
Supply Chain at Siemens 

 

The aim of Supply Chain Management is to optimize the value added chain at Siemens globally in a coordinated manner on 
the basis of standardized processes. Apart from contributing value to operating results through savings in procurement, this 
also includes quality assurance as well as guaranteeing delivery reliability and dependable, efficient logistics. All this is 
tightly intermeshed with the Siemens objective of sustainability. 
Until 2009, Supply Chain Management throughout the Group was organized almost exclusively vertically within the three 
sectors. When the SCM initiative was launched in April 2009, the idea was to leverage synergy potentials of the company as 
a whole more effectively. The objective is to achieve sustained optimization over the long term. Among other things this 
includes building close partnerships with suppliers, particularly in growth markets. The aim here is to establish good 
cooperation relationships that deliver lasting value to both parties. The selection process plays a vital role in this. Siemens is 
looking not just for the best suppliers, but also for those suppliers most closely living up to Siemens’ own objective of 
‘sustainability’. 
 

 

Supply Chain News: 
Siemens Announces 
Strategy to Penetrate 
World Markets with 
Lower Cost Products 

  

  
Executive Says Opportunity is $150 Billion Annually, 
with High Growth; Products Will Often be 
Manufactured in Local Markets 

  

  By SCDigest Editorial Staff    

  

An executive at Siemens, a global manufacturer of a wide 
range of industrial, medical and consumer products, said 
that the German-based company was developing new 
versions of many of its leading products for developing 
economies that would be much lower priced than the 
versions it sells in more developed markets. 

In a recent presentation to financial analysts, Siemens 
Chief Strategist Horst Kayser said that the company has 
plans to aggressively expand output of standard or scaled 
back versions of its regular products that will be aimed at 
more price-sensitive markets. 

The obvious driver – Siemens sees the potential to achieve 
substantial growth through greater participation in many 
of these developing but rapidly growing economies. 

Kayser said the total annual sales opportunity in all 
developing markets is about $100 billion euros annually, 

 


