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Participants see significant growth in 2010 and 2011

Opinion Poll - The 2009 U.S. Solar Industry Monitor, n = 100, polled between October 13th and October 22nd

What sales growth rates do you expect for your

How has industry dealt with economic challenges? , . .
company’s solar business in

Positively 20.9% |

Poaivery 44% 2009 7.1116.4% 21.2%

Neutral 16.6% 2010 I.m S
W 55% |

NS;E;E'\L < (-25)% (24%)-0% | 1%-5% || 6%24% NEFEIN

Negatively

= The positive forecast for 2009, given by 55.3% is
outshined by 83% of participants for 2010 and

o
= 64.9% say the solar industry has dealt with the 90.1% for 2011
economic challenges in a positive manner = 55% believe in biggest sales growth in 2011,
projecting more than 25%

} The maijority of the industry executives indicate a boom in the next few years
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64.9% ask for additional support for the U.S. solar industry

Incentive Environment for Solar

Have you applied for stimulus money?

For company

12.2

For project

64.4 233

Not applied

35.5% of participants applied for stimulus money

12.2% applied for their company, 23.3% for their
projects

Has the government done enough to improve the
economic climate for the solar industry?

Fully agree

Fully disagree Agree

20,9 Neutral

41,8

Disagree

64.9% of participants, however, are of the opinion
the government has not done enough to improve
ramifications for the industry

Only 14.3% disagree

The maijority did not apply for stimulus money and feels the government needs to provide more support
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Lack of credit still crunches the U.S. solar industry

Major Obstacles for Solar Industry

What are major obstacles for your company’s solar business?

!nsufﬂqent level of 34.1% 22 79, 36.4%
incentives

Lack of financing 57 91% 25% 56.8%

Lack of customer 8% 26.1% 31.8% 29.5%
knowledge

Little supportfrom g7 167 5359 28.1% 34.8%

utilities

Low gas prices 9.1 10.2% 29.5% 34.1%
Low oil prices 12.5% 11.4% 28.4% 29.5% 18.2%
Workforce training 11.5% 12.6% 39.1% 25.3% 11.5%
Lack of transmission 23.9% 13.6% 34.1% 18.2% NIOWAA
Electrical standards 19.3% 12.5% 33% 21.6% 13.6%
Business model 10.3% 9.2% 33.3% 27.6% 19.5%
modification

Key!: 1 2 3 4

Lack of financing (81.8%) and little support from utilities (62.9%)

Source: 1 = Not important; 3 = Neutral to 5 = Very Important PIYRTTTY (DROEGE:S COME.



Market penetration and operational improvement are key strategic focus in 2010

Strategic Activities in 2010

What will be your strategic activities for the U.S. solar market in 2010?

Increase U.S. assembly/ 12.4% 6.7% 30.3% 23.6%
production : : : :

Increase U.S. supply 9.1% 6.8% 23.9% 34.1% 26.1%

HR Capacity reductions 25.9% 12.9% 49.4% 9.4% .
Supplier negotiations _
(material cost reductions) 6.9% 8% 21.8 37.9 25.3

Operational efficiency 21.3% 52.8% 22.5%
Sales & marketing 12.5% 429, 40 9%

extension

Project development focus 5.7 22.7% 37.5% 34.1%

Services & service network

extension 4.6 28.7% 35.6% 27.6%
Extension of dealer network 5.7 5.7 31.8% 29.5% 27.3%
Branding activities 7% 24.4% 32.6% 32.6%

Increase in market share

via transaction (JV, 16.9% 10.8% 33.7% 21.7% 16.9%

acquisition etc.)
ey 1 2 3 4

Extension of key footprint activities, foremost marketing along with operational efficiency

Source: 1 = Not important; 3 = Neutral to 5 = Very Important PIYRTTTY (DROEGE:S COME.



Respondents said they favor more indirect methods to gain visibility

Planned Usage of Communication Tools in 2010

Which of the following media tools and techniques will you be employing in your 2010 communications strategy for the U.S. market?

Corporate blog 35.6% 9.2% 26.4%
Corporate oniine 30.2% 10.5% 29.1%
newsrooms

E-mail marketing 16.3%  9.3% 15.1% 12.8%
Earned media: traditional | 8% | | 17.2%

Earned media: new 18.4% b?% 31%
Mobile marketing 34.1% 17% 30.7%
Podcasts 36.4% . 15.9% 35.2% 102% B
Sharing features 29.1% 11.6% 32.6% 221%™

Social media 25.3% 10.3% 21.8% 12.6%
Search engine 7% | 17.4% 33.7%
optimization

ng;er and other micro- 34.9% ‘ 12.8% ‘ 32 6% _.
Viral video 25.6% 10.5% 25.6%

Webinars 20%  [82% ! 2n1%
ey 1 2 s A .

} Solar businesses regard their sales and marketing efforts as critical to revving up the U.S. growth engine

e
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Contact

For more information and interview requests

Brian Hall Sebastian Gores

Gibbs & Soell, Inc. Droege & Comp.

+1 847/519-9150 +1 845/750-8193
bhall@gibbs-soell.com sebastian_goeres@droegeusa.com
www.gibbs-soell.com www.droege-international.com

About Droege & Comp. International Management Consultants

Droege International Group and its subsidiaries, which include Droege & Comp. International Management
Consultants, have been active in the international market for 20 years. Droege & Comp. embodies
restructuring and growth expertise. Droege & Comp. is specialist with many years of experience in exploiting
mission-critical value-enhancing levers such as revenue optimization, cost reduction, cash & financing,
organization & management and integration / PMI offering first-class return on consulting. For more
information, please visit www.droege-international.com

About Gibbs & Soell, Inc.

Founded in 1971, Gibbs & Soell is the 11th largest independent public relations agency in the United States
(O’Dwyer’s 2009 PR Agency Report). Headquartered in New York, Gibbs & Soell has full-service offices in
Chicago, Raleigh, N.C. and Zurich, Switzerland, and a global footprint that extends to more than 30 countries
through its affiliate network that includes the Public Relations Organisation International (PROI). For more
information, please visit www.gibbs-soell.com.

| 85 /DROEGE & COMP.

GIBBS & SOELL



http://www.gibbs-soell.com/
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