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PwC:  There’s a lot going on in manufacturing with the use of software, data, sensors, mobile devices and 
analytics. How is Honeywell taking advantage of this convergence trend? 
 
Mikkilineni:  This convergence is going to have a positive impact on our industrial products and what 
they do for our customers. That’s something we’re doing across the board. We keep gaining momentum. 
We keep tweaking how we do it. And we are doing that very seriously. Honeywell’s advantage is its ability 
to blend great physical products with advanced software, and that creates unique customer value across 
various market segments. 
 
The second impact is on our own operations. There is a great opportunity to take operational 
effectiveness, insights and things like that to a whole new level beyond the work we were doing with just 
pure IT systems in the past. 
 
 
PwC:  What change are you most proud of in your products or operations? 
 
Mikkilineni:  We are investing a lot of money to make our products more connected and more valuable 
for customers. That’s a real shift. The second change is in our factories. We have about 20 pilot projects 
and are moving now to establish this converged technology usage, improving operations as a system. 
 
 
PwC:  Is there a space in Honeywell that’s further along than any other? 
 
Mikkilineni:  In two spaces, connected home and connected plants. All of our technologies that go into 
the home, whether it’s thermostats or smoke detectors or security systems or boiler controls, are 
connected.  We are talking about millions of devices and they’re creating value for the consumers and the 
contractors. 
 
Second is connected plants. In the chemical industry, for example, we supply the chemicals, the process 
designs and the process controls. We have created ways, through our understanding of process controls 
and how chemicals are used, to drive more yields for customers.   
 
Process control can tell you when something is out of spec, but you also have operators who may not have 
deep knowledge of chemical engineering to correct the issue. With connected plants and ongoing 
monitoring, we provide experts who can provide that additional knowledge. It helps us augment our 
conventional offerings. 
 
 
PwC:  Are you using convergence for cost savings, greater efficiency, improving customer experience or a 
combination of all of the above or something else?  
 
Mikkilineni:  We are driving value for our customers. We believe with the convergence added to our 
products, we are probably talking about billions of dollars of value for our customers. That’s our primary 
focus.  
 
 
PwC:  We see a lot of companies looking to improve customer experience to deepen what we call the 
stickiness—to strengthen the bond with customers. How are you doing that? 



 

 
Mikkilineni:  On top of the process control equipment or chemical catalysts, for example, we’re trying to 
provide this service, which is the ability to help them keep the process in spec. That service depends on 
our deep knowledge about those processes and data they don’t have. Our experts originally designed the 
process. We’re augmenting a conventional set of offerings with a strong services component.  We tell our 
customers that they should set up the process control system in a way that benefits them. That’s where the 
stickiness will improve. 
 
 
PwC:  What kind of challenges do you run into? You’ve had decades of experience as a manufacturing 
company. And you certainly know process control. But suddenly, you’re moving into this area of 
technology, of software. Where are the stumbling blocks? 
 
Mikkilineni:  People are not used to consuming this type of thing. So, it takes a bit more time to sell. 
That’s where I would say the biggest gap has been. Our customers are not used to consuming these kinds 
of services. They look at risk differently. We see their situation changing and maturing rapidly though, so I 
believe customers will embrace it soon. 
 
 
PwC:  Are there issues within Honeywell from addressing sales with a different business model? 
 
Mikkilineni:  We’re not selling traditional products. We are selling a different set of services, which 
requires different capabilities in sales and marketing—in fact, throughout the company. We are now 
figuring out the right benchmarks for success in these areas and driving improvements aggressively.  
 
 
PwC:  How are the manufacturing industry and Honeywell going to be different in five to ten years based 
on the innovations you’re putting in place now? 
 
Mikkilineni:  We have been doing a lot of lean manufacturing so far, but lean is not just going to be lean 
anymore. It’s going to be an improved lean based on significant leveraging of convergence technology. 
 
 
PwC:  So, that’s like downright skinny.  
 
Mikkilineni:  It’s skinny in the sense of process streamlining, which we believe will lead to a lot more 
efficiency and effectiveness. We’ll see it especially in the streamlining of process, leading to more plants 
where highly skilled, technology-savvy operators can make predictive decisions in real time. 
 
 
PwC:  In a few years there’s going to be a lot more efficiency? 
 
Mikkilineni:  Absolutely, because of leanness and how converged technology will take it to another level. 
 
 
PwC:  Is Honeywell collaborating with technology companies, either partnering or developing tight 
relationships to help you get traction with convergence? 
 
Mikkilineni:  We’re definitely leveraging them because there’s no point in duplication. Especially when 
there are companies like Microsoft, Amazon, SAP and others. But we’ve got to compete, too, in the areas 
of our strengths. So we are building the technology where we need to and leveraging where there is a time-
to-market advantage. 
 
 
PwC:  Are you working with any start-ups?  



 

 
Mikkilineni:  We use a few. But our worry is how long they will be around. We’re cautious, but 
sometimes we embed them and make long-term bets on them. 
 
 
PwC:  Anything else you want to say about Honeywell’s efforts?  
 
Mikkilineni: Three or four years ago, some thought this was just a fad that would probably go away. 
This is no longer a fad. It’s fundamentally going to change the industry. So, the question is, how quickly 
and how deeply will it change? Now it is a matter of putting the technology in the best places quickly to 
drive significant customer value and hope that it continues to evolve. 
 
 

 


