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"Were American Newcomen to do naught else, our
work is well done if we succeed in sharing with
America a strengthened inspiration to continue
the struggle towards a nobler Civilization-
through wider knowledge and understanding of the
hopes, ambitions, and deeds of leaders in the past
who have upheld Civilization's material progress.
As we look backward, let us look forward. "

This address, dealing with the history of Honeywell Inc., was

delivered at a "1985 National Newcomen Meeting" of The

N ewcomen Society of the United States held in New York City,

when Mr. Edson W. Spencer was the-guest of honor and

speaker on October 8th, 1985.

-CHARLES PENROSE
(1886-1958)

Senior Vice-President for North America
The Newcomen Society

for the study of the history of
Engineering and Technology

(1923-1957)
Chairman for North America

(1958)

~

This statement, crystallizing a broad purpose of the Society, was first. read
at the Newcomen Meeting at New York World's Fair on August 5, 1939,
tohen American Neuxomen were guests of The British Government.

"Actorum M emores simul affectamus Agenda"
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Members of Newcomen and guests:

ITIS a pleasure to be with you tonight and to introduce a good
friend, our guest of honor, the chairman and chief executive officer
of Honeywell Incorporated-Edson Spencer.

The Newcomen Society honors the memory of Thomas Newcomen,
the English inventor who has earned a place in history as one of the
initiators of the «industrial revolution." It is appropriate that the com-
pany we honor this evening has built its success on products developed
from inventions.

It is also appropriate that the career of our guest of honor has been
the personification of the purposes of this society-to support, promote
and interpret our free enterprise system.

Ed Spencer's skills and vision represent the very best of American
business enterprise. His performance over thirty years at Honeywell
is a matter of record-a very impressive record. Honeywell is inter-
nationally respected for technological innovation, the quality of its
products and the premium placed on integrity and service. We look
forward to hearing "The Honeywell Story" this evening from the man
who wrote a very large portion of the book.

But I suspect Ed may be too modest to tell another story. It is the
story of an executive who has unselfishly lent his time and expertise
to areas of global concern.

As chairman of the Business Roundtable Task Force on International
Trade, and past-chairman of the Advisory Council on Japan-U.S.
Economic Relations, Ed has taken a strong business advocacy position
on the issue of foreign trade.

Under his leadership, the Business Roundtable Task Force is work-
ing hard to assist the administration in reversing the growing trade
deficit. Ed and members of his task force have devoted large amounts
of time and energy to inform key members of the administration about
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EDSON W. SPENCER, CHIEF EXECUTIVE OFFICER AND CHAIRMAN OF THE BOARD,

HONEYWELL INC.

the Roundtable's position. Recently we have begun to see elements of
that position in the president's program to address the current trade
imbalance.

This commitment to corporate responsibility-to public responsi-
bility-has been the hallmark of the Spencer style of doing business
through all the years it has been my privilege to know him.

Ed Spencer was born on June 4, 1926, in Chicago. He attended
the University of Michigan, was an officer in the United States Naval
Reserve and graduated from Williams College in 1948. He spent two
years as a Rhodes Scholar at Oxford.

In 1954, after working in Venezuela for three years, Ed joined

[ 6 ~

Honeywell. He served in the Aeronautical Division and as Honey-
well's Far East regional manager in Tokyo. After returning to Min-
neapolis in 1965, he became corporate vice president of international
operations. He was named executive vice president and elected director
of the company four years later. In October 1974 he was elected
president and chief executive officer, and in May 1978 became chair-
man of the Board of Directors.

There have been many noteworthy characteristics of Honeywell
under Ed's leadership. Two stand out for me. The first is the company's
role as an active corporate citizen-not only in Minneapolis where
standards of corporate responsibility are very high, but in other cities
where Honeywell has operations. In 1984 Honeywell was the only
company to receive the President's Volunteer Action Award for com-
munity service. I lived in Minneapolis for five years and assure you
that no company-and no chief executive officer-contributed more
to building the triangle between business, government and people.

Second, Honeywell is widely recognized for its technological
achievements. Also, in 1984 it was one of only three companies
awarded contracts by the United States government for the develop-
ment of state-of-the-art semiconductor technology, testimony to Hon-
eywell's preeminence in the application of new technology.

Outside Honeywell, Ed's activities extend to directorships in the
Norwest Corporation and, since last April, CBS. He is also a member
of the Board of Trustees of the Ford Foundation, the Mayo Foundation
and the Carnegie Endowment for International Peace.

The Honeywell company motto--"Together, we can find the an-
swers"-is particularly suited to the man we honor this evening. Team-
work has laid the foundation for Honeywell's outstanding success for
one hundred years. Your speaker tonight is a great team player-and
a world class team leader.

Ladies and gentlemen, it is my privilege to introduce to you EDSON
SPENCER, chairman and chief executive officer of Honeywell Incor-
porated.

'i 'i
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Members of Newcomen and guests:

IT'sA great pleasure as well as an honor to be here this evening.
The Newcomen Society must be commended for its efforts over
many years to support the free enterprise system and to encourage

the study of American business history. I appreciate the opportunity
to tell you something of Honeywell's history over our company's first
one hundred years. We think we are a vigorous and successful con-
tributor to that free enterprise tradition.

I will not tell Honeywell's story chronologically tonight, because
much of our real success would be lost in dates and figures. Instead,
I would like to consider our history in terms of the principles that
have guided the development of the company.

With that caveat, however, I will at least start at the beginning.
Plato once wrote, "The beginning is the most important part of the
work." And his words hold true for Honeywell. The reason that the
beginning was so important in our case can be conveyed by another
quotation, this one from Mark Twain, an American philosopher and
writer, who said, "Law is sand, but custom is rock."

Twain's point was that custom or tradition endures. It withstands
the effects of time and demands even stricter adherence than do laws.
Honeywell's customs were established in the very early days of the
company, and, as would have pleased Twain, they guide the company
still, one hundred years later.

What are those customs that have endured for so long at Honeywell?
The one that stands out most is continued creativity.

Creativity is by no means unique to Honeywell, but I believe the
way creativity has contributed to our successful growth for one hundred
years is noteworthy. After all, only twenty industrial corporations in
the United States are older than Honeywell-and very few of them
were founded on, and still remain on, the technological frontier and
in the business in which they were founded.

So let's examine creativity in Honeywell. Our creative process does
not begin with the question "Is it new?" but rather with the question
"Is it useful?" Our creativity has focused since 1885 on meeting needs.

We have met the needs of our customers both by inventing products
and by acquiring complementary products or companies. As a result,
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ALBERT M. BUTZ, INVENTOR OF THE W. R. SWEATT, ONE OF THE PRINCIPAL

DAMPER-FLAPPER, 1885 FOUNDERS OF HONEYWELL INC.

our proudest accomplishments in our first century are not our many
inventions but our successes in creatively integrating inventions from
many sources into efficient, useful products and systems that meet the
needs of the marketplace.

By valuing utility over originality, one could say that Honeywell
is inspired by laziness. But, in fact, laziness has inspired many in-
ventions. A lot of great inventions came from a simple thought: "There
must be an easier way!"

So it was with the part played by a lazy man in the beginning of
Honeywell. We can imagine Al Butz, a Swiss-born inventor, lying
in his bed early in the morning, barely awake, cozy under his heavy
blankets. He dreaded the thought of running through a freezing Min-
nesota house to the basement in order to stoke a furnace. "There must
be an easier way," and he set out to find it.

Al Butz discovered an easier way to control the heat in his home.
He devised a system that automatically opened or closed a vent on the
furnace. By controlling the amount of air that reached the coal fire,
the fire was either fanned or damped. His invention was known as
the Damper Flapper. The company that became Honeywell was
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founded on the patent Al Butz filed in 1885. The invention eventually
became known as a thermostat.

That search for an easier, better way to do something has guided
the development of Honeywell since Butz first designed and patented
his Damper Flapper.

With an invention in hand, the time came to transform it into a
useful product that would serve more than its creator. Al Butz formed
the Thermo-Electric Regulator Company to market his new invention.
Butz apparently had no difficulty selling his Damper Flapper to inves-
tors, but he had less luck selling it to the public. The company limped
along until 1893, when William R. Sweatt, a twenty-six-year-old
director of the company, agreed to take over management. The com-
pany had found its leader for the next four decades.

In his first year, W.R. started one of Honeywell's most cherished
traditions-profitability. In every year since I893-ninety-two con-
secutive years-Honeywell has made a profit.

Sweatt's first challenge was to inform the public that they should
buy the thermostat as an alternative to those early morning and late
night dashes to the furnace. The Thermo-Electric Regulator Company

had the difficult job of selling a product that was ahead of its time.
The idea of controlled heating was new in the I 890s, much as integrated
systems management and control in buildings and factories is new
today.

Under Sweatt's guidance the company shifted its focus from its
invention to its customers. Because Sweatt himself was not an inventor,
he became absorbed in the process of selling the heat regulator. Crea-
tivity made the essential leap from the inventor's laboratory to the sales
manager's office.

The stories are numerous of Honeywell salesmen knocking on doors
with their wares in hand, only to have potential customers tell them
of a problem they were having with their furnaces. Before the salesman
could even make a pitch, he had his sleeves rolled up and a screwdriver
or wrench in hand fixing a furnace. Maybe he sold a Damper Flapper
and maybe he didn't. But two things happened: One, Honeywell de-
veloped a reputation for excellent service; two, its salesmen came to
know more about furnaces than did the people who manufactured
them. Their knowledge and their creative on-the-spot solutions relayed
to the factory were essential to the improvement of furnaces as well
as thermostats.

FACTORY CREW IN 1907. THE OLDEST AVAILABLE PICTURE OF EMPLOYEES, IT SHOWS

THE INTERIOR OF THE BUILDING, A FORMER BOWLING ALLEY

THE HONEYWELL CLOCK THERMOSTAT MADE EXCLUSIVELY FROM HONEYWELL

PRODUCTS, PRODUCED IN THE 20S
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Honeywell didn't even have engineers in its early days. It wasn't
until the company reached the ripe age of forty, in 1925, that it hired
its first trained engineer. For the previous seventeen years, Fred Den-
ison-who hadn't completed grade school-had been Honeywell's in-
formal and only engineer, serving at the same time as assistant factory
superintendent.

The Damper Flapper was steadily improved, however, by paying
close attention to the sales and service people who had direct contact
with customers. A clock was added as a timer to automatically adjust
the heat in the morning and evening, and an electric motor replaced
dry cell batteries to move the furnace damper.

Incidentally, the clock thermostat became the forerunner of today's
energy savers. I believe that evolution in business is more important
than revolution. To prove the point, there is a Honeywell ad from
World War I for a clock thermostat that says, "Turn down your
furnace automatically-save coal."

The importance of customer service in those early days is well
illustrated by the life-long attitude toward service that was ingrained
in W. R. Sweatt's sons, who became involved in the business when
they were just teenagers.

W.R. had two sons, Harold W. and Charles B. Sweatt. Harold
eventually became president and chairman of Honeywell and Charlie
became vice president for sales.

A story is told about Charlie by his son, Harry-who is now a vice
president of the company. The story illustrates the important role
customer service must have played in the early years of the company.
Harry recalls visiting his father's farm in Virginia when the latter was
sixty-seven. Late one December night a neighbor lady called to report
that her thermostat wasn't working. Charlie went to get his coat and
tools to fix it. His son balked at his father's going out at night to fix a
thermostat. "The company has service people to do that," he said.
Charlie replied, "Not when a customer calls me directly," and he fixed
the thermostat himself.

That willingness to solve problems for customers led to many of
the company's new products. The heating business was on the verge
of a revolution in the 1920S. Coal was on its way out as a home heating
fuel. The coming thing was oil or gas heat, and the new need was for
safety-to protect from explosions of these more voJati lc fuels.
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ASTRONAUT BRUCE MCCANDLESS USED THE HONEYWELL MANNED MANEUVERING UNIT

(MMU), TO MOVE 90 METERS AWAY FROM THE SPACE SHUTTLE CHALLENGER

Honeywell developed a burner control system that solved the prob-
lem. With Honeywell's controls, if the furnace failed, it failed safely.

Honeywell decided as a matter of policy not to compete with its
customers by manufacturing furnaces. The company did begin a cam-
paign to have furnace makers redesign their products to accommodate
controls. It was another example of how Honeywell did its best to
offer customers an easier way. The company followed a similar path
with air conditioning equipment and controls, promoting better air
conditioning and selling more controls as a result.

Honeywell's creativity with controls led to a whole new business
when a dramatic new need for controls emerged during World War
II. Our country needed better instrumentation and controls for its
long-range bombers. The army came to Honeywell in 1942 to ask
our help in applying our closed loop control systems to guide and
stabilize B- 17S and B-29s. We were able to meet the need with another
creative solution.

That was our entry into the avionics business. It placed Honeywell
on another technological frontier. From a simple beginning in 1942,
we now have a $2 billion defense business. We are the only American
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manufacturer of lightweight torpedoes. We are the leader in new laser
inertial navigation systems-a business, incidentally, that required
eighteen years to go from initial research contracts to first volume
shipment of systems to our customers. We have also had our control
systems on every United States space launch. On the Space Shuttle we
provide flight controls, and our engine control computers have been
responsible for two safety shutdowns, seconds before launch.

One of our newer control systems developments is for the integrated
building. That's a building in which many systems-heat, light, se-
curity, communications and information-can be monitored from a
central control room. This is a market that is only emerging today,
with Honeywell setting the standard, just as home heating controls
was a new market at the turn of the twentieth century. Likewise in
industrial process control, our digital control systems have become the
industry standard by applying a creative solution to a need, thus cre-
ating a market for the product.

There is a great deal of emphasis these days in many businesses on
service. Service has been a major focus of the company for one hundred
years. We now have eight service businesses, serving eight of our
major markets. We have applied creativity here as well, with instant
response phone centers, remote software diagnostics and artificial in-
telligence for maintenance routines. Providing customer service has
also become a high-tech business.

We have talked about growth from within. Throughout its history,
Honeywell has grown by combining invention and acquisition but
always of strategically related businesses. Acquisitions were never made
for growth's sake but rather to strengthen things we were already doing.

In the company's early years, W. R. Sweatt bought patents, fourteen
in the first three years. A turning point came in I927. Two bitter
competitors saw the advantages of combining their resources. Sweatt's
company, then called the Minneapolis Heat Regulator Company, was
by that time a $2 million enterprise. But a company in Wabash,
Indiana-the Mark Honeywell Heating Specialties Company-was
marketing similar products and was about the same size. The Indiana
company worked primarily with hot water heating, and the Minne-
apolis company worked with heated air. Mark Honeywell and W. R.
Sweatt agreed to merge their companies under the prodding of a New
York investment banker.

" I 'I 11

The new publicly held company was the Minneapolis Honeywell
Heat Regulator Company, with combined sales of $3 million. Its
headquarters was in Minneapolis.

So Honeywell was the name of a man who played a pivotal role in
the growth of the company. Mark Honeywell served as president of
the company and then chairman until I953. In I964, the company
officially dropped "Minneapolis" and "Regulator" from its name and
became simply "Honeywell Incorporated."

The I927 merger created a company that survived the rigors of the
depression. Sales dropped back to $3 million in I 933, but there was
still a growing demand for heating controls. In I927, only IO percent
of American homes had automatic heat. In the ten years following the
merger, which included the depression, sales tripled. By I93 5, revenue
had soared all the way to $9 million.

At one point during the depression, survival was threatened. Hon-
eywell took to making flour sifters for a company across town, Pills-
bury, just to keep Honeywell people employed.

In all, Honeywell has acquired over I30 companies, mostly small,
and all strategic.

Another acquisition that stands out was the I934 purchase of Brown
Instruments in Philadelphia. Dick Brown and his company brought
to Honeywell expertise in industrial process controls.

Brown also brought to Honeywell its relationship with Yamatake
Trading Company in Japan-to this day a major international partner
of the company.

Yamatake had held the Japanese marketing rights for Brown's con-
trols since I920. The new relationship with Yamatake contributed
significantly to Honeywell's international affiliate expansion, which
began in Canada in I93 I and The Netherlands in I934. Today the
company has fifty international affiliates and direct sales and service
in ninety countries. Incidentally, talk about surviving adversity, Ya-
matake Honeywell's Tokyo factory was burned in the last air raid of
the war. The company survived by manufacturing ash trays and light-
ers until the controls market revived.

In the early I 950S a new technology presented exciting possibilities.
The computer age was dawning. Honeywell's management believed
there were important parallels and eventual connections between its
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HONEYWELL MANUFACTURING AUTOMATION. HONEYWELL'S INFORMATION AND CON-

TROL SY,5TEMS FOR MANUFACTURING RANGE FROM SENSORS ON A FACTORY FLOOR TO

COMPANY-WIDE INFORMATION SYSTEMS

wide-ranging control technology and digital computers. Honeywell
engineers first saw the potential for digital computers in improving
control of industrial processes and in aircraft flight controls.

In Honeywell's computer business, we have another example of
Honeywell's combination of internal development and acquisition.

In 1955, Honeywell entered a joint venture. Datamatic Corporation
was founded, with Honeywell having a 60 percent interest and Ray-
theon holding 40 percent. The charter was to develop and market
large data processing systems for automating offices.

Stanford Research Institute recommended that Honeywell go into
the computer business, but only if we were willing to be patient. SRI
projected a 10 percent market share, thirty large machines installed
and break even after three years.

In 1957, Honeywell bought out Raytheon's share of Datamatic and
found out what patience was all about. It would be another twelve
years before we made a profit on our computer business. In 1969, the
computer group reported revenues of $35 T million, which was 50
percent higher than the revenues of the entire company back in 19

II I () II

when Honeywell decided to enter the computer field. Patience finally
showed signs of paying off.

To keep up in this fast-moving market, we entered Japan in 1962
with a technical association with NEe. In 1966, we acquired the mini-
computer business of Computer Control Company. In 1970, we pur-
chased the computer division of General Electric and its French af-
filiate, Machines Bull. The worldwide market share of the combined
businesses was IO percent. In 1976, Xerox sold their computer business
to Honeywell.

Meanwhile in France in 1976, Honeywell merged "Bull" with
"CIl," the French government-owned computer company. Then, un-
der threat of nationalization by the Mitterand Socialist government in
1982, we sold our investment to the French government-at a profit.

Today, Honeywell has a worldwide technology and marketing re-
lationship with a nationalized Bull in Europe and a privately owned
NEC in Japan. Cooperation between these three companies has been
the most effective way to serve customers in America, Europe and
Japan with common products and services.

HONEYWELL INTEGRATED BUILDINGS. THE RENAISSANCE CENTRE, A 600,OOO-SQUARE-

FOOT OFFICE BUILDING, CONVENTION CENTER AND HOTEL COMPLEX NEAR WASHING-

TON, D.C., IS BEING EQUIPPED WITH HONEYWELL CONTROL, COMMUNICATION, AND

COMPUTER SYSTEMS
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As predicted in 1955, we have seen the digital technology of the
computer world become an integral part of our control systems business.

Beginning in 198 I, Honeywell stepped into a new market and
acquired several telecommunications companies. We also entered into
a technology exchange with L. M. Ericsson, Sweden's outstanding
communications company. These moves complete the technologies we
need for the systems of the future, involving computers, communi-
cations and controls.

Honeywell has been creative, generally going it alone through in-
ternal development but being willing to associate with other companies
or, when strategies required, to invest in acquisitions.

There is another investment, however, that surpasses all others in
importance. It is another of Mark Twain's rocks that has become a
custom in Honeywell. That investment is in creative people. Honey-
well's most significant investment, from the time W. R. Sweatt was
hired as a young man in 189 I, has been in its employees-now 95,000
strong around the world.

H. W. Sweatt probably captured the personality of Honeywell best
when he spoke with a group of company sales people. He said:

While I always want to strive for perfection and never want to
be satisfied with less, if I had to choose I would prefer to settle
for a little less perfection today and a little more imagination for
tomorrow-recognizing that in pushing this spirit of restlessness
we are bound to make more mistakes and sacrifice some immediate
gains. Whatever else we may do, we must strive always to keep
it fully alive-this spirit of restlessness.

The imaginative restlessness that H. W. Sweatt encouraged could
not have been instilled by top-down direction. It could develop only
in a place where ideas could filter up as well as down. It could develop
only in a place where the merit of ideas carried more weight than their
source. It could develop only in a place where participation and shared
objectives were valued more highly than executive orders.

In the mid 1970S Honeywell took a very close look at what its
human resource requirements would be in the year 2000. We found
that we were in danger of coming up short in attracting, motivatin

" I R II

PROFESSIONAL SYSTEMS. VIRGINIA MASON MEDICAL CENTER IN SEATTLE HAS A HONEY-

WELL DPS 8 LARGE COMPUTER THAT FEATURES TOOLS TO HELP NONCOMPUTER PROFES-

SIONALS IN THEIR WORK

and retaining the type of individuals we were going to need to meet
our goals.

We found that we were going to need more technicians and software
experts; we were going to need more people in R&D and in field sales
and service and fewer in machine shops and assembly lines; more
Ph.D.'s and technical high school graduates; more women and mi-
norities were going to be in senior jobs, because their skills would get
them there in competition with white males. The motivation would
not be that of World War II veterans then running the company but
rather the motivation and desires we saw in our own children.

The result was a broadside attack on management style (or "culture"
to use the popular word of the day). Participative management, shared
as well as understood objectives, work group conferences and intensive
training from the CEO to the shop floor are, after ten years of hard
work, a way of life at Honeywell.

One interesting example of how creative people played a significant
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role in the evolution of the company occurred last year. We picked
twelve of the brightest strategic thinkers in the company. They were
asked to analyze strategies throughout the company; to apply original
and creative thinking to their task; and to report to our management
committee, unencumbered by any internal political considerations.
This group called themselves the "Restless Spirits."

The Restless Spirits told us to get back to basics, to take advantage
of opportunities available in our traditional markets, and to launch
Honeywell's second century from the strengths of our first one hundred
years-leadership in automation and control.

Does participative management work? Yes, as long as we never
forget who is the boss and when and where decisions have to be made.
Having people share in the thought process that leads to decisions is
a way to increase our employees' effectiveness in implementing those
decisions and getting results. It is a way of satisfying the needs of our
well-educated mobile, intelligent, creative work force.

The picture may come to mind of a corporation full of restless
people heading off in all directions-corporate anarchy. The people
of Honeywell do have a framework, however, in which they can
exercise their restlessness.

The framework was very clear from W. R. Sweatt's earliest years
in the company. In 1974, for the first time we put into writing the
basic principles that we had inherited from our predecessors. A sum-
mary of those principles was distributed throughout the company.
Today that is in offices of the Honeywell community around the world.

The first principle is that Honeywell will make a profit. Profitable
operations are necessary to assure the continued health and growth of
the company.

Second, Honeywell believes in the highest level of integrity and
ethical behavior in all of its relationships.

Third, Honeywell is dedicated to serving customers through ex-
cellence of product, systems and service and through working together
to find answers to their problems.

Fourth, people are the key to Honeywell's success. The company
actively and affirmatively attracts and promotes the best people without
regard to age, race, sex, creed, disability or nationality and rewards
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them on their performance. Honeywell provides an environment for
open, timely communications, safe working conditions and opportu-
nities for personal growth and accomplishment. Honeywell respects
the dignity and privacy of individuals and believes in a climate of
trust, cooperation and employee involvement.

Fifth, quality of product, application and service is essential to
continue Honeywell's success. Honeywell believes quality results from
an environment in which people work together to sustain excellence.

Sixth, Honeywell believes sound growth is necessary to successful
company performance. This is achieved through well-managed risk-
taking, innovation and entrepreneurship. Honeywell is committed to
a decentralized structure in which business decisions are made at the
lowest appropriate level.

Seventh, Honeywell operates in compliance with all applicable laws
and in ways that build a lasting reputation for integrity and good
citizenship in all countries in which it does business. The company
encourages employees to become involved in community and national
affairs.

These seven principles describe the customs that have guided Hon-
eywell for a century. They provide a guide to individual employee
actions and, hence, reflect on the company as others view us as well
as how we internally view each other.

One area in which we take a good deal of pride is our corporate
responsibility programs. We believe that what's good for the com-
munities in which we work is good for the company as well as those
communities. Community involvement is now a part of the business
objectives of each of our divisions.

Our community involvement goes well beyond corporate philan-
thropy. Our dollars can make a difference, and in 1984 we contributed
almost 3 percent of United States pretax earnings to charitable causes.

But dollars are only the first step in corporate responsibility. Dollars
must be backed by people. Honeywell encourages employees to vol-
unteer their time so as to channel the energy and creativity of the
company for the benefit of the community. Six years ago we established
a retiree volunteer group, now numbering over 1,000 retirees active
in the United Kingdom and seven United States cities. The group has
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ARTIFICIAL INTELLIGENCE. IN 1986, HONEYWELL SERVICE PEOPLE WILL BEGIN USING

ARTIFICIAL INTELLIGENCE SYSTEMS TO MAINTAIN INDUSTRIAL AND COMPUTER

EQUIPMENT

served as a model for retirees from other corporations who have joined
together to share their wealth of experience and knowledge to meet
public service needs of their communities. For the last ten years, we
have given community service awards to employees for their creative
volunteer work. The award includes $500 to the charity of the em-
ployee's choice.

We were very proud in 1983 when President Reagan presented
Honeywell with the President's Volunteer Action Award in recognition
of our varied community activities.

Another custom on which the company has been built relates to the
way we deal internally with each other. A premium has been placed
n informal communication.

That may be demonstrated best by the fact that Honeywell was
already sixty ycar« old before the first organization chart was drawn.
Even with an organization chart, however, we have striven to prevent
people from being boxed in by boxes on paper. We have shown that
business success will result from the way we work together to solve
problems, not by how we are organized.

The company motto is "Together, we can find the answers." The
"we" is very broad. It includes employees at every level of our or-
ganization. It includes our customers. It applies to the problems of
doing business, and it applies to the problems we address in the world
around us.

There is no better time than when celebrating a hundredth birthday
to look ahead and see what the past tells us about the future. It also
helps to have a captive audience. Before your "restless spirits" get the
best of you this evening, let me outline briefly for you what I believe
our history indicates for our future.

Our creativity has taken us far afield from controlling home heating.
Here are some of the things we are working on:

• Very High Speed Integrated Circuits with individual features so
small that on the head of a pin you could put the map of the
United States-and identify streets, if you could see them.

• The fastest known semiconductor transistors, switching electric
current at I I .6 trillionths of a second.

• A new computer endowed with human-like thought processes,
using trial and error much as humans do.

• Air quality and pollution control systems that could make controls
for indoor-air cleanliness as common as thermostats are today.

• Manufacturing control systems using integrated circuits, micro-
processors and computers to integrate control from the sensor on
the shop floor to the data processing department.

• An all-electronically controlled home of the future.

• Integrated building systems that provide cost effective ways to use
buildings and their offices more efficiently.

• Products and systems that will help our country lead in exploring
uter space as well as the depths of the ocean.
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THE CLASSIC HONEYWELL ROUND THERMOSTAT, DESIGNED IN THE 40S, IS STILL

PRODUCED TODAY

Creativity in the exciting world of technology will propel us into
our second century. It is going to be the creative employees who work
in the company, however, who will provide the leadership to take all
that creativity and turn it into a second century of growth and bottom-
line profits for our shareholders.

If there is anything in the story of Honeywell that should be pointed
out, it relates to the continuity from the past. The company is built
on a solid foundation of custom and tradition that endures and provides
the rocks on which the future can be built. Combine that history with
a restless spirit of creativity that is always willing to embrace change,
and Honeywell's second century looks to be a bright second hundred
years.

THE END

~ ~

"Acto rum Memores simul affectamus Agenda!"

If 24 11

THE NEWCOMEN SOCIETY
OF THE UNITED STATES

INAPRIL 1923, the late L. F. Loree (1858-1940) of New York, then dean
ofAmerican railroad presidents, establisheda group now known as "American
N ewcomen" and interested in Business History, asdistinguishedfrom political

history. Its objectives center in the beginnings, growth, development, contributions,
and influence of Industry, Transportation, Communication, the Utilities, Mining,
Agriculture, Banking, Finance, Economics, Insurance, Education, Invention,
and the Law---these and correlated historical fields. In short, the background of
thosefactors which have contributed or are contributing to theprogress of Mankind.

The Newcomen Society of the United States is a nonprofit membership corpo-
ration chartered in 1961 under the Charitable Law of the State of Maine, with
headquarters at 412 Netocomen Road, Exton, Pennsylvania 19341, some five
miles east of Downingtown, Pennsylvania, and 32 miles west of the City of
Philadelphia. Here also is located The Thomas Newcomen Memorial Library
and Museum in Steam Technology and Industrial History, a reference collection,
including microfilm, open to the public for research and dealing with the subjects
to which the Society devotes attention.

Meetings are held throughout the United States of America and across Canada
at which N ewcomen Addresses are presented by leaders in their respective fields.

The approach in most cases has been a life-story of corporate organizations,
interpreted through the ambitions, the successesand fa ibures, and the ultimate
achievements of those pioneers whose efforts laid the foundations of the particular
enterprise.

The Society's name perpetuates the life and work of Thomas Newcomen (1663-
1729), the British pioneer, whose valuable contributions in improvements to the
newly invented Steam Engine brought him lastingfame in thefield of the Mechanic
Arts. The Neiocomen Engines, whose period of use was from 1712 to 1775,
paved a way for the Industrial Revolution, Newcomen's inventive geniuspreceded
by more than SO years the brilliant work in Steam by the world-famous James
Watt.

The Newcomen Society of the United States is affiliated with The Newcomen
Society for the Study of the History of Engineering and Technology, with offices
at The Science Museum, South Kensington, London, S. W. 7, England. The

ociety is also associated in union with the Royal Society for the Encouragement
of Arts, Manufactures and Commerce, whose officesare at 6 John Adam Street,
l.ondo«, W.C. 2, England.

Members of American Newcomen, when in Europe, are invited to visit the
IIfIIIIC of Thomas Netocomen at Dartmouth in South Devonshire, England, and
III .r1'11 Ihl' Dartmoiuh' Newcomen Engine working.
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Late American Member of Co unci! at London

The Newcomen Society

for the study of the history of
Engineering and Technology

Honeywell"i? I
f

After 100 Years"The roads you travel so briskly

lead out of dim antiquity,

and you study the past chiefly because

of its bearing on the living present

and its promise for the future. "

-LIEUTENANT GENERAL JAMES G. HARBORD,
K.C.M.G., D.S.M., LL.D., U.S. ARMY (RET.)

(1866-1947)
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