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serves on the Executive Committee of 
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COMPANY BRIEF With global headquarters 
in Munich, Siemens AG is one of the world’s 
largest global electronics and engineering com-
panies, with more than 400,000 employees in 
more than 190 countries. Founded 161 years 
ago, the company is a leader in the areas of 
medical technology, power generation, factory 
automation, transportation, lighting, build-
ing technologies, and water technologies. With 
its U.S. corporate headquarters in New York, 
Siemens Corporation (www. usa. siemens. com) 
employs approximately 70,000 people in the 
United States and Puerto Rico.

Has business been strong for Siemens’ 
North American division? And, looking for-
ward, are you optimistic for growth?

we have not seen a slowdown, primarily 
because we’re in the right markets. that was 
the idea behind the reorganization of our port-
folio over the past year. For instance, the energy 
market is growing at an unbelievable pace in 
the united states – in all forms, but primarily in 
renewable energy where our wind business is 
growing very fast. we built a wind turbine factory 
about two years ago, and we’re already doubling 
its size, because of the demand for these turbines 
all around the country. at the same time, we 
continue to upgrade gas turbines and make them 
more effi cient through our services organization. 
so several pieces of the energy portfolio are 
growing rapidly because of customer demand.

there’s defi nitely a movement in this coun-
try toward putting less co2 in the air and saving 
on electricity, a combination that has driven a 
lot of our businesses.  besides generating power 
more effi ciently, we’re also enabling our cus-
tomers to use power in a greener, more effi -
cient manner. For example, we surveyed the 

entire energy structure of a college in 
pennsylvania and came up with an en-
ergy performance contract driven not 
by the administration, but by the stu-
dents who want the university green. 
we have shown the college that it can 
satisfy the students’ expectations and, 
at the same time, save money by im-
plementing new solutions that lower 
the electric bill.

in addition, we’re starting to see a 
movement in health care, on the soft-
ware side, with more health profession-
als implementing electronic records 

systems. more sophisticated health care sys-
tems are being installed all around the country. 
For instance, we did a large project at partners 
healthcare, which is an integrated health care 
system in boston that includes brigham and 
women’s hospital and massachusetts general 
hospital, and we helped new york’s largest 
public hospital system implement new technolo-
gies to upgrade its processes. all of this adds up 
to quality health care that’s also cost-effective.

Did your employees easily adapt to the 
reorganization you mentioned? What did 
you do to ensure they understood what was 
behind it?

the global ceo of siemens has been to 
the states four times in the past year and has 
met with thousands of employees. personally, i 
make communication a priority. i recently com-
pleted a 12-day road trip and operational re-
view of our u.s. divisions and had discussions 
with employees and managers every day. we 
continue to communicate about what we are 
accomplishing and how we are going about it. 
the one diffi cult part is the fact that we’re do-
ing extremely well, and yet as a company, we 
need to adapt in order to sustain that success 
over the long term. we’re aiming to boost our 
profi tability and also to operate within a lower 
cost structure. we try to educate our employees 
about how rising commodity costs are putting 
a real crimp in the margins of our businesses. 
that’s why we need to make an adjustment.

Siemens is a global organization. Is 
there close coordination between the re-
gions, or is your focus more local?

it’s a combination of both. our global cus-
tomers want terms, conditions, and relationships 
that are global – and we provide that. at the 
same time, they want to know they can reach 
out and touch people, have services delivered, 

and have relationships at that local level. so we 
do a combination of both.

In your markets, services can sound 
somewhat similar from one company to the 
next. How do you show what makes your 
brand unique?

we’re in the infrastructure business, and 
that’s not just a break-and-fi x service. we provide 
operational services, helping people achieve 
performance and other results. so, for example, 
we might help a customer get acid rain out of 
the air. or we could provide a service that guar-
antees performance and cost savings. For ex-
ample, with the u.s. postal service, we include 
guarantees about productivity improvements 
into our services contracts, and that’s one of 
the key expectations of government contracts. 
productivity improvement must be confi rmed 
before we’re paid.

Siemens is behind much of the infra-
structure that makes New York run. Is there 
a good enough awareness of that?

if you talk to any of the lead engineers on 
a project, they are very aware of the fact that 
siemens is involved. most of our products don’t 
ever come onto the radar of the consumer. 
however, in the industry sector, it’s more impor-
tant that the chief engineers and the cios know 
who we are, and that the radiologists and neu-
rologists in the health care sector know who we 
are, because they know the goods and services 
they need to drive their work. the consumer isn’t 
necessarily the decision maker in those markets.

How critical is corporate social respon-
sibility to Siemens? And, from a leadership 
point of view, do you think companies have 
a responsibility to give back to society?

we’re pursuing a particular mission with 
the siemens Foundation, which is raising aware-
ness for science and math education in this 
country and helping those who want to excel 
at it but may never otherwise get the chance. 
this helps our company too. siemens will need 
more engineers in the future to sustain innova-
tion. but, at the same time, we’re giving back 
to the community. it’s good to raise awareness 
about the need for science and math at younger 
ages. we want to make it as exciting to be a 
high school scientist as it is to be a football 
player or cheerleader.•
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In 2007, Siemens installed a power plant in Co-op City, a 
residential neighborhood of the Bronx, and has been feeding 
energy back into the New York grid.
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