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Hacettepe Universitesi Enerji Sektortinde Mihendislik SIEMENS
Ders Igerikleri (1/2)

Haftalar

1. Hafta

islenecek Konular

Ders Tanitimi

Ihg,ehuf\ty for Ufa

igerik

Ders programi ve ders igerikleri
Dersten beklentiler

Siemens hakkinda genel bilgilendirme
Genel soru cevap

2. Hafta

Enerji Piyasasi Stratejiler ve Ekonomi

Pazar tanimi ve hesaplama yontemleri
Tarkiye enerji ve elektrik pazari
Strateji olusturma ve hedef belirleme
isletmeyi olusturma ve yonetim

3. Hafta

Elektrik ve Glg¢ Sistemlerine Girig ve Gig¢ Uretimi
Temelleri

Guc ve Enerji nedir

Elektrik Gretimi

Elektrik santrallerinin temelleri

Enerji kaynaklarina gore turbinlerin ¢alisma prensipleri

4. Hafta

Kalite Yonetimi & is Saghgi ve Giivenligi

Kalitenin tanimi ve kalite standartlarinin gelisimi
Kalite yonetim sistemi ve araglari

PM@Siemens

is Saghg ve Giivenligi temelleri ve uygulamalari

5. Hafta

Akilli Sebekeler ve Enerji Yonetim Sistemleri

Enerjinin yonetilmesi
Akilli sebeke sistemleri
Dagitim sistemlerinin teknik altyapi hesaplamalari

6. Hafta

Enerji Santrallerinde Otomasyon Miihendisligi

Restricted © Siemens AG 2019
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Otomasyonun tanimi ve elektrik santrallerinde kullanimi
Otomasyon sisteminin bilesenleri
Santral otomasyonunun muhendisligi ve projelendirilmesi

Hacettepe Universitesi



Hacettepe Universitesi Enerji Sektoriinde Muhendislik
Ders Icerikleri (2/2)

Haftalar

7. Hafta

islenecek Konular

Temel Elektrik MUhendislik Hesaplari ve Koruma

icerik

Farkl kaynaklara gore santrallerin elektrik altyapisi
Santrallerin elektrik altyapi bilesenleri
Santrallerin elektrik altyapisinin mihendisligi

8. Hafta

Satis Yonetimi ve is Geligtirme & Teklif Surecleri

Firsat yaratma ve satis plani (funnel) olusturma
Rakip analizi ve deger yaratma
Teklif hazirlama, pazarlik ve kontrat hazirlama

10. Hafta

Proje YOnetimi

Proje yonetiminin temelleri
Proje yonetim stirecleri
Proje yoneticisinin tanimi

11. Hafta

Tedarik Zinciri Yonetimi

Satin alma suregleri
Proje satin almasi
Tedarikgi ve tedarik zinciri yonetimi

12. Hafta

Kurulum ve Igletmeye Alma

Saha yonetimi
Kurulum ve devreye alma suregleri
Saha aktiviteleri ve muhendislerden beklentiler

13. Hafta

Enerji Saha Servis Faaliyetleri

Servis anlagsmalari ve uzun sureli servis hizmetleri
Garanti sureci ve emre amadelik
Ariza teshis yontemleri ve saha servisleri

14. Hafta

Finansal Perspektif / Gelecek Trendler ve insan

Restricted © Siemens AG 2019
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Satis ve proje iglerinde ticari sureglerin yonetimi
Ticari yoneticinin sorumluluklari

Siemens’te insan kaynaklari

Gelecek trendlerin Siemens’te yonetimi

SIEMENS
lngenuity for tife
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STRATEJI
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Operating Companies

SIEMENS

Managing Board

Joe Kaeser (Chairman), Dr. Roland Busch, Lisa Davis, Klaus Helmrich, Cedrik Meike, Michael Sen, Dr. Ralf P Thomas

& 50 /374,391

GP sl Dl
Gas and Power Smart Infrastructure Digital Industries
Michael Sen Cedrik Neike Klaus Helmrich
& 13 /67,267 &2/69,714 & 2/75,387
Strategic Companies
SMO SHS SGRE

Siemens Maobility

Siemens Healthineers

Siemens Gamesa
Renewable Energy

Sabrina : Miehael
Sous;‘an Karl Blaim |‘-Iﬁer Dr. Bernd Montag Markus Michael Tacke
& 11 f 36,556 &6/ 52,787 & 0/19,190¢
* as of October 1, 2019
Corporate Development
cT 10T Na7 S0P ST POC
Corporate Technology Intermet of Things MNextd7 Siemens Operations Strategy Portfolio Companies
Dr. Roland Busch Aymeric Sarrazin Lakshmikanth Ananth act. Dr. Roland Busch Dr. Peter Karte Dr. Horst | Kayser
&1/2457 & 3/7,955 &6/61 &1/3473 w477 & 3/19918
Govemnance
CF Lc HR cM GM
Controlling and Finance Legal and Compliance Human Resources Communications Govermnance & Markets
Prof. Dr. Ralf P Thomas Dr. Andreas Christian Hoffmann Dr. Roland Busch Clarissa Haller NN
& 45025 &3/1.458 &1/1.840 &4/ 186 & 0/258

Hacettepe Universitesi



Gas and Power

Michael Sen
& 13/ 67,267
Business Lnits
GP PGO GP PG GP EPC GP 0&G GP TP GP 5PG GP 5DD GP SLM
PDWS;E%EE?;'“" Power Generation EPFC Projects Qil & Gas Transmission Products Service Power Generation Ger?:l:‘:IiEEn gﬁ?&ﬁdﬁﬁ Process Solutions
Willibald Meixner Karim Amin Tim Dawidowsky Arja Talakar Dr. Beatrix Matter Vinad Philip Thorbjém Fors act. Dan Paul Movak
&3 /10,156 &6/4333 &3/7313 &2/4.728 & 3 /13682 & 6/11,206 & 11,7242 & 23,005
Management Functions
GP CFO GP COO GP PLO GP PLF
Chief Financial Officer - - Planning Office Planning Office CFO &
Gas and Power Chief Operating Officer Generation and Qil & Gas Einance
Michael Becker 1 Tim Oliver Holt Jochen B khaolt Dv. Klais Patzak
40 648 b4/ 1Ba5 FETE] &2j1
Business Seqments
GP 5CD GP SPT GP 5U5
Service Controls and Service Power
Digitalization Transmission Subsea
Laura snderson Wolker Friedrich Mailander Frode Tablassen
&Ti1192 & 7 /580 & 2/530
Functions
GP 5CM GP HR GP CM GP 5T GP LC
Supply Chain N :
Management Human Resources Communications Strategy Legal and Compliance
Christian Holzer Gina Vargiu-Breuer 2 Melanie Forbrick 2 Dr. Katharina Beunelburg Dr. Jbrg Haring

&1/30

Page 9

& 20348

&7/87

&2j24

& 7367
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Global trends are creating our market’s challenges

Global trends lead to increased energy demand

Demographic change

9.6 BN

increase in the earth’s population
in 2050 from 7.3 billion people
today. Average life expectancy

will then be 82 years.

Urbanization

710%

of the world’s
population will live
in cities by 2050
(2009: 50%).

Lead to our market’s challenges

Ve

Acceptance

Unrestricted © Siemens AG 2018
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@

Reliable power supply

Climate change

2013

Scientists measured the
highest CO, concentration
in the atmosphere in the
last 800,000 years.

-

Economic efficiency

Digitalization

44 /B

will be reached by the
digital universe by 2020 -
a 10-fold increase from
2013.

N\
/;‘7&

Resource efficiency

III

SIEMENS
lngenuity for tife

Globalization

2X

Since 2000, the volume
of world trade has nearly
doubled.

=

Climate protection

Siemens Power and Gas
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Value Creation / Target System

Strategic Operational Financial
management management management

Business Plan

Restricted © Siemens AG 2019
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SIEMENS
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Customer’s What are the market factors that are impacting the Customer and causing them to
Business Drivers change?

Customer’s Business
Objectives

What is the Customer doing to address these Business Drivers?

Customer’s What could prevent the Customer from achieving their Business Objectives? What
Operational Issues KPI's does the Customer use to measure progress?

How will we work together with the Customer to enable them to address their

Siemens’ Solutions :
Operational Issues?

Siemens’

! How are we different from our competition in addressing these Operational Issues?
Competitors

For which other Customers has Siemens addressed similar Operational Issues and

Siemens’ References . -
Business Objectives?

Siemens’ Unique How does the Siemens Solution address the Customer’s needs and deliver unique
Value value?

Restricted
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SIEMENS
Ihg&hui(y{or&fe_

What is mv answer so far? What additional information
y : do | need?

Restricted

Page 14 Hacettepe Universitesi



SIEMENS
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Corporate

Strategy SIEMENS Board Workshops

4 Sectors
5 Energy, Industry,
- Healthcare, IC Strategy Reviews,
3 Business Plans
® Divisions? discussed by the
% Corporate Executive
> Committee
Business Units
Business
Strategy ) ) Business
Business Fields Field Plans

Levels of strategic
management

Restricted © Siemens AG 2019
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Strategic Management System SIEMENS
Iug&c«uf\ty‘for(z«‘fa

‘ Plan the Strategy Develop the Strategy ‘

=Strategy Map/Themes

=Mission, values, vision
=Measures/Targets

e . Qm— s Strategic Analysis
=|nitiative portfolios ]
Funding/STRATEX =Strategy formulation .
=Fundi
Align the Organization Strategic Plan Test and Adopt
*Strategy Map Performance

=Business Units
=Support Units
=Employees

measures | "Profitability analysis
=Strategy Correlations
=Emerging Strategies

*Balanced Scorecard
*STRATEX

Operating Plan

*Dashboards

Plan the Operations Monitor and Learn

*Sales forecast
=Key Process Improvement

. *Resource requirements
=Sales Planning / d

=Strategy Reviews

=Resource capacity plan Budgets Pﬂgg&?gf =Operating Reviews
=Budgeting ! f
\.» Execution _/
Process
Initiative

Restricted © Siemens AG 2019
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Define
7 Action Fields

Analyze
External

Environment

Strategic Leadership

Analyze Internal

Strengths and

Develop
Strategy

Implement
Strategy

)

Control
Strategy

Weaknesses

Describe position in

Source: CD S 5P

Restricted © Siemens AG 2019
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Record trends: Assess current Setup draft .
o oo . . Communicate
opportunities & situation & business plan incl. strate
threats strategic challenges financial data 9y
Interface to
Identify key Manage Business Processes,

success factors business portfolio Regions,

Shared Serv

Define business field Analyze technologies & Describe new Align actions Review sirate
& type of business total market d strategy & measures ay
competences
. . Describe competitive .
DESC"PE .'f revise Analj-,r?_fa advantage: strengths & Highlight USP Agree on targets Control actions
mission competition & measures
weaknesses
Asﬁbessl current Evaluate market Detect Analyze strategic Finalize
usiness . ; . .
attractiveness synergy potential and financial risks business plan
performance

Hacettepe Universitesi
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Define Analyze Analyze Internal Develop Implement Control
Action Fields 2ol I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; [' - :
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\

Restricted © Siemens AG 2019
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Define What is the definition of the business field / the mission?

action fields

What is the strategic USP of the business?

Analyze external What is the business portfolio?

environment

Whatis the current business performance?

Analyze internal
strengths and
weaknesses

Develop

strategy

Implement strategy
Control

strategy

Restricted © Siemens AG 2019
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Define

Analyze
’ External

Analyze Internal

SIEMENS
lngenuity for tife

Develop Implement Control
Action Fields . I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; i - —
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\
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SIEMENS
lngenuity for tife

Define What are the trends in the macroeconomic environment?

action fields

How attractive is the industry?

How big is the market?

Analyze external

environment

What are the key success factors of the business?

Analyze interna
strengths and
weaknesses

Develop
strategy

Implement strategy

Control
strategy

Restricted © Siemens AG 2019
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SIEMENS
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= Liberalization of regulated markets = Globalization and increasing interdependencies
= Privatization between national economies

» Regulations for technical security and testing (e.g. FDA) » GDP trends

» Government stability » |nterest rates

= Trade agreements * Financing conditions

= Highly skilled low-cost labor
Political Economic

» Urbanization
_ = Aging population
Social = Increasing demand
for safety & security
* |ncreasing mobility

= [abor legislation
= Product safety Legal
= Corporate liability

Industry

Environment

Eco- Techno-
logical logical
= |ncreasing ecological problems, e g. air pollution = Convergence of technologies
» Environmental protection laws, e.g. need for recycling » Speed of technology transfer
= (Growing eco-awareness = [T (Moore's law)
= Scarcity of raw materials / resources for industry and = MNew applications, e g. through nano- and biotechnology
energy production » Software (agents, artificial intelligence)

Restricted © Siemens AG 2019
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The threat of entry The threat of substitutes

Economies of scale

Capltal requirement of entry
Access to distribution channels
Experience

Expected retaliation

Legislation or government action
Differentiation

» Product-for-product substitution
» Substitution of need
»  Generic substitution

Competitive rivalry

Competitors are of equal size
Market growth rates

High fixed costs

Addition of extra capacity is in
large increments
Undifferentiated products and
services

High exit barriers

» Concentration of suppliers

» “Switching costs” from one
supplier to another are high

= Brand of the supplieris
powerful

» Possibility of the supplier
integrating forwards

» Supplier's customers are highly
fragmented

The power of suppliers

SIEMENS
lngenuity for tife

Analyze your opponent, so that
you may learn his plans, learn
from his successful as well as
his failed plans.

Sun Tzu

y

The power of buyers

Concentration of buyers
Supplying industry comprises a
large number of small operators
Existing alternative sources of
supply

Component or material costis a
high percentage of total cost
Cost of switching a supplier is low
or involves little risk

Threat of backward integration
by the buyer

Restricted © Siemens AG 2019
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Define Analyze Analyze Internal Develop Implement Control
Action Fields 2ol I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; [' - :
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\
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Define What competitive advantages are created?

action fields

What core competences do we have?

Analyze external What is our position in innovation?

environment

Where do we realize synergies?

Analyze internal

strengths and
weaknesses

Develop
strategy

Implement strategy

Control
strategy

Restricted © Siemens AG 2019
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Inincvation .
Life cycle of innovation - rast Follower
.The early bird gets the Ba;:sligr::?r:]a;:gtzr:*.ce —
Maturity worm but the second mouse for today’s business
gets the cheese
G. Keillor \ /
Key Innovation:
Determine today's
First Mover competitiveness
,The early bird gets the /
worm” \
American saying Pacemaking Innovation:
T~ Determine tomorrow's e deatter
competitiveness T,
f you're in control of
wormholes and mousetraps,
; X i you get both - the worms
Disruptive Innovation: — and the cheese”
Discontinuity
pmmm— MNew rules of the game
Time

Restricted © Siemens AG 2019
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Define Analyze Analyze Internal Develop " Implement Control
Action Fields 2ol I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; [' - :
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\
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Define = What strategic response can be derived from SWOT analysis?
action fields : .

il = Which competitive strategy do we choose?

Analyze external = What is the offer / market approach for our business?

H — '|_‘I.'I :} — — H 1- . . .
S = What is the design of our value chain?

Analyze interna and
strengths and
weaknesses = |s the strategy set consistent?

Develop

strategy

Implement strategy
Control
strategy

Restricted © Siemens AG 2019
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SIEMENS
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Environmental
factors

Opportunities
= Market deregulation

= New business structures

Threats
= New competitors

= Price reduction of 10% p.a.

Internal = More environmental » Market saturated
factors awareness
Strengths SO strategies ST strategies

» Cash position
» R&D knowledge

» Market knowledge

(internal strengths to realize
external opportunities)

(using existing strengths to
reduce external threats)

Weaknesses
» Cost position
* Product complexity

» Market penetration

WO strategies

(reducing internal weaknesses
to seize new opportunities)

WT strategies

(reducing internal weaknesses
while avoiding threats)

Hacettepe Universitesi
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Define Analyze Analyze Internal Develop Implement Control
Action Fields 2ol I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; [' - :
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\
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Define Who are the relevant stakeholders?

action fields

How can alignment be created?

Analyze external What is the roadmap for implementation?

environment

What is the impact on profit and cash”?

Analyze internal
strengths and
weaknesses

Develop strategy

Implement

strategy

Control
strategy

Restricted © Siemens AG 2019
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Business
Plan
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1 Executive
Summary

2 Product and
Service

3 Market and
Competition

Marketing

4 and Sales

5 Business Model
and Organization

6 Team and
Competences

Roadmap and

7 Milestones

Investment

8 and Finance

9 Opportunities and g
Risks

10 Strategic Flt

SIEMENS

Ihg,ehuf\ty for Ufa

What is the business idea?
What is the customer value?

Which solution is offered by the business idea?

How do you handle the industry game?
What size is the world market?
What strengths & weaknesses do your main competitors have?

Which market segments can be identified?
Which customers are addressed?

Which core competences / competitive advantages do you have?
What is the design of the value chain?

Which team competences are existing / required?

What are the milestones for the realization / implementation
of the business idea?

What are the main value drivers for the business idea?
What financial investment is required?

Where can you identify additional opportunities?
What risks could occur?
How can potential risks be handled?

How does the business idea contribute to corporate strategy?

Hacettepe Universitesi
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Activity

Current year

years
01 02 03 04 05 06 07 08 09 10 11 12 10 11 12

Product generation

Quality testing

Upcoming

13

Marketing
Customer relations
Distribution campaign

Implementation of
road show

Management
Funding
Teambuilding
Facility management
Recruiting

Partner management

—

Milestones

Prototype 4  Market entry 4 hg:nscggment

.

SIEMENS
lngenuity for tife
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Define Analyze Analyze Internal Develop Implement Control
Action Fields 2ol I Strategy Strategy Strategy
Environment Weaknesses
Business Field Trends Competitor SWOoT Stakeholder Mapping Discount / Business
Definition Benchmarking Value
o T <™
5% + Z A
b i t t
Strategic USP Market Attractiveness Core Competences Competitive Strategy Alignment SMART Targets
&-| | LT | SHART
Market Analysis Innovation Market Strategy Roadmap Scorecard
i /-\; [' - :
1 | o 1
Performance Key Success Factors Synergies Resource Strategy Profit Calculation Risk Management
ST o> — of ~
\
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What is the business value?

-
(D
—t)
4
]

action fields

How can business targets be allocated to personal

Analyze external responsibility?

environment

By which KPls can strategy deployment be measured?
.\7.\:‘,'.\ nal .

Analyze internal * How can risk be managed?

strengths and

weaknesses

Develop

strategy

Implement
strateqgy

Control

strategy

Restricted © Siemens AG 2019
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] Where does
Business Strategy our organization ~ Strategic
Business Plan want to go? objectives

Which business
drivers will help
achieve the
objectives?

Business drivers

How do we
measure
our success”?

Metrics

What targets do
we want to achieve
and when?

Targets

Who is responsible
for achieving
the goals?

Responsibilities

Restricted © Siemens AG 2019
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Y

)

i

L
Ease of implementation

SIEMENS
lngenuity for tife

Those whose upper

Sun Tzu

and lower ranks
follow the same goal will
be victorious.

*

[ Finance Ml Customer |

Hacettepe Universitesi



Strateqic targets /
drivers

Make better use

Customers [ market

KPI

Cur. Targ. Resp.

of et Market share per Region
i new Market ghare per segment

Strategic targets /
drivers

Finance

KPI

SIEMENS

Ivl\a,eruh‘y for life

-

% zales of new products

Ensure liquidity Cash flow
Imiprove cost position Cost of zales
Prp., plants & eqpt. turnover

Scope of receivables

Aggressive sales policy Relative pricing
Increase customer Share of new customers p.a. Level
benefits of amareness of prods.

Strateqic targets /

Employees/ Innovation

Strategic targets /

Internal processes

drivers KPI Cur. Targ. Resp. drivers KPI Targ. Resp.
Product life Cost leadership Process costs
Increase innovation ability
=! Mumber of patents Process optimization Cycle [ storage fimes
Increase productivity Sales per employee Desiant ¢ Cost of sales
Degree of modularization
Uptake ratio of motivation —
Increase employes . Optimize product
proposals for improvement MNo. of change requests
development and market Ti arket
Clear compefences and Mo. of employees with agreed =
responsibilities objectives / total no. of employees U'ﬂﬂfl?tf?m"ﬂmf Complaints / no. of orders,
Motivating leadership Management appraisal Intensive control on costs Comparison act / targ. values

Restricted © Siemens AG 2019
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o Specific, concrete
o Measurable

o Acctive Intervention

o To be done by ...

Restricted © Siemens AG 2019
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ety

LI L L L

Constitute a clear statement

Can be quantified

Say clearly what is to be done

Are demanding, but achievable

Have a clear time framework

Hacettepe Universitesi
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Develop ; Implement | Control
Strategy f  Strategy Strategy

Analyze \ Analyze Internal
External ) Strengthsand
Environment / Weaknesses

Define

- Action Fields

Constructing the Scorecard

(s)ga‘:gg:,ce S Firstly, find out the Strategic
) Objectives for the team you are in

Financials
Customers

Secondly, consider the following

two questions about Actions. To
Processes drive the strategy, what are the

actions that are

(a) already done?
Employees @ Action
= (b) should be done?

Restricted © Siemens AG 2019
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From Strategy Map to Corporate Scorecard

SIEMENS

Iug,ev\uffy for Ufe_

*

e
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Financial Measures

SIEMENS
lngenuity for tife

Theme Objectives Measures Initiatives Coordinator Obstacles Measures against it
Total Orders from;
- Miind P
E1 Increase in Renewables Su:lnTar F'I-:l::“uzrr Energy
bl 2t [E:LC
- Hydro
- Smart Grid Apps
Total Orders from;
— ) -WMrater Technologies
m i FPush E tal Indust
g Growsin g T:ihnn']z”?::“ . - &ir Pallution Cantrol ”IS”:C"“
0 Gr-een . - E-Car consempt
ic Buslnzss - Traffic Solutions
Maret Share;
-E Effici
E3 Lead Energy Efficiency H:rzrgy HEE Industny
il arket . Efficient CCPP Energy

Peag 41
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Customer Related Measures SIEMENS
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Theme Objectives Measures Initiatives Coordinator Obstacles Measures against it
Fieducti f Carb Indust
gp | eHen et armen Reduction Ratio i
Footprint Energy
C2 |Reduce Lifecycle costs Reduction Ratio Industry
E Improe Energy Consumption
o Custorners' | C3 ?Y . Wolume of Business Industry
T Analivs
2 FPerfor mance
L. YWalume of Emission
Cd4 | Lower Emission Beduction Industry
. .. . Industry
ca | E Eff Eff Fat
ncrease Energy Effiency iciency Ratio Energy
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Society Related Measures

Theme Objectives Measures

51 | Train Peaple Mo of events

52 | Suppor Civil Organizations |Mo of events

- Make
il Feople
UEj Conscious
53 |Atend Fairs, Conventions Mo of ewvants

Query © '
uery Lompany Ratio of Good Imagination

Imagination

Peape 43

Initiatives Coordinator

Energy

Industry

Industry
Energy
1Z:C

[ZC

Obstacles

SIEMENS
lngenuity for tife

Measures against it
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Internal Process Measures SIEMENS
IM&%ai\‘yforUft

Theme Ohjectives Measures Initiatives Coordinator Ohstacles Measures against it
Feduce Company's awn . .
I Reduct Fat Indust
Carbon Footprint auetian hata nassty
i Indust
¥ | Lifferertiate 12 Be Col of ane Mo of Col e
o Energy
& frarm
T cormpetitors
[ Creata Senuay results
a I3 Enerngy
£ zreen Company culture Mo of events
I4 Develop Conpedences Mo of experts cedified Industny
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IST Market Trends
Sales Region / Turkey

SIEMENS
lngenuity for tife

Trend:

Country: Turkey
Representative Trends:

* Waste to Energy

« Cogeneration

+ Biomass

- Efficiency improvement

» Modernization / Replacements

Evaluation of market potential:
Potential: 60 MW p.a.
Unit Size: 10-27 MW (biomass) 10-50 MW (cogeneration)

Total Installed capacity of completed IST projects on previous 3 years
period in Turkey are listed below.

FY19: 100 MW
FY18: 65 MW
FY17: 30 MW

Market Trend Driver:

Program is valid between 2010-2020 and new tariff is not announced yet)
« Zero Waste Policy
- Energy Efficiency
- Electricity Price Increase
+ Government policy on power generation is to use local fuels.

Special requirements:

+ Local Manufacturing receives additional payment in YEKDEM

+ WI1E Project needs special RDF incinaration Boiler where NEM can develop
technology

* YEKDEM (Governmental program for supporting Renewable Energy in Turkey.

Proposed Sales Strategy:
» For biomass plants in range of 12MW Triveni pricing is very attractive. So we
should keep providing Vadodara manufacturing STG to market.

 For Industrial projects «total cost of ownership» is important, so good
price/efficiency fit should be provided.

* Financing is a key for projects to move forward. However, EXIM banks do not
credit coal fired plants due to emissions. We have good option to use Siemens
Leasing to finance STG scope. Keep it alive.

Preparation necessary:

+ Close contact with local boiler companies
* Regular visits to EPCs

+ Co-operation with SLN (Solution) unit which is recently merged to GP and DI
(Digital Industries) groups.

Restricted © Siemens AG 2019
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PAZAR
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SIEMENS
lngenuity for tife

The revenue available from all actual and potential
buyers or users (customers) of your product

MARKET SIZE

Number of Buyers in the Market

X
Quantity Purchased by an Average Buyer Per Year

X
Price of an Average Unit

Restricted © Siemens AG 2019
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How to define “Market”? SIEMENS
Iug,a«uffy‘for(,«‘fe_

Bottoms-Up Approach Top-Down Approach

Restricted © Siemens AG 2019
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Top Down Approach SIEMENS

Top-down e
market sizing

$99 How much revenue does
3 your market generate?

Restricted © Siemens AG 2019

Page 50 Hacettepe Universitesi



Top Down Approach SIEMENS

S lngenuity for Life
Key questions

TAM Total add.res.sable magket
How big is the pie?
SAM Served available market

How big is my slice?

Target market
How much can I eat?

T

Restricted © Siemens AG 2019
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Top Down Approach SIEMENS

Rules of thumb e

100% of the market for
TAM type of product you sell
100% of the segment

you could sell to

x% of the market/
segment you could get

TM

Restricted © Siemens AG 2019
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Top Down Approach SIEMENS

Ingemuity for Ufe
Example::go=-

$57.2b US jewelry
$31.5b Diamond jewelry

Diamond engagement
TM

ource: US Census Bureaw, Divmond Information Center, |. Walter Thompson
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Bottom Up Approach SIEMENS

Ingenaily for life
Bottom-up
market sizing

How much are potential
customers spending?

Restricted © Siemens AG 2019
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Bottom Up Approach SIEMENS
Ihg«ehuf\ty‘for(,{fe

Key questions

Focus on key drivers

Who?
What segments?
How many?

How often?
How much?

Restricted © Siemens AG 2019
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Bottom Up Approach

Data sources

Is the problem “worth™ solving?

Start with
customers

Focus on
behavior

Restricted © Siemens AG 2019
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«Customers

-Surveys

-Consumer research
-SEC Filings
-Competitive research
Partner research
«Industry research
-Google trends

SIEMENS
lngenuity for tife
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Market Transparency

Approach Top Down

X

Unserved Market

Served Market

Bottom Up

%xlOO%: MT

Sum of existing &
new customer
potentials/projects

Customer 1

Customer 2

Customer 3

Customer 4

Customer n

CRM Tool

Adressed Market

Sum of customer potentials

Restricted © Siemens AG 2019
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Market Intelligence (MI) Market Transparency(MT) Account Transparency(AT)
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Government targets till 2030 in Energy Sector
= 10GW Solar Power Installed Capacity

= 16 GW Wind Power Installed Capacity

» Using full potential of Hydro Power resource

= Comissioning of 1 Nuclear Power Plant

Reducing losses in electricity generation & transmission to 15%
Rehabiliton of Public Power Plants

Increasing Cogen, Trigen and Microgen investments
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Energy Demand Projection Indicators
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Net Electricity Consumption & GDP
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TR Authorities’ Demand Projections

2015 2016 2017 2018 2019 2020 2021 2022 2023

[ pemand (GWh) [ Used Capacity (MW)

(+5%) 51 64

58
52 55

42 44

2015 2016 2017 2018 2019 2020 2021 2022 2023
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Installed Base Development Forecast SIEMENS
Iug&c«uf\ty‘for(n‘fa

» Turkey’s energy market heavily responds to changing economical conditions and it’s make it hard to
predict upcoming market.

= Thereis alarge area of improvement for Turkey and energy investments will continue accordingly.

» Regarding current economical situations, Turkey’s installed base is expected to reach 100 GW in 10
years.

125
100
75 [ ]Hard Coal
] Lignite
50 B Natural Gas
[ 1 Hydro
o5 B wind
Bl Other Thermal
0 B Other Renew.
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SIEMENS

Iug,ev\uf\ty‘foru‘[a
Market Strate Business
ATETE ]y tegy Target Budget
Reviews
Process Agreements
Evaluation Agreed upon Market Updated market Updates of market
and agreement Data transferred to data provided for BTA data possible
on markets Strategy Reviews (in March) during Budget
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