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Johnson Controls is now the global leader in building products and technology, integrated 
solutions and energy storage. As our business propels forward—leading the industry and building 
the future—the Johnson Controls brand will grow with it. 

There is a real competitive advantage to be gained and leveraged in the proper and disciplined 
use of our brand, including our name and logo. Although competitors can market similar products, 
solutions and services, none can offer them under the Johnson Controls brand—an enduring 
symbol of integrity, trust, value to our customers, reliability, insights, innovation and constantly 
asking ‘what’s next’.

We all have responsibilities to protect and build equity in the Johnson Controls brand, and we 
are all champions and ambassadors of the brand. These guidelines are intended to help you 
effectively realize the tremendous advantage our name, identity and brand can bring through  
their appropriate use and execution.

Please read these guidelines carefully, implement them fully and reap the advantages 
of this powerful, competitive tool. Doing so will ensure that we protect and enhance the 
Johnson Controls brand and bring even greater success to our Company and our many 
stakeholders around the world. 

Thank you for representing Johnson Controls correctly, consistently and proudly. 

Sincerely,

Vice President and Chief Marketing Officer

KIM METCALF-KUPRES
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Our brand story: positioning, vision, mission and values

POSITIONING

We combine technology with insights to build purposeful solutions that help the world progress, 
meeting today’s needs and shaping better tomorrows.

VISION

A safe, comfortable and sustainable world.

MISSION

Helping our customers win everywhere,  
every day.

VALUES
Integrity First. We promise honesty and transparency. 
We uphold the highest standards of integrity and honor the 
commitments we make.

Purpose Led. We believe in doing well by doing good and 
hold ourselves accountable to make the world a better place 
through the solutions we provide, our engagement in society, 
the way we do business, and our commitment to protect people 
and the environment.

Customer Driven. We win when our customers win. Our 
long-term strategic relationships provide unique insights and the 
ability to deliver exceptional customer experiences and solutions.

Future Focused. Our culture of innovation and continuous 
improvement drives us to solve today’s challenges while 
constantly asking “what’s next.”

One Team. We are one team, dedicated to working 
collaboratively together to create the purposeful solutions that 
propel the world forward.

VOICE
Human, Expert, Confident

WHAT WE DO AND 
WHY WE DO IT

HOW WE BEHAVE 
AND DELIVER ON 

OUR BRAND

BRAND EXPERIENCE
THE MOMENTS AND TOUCHPOINTS WHERE THE BRAND PROMISE IS DELIVERED
The Johnson Controls brand experience defines and shapes the interactions our customers, stakeholders, potential 
employees and communities have with our company—our people, our products, our solutions and our communications.
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There are dozens of brand touchpoints 
where our key stakeholders interact with 
Johnson Controls. Each touchpoint is an 
opportunity to increase awareness, surprise 
and delight, deliver value and build customer 
loyalty. We have provided detailed standards 
that define what our brand experience should 
be and that help you use the brand correctly 
and consistently.

Brand touchpoints



Brand

customers

prospects government
regulators

professional
associations

industry
experts

academic
institutions

suppliers

general
public

competitorsstrategic
alliances

partners

community
organizations

volunteers

media

investment
analysts

financial
comunity

shareholders

investors

board of
directors

employees

internal
customers

7

All of us.

Everyone has responsibilities that build  
equity in the Johnson Controls brand. We  
must protect the Johnson Controls brand  
and use it correctly and consistently to  
further our success.

Who are brand stakeholders?
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It is important that we reference our company 
name and descriptions in a consistent way. 
Below are some guidelines on how we refer  
to ourselves and talk about our company. 

Telling the World Who We Are
Here is the official paragraph for describing 
Johnson Controls. This paragraph must be 
used verbatim on press releases, brochures 
and any other materials that require an overall 
company description. Additional information to 
meet specific objectives can be covered in a 
second paragraph. 

Johnson Controls is a global diversified  
technology and multi industrial leader serving 
a wide range of customers in more than 150 
countries. Our 117,000 employees create 
intelligent buildings, efficient energy solutions, 
integrated infrastructure and next generation 
transportation systems that work seamlessly 
together to deliver on the promise of smart 
cities and communities. Our commitment to 
sustainability dates back to our roots in 1885, 
with the invention of the first electric room 
thermostat. We are committed to helping 
our customers win and creating greater value 
for all of our stakeholders through strategic 
focus on our buildings and energy growth 
platforms. For additional information, please 
visit www.johnsoncontrols.com or follow us 
@johnsoncontrols on Twitter.

Please download the above from the 
Johnson Controls brand center each time  
you use it to ensure you’re using the  
current version.

The Company’s legal entity name is 
Johnson Controls International Plc. While 
the legal names of business entities within 
Johnson Controls (e.g., Johnson Controls 
World Services, Inc.) may be required on 
contracts and other legal documents, these 
names should not be used for business cards, 
stationery, brochures, building signs and 
other general communications purposes.

Johnson Controls should be spelled out in its 
entirety, not shortened to Johnson’s, JC or 
any other abbreviation. The JCI abbreviation 
can be used as a reference to the Johnson 
Controls stock symbol or in social media 
account titles where you cannot spell 
out Johnson Controls due to character 
limitations. JCI can also be used in text after 
the full name of Johnson Controls has been 
mentioned. Use the name Johnson Controls 
whenever possible in all logo treatments.

Company messaging

we are johnson controls
We refer to ourselves as Johnson Controls. 
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With every brand experience and 
communication, we shape the way people 
perceive Johnson Controls. While we 
communicate in many languages, to many 
audiences, in many markets, our voice must  
be consistent. Whatever the medium, here are 
the essential qualities we want to convey.

Our voice

Human
it feels:

•	Open

•	Empathetic

•	Straightforward

Expert
it feels:

•	Smart

•	Reliable

•	Experienced

Confident
it feels:

•	Bold

•	Avoiding jargon

•	Positive



Our Logo
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Primary full-color logo
One Company. One Logo.
Although each of us works in a particular 
location and business, we are all part of one 
company—we are Johnson Controls.

Johnson Controls has only one logo. The logo is 
an enduring symbol of integrity, innovation, trust 
and our commitment to ensure our customers 
win. Our logo is the most vital expression of 
our brand, and a strong, consistent use of it 
is critical to protect and enhance our brand. 
Protect the logo. Respect the logo. Use it 
correctly, consistently and proudly. 

Components of Our Logo
Our logo is comprised of a modern, sans  
serif logotype reflecting a contemporary, 
confident and approachable look and our  
“open globe” symbol.

Consistent Use
Color is a powerful means of visual identification, 
and consistent use of our full-color logo builds 
visibility and brand awareness. Our primary logo 
should not be redrawn, modified or translated. 
You can help ensure consistency by only using 
the approved electronic artwork available on 
the Johnson Controls brand center. 

We Are Johnson Controls
The Company’s legal entity name is 
Johnson Controls International Plc. While  
the legal name may be required on contracts 
and other legal documents, it should not 
be used for business cards, stationery, 
brochures, building signs and other general 
communications purposes. We refer to 
ourselves as Johnson Controls. 
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White Logo
Application of our reversed-out white 
logo allows for greater use of color in the 
background while still giving it as much 
prominence as our primary full-color logo. It 
may be used over photography or on other 
backgrounds that wouldn’t otherwise provide 
enough contrast for our full-color logo. Darker 
backgrounds that provide sufficient contrast 
work well with the white logo, but lighter 
colors, like yellow, are avoided to ensure the 
logo has strong readability.

IMPORTANT
Do not attempt to convert one of our 
color logos to white. The white logo has 
been specially created to compensate for 
the lack of color distinction and for the 
optical thickening of strokes that occurs 
in all reversed art. You can help ensure 
consistency by only using the approved 
electronic artwork.

One-Color Blue Logo
Our logo may be reproduced in Johnson Controls 
Blue for one-color applications such as our 
uniforms or merchandise if our full-color or 
white logo is not an option. Be conscious of 
placing this logo on a background that provides 
sufficient impact and legibility and does not 
conflict with the Johnson Controls Blue.

Black Logo
Use this version of our logo if black is the only 
color available; for example, fax cover sheets 
or forms, payroll checks and stubs, warranty 
forms, contracts, etc.

One-color logos

Converting one of our color logos to white 
results in incorrect artwork that has no gap 
between the segments of the globe.

The specially created white logo includes a 
gap between the segments of the globe that 
more closely mimics our color logo.

Reversed-Out White Logo

Incorrect

One-Color Blue Logo

Correct

Black Logo
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Our logo may be placed over a  
background color or photography  
as long as there is sufficient contrast  
to ensure impact and legibility.

On solid color or gradient backgrounds, 
consider the visibility and impact of the logo. 
A white background is most impactful for our 
full-color logo, but the logo can also have 
a strong impression when placed on a light 
color or subtle gradient. A background tint of 
approximately 20% or less is usually successful. 
However, be sure the background color does not 
conflict with or obscure any of the logo colors.

Use the reversed-out white logo on 
backgrounds that don’t provide enough 
contrast or impact for our primary full-color 
logo. Dark backgrounds and gradients work 
well with the white logo, but lighter colors, 
like yellow, are avoided to ensure the logo has 
strong readability.

When our logos are placed over photography, 
avoid busy and high contrast image areas. 
Instead, ensure legibility by using a quiet area 
of the image behind our logo. As with a color 
background, the colors of the image should 
provide enough contrast for readability and not 
conflict with or obscure any part of the logo.

The samples at right show some successful 
applications of our logo over various 
backgrounds, as well as some problems to 
avoid. These samples do not show all of the 
possible successes and failures, but they give 
you a sense of the ideals and problem areas  
to look for.

Successful Applications
These examples provide sufficient impact and legibility for our logo.

Applications to Avoid

Logo background control

Logo becomes partially obscured by 
the background color.

Background color conflicts with the 
logo colors.

Background color is too light to 
provide impactful legibility.

Logo becomes partially obscured by 
the background image.

Our logo looks awkward when placed 
over skin, hair or other body parts.

Background image is too busy to 
provide legibility.
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Clear Space
Clear space frames our logo, separating it 
from other elements such as headlines, text, 
imagery and the edge of a composition. The 
amount of clear space surrounding our logo on 
all sides should be no less than the height of 
the “l” in “Johnson Controls.” This area should 
be free of distracting images and typography. 
Whenever possible, more than this minimum 
amount of clear space should be allowed.

Preferred Logo Size
The preferred size of our logo on standard-size 
materials (e.g., a U.S. Letter or A4 document) is 
2 inches (50mm) wide.

Minimum Logo Size
A signature that is too small has little or no 
impact and risks being illegible. Therefore, the 
minimum size of our logo in print is .75 inches 
(19mm) wide. In digital applications, our logo 
should not be reproduced at a size smaller than 
85 pixels wide. 

Logo clear space and sizing
Clear Space

Minimum SizePreferred Size
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Familiarity builds when a logo is most 
frequently placed in a consistent location within 
a composition. The Johnson Controls logo has 
come to be expected in the lower right corner, 
and this position continues to be the primary 
choice for placement of our logo, especially in 
advertising. In other creative, however, there 
is flexibility to move the logo to a secondary 
position, like the upper right, if location in the 
lower right corner complicates the design. 

IMPORTANT
You are encouraged to make every effort 
to place the logo in the lower right before 
considering a secondary position. Consult 
with a member of our brand team if 
you have questions about appropriate 
placement of our logo.

Logo placement
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Our primary full-color logo is available in 
several versions. Choose the one that fits  
your production method.

Spot Color Plus CMYK Process Color
The file named “Johnson Controls_5c.eps” 
combines a four-color process globe and spot 
color Johnson Controls type. This approach 
provides consistency and accurate color when 
producing full-color materials such as brochures, 
posters and similar marketing collateral.

CMYK Process Color
When spot color printing is not possible, use 
the file named “Johnson Controls_4c.eps.” 
This four-color process version can also be 
converted to RGB for digital applications.

Spot Color
For premium applications that do not require 
four-color process, such as stationery and 
business cards, use the spot color logo named 
“Johnson Controls_c.eps.” 

To display and print the spot color logo correctly, 
make sure that you use the “overprint preview” 
feature in your graphic software applications. 
See the following page for details.

Logo reproduction
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The previous page gives you a good overview 
of when to use our spot color or four-color 
process logo. To display and print the spot 
color logo correctly, make sure that you use 
the “overprint preview” feature in your graphic 
software applications.

How to display and print our spot color logo

This is how our spot color logo 
displays or prints without using 
overprint settings.

In Adobe InDesign: select Print > Output, and check 
“Simulate Overprint” to print logo correctly.

In Adobe Illustrator: select Print > Advanced, and choose 
“Simulate” from the Overprints dropdown menu to print 
logo correctly.

In Adobe CS: select View > 
Overprint Preview for correct  
on-screen viewing.
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For applications that require special 
reproduction techniques, such as embroidery, 
cloisonné lapel pins or painted signs, we’ve 
specified colors for each stroke of the globe 
symbol. PANTONE and RAL values are shown 
at right. More specialized color breakdowns for 
signage paint and embroidery thread can be 
found on our online brand center. 

To order the approved sign paint colors, contact:

Color & Technical Specialist Sign Finishes, NA
Akzo Nobel Coatings, Inc.
5555 Spalding Drive
Norcross, GA 30092
Phone: (770) 798-8697

Spot color logo for special applications

PANTONE 293
RAL 5010

PANTONE 661
RAL 5002

PANTONE 3135
RAL 5021

PANTONE 3268
RAL 5018

PANTONE 361
RAL 6017

PANTONE 376
RAL 6018

PANTONE 285
RAL 5017

PANTONE 661
RAL 5002

PANTONE 2925
RAL 5015

PANTONE 306
RAL 5012



Maximum Size
4" / 102mm diameter
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The circle logo is an alternative option to 
our primary full-color logo for limited use on 
promotional and specialty items. The circle 
logo should not be used in collateral, product 
labeling, tradeshows or signage, unless it is 
impossible to use our primary full-color logo.

IMPORTANT
Every effort should be made to use our 
primary full-color logo.

The full-color Johnson Controls logo should 
be used on all materials that allow the logo to 
be .75 inches (19mm) or larger, with adequate 
clear space surrounding it. Only use the circle 
logo on items that require a smaller logo, such 
as the Johnson Controls lapel pin, or on large 
circular items, such as coasters, where the 
primary full-color logo would appear too small 
in the available space. In this case, the circle 
logo can be used up to a maximum size of 
4 inches (102mm) in diameter.

Please consult a member of our brand team or 
email brand@jci.com for approval in using the 
circle logo.

Circle logo for special applications
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The open globe symbol is a vital element to our 
identity. It may be used as a design element 
in brand enterprise applications if it is shown 
in its entirety and in close proximity to the 
complete Johnson Controls logo. For instance, 
the globe could be used in an exhibit booth 
where the full identity is clearly reflected 
elsewhere in the display.

The open globe symbol

The globe symbol is shown or clearly read in its entirety.

The globe should not be shown in parts or as multiples  
(in a pattern) on the same application.

The globe should not be split in a  
way that only parts of it are visible 
from any view point.
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The brand assets shown at right have been 
discontinued and should no longer be used. 
Please replace any usage with the correct 
assets shown in this book.

Discontinued treatments
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It is important to always use the 
Johnson Controls logo correctly in order  
to ensure that the impact and integrity of  
our brand is not diluted or compromised.

The samples at right show some of the 
common misuses of our logo. These samples 
do not show all of the possible usage mistakes, 
but they give you an idea of problems to avoid.

You can help ensure consistency by only using 
the approved electronic artwork. 

Common logo misuses to avoid

Avoid low-contrast or busy backgrounds that interfere with the readability of our logo.

Do not change the color of our logo. Do not distort or skew any part of 
our logo.

Do not attempt to recreate our logo.

Do not create holding shapes for  
our logo.

Do not rearrange or resize any part 
of our logo.

Do not add any graphics to our logo.

Do not add shadows or other effects 
to our logo.

Do not display or print our spot color 
logo without using overprint settings.

Do not attempt to convert one of our 
color logos to white.



Our Colors
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Johnson Controls Blue, Cyan and Green are 
our primary colors. Our secondary palette 
is rich and warm with colors derived from 
the Johnson Controls logo and augmented 
with a selection of bold, warm hues. Colors 
can be used boldly throughout our creative 
presentations to add energy, but this palette 
is also grounded by a range of grays. Gray may 
play a prominent role in some executions, but 
it is always balanced with brighter colors or 
photography to prevent it from becoming too 
dark or heavy.

In addition, seven radial gradients have been 
generated from our primary and secondary 
palettes. They add dimension to large 
background areas and subtle richness to 
colors without becoming overbearing. These 
gradients can draw attention to our brand as 
they radiate out from the Johnson Controls 
logo. A linear gradient developed from the 
colors in the logo can also be used to add 
interest to headline copy when it is placed over 
a flat color. 

IMPORTANT
Not every piece requires the use of 
gradients; they are always optional and 
used only to enhance design.

Please see the following pages for color 
specifications and breakdowns, as well as 
guidance on how to best use our color palettes 
to enhance the Johnson Controls brand.

Color palette overview
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Color breakdowns for our primary and 
secondary palettes are shown at right. You  
can use this information to specify colors for 
any print, digital or material applications.

Primary and secondary color palettes

PANTONE 7690
CMYK = 87/35/7/5
RGB = 0/129/182
HEX = 0080B6

Johnson Controls Blue

PANTONE 661
CMYK = 100/69/0/9
RGB = 0/84/158
HEX = 00539E

Johnson Controls Cyan

PANTONE 306
CMYK = 75/0/7/0
RGB = 0/188/228
HEX = 00BBE3

Johnson Controls Green

PANTONE 376
CMYK = 50/0/100/0
RGB = 141/198/63
HEX = 8CC63E

PANTONE BLACK C
CMYK = 60/52/53/70 or 100% Black
RGB = 46/42/37
HEX = 2E2925

PANTONE 3265
CMYK = 77/0/43/0
RGB = 0/183/168
HEX = 00B7A8

PANTONE COOL GRAY 11
CMYK = 44/34/22/77 or 93% Black
RGB = 52/55/65
HEX = 333740

PANTONE 7479
CMYK = 60/0/70/0
RGB = 106/193/123
HEX = 6AC07A

PANTONE COOL GRAY 9
CMYK = 30/22/17/57 or 75% Black
RGB = 95/99/105
HEX = 5F6369

PANTONE 381
CMYK = 20/5/100/0
RGB = 214/213/37
HEX = D5D537

PANTONE COOL GRAY 7
CMYK = 20/14/12/40 or 55% Black
RGB = 135/138/143
HEX = 868A8F

PANTONE 123
CMYK = 0/28/88/0
RGB = 254/189/56
HEX = FDBC38

PANTONE COOL GRAY 5
CMYK = 13/9/10/27 or 38% Black
RGB = 169/171/172
HEX = A8ABAC

PANTONE 152
CMYK = 0/66/100/0
RGB = 244/119/33
HEX = F37720

PANTONE COOL GRAY 3
CMYK = 8/5/7/16 or 24% Black
RGB = 199/201/200
HEX = C6C8C7

PANTONE 200
CMYK = 19/100/85/0
RGB = 203/36/57
HEX = CA2339

PANTONE COOL GRAY 1
CMYK = 4/2/4/8 or 11% Black
RGB = 223/225/223
HEX = DFE0DE

Primary Palette

Secondary Palette
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Specifications for creating our gradients are 
shown at right. In most cases, the colors 
used to create each gradient come from our 
primary and secondary color palettes. The 
breakdowns shown here specify CMYK values 
for the colors, but equivalent PANTONE or RGB 
values may be substituted. 

When using our radial background gradients, 
the lighter center should be located behind 
our logo and radiate out from there—generally, 
from the lower right corner of the gradient 
area to the upper left corner.

Our linear gradient should only be used 
horizontally or vertically, not at an angle. It is 
intended mainly to add interest to headline copy 
when it is placed over a flat color, but may also 
may be used to accent other graphics such as a 
chart or infographic. It is not intended for use as 
a background or other large areas.

Using gradients in digital applications can yield 
unexpected results. Use them judiciously, and 
be aware that solid, flat colors may produce 
better results when viewed online.

Gradients should not be overused. They are 
optional tools meant to enhance design, so 
not every piece requires the use of a gradient. 
Please consult with a member of our brand 
team if you have questions about appropriate 
use of our gradients.

Gradient palette
Radial Background Gradients

Linear Gradient

100/69/0/9	 100/69/0/59

75/0/7/0	 75/0/7/50

50/0/100/0	 50/0/100/50

0/28/88/0	 0/66/100/0

0/66/100/0	 19/100/85/0

30/22/17/57	 44/34/22/77

0/0/0/0	 8/5/7/16

80/0/25/0	 60/0/75/0
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Color plays a prominent role in communications, 
and when used effectively, color can help 
quickly identify and build recognition for  
our brand. Use the tips on this and the 
following page as guidance for enhancing  
the Johnson Controls brand through color.

Our brand is most effectively expressed 
through the blue, cyan and bright green of 
our primary palette. Our secondary palette is 
designed to enhance and support these colors. 
One or more of our primary colors should 
play a dominant role in all communications 
and creative applications, augmented by our 
secondary palette.

Our secondary palette encompasses a wide 
range of colors, some of which are more 
dominant than others. A little color can go a 
long way; it is important to be cognizant of the 
relative weight a color may have in a layout. 
For instance, since warm colors are often more 
powerful than the subtler blues and greens 
of our secondary palette, less are needed to 
deliver a strong impression. While you should 
not avoid particular colors in our secondary 
palette, be aware that their overuse has the 
potential to dilute our brand; please help keep 
usage of the secondary palette in balance.

Similarly, darker grays and black can easily 
overwhelm a layout more than mid-range 
or lighter grays. We use a range of grays to 
ground the more vibrant colors of our palettes, 
but by balancing the darker grays with brighter 
colors or photography, you can prevent a 
layout from feeling too dark or heavy.

How to use our colors effectively

Johnson Controls Blue, supported by warmer colors 
from our secondary palette, plays a dominant role in 
this ad.

The bright blues and greens in the photo and headline 
balance the dark gray, preventing it from becoming 
too heavy.

A small amount of red is all that is 
needed to deliver a strong impression 
on this web page.
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The wide range of colors in our secondary 
palette is intended to bring energy to 
the brand, but can come across as less 
sophisticated and dilute the brand when too 
many of them are used together. To avoid 
this problem, choose a narrower array of 
colors from within the palettes to work with 
throughout each application. The colors may 
coordinate or contrast with imagery and other 
graphic elements used in each layout.

Also, be conscious of the color combinations 
and connotations when choosing colors from 
our palette. Some combinations may evoke  
our brand personality more effectively than 
others. For instance, using several greens  
from our palettes accented with red could  
give more of an impression of Holidays than  
of Johnson Controls.

The samples at right show some successful 
applications of our color palette enhancing  
our brand. You can find more inspiration in  
the “Our Brand in Action” section at the end  
of this book.

How to use our colors effectively
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Our primary typeface is Maurea. This typeface 
is a modern sans serif which complements the 
custom-drawn Johnson Controls logotype.

The Maurea family of fonts is available in an 
array of weights ranging from thin to bold. 
Furthermore, each weight is available in  
all-capital, italic, LF and TF variations. The 
LF and TF versions differ from the standard 
version only in number sizing and spacing, as 
demonstrated at right. Using the correct style 
for every situation keeps our communications 
looking professional.

Open use of the entire Maurea family allows 
variety between communications and flexibility 
to add emphasis where needed. The full 
range of weights and styles can be used 
as needed; however, a controlled mix of 
weights, upper-and-lower-case and all-cap 
treatments creates a clear type hierarchy and 
prevents layouts from becoming too busy or 
distracting. Additional suggestions for using our 
typography effectively can be found at the end 
of this section.

Maurea fonts can be ordered from  
www.primetype.com, or contact  
Primetype directly at:

primetype GmbH 
Friedrich-Junge-Straße 7B 
10245 Berlin, Germany

info@primetype.com 

Phone: +49 (0)30 53017910

Primary typeface — Maurea

Maurea Thin 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Maurea Light 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Maurea Regular 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Maurea Medium 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Maurea Bold 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

LF weights provide slightly smaller 
numerals, optically adjusted to read 
well within copy.

TF weights feature cap-height and 
mono-spaced numerals, ideal for use 
in data sheets or financial tables.



Jenny Fenwick, United Kingdom

I’ve built up a strong network of colleagues from different regions 
and areas of the business. I’m fortunate to have had so many 
opportunities to work with them and learn from their experiences. 
This is attributed to the amount of movement i’ve had around the 
company. If you work hard, you’re recognized for it, and the 
opportunities are endless. ”

“

31

The use of a handwritten font, Janda Quick 
Note, adds a relatable, human touch to our 
communications. It is used sparingly in quotes, 
signatures or taglines to personalize a message 
and support a first-person point of view. Use it 
only for small amounts of text, since an entire 
handwritten paragraph can easily become 
overwhelming and lose its impact. Janda Quick 
Note is not required in every piece, but this 
relaxed typeface is an optional tool that can 
help create a more engaging design.

Desktop and webfont versions of 
Janda Quick Note can be licensed and 
downloaded for minimal cost directly  
from www.fontspring.com. 

Handwritten typeface — Janda Quick Note

Janda Quick Note
AB CDEFGHIJKLMNOPQRST UVWXYZ
abcdefghijklmnopqrstuvwxyz
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When the Maurea family is unavailable, we 
use Arial to maintain consistency. Arial is a 
standard system font that is widely available 
and can be used to ensure uniformity across 
many platforms. The majority of our digital and 
desktop publishing applications use Arial.

Segoe is the primary typeface for our external 
website, www.johnsoncontrols.com, and our  
intranet, myjci.com. Segoe is standard on 
most Windows machines and devices. For 
more information about using Segoe for web 
applications, visit our online brand center.

Digital and desktop publishing typefaces — Arial, Segoe

Arial 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Arial used in an internal document.

Segoe used on www.johnsoncontrols.com.
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Our preferred Maurea typeface does not 
contain all of the characters necessary to 
transcribe every language we may use, but Arial 
Unicode’s broad range of multilingual characters 
and similarity in appearance to Maurea make it 
an adequate substitute in most cases. 

Some languages, however, may require a more 
specialized font to portray characters correctly. 
For instance, Shingo has been specified to 
correctly display the complex character set of 
Japanese and to ensure readability.

Our handwritten typeface, Janda Quick 
Note, also has a limited character set and 
will encounter problems displaying some 
languages. For recommendations of font that 
closely resembles the handwritten appearance 
of Janda Quick Note in a character language, 
consult with your business unit or regional 
communication leader.

Typefaces for use in translation
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Open use of the entire Maurea family allows 
variety and flexibility; there is no standard  
size, weight or style for our headlines, 
subheads, body copy or other text categories. 
A controlled mix of weights, upper-and-lower-
case and all-cap treatments creates clear type 
hierarchies and draws attention where needed. 
In general, a thinner approach to headlines 
keeps layouts light and clean, and a limited 
number of type treatments within each piece 
prevents our communications from becoming 
too busy or distracting.

Avoid overusing all-cap treatments because 
excessive use throughout a layout or in lengthy 
paragraphs of text can reduce readability and 
be distracting. When all-cap treatments are 
used effectively, they can add emphasis; too 
much use can diminish the emphasis.

Our handwritten typeface should be used 
sparingly. You can add it to pieces where 
a more relatable, personalized point of 
view is appropriate to engage the viewer. 
Quotations, taglines or signatures are natural 
places to incorporate the human touch of our 
handwritten font, but its use is optional and 
should only serve to enhance the design; it 
should not be overused.

The samples at right and others in the “Our 
Brand in Action” section of this book show 
the flexibility and variety of successful type 
hierarchies and applications. Overall, practice 
of good design sense and techniques will 
inevitably result in typography that supports 
the Johnson Controls brand.

How to use our typography effectively



Our Photography
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Large, emotionally engaging photos are a 
powerful tool to help us best express the 
Johnson Controls brand. Subject matter 
pertaining to Live, Work, Travel  is incorporated 
into our imagery whenever possible using 
human elements from everyday life. 

Photos are realistic, inviting and full of positive 
energy. A strong sense of light and suggestions 
of motion infuse our photos with the energy 
of everyday life. Bold compositions with 
little background distraction also help create 
impactful images. Our subjects and settings 
reflect the diversity of our people and the 
markets we serve.

Imagery is not cluttered with overlaid boxes of 
color or unreadable text. Instead, typography 
is thoughtfully incorporated to reinforce both 
visual and textual messaging.

Photography overview
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Choosing photography can be difficult. Subtle 
variations can often be the difference between 
an image that conveys our brand message and 
one that misses the mark. Below are some key 
components that distinguish our imagery style.

A strong sense of light keeps our photos from 
turning too dark, but it is not so overpowering 
that images become washed out or soft. 
Colors are rich and saturated, which adds 
a crispness and reinforces our primary and 
secondary color palettes.

Indications of natural motion can also be  
found in our photography, but these hints  
of movement are only used where they make 
sense. The action always feels natural, never  
looking illustrated or overdone.

One of the most important aspects of our 
photography is how it incorporates moments 
from everyday life. Our images are candid, 
showing how we make people’s lives better 
wherever they live, work or travel. Emotions 
are authentic, and postures are natural; our 
photos never feel like they are posed or forced.

Style considerations
Our photos show… Our photos are not…

…a strong sense of light with rich, saturated colors.

…subtle hints of natural motion.

…�moments from everyday life with authentic emotions 
and natural postures.

…soft or washed out from overwhelming lighting effects.

…�overpowered by motion effects that look illustrated  
or overdone.

…posed, disingenuous or unnatural feeling.



38

Our photos show how we make people’s lives 
easier with our technologies and solutions. 
You can see ease and joy in people’s faces 
when they live in a world where everything 
runs smoothly, smartly, simply and safely. 
Our images reveal people in these simple, 
everyday moments.

Personality is expressed in an honest and 
natural way when we use candid images that 
do not appear stiff or posed. Our images 
are human, emotive and authentic, with a 
spontaneous feel that doesn’t seem contrived 
or arranged.

Subjects can engage the viewer by looking 
directly at the camera. This technique is 
especially effective with photos of our 
employees. It can be used to express a sense  
of pride in the work they do to create a world 
that is connected, coordinated and collaborative.

Our photography reflects the diversity of the 
markets we serve and of our employees.

Images of people
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When products are shown, unique angles 
and perspectives or a focus on details can 
be effective techniques to create compelling 
images. We can show the manufacturing 
process, people interacting with our products 
or the end result of our technologies at work. 

It is not necessary to explicitly display our 
products in our photography. We can use our 
imagery to convey how our products affect 
people and their environments, and we can 
enhance our brand simply by showing everyday 
scenes where our technologies operate 
invisibly to make everything work effortlessly.

Images of products



Our Brand in Action
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Email is the most common form of business 
communication today. Use of a standard email 
signature format across all employees conveys 
to our customers that we are one team 
working together.

Format your signature following either the 
Full or Minimum sample shown at right. Your 
contact information should appear in 10-point 
Arial, and the legal disclaimer text is 8-point 
Arial. Use the color breakdown for Pantone 
Cool Gray 9. 

IMPORTANT
Do not include the Johnson Controls  
logo, other logos or images in your  
email signature.

Most email servers block images for security 
purposes, requiring the receiver’s permission 
and rendering unsightly blank boxes or a red 
“X”. Images also increase the size of an email, 
putting strain on internal email servers and 
detracting from the user experience.

Email signatures

Employee Name
Employee Title
Johnson Controls

+1 414 524 0000 direct
+1 000 000 0000 cell
name.lastname@jci.com
@johnsoncontrols
www.johnsoncontrols.com

Johnson Controls
5757 North Green Bay Avenue
Glendale, WI 53209
USA

THIS MESSAGE MAY CONTAIN INFORMATION THAT IS PRIVILEGED AND CONFIDENTIAL. The information 
contained in, or attached to, this message is intended solely for the use of the specific person(s) named above. If you 
are not the intended recipient then you have received this communication in error and are prohibited from review, 
retransmission, taking any action in reliance upon, sharing the content of, disseminating or copying this message 
and any of the attachments in any way. If you have received this communication in error, please contact the sender 
immediately and promptly delete this message from all types of media and devices. Thank you.

Full

Employee Name
Employee Title
Johnson Controls

+1 414 524 0000 direct
+1 000 000 0000 cell

THIS MESSAGE MAY CONTAIN INFORMATION THAT IS PRIVILEGED AND CONFIDENTIAL. The information 
contained in, or attached to, this message is intended solely for the use of the specific person(s) named above. If you 
are not the intended recipient then you have received this communication in error and are prohibited from review, 
retransmission, taking any action in reliance upon, sharing the content of, disseminating or copying this message 
and any of the attachments in any way. If you have received this communication in error, please contact the sender 
immediately and promptly delete this message from all types of media and devices. Thank you.

Minimum
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On this and the following pages, you will find 
examples of creative that effectively enhance 
and deliver the Johnson Controls brand by 
incorporating the tools and principles found  
in this book.

There is no requirement for new creative to 
mimic the samples shown here. Instead, use 
these pieces as inspiration to develop layouts 
that feel like they fit into the family of styles 
you see here.

Inspiration
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Inspiration



Johnson Controls Power Solutions

Johnson Controls is the world’s leading manufacturer of  
automotive batteries, supplying approximately 146 million  
every year to automakers and aftermarket retailers. Our  
15,000 employees develop, manufacture, distribute and  
recycle batteries at more than 50 locations world-wide.

PRODUCT PORTFOLIO
We offer a complete portfolio of battery products and technologies that support the  
full continuum of vehicle electrification and efficiency improvements. Our products  
are designed to enable automakers to meet emissions regulations, enhance driver  
experience and meet bottom-line performance.

CAPABILITIES
In addition to our product portfolio, we offer a comprehensive range 
of capabilities that enable us to develop and deliver high quality, reliable  
product to our global customers.

•  Global research and innovation competencies encompassing our own applied  
research facilities; and technology partnerships with leading universities  
and national laboratories 

•  Extensive customer engineering capabilities such as modelling and simulation,  
vehicle level integration, and comprehensive product and system testing 

•  Robust product development, product launch processes and launch metrics  
that enable us to identify, develop and flawlessly launch the best product

•  Advanced product quality planning and manufacturing systems to deliver  
the highest quality batteries to our customers wherever they need them

•  World-leading closed-loop recycling capabilities enabling us to conserve  
natural resources and use recycled materials in the production of our batteries

MORE INFORMATION
johnsoncontrols.com 
@johnsoncontrols 
@JCI_Batterybeat

Johnson Controls. Inc. – Confidential and Proprietary
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Inspiration
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Inspiration
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Inspiration



47

This book should provide you with  
essential understanding of our brand. 
Additional resources are available at our 
online brand center, accessible from the 
Johnson Controls employee portal or by  
visiting my.jci.com/brand-center. Some of  
the additional tools you will find there include:

•	 Communications Policy

•	 Social Media Guidelines

•	 Model Release Forms

•	� Templates

If you have any questions about the information 
in this book or the Johnson Controls brand 
in general, please consult with one of the 
members of our brand team listed below.  
We are here to help and look forward to 
hearing from you.

Don Polite
Director, Corporate Brand & Marketing
Donald.H.Polite@jci.com

Caroline Saucier Kravit
Senior Marketing Specialist,  Corporate Brand & Marketing
Caroline.Saucier.Kravit@jci.com

Brand Team
Brand@jci.com

Resources




