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Every DEGREE Counts 
Siemens Netherlands’ Path to Sustainable Growth 

 
 
 

Introduction   
 
Angelique Kuut, Country Success Manager for Siemens Netherlands, arrives for work at the company’s 
head office in the Hague. It is November 2022. As she walks up to the building complex, she stops for a 
moment to take a good look at it. The buildings are all from different periods, and each has its own unique 
style. The most characteristic one, building H, is a composition of three linked towers of different heights. 
Even though it has been renovated to meet today’s standards of high energy efficiency and has a sleek, 
minimalistic interior, its exterior of concrete and glass remains unmistakably 1970s.  
 
Change doesn’t always go as fast as one would like it to. Since February of this year, Angelique has been 
responsible for the Sustainability dossier at Siemens Netherlands – a role that did not previously exist, 
even though sustainability is not new to Siemens. As she enters Building H, she realizes that nothing about 
it signals to the outside world that the company finds sustainability important. Her goal, and the mandate 
assigned to her, is to update that perception. 
 
Angelique is a seasoned executive with more than 20 years of experience. She has led teams through 
several change projects in the areas of energy transition, sustainability and digitalization. Rather than 
drawing neat plans on paper, Angelique has always preferred to simply start trying things to put the puzzle 
pieces together. Talking and, more importantly, listening to people is key to this process. Her marketing 
background has taught her that she doesn’t need to know everything before starting. Many of her 
technically minded colleagues at Siemens think differently: they value structure and are attached to the 
idea of knowing what works and what doesn’t before beginning down a new path. For them, technology 
is all that matters, and when it’s good, it sells itself.  
 
By assigning the Sustainability dossier to Angelique, Dirk de Bilde, CEO of Siemens Netherlands, entrusted 
her with an important task: to make Siemens’ new Corporate Sustainability Strategy, dubbed ‘DEGREE’, 
relevant to everyone within the organization and to make sustainability a business success. Yet most 
employees seem to be fairly unaware of DEGREE, and sustainability is not at the front of their minds.  
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They don’t yet know how to integrate it into their work and how they can concretely bring that message 
to customers. 
 
Angelique sits at her desk, and before turning on her laptop for her first meeting of the day, she takes 
stock of the situation. Since the start of her assignment she has realized that this strategy is not only about 
sustainability. As a company you need to address the topic in a broader sense.  
 
She knows that bringing DEGREE to life is not only about ‘doing good’ or taking social responsibility. It is 
not about a lofty vision outside the everyday reality of the business. “At Siemens we believe in 
sustainability as a business. It doesn’t need to only cost money, it can also bring in money.” This is 
something she often repeats when asked what sustainability means for Siemens. Unfortunately, not 
everyone shares this sentiment.  “Ideally, we would like our salespeople to discuss the sustainability 
challenges our customers face and how technology can help to solve them. But how can we help them do 
this?” she asks herself.  
 
Angelique struggles with the idea that even though Siemens has done a lot to improve sustainability, both 
internally and in its products, it is still seen by clients as a technology company. She sees this as a result of 
the company’s lack of communication to the outside world about its sustainability achievements. 
“Siemens’ motto is Technology with a Purpose, so it is important to make every employee realize that our 
purpose is sustainability,” she thinks aloud. “Only in this way can they communicate this to clients. How 
can I succeed in weaving the new DEGREE framework into the fabric of day-to-day business operations?” 
 

 

Sustainability at Siemens 
 

Opportunities and Risks 
For Siemens, sustainability represents opportunity. The electrification, automation and digitalization 
sectors are becoming increasingly important as the world transitions to a low-carbon economy. Siemens’ 
leading position in these fields enables it to support its customers' transitions to sustainable 
industrialization, and this creates business opportunities.  
 
By enabling its customers to lower their GHG (Greenhouse Gas) emissions and by reducing CO2 emissions 
in its own operations, Siemens strives to support the trend toward a low-carbon economy. Further, 
Siemens has officially defined sustainability as an additional strategic imperative for its investment 
decisions: from company acquisitions to customer projects. 
 
From an opportunity perspective, Siemens also welcomes and supports recent legislative and policy 
developments to mitigate climate change worldwide. Especially in Europe, the Green Deal and the 
renewed Strategy for Financing the Transition to a Sustainable Economy signal this trend. 
 
At the same time, Siemens cannot ignore the risks brought by the increased focus on sustainability. The 
increasing environmental, social and governance requirements from governments and customers, as well 
as financing restrictions for greenhouse gas-emitting technologies, could result in additional costs. If 
Siemens does not satisfy these requirements, the negative public perception could lead to reputational 
damage and adversely impact its business achievements. For this reason, in 2021 the company introduced 
a binding set of rules regarding ESG risk and an optimized due diligence process. These give Siemens a 
better overview of possible environmental and social risks, as well as related human rights and 
reputational risks. 
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Initiatives  
Sustainability has been a priority for Siemens for years. As Judith Wiese, Chief People and Sustainability 
Officer (CPSO) and member of the Managing Board of Siemens AG, stated:1 
 
“Sustainability is in our very DNA. It’s not an option. It’s a business imperative [....] Sustainable business 
growth goes hand in hand with the value we create for people and our planet.” 
 
Over the years, Siemens has undertaken various steps to illustrate this commitment. It has been a member 
of the United Nations Global Compact since 2003 and became a signatory to the UN CEO Water Mandate 
in 2008. It continues to support the Mandate in two ways: by managing water efficiently at its own 
facilities and by providing solutions that help its customers handle water and wastewater more efficiently. 
In 2015, Siemens was also the first global industrial company to commit to the goal of climate neutrality. 
 
Siemens has also developed a proprietary methodology for measuring an activity’s contribution to society: 
the ®Business to Society (B2S) methodology. This was launched as a pilot project in 2015, and by the end 
of 2021 Siemens had published relevant reports in 35 countries where the company is active. Based on 
the Measuring Impact Framework, published by the World Business Council for Sustainable Development 
(WBCSD), the B2S methodology allows Siemens to measure in quantitative terms the societal impact of 
its activities in six different areas:  

1. Advancing the economy, 
2. Promoting skills and jobs, 
3. Driving innovation, 
4. Protecting the environment, 
5. Improving quality of life, and  
6. Shaping social change. 

 
Siemens has adopted several UN Sustainable Development Goals (SDGs) and strives to achieve them in 
four different ways: 

● through its products and solutions, 
● by doing business responsibly, 
● through its expertise and thought leadership, and 
● through its corporate citizenship activities and community engagement. 

 
Providing access to clean and affordable energy solutions and to innovative healthcare systems, along 
with creating smart and livable cities, are examples of how Siemens is contributing to the SDGs. The B2S 
methodology enables Siemens to more concretely evaluate these contributions. 
 
By joining the Science Based Targets Initiative, Siemens has pledged to reduce emissions from its own 
operations (Scope 1 and 2) by 50% by the year 2030, and its emissions from upstream and downstream 
activities (Scope 3) by 15%, compared to 2019. These targets showcase the company’s efforts towards 
helping limit global warming to 1.5 degrees Celsius and keeping climate change in check. 
 

 
1 Siemens to accelerate high-value growth as a focused technology company | Press | Company | Siemens 

https://press.siemens.com/global/en/pressrelease/siemens-accelerate-high-value-growth-focused-technology-company
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In 2021 Siemens also performed well in a number of global sustainability-related indices and ratings,2 

such as the Financial Times Stock Exchange 4Good Index (FTSE4Good Index), the Dow Jones 

Sustainability World Index (or DJSI World) and Sustainalytics’ ESG Risk Ratings. These ratings included 

top scores in areas such as innovation management, cybersecurity, and green products and services.3  

 

The DEGREE Framework 
In June 2021, Siemens presented its new growth strategy, which included a comprehensive sustainability 
agenda: the DEGREE framework. By doing so, Siemens officially adopted the topic of sustainability as an 
additional strategic imperative for its investment decisions.4 
 
With this framework, Siemens has set clear priorities for core Environmental, Social and Governance (ESG) 
topics that will guide its operations internally and externally. For its own operations, Siemens has defined 
a clear action plan on all focus areas within the DEGREE framework: Decarbonization, Ethics, Governance, 
Resource Efficiency, Equity and Employability. Within these areas, Siemens has defined 14 ambitions 
(Exhibit 1).  
 
In this way, Siemens is backing its ambitions in sustainability with measurable and specific long-term 
targets across ESG dimensions. These will help Siemens to manage and track its progress and enable it to 
comply with the Corporate Sustainability Reporting Directive (CSRD) requirements as of fiscal year 2024. 
 
“Digitalization, automation and sustainability are growth engines for our business. We’re now making our 
commitment to sustainability clearer than ever. Thus, in times of major global challenge, we’re creating 
clear added value for our customers, our stakeholders and society.”  

Roland Busch, President and CEO of Siemens AG 
 

 

In the Netherlands, a sustainability working group was formed in 2021. The group comprises all levels, 
from top management to implementation, including CEO Dirk De Bilde and Country Success Manager 
Angelique Kuut. Its 11 members represent different functions, including Legal, Communications, HR, 
Environmental Health & Safety (EHS), Business (Smart Infrastructure & Digital Industries), Supply Chain 
Management (SCM), Siemens Real Estate (SRE), etc. The group holds meetings every six to eight weeks to 
monitor progress, discuss next steps and create a sustainability plan for Siemens Netherlands. 
 
The sustainability working group had its first session in May 2021. Using the UN SDGs as a starting point, 
the aim was to determine where Siemens Netherlands stands regarding sustainability. The group 
concluded that the company already contributes to eight of the 17 SDGs and that the future focus should 
be on the following five: 

● SDG 7 Affordable and clean energy, 
● SDG 9 Industry, innovation and infrastructure, 
● SDG 11 Sustainable cities and communities, 
● SDG 12 Responsible consumption and production, and 
● SDG 13 Climate action. 

 

 
2 https://new.siemens.com/global/en/company/sustainability/sustainability-figures.html#BusinesstoSociety 
3 Sustainability Report 2021, Siemens AG. 
4 The DEGREE framework applies to all Siemens-affiliated companies, excluding Siemens Healthineers (SHS). The sustainability 
concept of SHS follows the same basic principles, which reflects Siemens’ expectations as a majority shareholder of SHS. 

https://new.siemens.com/global/en/company/sustainability/sustainability-figures.html#BusinesstoSociety
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Based on these conclusions, possible actions were defined for the different functions. For example, 
regarding SDG 13 (Climate action), the working group proposed that HR should impose strict guidelines 
for business-related air travel, while Communications should adjust its sponsor policy to focus more on 
sustainability.  
 
After the introduction of the DEGREE framework, another session was organized in July 2021. The working 
group compared the results of two sessions against the framework to define what the local targets should 
be for 2022 and beyond. The group decided that the focus should be on Decarbonization and Resource 
Efficiency. An additional goal, working on the company’s ‘green’ image, was adopted in order to improve 
employee engagement with sustainability and the DEGREE framework (Exhibit 2).  
 
In October 2021, after collecting relevant data to help fine-tune their priorities, the working group held 
another session. From the data it became clear that the biggest portion of the company’s emissions came 
from its car fleet, its buildings’ heating systems and business travel. 
 
Several action points emerged from this session, for example: 

● Web-based training on Human Rights and ESG-related issues – this involved several functions: 
sales, project management, service engineers, essentially everyone involved in the sales process, 

● Ensuring that all buildings are supplied with renewable energy (wind energy produced locally), 
● Introducing sustainability-related requirements for tenders, 
● Joining the Hague Heat Coalition and co-signing the plea to the Hague City Council for a 

sustainable and affordable heating system,5 and 
● A DEGREE scorecard, available as an app, with which the Country Core Team can track monthly 

progress on DEGREE KPIs at HQ and local levels. 
 
Furthermore, summaries of the DEGREE framework and communication ‘nuggets’ were shared with 
employees through internal communication channels, such as newsletters, Power Points, short videos and 
podcasts, in an effort to bring the framework to the forefront and explain its importance. In terms of 
external communication, Siemens Netherlands published its first Business to Society Report in 2020. This 
was an important milestone, as Siemens had been a ‘silent giant’ when it comes to promoting its 
sustainability initiatives.  
 
Take It Further  
Although there are still many goals to be reached in order to bring the sustainability plan for Siemens 
Netherlands to life, it was clear for the working group that employee engagement is key to success. It is 
important that sustainability be internalized in the minds of the employees. Only by knowing and 
understanding it will they be able to see it as a business opportunity and carry it over it to customers. 
 
For this reason, the working group decided that the next steps should be in three areas, namely 
awareness, governance, and sustainability as a business. More detailed actions were elaborated (Exhibit 
3) that should be undertaken in the following three months. The point of these actions would be to show 
people concrete implementations of DEGREE. 
 
  

 
5 Dutch: Haagse Warmte Coalitie 
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Raise awareness 
• Make sustainability more visible and tangible 
• Regularly share sustainability ‘nuggets’ internally via newsletters6  
• Implement a DEGREE dashboard (Exhibit 4) at the reception of company buildings so everyone 

can see the progress made 
 
Better governance 

• Repeat ESG Framework and ESG Radar and Human Rights web-based trainings every three years 
(coupled with EU regulation) 

• Integrate sustainability into (standard) processes such as project management, purchase-to-pay, 
etc.  

• Improve the usage of Quality Management7 processes to increase ESG-awareness at project sites 
 
Highlight sustainability as a business 

• Work with customers and partners on sustainability topics 
• Highlight sustainable projects in their businesses and, where possible, show CO2 savings on 

customer’s websites 
• Publish a second edition of the Business to Society report 

 
 
Business at Siemens  
 
About Siemens Netherlands 
Siemens Netherlands focuses on automation and digitization. It has two main business divisions: Digital 
Industries (DI) and Smart Infrastructure (SI). DI offers a comprehensive product and services portfolio for 
automation used in the manufacturing and process industries, such as automation systems and software 
for factories. DI serves its customers through a common regional sales organization spanning all its 
businesses, using various sales channels depending on the type of customer and industry and enhancing 
customer choice across all channels. 
 
SI offers solutions to challenges pertaining to energy systems, buildings and industries, through smart 
grids, smart buildings and smart power distribution. The goal of these solutions is to improve energy and 
resource efficiency. This can be achieved by transitioning towards renewables and decentralized power 
generation while ensuring resilient and reliable power supply. The SI portfolio addresses the complete 
value chain in the domain of smart buildings and electrification products and services. It serves customers 
through a broad range of channels, including its global sales organization, distributors and partners, such 
as panel builders, original equipment manufacturers (OEM) and value-added resellers and installers. 
These are complemented by direct sales, for example through the branch offices of its regional solutions 
and services units worldwide as well as various e-commerce channels.  
 
  

 
6 Examples of the information shared in these ‘nuggets’ is a comparison of CO2 emissions of fuel gas cars compared to electric cars 
or public transportation, information about how traveling outside rush hour can help the environment, etc. These ‘nuggets’ are related 
to DEGREE so as to create more awareness and knowledge around it and to show how every employee can contribute with the 
choices they make. 
7 Quality Management is responsible for documenting all the standard processes at Siemens, such as project management or the 
sales process. In other words, all the steps are documented so that all employees including newcomers know what to do. Integrating 
ESG criteria into these standard processes is important so that they become ingrained in day-to-day operations.  
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Trends and Competitions 
Siemens businesses in the Netherlands face competition from large multinationals but also from smaller 
companies. Competition with DI’s business activities comes primarily from multinational corporations that 
offer a relatively broad portfolio and from smaller companies active only in certain geographic or product 
markets.  
 
SI’s principal competitors consist mainly of large multinational companies and smaller manufacturers in 
emerging countries. Its solutions and services business also compete with local players such as system 
integrators8 and facility management firms. 
 
The largest multinational companies that compete with Siemens Netherlands are:  

● General Electric (transport & mobility, energy, and healthcare), 
● Schneider Electric (energy management & factory automation), 
● ABB (energy & process automation technology), 
● Sprecher Automation (electrical installation & energy automation), 
● Rockwell (focus automation), and 
● SEW (drive technology). 

 
Siemens benefits from several favorable trends. These include urbanization, demographic change, climate 
change and digitalization. Urbanization and demographic change are driving a need for smarter and more 
human-centric buildings, while climate change is driving the need for decarbonization. This is resulting in 
increased demand for flexible and resilient energy infrastructures and for rapid growth in electric mobility. 
Digitalization is an enabler for such changes in both buildings and grids, making it possible to develop 
smarter buildings and manage electricity distribution with a higher share of renewables. 
 
The Sales Process  
Between Siemens’ customers and its salespeople, there are usually several intermediaries with strong 
technical knowledge who help translate customer challenges and questions into suitable solutions. Sales9 
is a multi-stage process between the customer and sales, sales and proposals, and proposals and 
operations. 
 
In Siemens Netherlands there are two main lines of business: Product business and System business. 
Product business is the more direct of the two and involves selling products, while System business is 
more relationship-based and involves close collaboration with customers to set up an entire project.  
 
The sales process in Product business is usually the more straightforward: Siemens receives a request 
from clients, or salespeople reach out to a potential client, talk with them and introduce them to the 
company’s portfolio. In these cases, clients buy a product and integrate (i.e., program) it themselves.  
 
For System business, co-creation is at the heart of the sales process and can take from a few weeks up to 
a whole year. Siemens sales and technical people work closely with customers, help them look for the 
right solutions, and advise them. Together they try to understand what challenges customers want to 
solve in their daily businesses.  
 

 
8 System integrators are companies that transform clients' disparate hardware and software subsystems into a comprehensive IT 
solution.  
9 The sales process described in the case mainly applies to the business unit EA (Electrification & Automation) within the division 
Smart Infrastructure (SI). It provides an example of how sales at Siemens Netherlands works.   
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From there on, Siemens can help customers in writing the specifications and technical documentation 
needed and present them with an offer, but also support them in the execution and project 
commissioning stages. It is a complex process starting with sales and consultancy, continuing with turning 
technical requirements into proposals, and then ordering the right solution and making sure it works.  
 
In other words, in System business Siemens acts as a consultant and develops tailor-made solutions to 
meet the customer’s needs. Setting up the infrastructure to monitor and manage an energy control center 
connected to wind or solar farms is an example of such a project.  
 
Siemens can provide this holistic approach thanks to the strong domain knowledge its people possess. 
With locally based people who can help customers in their own language, Siemens can really play to its 
strengths and support its customers’ goals in the areas of electrification, automation and digitalization. 
This is also what differentiates it from its competition. 
 
Day-to-day Operations 
Sustainability and the DEGREE framework is not really part of day-to-day discussion within Siemens 
Netherlands, nor are there relevant KPIs employees need to meet. For salespeople, the KPIs are always 
financial, and this is what they need to report to their managers. However, in discussions with clients, 
sustainability comes up either from the side of Siemens – mainly in the context of energy efficiency and 
related cost efficiencies – or from the client. The latter is the case with Ynsect,10 an insect farm based in 
the Dutch town of Ermelo, that works on the development of a meat protein substitute and needs to build 
a 4.0 manufacturing infrastructure with the help of Siemens. 
 
Siemens’ sales people have also noticed an increased demand for refurbished products. For example, 
when there are software updates, some of the oldest hardware is no longer compatible. This means that 
factories need to set up new production lines and invest a lot of money, or they have to look for 
alternatives to replace parts of the production lines with parts that are used but compatible with the latest 
software.  
 
Currently there are two companies that sell refurbished Siemens equipment: JC-Electronics11 and UNIS 
Group12. Siemens has no formal collaboration with the two companies; however, it occasionally directs 
customers to them. This could be an opportunity for Siemens in two ways: 

● to strengthen its System business ecosystem and cooperate with competitors to provide a 
complete solution to the customers, and 

● to improve its end-of-life product management, a core issue in any sustainability agenda, though 
Siemens doesn’t offer repairs at the moment.13 

 
Even though sustainability, in the form of efficient resource use, is part of Siemens’ offering, there is still 
a ‘traditional’ part of its operation technology portfolio that includes products such as protection relays, 
which have little to do with sustainability.  
 

 
10 Effective nutrition for a healthy lifestyle and planet - Ynsect Food (ynsect-food.com) 
11 https://www.jc-electronics.com/ 
12 https://www.unisgroup.nl/ 
13 Siemens doesn’t refurbish or take back equipment for reuse or recycling purposes.  Foundation OPEN (in Dutch: Stichting OPEN)  
takes obsolete equipment for recycling. Foundation OPEN has several collection points in the Netherlands and customers can bring 
e-waste there. Siemens Netherlands pays a fee for this activity based on the amount of equipment they bring on the Dutch market 
every year. Producers and importers of electrical equipment like Siemens have to participate in this collective system or have to 
establish a system of their own. 

https://ynsect-food.com/
https://www.jc-electronics.com/
https://www.unisgroup.nl/
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Currently, there is a biweekly sales meeting and a weekly meeting of all the salespeople who are based in 
the Hague. During the weekly meeting, important updates regarding new technologies, products and 
other important issues, such as delays in delivery times, are discussed. So far, the DEGREE framework has 
not been on the agenda.  
 
Many employees feel that they already have their daily work cut out for them and that anything not 
directly related feels like spam. Newsletters and social networking tools for internal communication like 
Yammer, which Siemens is already using, can create a sense of information overload. Even though the 
framework has been communicated top down via newsletters, and some employees recall hearing about 
it, most feel that it has remained a discussion among high level management as a vision or strategy and 
that there has been no real effort to bring it to the attention of the staff as a whole or link it to their daily 
work.  
 
 
What next? 
 
Leaving the office after a long day, Angelique looks back at the building once again. In many ways it 
reminds her of Siemens: to the outside world, Siemens appears to be what it has always been, a 
technology company. The facade seems unchanged, even though inside, sustainability is at the core of its 
motto. The DEGREE framework is an opportunity to bring what is hidden to the surface. “If we can't 
describe what we do ourselves, we are not equipped to sell it,” she thinks as she walks away. 
 
Angelique is in a difficult position. First, the DEGREE framework will stand or fall depending on the 
employees. “Staff need to know it, understand it, live it… and then bring it to our customers.” This is how 
Angelique summarizes it in her mind. Yet she knows all too well that creating awareness is not enough; 
the resistance is somewhere deeper. “Unless employees understand the opportunities DEGREE can bring 
to the business and know how to embed it in their daily work, the problem cannot be resolved. But how 
can we make this happen? I cannot just order employees to do something! How can we internalize 
DEGREE? Because only then will we be better able to bring it to the outside world.” 
 
However, it’s not just the employees. Angelique is also struggling because she depends on the two 
‘money-making’ divisions in carrying out her tasks. “In the end, the two divisions pay my salary, and I need 
their approval for any costs related to DEGREE. But for them, meeting the financial KPIs comes first.” This, 
together with the slow pace of change, have been a source of frustration for Angelique. She is eager to 
make DEGREE a success, as she firmly believes that it will bring Siemens Netherlands to the next level of 
doing business. “It starts with low-hanging fruit such as improving building energy efficiency and sending 
out newsletters about DEGREE, but at a certain point it all comes down to money. Maybe it will cost 
money at first, but I'm convinced that in the end it will bring us money. But how can we make a business 
case out of this?” she wonders. For that to happen, a change of mindset is imperative. 
 
A number of questions weigh heavily on Angelique’s mind: How should the sustainability strategy be 
implemented in order to help Siemens grow? What else, if anything, should be done? In what ways should 
Siemens employees be involved? And how can she involve them as well as motivate them? CEO Dirk de 
Bilde expects results, and Angelique knows she has to find the answers soon.  
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Exhibit 1: Siemens’ DEGREE Framework 
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Exhibit 2: Siemens Netherlands priorities - Decarbonization, Resource Efficiency, and Green 
Image 
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Exhibit 2: Siemens Priorities - Decarbonization, Resource Efficiency, and Green Image (cont.) 
 

 
 
 
 
 
 
 

Exhibit 3: Next steps for implementing the DEGREE framework in the Netherlands 
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Exhibit 4: Mock-up of DEGREE dashboard 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


