drivers)

Conclusion #1: Learn

Conclusion #3: Amplify
Capture segment-level

Amplify the voice and

learning across the .
influence of advocates.

company.

Conclusion #2: Teach
Teach customers:
don’t just sell or serve.
Loyalty *
T.0% B.0%
8.5% B8.8% 8a% 0%
4% 48% 52% 4% 55% Ga% I H

Key Sales Behavior that Predicts
Success in a Complex Sales
Environment

84%

4%

The Relatlonshlp
Bullder

The Challenger

Offers unique perspective

) Teaches

) Tailors
Asserts
Control

Two-way communication skills
Knows customer value drivers

Can ID economic drivers

Is comfortable discussing money

Can pressure the customer

Industrial Strength Marketing and Sales Seminars

Dallas Nov 3-4, Kuala Lumpur Nov 15-16, Berlin Dec 7-8

Sources: Marketing Leadership Council, Sales Executive Council




Emerson Campaign Highlights Our New-To-
The-Business and New-To-The-World Approach

SANVE BILLIONS O COOLING EXOESS HEAT FROM DATA CENTERS BY

PREVEMNTIMNG THE EXCESS IN THE FIRST P'I.AE lT’S NEVER
-+ BEEN DONE

BEFORE

EMERSON
CONSIDER IT SOLVED

|
Flrl
[ ] ]
| | -l
- 1 ¥ i
o -FE {
T M )
O
L Fntl
Get e lul stoey al Emerson.com EnengyLogic ' —

HELP QATARGAS BUILD THE WORLD’S LARGEST LIQUEFIED NATURAL GAS TRAINS AND

SUPPLY CLEAN RELIABLE ENERGY AROUND THE GLOBE. IT’S N EVER
BEEN DONE

BEFORE

&
EMERSON.

Get the full story at Emerson.com|Qatargas i

CONSIDER IT SOLVED"

e New “It’'s Never Been Done
Before” campaign focuses on
unigue and innovative solutions
that Emerson delivers to
customers

e Differentiate Emerson by
showcasing the results of our
work across divisions, platforms
and industries to create
new-to-the-business and
new-to-the-world solutions

e Emerson showing the optimistic
face of global business —how we
are helping our customers
iInnovate their way out of the
financial downturn

e Our new campaign dramatically
reinforces that Emerson is
unigue in the way we look,
sound and feel



Global Scope of Campaign Demonstrates
Our Strong International Capability

ATl B Jad | JUAlE Sty ST o iy B U e st
ol el b ABIS 0] A3 0l WG A Uall sl By

. &
Emesor combgsorgss EMERSON.

[

CONSIDER IT SOLVED"

HELP CREATE A COMMERCIALLY VIABLE CGASOLINE SUBSTITUTE
LEFTOVER WOOD WASTE, CHIPS AND BARK.
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o Global nature of campaign reflects our ongoing business
opportunities and current growth models as we expand our

brand’s recognition around the world
o Global launch in March 2009 included print, television, and
digital in nine languages

e Arabic, Chinese, English, French, German, Italian, Japanese,
Portuguese, Spanish




2010 Advertising Continues to Promote Emerson’s
Commitment to Solutions Around the World

e Airport spectaculars in key international locations serve as foundation of
global advertising plan

e Focus on emerging markets — continue to move media dollars to support
high growth regions

e Diversifying US television strategy

e New Wall Street Journal approach

e In-flight video and sponsor of US airport Wi-Fi

e Online ads shifted from global English-language to regional in-language

New Placements and Distinctive Approach Broaden Emerson
Media Reach and Effectiveness




2009 SIZZLE VIDEO
EMERSON YEAR IN REVIEW

10:47
FOR INTERNAL USE ONLY
US CONFERENCE

&
EMERSON.
CONSIDER IT SOLVED



Emerson and DDB Chicago
Win BtoB Advertising Award

st CREATIV E

y Emerson

SPECIAL ISSUE | $15 Agency: DDB Chicago Name of campaign:
- ; “Consider It Solved” Launch date: March
/ 2009 Creative credits: For print/TV: group

creative director: Marcia lacobucci; associate HELP CHINA REDUCE
creative directors: Jeff Loibl, Gary Matusek; ITS RELIANCE ON COAL-FIRED
executive director of integrated production: HEATING PLANTS & PREVENT
peE——— Di2ne Jackson; 60,000,000 TONS OF CO: EMISSIONS
RUNNER-UP SR
business man-
ager: Sara Wolfson; senior broadcast produc-
er: Mary Pat Sampsell; associate print
producers: Vaughnda Johnson, Chris Joyce;
group business director: Tom Browning; ac-
count supervisor: Elizabeth Houghtlin. For
digital: associate creative director: Melissa
Healy; production manager: Courtney Jarvis;
account director: Rachel Flood; art director:
Brad Caraway; designer/Flash developer: Erik
Canning; designer: Kelly Galvin; copywriter:
Deb Pahl Why we liked it: This $10 million
integrated “Consider It Solved” corporate
campaign was designed to reach top execu-
tives at Global Fortune 1,000 companies with
the idea that Emerson is an innovative com-
pany. The central theme of the campaign is
summed up in a line that is heard in the com-
pany’s TV spots: “When Emerson takes on the
challenge, 'It's never been done before’ be-
comes ‘Consider it solved.’ " In addition to
television, the Emerson campaign included
print and online advertising, e-mail and on-
line video. Most of the executions focused on R e v e
three Emerson tales of innovation: 1) the
company contributing to Milwaukee's efforts
to use food waste to create electricity; 2) its
involvement in turning wood waste into a
gasoline substitute; and 3) its efforts at
reducing carbon dioxide emissions in north-  print

ern China. The stories are convincing; the ad-

vertising—particularly the close up shots of the orange peel—is engaging, and the
campaign is integrated flawlessly in print, online and on television.

EMERSON
COMHDER 1T SOUVED




When they say We say

1) 3% 3 CONSIDER
Ha3Ive '@ IT SOLVED

BEFORE
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