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Siemens —

SIEMENS

founded in 1847 we still exist and we are successfu !

Success factors

Siemens AG successful existence: 163 years

Average life expectance of a Western
European or US company: 20 years

Survival rate of the most important
German industrial companies present
in 1913: 20%

Success factors are e.g., an innovative
entrepreneur , expertise in specific product or
manufacturing technology , patent rights,
solid equity base , professional management
methods, adapted and efficient organization
etc.

But these are no guarantee for successful
survival without a strong company culture
which outlasts market cycles!

The foundation and survival of Siemens are most of

all major cultural achievements
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A strong company culture creates engagement and SIEMENS
drives business performance

Correlation of financial results

and engagement Four insights

. .
Change in % A company' s culture is the sum of the values,
40% - . . , .
norms and beliefs which guide the employees
30% - 28 decisions and behaviour
20% A 19 Employee engagement is to a high degree
14 dependant on the company' s culture , e.g. fairness
10% - and team orientation, competencies development...
0% I There is no one “right model” for a company
4 culture — there are many depending on core values,
-10% A - L
11 vision and strategic priorities
-20% 7 A strong and adequate company culture is a
-30% A strategic issue as precondition for
2o -33 — attracting and retaining the best employees
- 0
12 month chg. 12 month 12 month EPS — strategy implementation and execution
in op. income net income growth rate — long term economic performance
growth rate
[_] High engagement (rational, emotional, motivational) — sustainable value creation
- Low engagement (rational, emotional, motivational)

Source: Global Workforce Study 2007, Towers Perrin (12 month study, 88.600 individual responses from 50 global companies, 19 countries)
Page 3 May 2010 © Siemens AG/CD S 2009. All rights reserved




A company's culture is manifest in its strategic SIEMENS
framework

Goals/targets
(annually)

Strategy
(mid term)
Vision
(mid to long term)
Values
(long term)

To be successful, goals/targets and strategy needt o be properly aligned with
and closely linked to values and vision
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Values are the basis of a company's strategic SIEMENS
framework

The values of a company ...
... are the basis of the company's culture
... Shape a company's identity
... are guiding principles for the decisions

and the behaviour of the employees
/ \ ... outlast economic cycles and provide a

long term perspective

... address economic performance , but

include social and environmental aspects

beyond crude profit

Values
(long term)

The values of a company are the basis of the compan  y's culture
and (normally) don’t change over time
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SIEMENS

Siemens - Our Values for a global business

‘3

These values have been the basis for our success
for more than 160 years and continue to be so in
the future.

To these values more than 400.000 employees
around the world are committed.
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SIEMENS

25 principles specify our values

e LUNIJULL DUsiieEss i a uauunul
and transparent manner

We are creative and open to new

VWe are disciplined and act fast and ideas

We are fair in our relationships with decisively

competitors and stakeholders

: . \We are ingenious and visionary
We always strive for improvements

and perfect quality

We are frendsetters

We honor commitments

\We deeply understand our
customers’ needs and challenges

\We constantly challenge the status
quo

We respect property

We strive for the protection of the

environment \We systematically develop our

personal skills and leverage our full
potential

We are committed to good
corporate citizenship

We interact in an efficient and
We are fully engaged and pragmatic way
empowered to achieve the best

VWe embrace change to ensure we
results

are competitive in the future
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Our values guide us in our daily work

No one is perfect,

but a team can be! Implementation and execution for

best answers to our customers'
needs

We are passionate
for quality Cooperation in an

atmosphere of trust
Showing leadership, making
decisions, taking
consequences, jointly serving
a common goal
, N
We are creative
and proud of our
engineering art
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We take a long-
term perspective

We follow a conservative financial policy
and prove our commitment to
environmental technologies in capital
allocation




Living by values also means to make existing
misconduct transparent and to prevent future failur es

The compliance scandal in 2006/2007 was a deep cris  is

Loss of trust from all stakeholders and damage to our brand

Risk of partial discontinuation of our business and a fine
potentially threatening our existence

Questions on our identity
Dealing with this crisis also meant to return to ou r values
Launch of values
Implementation of efficient compliance structures
Changes in top and middle management for a new start
Today we are best practice for handling compliance issues

Siemens is ranked best in class for compliance in the Dow
Jones Sustainability Index

Not living by our values includes risk of value des truction
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Our zero tolerance policy for non-compliance is
followed worldwide and under all circumstances

Peter Loscher, CEO Siemens AG

"l have made the topic compliance to one of my top priorities . For me, the aim is to
establish a company culture in which adherence to a code of conduct based on high
legal and ethical standards provides the fundamental values for all business activities.
Highest performance with highest ethics - this is not a contradiction, it is a must
Every one of us has a contribution to make to the implementation of our compliance
guidelines. And there will be no compromises here: illegal and improper behavior will
not be tolerated under any circumstances ."
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Our values are shared by our colleagues globally

"Our technologies in the
Healthcare Sector not only
set new standards, but can
also help save lives ."

Healthcare, Austria

/"I have encountered such

unprecedented power projects, that

could bring revolutionary

improvements in the energy sector
in Pakistan. Siemens teaches you

to innovate not imitate
\_Energy, Pakistan

"Our values are international and
they fit for the region perfectly.”
Corporate Finance, Qatar

4

"There are three remarkable \
elements in my work
environment — the great
cooperative team, the
encouraging atmosphere and
the company's culture of
quality."

Energy Automation, Hong Kong

)

" Siemens provides the
optimal environment for
innovation and employee
self-improvement."

Corporate Technology, Russia

e )

'I have no doubts that the
employees of Siemens
and its brand loyal
customers share the
same values "

Engineer, Indonesia

/

/

"l believe, the diversity we
have is, one of the kea
drivers for Siemens' growth
today and in the future”

Industry, Thailand

\

)

"l find a lot of motivation in knowing
that with our work and our values we
are helping to ensure that the citizens
of our world have the best quality of
life. I am proud to be like Siemens.
Good from the start and getting better
every day."

Engineer, Colombia

~

J

"Together with 55 nationalities who share a
common belief in a more sustainable
future , | see our responsibility in a global
perspective. It inspires me to live a more

responsible daily life
Wind Power, Denmark

values ."
Site manager, Brazil
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"Satisfaction and pride of
being part of the company:
its ethical conduct is in tune
with my principles and

"| feel part of an extended family. In my current
location, over 30 nationalities are represented

among the employees. | am most proud to be part
of Siemens because of the fairness, honesty
and striving for excellence

Corporate Research, USA

\

j
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Our values are the building block of our identity
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The Vision is the linchpin of a strong and consiste nt
strategic framework

The vision of a company ...

... conveys a company's strategic
aspiration and motivates commitment to

strategic goals
...Is the missing link between values and
strategy
Vision : .
: ... Is the unifying umbrella of a company's
/ (mid to long term) \ performance

£ A\

The vision expresses the mid to long term aspiratio n of a company, while its strategy and goals/ targe  ts
must constantly be re-aligned to its environment (m arkets, competitors etc.)
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An effective vision positively impacts companies'
value creation

Impact on value creation and corporate benefit

Impact on value creation Corporate benefit

Visions represent a bonding force

within a company and create trust
e.g., In communication with the capital
market

Average
Return on ) ) o
E(quiot/y) Companies with visions generate

In %
60% higher return on equity than

companies without visions

Companies Companies
without a vision with a vision

Source: Corporate Executive Board 2006
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We launched our new vision in the beginning of fisc al
year 2009 / 2010

Siemens, the pioneer in ...
... Energy efficiency

... Industrial productivity
... Affordable and personalized healthcare
... Intelligent infrastructure solutions
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Defining a pioneer

The pioneer
leaves
a lasting mark in history
and fosters the progress of

societies
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Behavior of a pioneer

Exploration of new frontiers
Opening up of new markets

Turning disruptive innovation into
commercial success

Thinking beyond boundaries,
changing perspectives

Taking personal risks &
enduring hardships
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Our vision fits to Siemens like no other company!

Examples of pioneer successes throughout history

1870 1881
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The strategy of a company describes the way
how to turn a vision into reality

The strategy of a company ...

... Is a plan of action designed to achieve
the company's goals/targets

... identifies and defines the businesses
the company is in

Strategy ... describes how a company is creating
(mid term) value for it's customers and stake holders
... describes how a company differentiates
against and outperforms competitors
... adapts to changes in the overall

/ \ environment, markets and competition

While values remain fixed, strategies adapttoafa st changing world
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Siemens — Strong businesses in attractive markets
driven by megatrends

High quality of our businesses

#1 or #2 position in market share and technology
I —— e

Attractive markets with tailwind

Integrated technology compan
due to megatrends 9 gy company

Demographic change

Urbanization

Climate change Efficient IT Solutions and Services
Powerful Financial Services

Globalization

Largest environmental portfolio with EUR 23bn

Economic, environmental & social performance
Sustainability — Our guiding principle
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We focus on three strategic directions to let our v Ision
becoming true

Focus on innovation- and technology-
driven growth markets The pioneer in

9 Energy efficiency

Get closer to our customers with local Industrial productivity

entrepreneurship and local value added Affordable and
— globally personalized healthcare
(3) Intelligent infrastructure

: : solutions
Use the power of Siemens to continuously

outperform our competitors
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E-car is an answer to a variety of urgent globalne eds

_—

Low-cost Reduction
mobility in of pollution
emerging Lower Zero- and CO,

. | costs per km emission ..
countries emission

N Ve

no dependence decentralized _
on oll storage: 300 cars
equal 1 windmill
with 3 MW

Substitute
for oll

Storage capacity
for renewables

Source: Team Cross Business Opportunities
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CSP technology will play a key role in the Desertec
concept and Desertec Industrial Initiative (DII)

The Desertec concept:

To provide up to 100 GW of renewable capacity up to 2050

North African countries offer excellent potential

for utilization of wind power and solar power

Power will be used for seawater desalination and power supply in
North Africa, as well as power deliveries to Europe

Low loss electricity transport via a system of HVDC lines
over a distance of about 2000 km from North Africa
to consumers in Europe

The Desertec Industrial Initiative (DII) —founded J  uly 2009:

Founders:

- ABB - Abengoa Solar - Deutsche Bank
- Cevital - MAN Solar Millennium - HSH Nordbank
- E.ON - Munich Re - M+W Zander

- RWE - Schott Solar - Siemens

The target is to develop viable investment plans

within three years.

The planning entity of the DIl will draft concrete business plans and
associated financing concepts

DIl will initiate industrial preparations for building a large number of
networked renewable power plants throughout the MENA region
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Execution is key!

,However beautiful the strategy,
you should occasionally look at the
results.”

Sir Winston Churchill

- Former Prime Minister UK -
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The goals/targets of a company are derived from the
company's strategic priorities

The goals/targets of a company ...

... break the company's strategic priorities
down to a set of key performance
indicators for the current (and next) fiscal
year

Goals/targets
(annually)

... are based on

— financials (growth, profit, capital
efficiency etc.)
— market figures (e.g. market share)
/ \ — performance against competition
— regional targets (e.g. growth in
emerging markets)
... are sometimes embedded in a company
program

The goals/targets of a company are reflected in the financial reporting
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Strong profitability benefitting from stringent cos
management in Q2

t
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Financial Fit 4 2010 targets well on track in Q2
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WBCSD's "Vision 2050": A world on track towards
sustainability rests on adequate corporate values

Vision 2050 and role of values

“Living well": access to education, healthcare,
mobility, the basics of food, water, energy and shelter,
and consumer goods

"Living within the limits of the planet": sustained by
the available natural resources and without further
harm to biodiversity, climate and other ecosystems

The leading companies surviving the radical
transformation till 2050 have adequate internal
corporate values and adapted to external market
restructuring

The survival of companies over a long time in chang ing environments is a question of values

Source: "Vision 2050", World Business Council for Sustainable Development
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