A question of
understanding

a book for everyone at Air Products




The Inuit child

We are driven by a need to understand better —
as a company and as human beings.

Imagine the child on the front cover,
dreaming of future possibilities.

We explore what we don'’t already know
and we expect to make discoveries.

tell me more . . .



What'’s the
difference?

We asked our
customers

We asked our
own people



We asked customers what they thought was special and
different about Air Products. Our research was extensive,
and it took a couple of years. We talked to a lot of
customers — in the USA, Europe and Asia. We needed
certainty; we demanded thoroughness.

We also wanted to be inclusive and to listen well.
Questions were asked of our own people, particularly
those who face customers. Focus groups in different
locations were asked the same question. What makes
the difference, what makes Air Products special?



Of course customers
will always be concerned

about costs.

So will we.

Of course customers
will always want quality
products and process.

So will we.



But we operate in very
competitive markets. Much
of the time there’s little
difference between us and
our competitors on price,
products and process.

S0, when everything
makes customers ch




else is equal, what
0ose Air Products?




It

It’s you and people like you who
work in Air Products. Wherever
you are in the world, whatever
your role in the company, you
represent Air Products. Our people
make the difference, and our
customers tell us so. And, for the
customer, that person representing

the company 7s the company.









our people



So we need to be clearer about what exactly it is we're
representing as a company. If you're a lab technician in
Allentown, a receptionist in Hersham, a research scientist
in Rotterdam, a plant operative in Singapore, what is it
that binds us together and says ‘this is Air Products’
We need to know more clearly what we stand for and
the way we want to be seen by customers. Then we
can communicate that more clearly and consistently,
building our success. Because we need to know the
answers and understand them, so that we can develop
our business relationships.

Again the research with customers and our own people
gave us the answers.

What are we about?







When customers choose Air Products
they are choosing these qualities:

understanding, integrity and passion.

We’re all human, our customers are
human, they make decisions for rational
and emotional reasons. Of course they
will carefully analyze proposals and
compare our data with our competitors’.
But in the end it comes down to a simple
matter of trust.

‘Do |
these
people?’







poob bunjew pue seapi buryaas Aq ‘abpajmouy Jiay) buisn pue buipue}siapun
‘burusysyy Aq - juswanoidwi Joj aAls Ajuejsuod ajdoad .ino ‘anjen
Jeuondaaxa Jaaliap o) buiie Ag ‘uoissed pue Aibajui ‘buipuelsiapun
Jiay] Aq woay) aziuboaal sfemje ued nof ajdoad jeah ano Si ypbuaiys ing

"Juawidje}s Huimojjoy
AU}l ul pazisayjuis ‘uoisnjauod ayj Jeajd moy pue ‘sem jeyl yJom jo asaid
ybnoioy} e jeym mouy | “‘wesboid yaseasal jeqolb ay} jo sbuipuiy ayj asiopua
A19191dwo9 | asneosag ‘A1 0] Huioh w,| g ‘Yymolh ainyny Jno 0} Si jeyl
JelIA moy noA |a] 1.ued | *sjonpo.d Jiy Jo sanijenb ay) Apoquia ajdoad InQ

‘fuedwo9 ayj} Juasaidal jje nop *sjonpoid
11y 10} siopesseque |je ale noA 1nq yoeal pue ajeas Huiseaioul Jo Auedwod
jeqojb e ai,3)\ 1eah 1xau ayj} J9A0 ued | se ajdoad Auew se 0} yeads 0} wie |



Juapisaid
Sauor g uyor

"JoSSe ulew Ino s,}1 — ey} noge ajeuoissed aq
0} ||e noA paau 3\ “uoneindal s,Auedwod 1no Hunaajoid aq ||,noA os Huliop
Aq — 213y Huissaidxa ai,om seapl ayy 0} dn aAlj 0] |ie} M JI MOUYy dW 137
"MO0]|0J Jey] sanbea)|09 JnoA Jo S3LI0)S 3y} wioJy uonesidsul meiq " asn pue )
0] 199y "13])00(q Sy} dady asea|d ‘Judawale}s 1ey} Jaquiawial 0] noA juem |

‘buipuejsiapun uo }jinq sfemje - sdiysuoiejal buipse| ajealo
am ‘}nsal e sy ‘Ajjeaiolay uayo ‘ajiw epxa ay) buiob Aq Lid)1aq uana seapi



Relationships are built on understanding our customers’ needs. How do we
understand those needs? Simply by working at it, developing knowledge,
asking questions, listening carefully to answers, having intelligent
conversations, wanting to know more. There’s a tangible benefit to
these relationships. We help solve problems for customers. We
gain more business.

Imagine this as a continuing conversation that is prompted by

the phrase tell me more. Because we are interested

in them, they are interested in us and
they find that we have relevant

stories to tell. Stories displaying

understanding,
Integrity &
passion




tell me more




Our teams have been working with NASA for over
35 years. In that time we’ve safely supplied over
300 million pounds of liquid hydrogen. We have
helped NASA realize one of mankind’s greatest
dreams: to move outside this world, to see the
world in all its beauty as one planet. We have
understood and shared that dream. Fred Jarrell
has shared the dream for 25 years. He sees our
relationship with NASA as a partnership built on
strong teamwork. He himself has contributed to
100 successful launches in the space shuttle
program, but Fred stresses that he’s just one

of a team of schedulers, operators, mechanics,
drivers and many others dedicated to meeting
NASA’s needs for liquid hydrogen, oxygen,
helium and nitrogen.







Understanding is our foremost quality. It implies that we
need knowledge — and that we seck and share knowledge.
Understanding generates innovation: ideas that are relevant
and effective. Through understanding we find it easier to
build relationships with customers; we have a shared interest
in achieving common goals. This understanding is not
passive but active.

Think of the NASA program, think of
Fred Jarrell, think of others like him.









. He’ll be there to catch the question, and to
ver it, because he goes with all first deliveries
2 customer.

is the second of our core qualities. If

ers talk about our integrity, we are pleased,
1se it’s a quality that gets valued by those we

e, especially customers, our own people and the
nmunities in which we work. It goes with
responsibility, caring for our colleagues and our
environment. It’s a matter of being true to our word,
and we need to found all our relationships upon it,
so that we leave no questions unanswered.

Think of Jonathan Allan, think of
others like him.







Nitrogen-filled tires improve a car’s performance and we have
pioneered this technology since 1965. Air Products supplies
nitrogen to top manufacturers and 540 racing teams worldwide.
Bud Baker has made his passion his job. He knows about
teamwork — he even works in the pits for fun on race days.

Passion is our third core quality. In Air Products passion is always
allied to understanding and integrity. Without that alliance, passion
can be ill-directed and destructive; with that alliance it is focused and
constructive, based on respect for others as well as personal pride.
When you act with passion, you accept that ‘it’s up to me’

and you set your standards high.

Think of Bud Baker, think of others like him.




The aim of this booklet is to draw together the
global research into a form we can all act on.
We've talked about what Air Products stands for —
because our customers talked to us about it. The
overwhelming need for us is to continue talking
and listening to our customers. They've told us
theyd like to hear more about us. We'll now be
communicating with them more consistently and
more powerfully about the benefits our people and
products can bring to them.




You can all help in this.
You already have.

Remember that we want
our relationships with all
our stakeholders to be
positive ones built on
understanding.
Remember tell me more;
keep that phrase in mind
and use it to prompt your
own thinking. Develop
the conversation,
develop the relationship.



Use the following checklist to assess how
good you are as an ambassador for

Air Products. If you can honestly answer yes
in each situation, you’re doing everything you
can to maintain our company’s reputation.

Understanding

Have | shown empathy and recognized the real
needs of the person I'm dealing with?

Have | been simple and clear in my explanations,
have | expressed myself in an understandable way?

Integrity

Have | been completely honest in answering questions? O

Have | done everything to ensure my actions Il
match the promises | made?

Passion

Have | shown commitment to your needs as well as my O
own interests?

Have | taken responsibility and said, in effect, ‘it’s up to me’? [l

Overall, have | prompted the response tell me more? O
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