














Vestas?

Never heard of it

Making Vestas a household name among

potential employees takes time — but

the results of Vestas’ employer branding

efforts are starting to show

Have you heard of Vestas? Vestas has
offices on six continents and has
installed more than 35,000 turbines in
64 countries. It is the world leader in
wind energy, and yet mention Vestas
outside Northern Europe, or just out-
side Denmark for that matter, and the

answer is often ‘Vestas who?’

One part of Vestas’ efforts to change
that ubiquitous response is Vestas’ em-
ployer branding initiatives — first and
moremost aimed at potential employ-
ees. A global campaign is spreading

the word about Vestas as a workplace.

“Outside Denmark it is true that Vestas
does not have the recognition that one
might hope,” notes Birgitte Brix An-
dersen, Employer Brand Manager for
Vestas. “But through a campaign that
includes an ambassador network of
nearly 150 people globally that repre-
sent Vestas on campuses and at events

such as conferences and career fairs,
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partnerships with 87 universities and
online marketing with career websites,
we will raise awareness about Vestas as
a workplace world-wide.”

Though the campaign is in its nascent
stages, the efforts are starting to show
positive results. From India to Iowa the

Vestas name is gaining recognition.

“Vestas is just beginning to build our
brand recognition [in Singapore],”
said Jacqueline Soo, Assistant Man-
ager, People & Culture, Singapore and
representative at the Education and
Career Fair in Singapore earlier this
year — an event that saw more than
370,000 attendees. Vestas conducted a
survey from their booth at the fair and
the following optimistic figures were
gathered: 62% of respondents had
heard of Vestas; almost all of the 857
respondents said they would recom-
mend Vestas as an employer to their

friends.



Michael Hggedal, Vice President of
Technology R&D in Chennai gave
several talks at the career fair in Singa-
pore and had this to say about Vestas’

brand recognition in India:

“We have hired close to 100 people in
less than a year by creating, presenting
and maintaining an image of Vestas as
a company with a range of interesting
technology R&D jobs for experienced,
trained and well educated engineers.”
The Vestas office in Chennai is now
the largest R&D centre outside Den-

mark, and growing.

Career fairs and conferences have been
an excellent source of exposure — and
a barometer for brand awareness — in
the US market as well. The Windpower
2008 Conference & Exhibition that
took place in Houston from June 1-4
drew a record crowd of 13,000, and

as well as contact with customers,
corporate branding and PR initia-
tives, the conference was also used to
show what Vestas has to offer as a work
place. Vestas collected 200 resumes at
the conference and representatives
reported high interest in the company

by potential employees.

“I can say with certainty that we have
spoken locally with a lot more people
who have heard about Vestas than

ever before,” said Susan Burke, Field
Recruiting Manager, Vestas Americas,
“it’s clear the word is getting out and

spreading very quickly.”

As well as participation in fairs and

conferences, Vestas Americas is increas-

ing its awareness through innovative

partnerships with technical colleges in
the United States. They have donated
a V82 hub to the Columbia Gorge
Community College in Oregon and
have provided funding for students to
attend the AWEA conference. They
have also donated another V82 hub to
Iowa Lakes Community College as well
as a nacelle, blades and a scholarship

donation.

“Branding on campuses is important
for Vestas because the students of
today will be applying their knowledge
at Vestas tomorrow,” says Birgitte Brix
Andersen. “In order to find the best
students Vestas is awarding Student of
the Year prizes at eight universities.
Our ambassador programme reaches
students on the ground while our
internet campaign featuring a recruit-
ment video about the Vestas Graduate
Programme that will be launched

on YouTube, CareerTV.com, and
Vault.com, among others, will reach
an even wider audience. Through
these combined efforts we hope that
Vestas will be the first name that comes
to mind when people think of wind

energy.”
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Georgia Dome in Atlanta acted as

the venue with former U.S. President
George Bush Sr. officially opening the
final of the First Lego League competi-
tion earlier this year. Vestas is the main
sponsor for the global competition,
where children and teenagers battle

it out on technical skills and creativity
in the Lego universe. A total of 10,000
teams from 45 countries took part in
the competition in which this year’s
theme was modern energy forms,
including wind power. Apart from

the sponsorship, Vestas supported a
number of teams and Vestas employees
all over the world acted as mentors for

those teams.
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The challenge in next year’s First Lego
League — once again with Vestas as the
main sponsor — will be revealed on 13

September.

“The contestants get a taste of the
working conditions and methods

that they may encounter later in life.
So we encourage everyone at Vestas,
who want to give the young people an
extraordinary experience, to sign up
to become mentors for a team,” says
Marketing Assistant Alice Christy
Braedstrup-Holm, Group Communica-

tions.

One
Vestas -
one travel
insurance

A new global travel insurance
agreement means that all Vestas
employees — both hourly paid and
salaried — are covered by the same
policy when they travel on busi-
ness. The new agreement came into
effect on 1 June and replaces all
previous local agreements. The only
exception is the Vestas staff in India,
who have chosen to continue with

their former local arrangement.

The new policy covers business
travel abroad or between states,
and all employees are automatically
covered. This means that there is
no need to subscribe to the scheme
before you travel. Vestas has an in-
ternational hotline to the insurance
company: Europiske. The hotline
is always open, and the contact
number is +45 7010 9030. If you
have any questions about the new
insurance policy, please contact your

local People & Culture department.
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A number of prominent guests have visited Vestas during the first half of 2008. At the

Hannover Messe, where more than 5,000 companies were represented, the German

Chancellor Angela Merkel chose to visit Vestas’ stand on April 21...
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Finally, on June 18, Vestas Towers had royal vis

— while Vestas Americas received a visit from U.S. presidential candidate John McCain on when the Danish Crown Prince Frederik and Crown
May 14. He visited the Vestas Business Academy in Portland — and also had time to sign a Princess Mary were on official visit to the tower

Vestas turbine blade. factory in Rudkgbing, Denmark.

Vestas Technology

R&D launches university .
program 5 )

Vestas Technology R&D has established a global university programme to strengthen
collaboration with leading universities worldwide. The goal is to attract and support the
best talents and improve conditions for research and development within wind power.
In the coming years, Vestas Technology R&D will sponsor an increasing number of

professors, PhDs and Master Theses at a number of universities around the world.
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As the world-leading Group in the field of sustainable
energy, Vestas atlracts a great deal of interest from the media
all over the world. Also when things do not go as planned

On Friday, 22 February 2008, an old
wind turbine runs out of control on a
field in Djursland, Denmark. Driven by
the strong wind, the turbine acceler-
ates until the nacelle almost explodes
and the tower bends and breaks. That

same day, both the local and inter-
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national media are very interested in
hearing Vestas’ version of the episode,
and at the same time, a video record-
ing of the breakdown becomes a
popular clip on YouTube, the Internet

video-share site.

This is a good example of how many
eyes are focused on Vestas, as Peter
Wenzel Kruse of Group Communica-

tions explains.
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What makes the breakdown

of a Vestas turbine such a

good story?

“Vestas’ products are spectacular in
themselves. So when something g
wrong, it is usually a spectacular sight.
At the same time, the wind energy
sector is currently attracting a great

deal of attention — with all this entails.

Finally, we are a listed company with a

large number of shareholders. All his
all makes Ve

he says.

1s stories good stories,”

“We attract a lot of attention, in good
times and bad. This is something we

simply have to accept.”

Why do you not inform all the
company's employees about
these events?

“You have to see things in perspec-
tive. We have installed 35,000 turbines
— which means 100,000 blades, so we
have to target our communication. Of
course, we always inform all employees
in the event of a serious accident. But
in other, less serious cases, it is particu-

larly important that the local employ-

ees who are working in the area or with
the type of turbine in question — and,
naturally, the relevant customers — are

informed quickly.”

“On the other hand, it is important to
emphasise that we take every accident
very seriously and aim to learn from
them so that we can make sure that
other turbines do not suffer similar

problems,” says Peter Wenzel Kruse.
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An excellent

proposal

Javier Rodriguez Diez has never hesitated in his support for
Must-Win-Battle no. 3 — Sales Excellence. From his point of
view the need for a new sales process across Vestas s loud and

clear — and a common toolbox is now underway

Vestas sales teams will experience a
very different way of working from
2009. By then the new Vestas sales
process will be fully implemented,
emphasising team selling, process
transparency and customer alignment.
And sales reps will find themselves with
a brand new toolbox for delivering the

equally new global value proposition.

Javier Rodriguez Diez, Sr. Vice Presi-
dent of Sales & Marketing in Vestas
Mediterranean, expects the sales proc-
ess to mark a new beginning — and,
hopefully, the end of negative custom-

er sentiments.

“We want to keep working with Vestas,

but you are making it too difficult” said
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one Vestas Mediterranean customer
during an interview earlier this year.
This statement and others like it are all
too typical of customer perceptions of
Vestas right now.

But not for much longer, says Javier.
Ever since the Must-Win-Battles were
launched, he has thrown his full sup-
port behind the Must-Win-Battle for
Sales Excellence, becoming the battle
anchor for Vestas Mediterranean

— convinced of the major benefits for

his region and for Vestas as a whole.

“The results of this battle will have
a strong, positive impact on all sales
teams. It is going to provide us with a

new, more sophisticated way of doing

business, where we have a better un-
derstanding of our customers’ needs
and where our expectations at Vestas
are aligned with customer expecta-

tions,” he says.

Mixed market needs

As part of the battle for Sales Excel-
lence, more than 100 customers have
been interviewed across all SBUs. In
Vestas Mediterranean — where the
market mix ranges from mature to
under-developed — the interviews have
highlighted the very different needs
of the SBU’s customers. One general
message, which Dialogue for Develop-
ment has also uncovered, is that Vestas

has lost its customer focus.



“Right now we are in a seller’s market

that allows us to introduce the terms
and conditions we need. Many custom-
ers feel we have taken advantage of the
situation. But we are not prepared for
the change to a buyer’s market. We
need to improve key customer relation-
ships and offer a really strong value
proposition,” says Javier. “Customer
loyalty is a reflection of our future
financial results, so we have to take

urgent action.”

Unlocking the potential

The value proposition will be essential
to exploiting the massive potential of
the Vestas Mediterranean markets in
the future and securing Vestas’ posi-

tion on them. Alongside the mature
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Must-Win-Battle #3
- Sales Excellence

The new global value proposition,
which will be communicated to the
organisation in third quarter 2008,

is a key goal of Must-Win-Battle no.
3. It’s purpose: to establish a clear
understanding among customers and
employees about what Vestas stands
for in the market place and the value
Vestas must deliver to fulfil customer

needs.

Designed to deliver on the proposi-
tion, the new global sales process will
be rolled out this autumn. Imple-
mented in SAP, the sales process will
be based on the global templates
developed by Must-Win-Battle no.

12 — Mayflower — to enable uniform,
transparent processes across the

organisation.

SAP will become the hub for all sales
data — improving the sales teams’

ability to consolidate valuable market
data, plan ahead, gather information
on customer pipelines, and select the

right sales opportunities to focus on.

Communication and training regard-
ing the new sales process is currently
being planned.
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wind markets of Spain, France and
Italy, the markets of Turkey, Brazil
and Mexico are in rapid develop-
ment. That involves serving the
needs of big professional players
and of newcomers, who may also
require support in developing their

market. As Javier explains:

“Due to our market mix, we have
a huge job aligning and standard-
ising our way of doing business
internally. We need to improve
our knowledge of client needs and
adapt our global value proposition

to each market.”

Major contribution

Javier and his team are among the
main contributors to Must-Win-Bat-
tle no. 3. In addition to conducting
customer interviews, Vestas Medi-
terranean is working to improve

its customer communications and
increasing the capacity of the sales
team so customers can receive a fast-
er response to their inquiries. Like
the other SBU, it is also actively
involved in defining the global sales

process and improving pricing.
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Customers are not the only ones

to have been asked for their views.
Javier actively seeks input from the
sales teams regarding sales process-
es and the sharing of best practices.
“Knowledge sharing is of tremen-
dous value in an SBU as diverse as
Vestas Mediterranean — as it is in

Vestas as a whole,” Javier adds.

So, although the global sales proc-
ess will have a major impact on dai-
ly work routines, the hope is that

it will not come as a big surprise.

The cross-the-board involvement of

Vestas sales people in Must-Win-Bat-

tle no. 3 is giving all an insight into
what needs to be done. Soon they

will have the tools to do it.

Are you IT secure?

To find out, simply

type “security” in your

internet browser.

Graduate Programme Manager Inge-Mette

Rosenberg Jgrgensen, People & Culture.



am-
'A ,e seeure, stable and well-func-
tioning IT system for the benefit of
" qi‘k and each and every employee.
s the purpose of Zodiac, the
comprehensive IT project that is to

standardise the PCs of all Vestas

employees.

For example, under the project, all
Vestas PCs will be fitted with the Win-
dows Vista operating system, which will
replace the older system, Windows XP,
that is used today.

“Better security and better support are
two of the most important reasons why
we are now choosing to switch to Win-
dows Vista,” explains Bente Waldstrgm,
Project Manager from Group IT.

Support and security are also key fea-
tures of another aspect of the Zodiac
project, which is intended to make it
easier for users to install software on

their PCs themselves — while limiting

the types of software they can actually

install.

Today, there are often problems with
programs that users have installed on
their PCs themselves. Bente Waldstrgm
relates that a survey has shown that
more than 18,000 different programs

have been installed on Vestas PCs.

“It goes without saying that this makes
support very difficult. Moreover, the
worst virus attacks Vestas suffers stem
from programs that have been down-

loaded to employees’ PCs.”

Around 400 programs have been se-
lected as ‘standard programmes’, and
these can be installed directly from a
new software portal. Employees who
need other programs for their work

must apply for exemption.

“Some employees will view this as a

limitation, but it actually provides

Vestas with a range of major benefits.
Vestas has grown to a size that makes it
imperative for the company to stand-
ardise its systems. At the same time,
the new system will make it possible

to provide much better support to
individual employees,” explains Bente
Waldstrgm.

In practice, employees should expect
to have to deliver their PCs to their
local IT departments for upgrading.
The necessary changes can usually be
implemented on the same day. Most
departments will be invited to have
their upgrades performed in 2008, the
remainder at the start of 2009.
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You can find out more about
Zodiac on SharePoint:
Vestasindex > Group IT >

IT projects

Graduate Programme doubled up

As from spring 2009, the scope of the
Vestas Graduate Programme is to
double. In future, Vestas will be taking

on 70-80 new graduates every year.

“We have received very positive feed-
back from the departments that have
been allocated a graduate. At the

same time, it is only natural for Vestas’

growth to be reflected in an expansion

of the programme,” says Inge-Mette
Rosenberg Jorgensen, Graduate
Programme Manager at People &
Culture. Inge-Mette is delighted that

Vestas will now have the opportunity

to attract even more highly qualified
candidates to the programme, and

keep them with the company.

The expansion means that in future,
the programme will be divided into
two ‘teams’ per year, with 35-40 new
graduates joining the company in
March and September. As a result, four
teams will rotate at different intervals

every year.

At the same time, the People & Culture
department will be strengthened. For
example, a global recruiting team will

be established to support local initiatives.

The first graduates to have completed
the programme are approaching

the end of their two-year course and
getting ready to continue their careers

with permanent jobs at Vestas.

VestasInside 35



VOX POP

One of the action plans is to
improve the communication
between employee and manager.
This has been helped by the PDD,
which gives you time to talk about
topics which are difficult to discuss
during normal working hours

— like development and career aspirations. The
factory has changed a lot in the past months due
to the fact that we have started producing nacelles
for the V90, but the management has used tools
like the PDD and the action plans very well to

show employees where the factory is going.

Marcello de Pasquale, Vestas Assembly,
Taranto, Italy.
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What needed changing in your factory
— and have the action plans helped?

I think the factory has to do better
in getting the right information

to the employees and at the right
time. So far I have not noticed
many changes from the action
plans, except that managers are

attending training. However, I

think there is more focus on quality now than

Fred Pettersson, Vestas Castings,
Guldsmedshyttan, Sweden.



Better communication to employ-

ees, new cross-organisational teams
and more visible management in the
factories. These are some of the results
of action plans carried out in Vestas
Nacelles on the back of last year’s

employee survey.

“It was clear we had to take action on
issues that have influence on the satis-
faction, motivation and loyalty of the
employee. The results showed that the

constant dialogue between employees

In Vestas Nacelles, the results from
last year’s employee survey have meant
tangible and — in some factories
— extensive changes

and management is essential and must
be improved,” says Lone Jensen, P&C

Partner, Vestas Nacelles.

Following an evaluation of the survey
that was carried out in November
2007, each factory in Vestas Nacelles
was presented with the local results.
On that basis, local action plans were

decided upon.

In some of Vestas Nacelles’ factories

organisational changes were needed,

Development and training are
the areas to focus on here. Being
part of a global company which is
always changing, employees have
to learn something new every
day. The arrival of the V90 here
in Taranto was challenging, but

I feel that we have more influence
now, so that we have a better
opportunity to change things at the
factory. Wages that were previously
low compared to other companies
in the area have also been improved.
I think it is very good with a survey

brought huge satisfaction to all of us. It is prob- where you can share your opinion and know that

ably too early to talk about achievements from the it will be read and followed up on.
action plans already, but some training has been
organized already. The positive climate has been Anna Jenssen, Vestas Castings,
maintained, and Vestas Nacelles Taranto is still a Guldsmedshyttan, Sweden.

very good environment to work in.

Marco Fanelli, Vestas Assembly, Taranto, Italy.
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some strengthened the People &

Culture department, while other
factories have improved the flow of

communication.

“Each action has been established lo-
cally making sure that each department
manager listens to his or her employ-
ees, asks concrete questions, evaluates,
establishes action plans and follow up

on them each month. ”

At Vestas Nacelles’ assembly factory in
Ringkgbing, one of the focus areas in
the action plan has been communica-
tion. Consequently, team leaders have
been released from having to solve
technical problems. They now have
more time for direct contact with their
coworkers, also during night shifts.
Each team leader is provided with a
template containing a firm agenda
for standard information on a daily,

weekly and monthly basis.
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Furthermore, quarterly meetings be-

tween coworkers and management are
held with the purpose to talk about the
activities in the factory and in Vestas in

general.

Frank Hggholm, Vice President and
factory manager emphasizes that the
plans will only be a success when every-

body is participating.

“We are all coworkers with a common
interest in a well-running working
place. It is just like a party; the manag-
ers are hosts creating the frames, but
the staff is the essence of the celebra-

tion.”

In the assembly factory in Taranto, the
employee survey showed a high level
of satisfaction amongst employees, but
that is no excuse for not improving,
says Elisa Nicoletti, People & Culture

Partner at the factory.

“A high level of satisfaction also means
that employees have high expectations.
So in order to maintain our good re-

sults, we have to continuously improve

the workplace,” she says.

“We looked at the results from the
survey and decided — along with the
employees — that , ‘development’ was
a key word. Many employees had re-
quested training activities, and we have
introduced English language courses
and technical courses,” she says of one

of the local initiatives.

insidefacts

The most recent employee survey
was carried out in November
2007. A total of 10,976 employees
took part.

The next survey will be carried

out in November 2008.




Our colleagues’ own photos
— from the cold of winter
to summer heat

Vestas
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