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Last year we stated the DAP and CE integration
would bring us new opportunities for profitable growth

Domestic Appliances & Personal care
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Consumer Electronics Consumer Lifestyle

Potential market Potential market
DAP & CE Consumer Lifestyle
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Within these growth opportunities, we have
prioritized where we will focus

Priority in Priority in

Associated Attractive Advantaged new current
................................................................. spaces business
Current !
Is the space Is the space !
: : Can we create :
consistent potentially : !
: : substantial
with our profitable value?
brand equity?  and growing? '
New
Potential market Prioritized

Consumer Lifestyle opportunities

Consistent with mission,
vision, and “Sense and Simplicity”
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Some of the items that have been excluded

o Apparel e Furniture
 Waltches * Mobile phones
« Cosmetics » Navigation

« OTC pharmaceuticals - Digital Cameras

* Laundry machines « Printers, Fax, Copy machines
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Based on our prioritization, we defined
four lifestyle platforms for profitable growth

Healthy life Personal care

" Consumer

Lifestyle

Home living Interactive living
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Growth platform Healthy life

A holistic approach to consumer health and wellbeing

Health is not merely a matter of the body anymore. Health increasingly
needs to be approached in a holistic way. It involves mental and physical
health and having healthy and caring relationships, as well as people’s
daily habits and behavioral patterns.
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Current Potential
addressed market size
market (EUR) (EUR)
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Healthy life — significant upside potential
In expanding current categories in adjacent spaces

Current Potential
Current Current Addressed Market size Potential Players in
Categories Activities market (EUR) (EUR) growth opportunities the space
Mother & « Baby bottles « Sleep %&‘X
Child Care » Monitoring * Feeding
babies/toddlers P&G

. Safety chigeo

» Development

» Personal care
Oral * Electric  Hybrid manual toothbrushes

Healthcare toothbrushes . Cleaning ;
— Specialty rinse ¥
— Plague removers P

%G

» Teeth whitening _
e Oral diagnostiCS gufl-uﬁrmngﬁﬁdhcn

Sleep o Wake-up light » Enhanced going to sleep
and wake up products RESMED

» Improved sleep efficiency
devices J"W

— Sleep timers / monitors
— Smart beds
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Healthy life — attractive new growth engines

In the long term (1)

Potential
New market size Growth Margin Potential Players in
Categories (EUR) (CAGR range) (range) growth opportunities the space
* Intimate massagers
Relationship « Infertility / sexual dysfunction urexi
c 20-30% 12-20% + Avoid unwanted pregnancy
are - Fertility monitoring () BoonV/IBRATIONS
* Pregnancy monitoring i B0 ot s Fuiy
e OTC devices
Preventive — Diabetes monitors @
Health 8-12% 5-15% — Cholesterol measuring strips
. . — Blood pressure monitors
Diagnostics — Pregnancy monitoring strips Abbott
A Pramise for Life
 Integrated exercise equipment for the
home and at fitness centers @
i « Monitoring and diagnostic of fithess The Wellnass Campany
El)tre]?:lze& 8B ~3% 5-20% regime th?ough quipment -
» Coaching and feedback of fitness status
» Workout ambiance creation CWeight\Watchers
 Platform for monitoring and coaching better lifestyles:
Lifestyle — Activity monitors
diagnostics 7-10% 10-20% — Heart monitors PokAR.
d hin — Respirator trainers .
and coaching — Weight watching GOU le
— Fitness trainers SUUNTO Heaith©::



http://images.google.com/imgres?imgurl=http://www.babsonforum.com/2008/wp-content/uploads/2008/07/weight-watchers-logo.jpg&imgrefurl=http://www.babsonforum.com/2008/speakers/Mark/&h=99&w=464&sz=12&hl=en&start=5&um=1&usg=__tBSGKy1NxVUG9DgozhNBewmpiM4=&tbnid=cpt9nf4QvB5MCM:&tbnh=27&tbnw=128&prev=/images%3Fq%3Dweight%2Bwatchers%2Blogo%26um%3D1%26hl%3Den%26rlz%3D1T4GGLJ_enNL266NL266%26sa%3DN

PHILIPS

Healthy life — attractive new growth engines
In the long term (2)

Potential
New market size Growth Margin Potential Players in
Categories (EUR) (CAGR range) (range) growth opportunities the space
« Contact lenses and (ch]
aftercare products @SSILOR
Eye Care 3-4% 20-30% e Smart vision Quii—';trmmﬁufvmwn
correction devices : " CIBA
|
« Eye protection devices ™BauschsLomb VF".!HDI"I
» Over the counter hearing aids @M ReSound
* Amplification
Hearing Aids 4-5% 18-20% + Healthy headsets : %
» Hearing protection
» Noise cancelation SIEMENS

)  For senior: smart exercise M
Learning for mats, visual and audio aids @
pre-school and 8B ~5% 10-15% « For pre school children: s
seniors Learning boxes, iRobot

teacher, Language trainers

. A
Stress relief & » Relaxation-enhancing mapbing L OSIM)

relaxation devices =i
(beyond 4% 10% — Spa treatment at home %
— Office range

massagers)
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Growth platform Personal care

. ., w
Addressing the consumer need to look good and feel great ‘
Current Potential
addressed market size

market (EUR) (EUR)

The notion of beauty has evolved into the appreciation of expression in
more general terms, as the one-dimensional beauty ideal is now being
challenged. Beauty is increasingly seen as something that comes from
within. It is about feeling confident in who you are, and it can be nurtured
by good care of yourself.
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Personal care — significant upside potential
In expanding current categories in adjacent spaces

Current Potential
Current Current Addressed Market size Potential Players in
Categories Activities market (EUR) (EUR) growth opportunities the space
Hair care « Dryers « Extending current CON22 g f
 Stylers product.range?s BaByliss “h \N
professional line =S
Hair sets
» Hair accessories -
« Specific hair problems SPRINGESS
Shaving & * Mens grooming Extending current
grooming e Shaving product ranges P&G BHHU"
« Depilation « Wet & dry shaving

» Shaving accessories &

consumables Gilletie
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Personal care — attractive new growth engines
In the long term

Potential
New market size Growth Margin Potential Players in
Categories (EUR) (CAGR range) (range) growth opportunities the space
. Ache SY neron
Skin care E A 155 \évtglsnrrfleet?c beauty BENCRISER (:_E CANDELA
. Rejuvepation O LUMENIS
* cleansing

* Accessories : :
» Consumables MEDISANA

* Manicure FAPT FAFBESS
+ Pedicure WFE‘[
Hands & Feet 3%-10% 5%-7% « Nail treatment LU CONAR
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Growth platform Home living
Creating a comfortable place to live

The home increasingly reflects people’s identity and preferred way of
living. From a safe haven for daily routines, the home is turning into a
comfortable and inviting place where life is happening.

Current Potential
addressed market size
market (EUR)  (EUR)
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Home living — significant upside potential
In expanding current categories in adjacent spaces

Current Potential
Current Current Addressed Market size Potential Players in
Categories Activities Market (EUR) (EUR) growth opportunities the space
Jura
* Senseo Regional roll out
Beverage + Espresso Tea TEfBL
« Perfect Draft * Soft drinks by Y.
B/S/H/
» Blenders Regional product KRUPS
* Mixers innovations e.g.
Kitchen « Toasters + Rice cookers a
appliances * Fryers + Bread makers SEB
» Coffeemakers Product line extensions Mg, cealiseex
» Water cookers Outdoor cooking life gets easier

* Travel irons
Ironing systems
» Steam irons

* Handhelds

Floor care » Cylinders

* Boards

» Gentle washing
» Refresh hangers
» Drying

* Wet/dry cleaning
* Window cleaning
* Furniture cleaning
* Polishing/waxing
» Outdoor cleaning

' RowenTa

& Electrolux

dyson
Miele!

) BOSCH @
& GARDENA

Husqvarna

Regional product innovations
Line extension
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http://images.google.nl/imgres?imgurl=http://www.gasproducten.nl/images/cms_content/website/logo/delonghi-logo.jpg&imgrefurl=http://www.gasproducten.nl/verwarming/delonghi/blueflame.htm&usg=__SZitpxMWF6ZoKml-vmPHGMH_1tE=&h=82&w=104&sz=3&hl=nl&start=3&um=1&tbnid=-rll_5pTcMt03M:&tbnh=66&tbnw=84&prev=/images%3Fq%3Ddlonghi%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.pcmexpo.com/data/ResourceImages/Rowenta%2520logo.gif&imgrefurl=http://www.pcmexpo.com/dyn_links.asp%3Farea%3DLinks&usg=__bdBDvdF5Xqp_TCDWlRqhqsJgAMc=&h=25&w=290&sz=2&hl=nl&start=14&um=1&tbnid=tmgvaRotwaxDgM:&tbnh=10&tbnw=115&prev=/images%3Fq%3Drowenta%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl

PHILIPS

Home living — many new growth engines
In the long term (1)

Potential
New market size Growth Margin Potential Players in
Categories (EUR) (CAGR range) (range) growth opportunities the space
« Water purification O;gg%‘g‘m;
+ Water filtering 1
Water 10-20% 5-15% * Clean water IARLE})FEEEHUH
« Water nutrition s @
» Heating/Cooling BRTTA
* Air purification e IQA'
. « Air treatment ir
Alr 2>-10% (L « Air humidifiers B
« Heating/Cooling P BIONAIRE
Home ¢ Power too's {\Qg‘i GARDENA
improvement 4% 10-15% « Electric garden equipment /6 BLAGKES
and gardening + Safety equipment Husarma DECKER
« Integrated control of devices Pl o
H trol 5.10% 5.10% < Automatic adaption to CDF‘ITFDlO
ome contro Bl 070 routines/needs E
« Soft security solutions cisco
generation solutions
Energy 0 0 * Monitoring energy cent@meter
management 5-7% 7-10% (management) Yeirsbats Mbariton Aveieaia phy B
» Energy efficient devices .
» Solar/wind energy at home GRIDPQINT
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http://images.google.nl/imgres?imgurl=http://content.edgar-online.com/edgar_conv_img/2007/02/07/0001193125-07-022355_G49364G40G50.JPG&imgrefurl=http://google.brand.edgar-online.com/EFX_dll/EDGARpro.dll%3FFetchFilingHTML1%3FSessionID%3Daqk8jDYNND-knjJ%26ID%3D4932299&usg=__KLyOE7FwMa_YYxfwcOPiG5E0UxI=&h=99&w=273&sz=29&hl=nl&start=5&um=1&tbnid=Reno2Lq14qT0IM:&tbnh=41&tbnw=113&prev=/images%3Fq%3Djarden%2Bcorporation%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://graphics.greenandmore.com/img/logo_iqair.gif&imgrefurl=http://www.greenandmore.com/iqair-gc-series-air-purifiers.html&usg=__s_PnwLosiGENAi37thfN6n3oVdQ=&h=80&w=80&sz=2&hl=nl&start=14&um=1&tbnid=Bh7GTuWVOTMd9M:&tbnh=74&tbnw=74&prev=/images%3Fq%3Diq%2Bair%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.tasteofmn2.com/Culligan-bw-logo-blu.jpg&imgrefurl=http://www.tasteofmn2.com/&usg=__rKwdg6eV5qLUIxfrn_y_kcKJSXI=&h=400&w=1400&sz=67&hl=nl&start=2&um=1&tbnid=u6XHaCXsh0bfZM:&tbnh=43&tbnw=150&prev=/images%3Fq%3Dculligan%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.brita.com.au/old/__data/site/design/1/images/brita_logo.jpg&imgrefurl=http://www.brita.com.au/old/guarantee_registration/filter_jugs&usg=__X3DYIOJX9kUhRlXxX7ZBdAcb3Bs=&h=70&w=204&sz=8&hl=nl&start=2&um=1&tbnid=Ng2-g_fd2-altM:&tbnh=36&tbnw=105&prev=/images%3Fq%3Dbrita%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://upload.wikimedia.org/wikipedia/de/thumb/8/81/Gardena_Logo.svg/800px-Gardena_Logo.svg.png&imgrefurl=http://de.wikipedia.org/wiki/Bild:Gardena_Logo.svg&usg=__Bw0O_PfWOG_ZckN0CVe_W9Zku1Y=&h=178&w=800&sz=22&hl=nl&start=4&um=1&tbnid=00PRg87r_h4zNM:&tbnh=32&tbnw=143&prev=/images%3Fq%3Dgardena%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.atom-electrical.com.au/new_logo/black_decker.jpg&imgrefurl=http://www.atom-electrical.com.au/&usg=__wEENAK0fhFfVmSem6zQ2ZutXCHc=&h=129&w=289&sz=11&hl=nl&start=1&um=1&tbnid=i-ZDOTS2OYHE6M:&tbnh=51&tbnw=115&prev=/images%3Fq%3Dblack%2Bdecker%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.viaggiavventurenelmondo.it/nuovosito/immagini/husqvarna_logo.JPG&imgrefurl=http://www.viaggiavventurenelmondo.it/nuovosito/viaggi/schedeviaggi/8335.php&usg=__U_1p8yA1oDSFhx3H3MYMntUJYp8=&h=983&w=746&sz=70&hl=nl&start=1&um=1&tbnid=AL4uGgE_T39h5M:&tbnh=149&tbnw=113&prev=/images%3Fq%3Dhusqvarna%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.bondstv.com/Control4-RGB.jpg&imgrefurl=http://www.bondstv.com/theater.htm&usg=__e1J4C_R2tXcE-7TNfN8bpd1yV1U=&h=488&w=1500&sz=158&hl=nl&start=1&um=1&tbnid=3zoaBu7kGfszIM:&tbnh=49&tbnw=150&prev=/images%3Fq%3Dcontrol%2B4%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl%26sa%3DX
http://images.google.nl/imgres?imgurl=http://www.radiant.net/files/Images/Partners/Cisco_new_logo.gif&imgrefurl=http://www.radiant.net/technology/strategicPartners/networkingVendors.aspx&usg=__VNj3ns63wfoI479lC3gTaEyni4A=&h=290&w=399&sz=19&hl=nl&start=1&um=1&tbnid=p9hdln0Fbb7r9M:&tbnh=90&tbnw=124&prev=/images%3Fq%3Dcisco%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
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Home living — many new growth engines
In the long term (2)

Potential
New market size Growth Margin Potential Players in
Categories (EUR) (CAGR range) (range) growth opportunities the space
* Pots —1| =]
House ware 7% ~5-10% * Pans B Tefal
* Plates e S
i Cutlery "-"i”‘-.'lLf-;l":!\.BUL'll
» Cooking grills <= 5
* Ovens H Electrolux  Whirlpool
Large kitchen 0 0 ¢ Microwaves
appliances 908 6% >-10% * Refrigerators m
* Burners B/S/H/
* Hoods
» Outdoor kitchen
Outdoor 8B 10-25% 5150 | * Barbeques
cooking « Outdoor grills el y
» Outdoor accessories Loleman
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http://images.google.nl/imgres?imgurl=http://www.itchyfeet.com/images/sigg_logo.jpg&imgrefurl=http://www.itchyfeet.com/product_info.php%3Fproducts_id%3D7163&usg=__73dFksUU1hBs2OG57sNCTnmizA4=&h=102&w=237&sz=4&hl=nl&start=1&tbnid=l9G6KAaQTURnLM:&tbnh=47&tbnw=109&prev=/images%3Fq%3Dsigg%2Blogo%26gbv%3D2%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://anobleservice.com/assets/images/Whirlpool_logo.jpg&imgrefurl=http://anobleservice.com/html/about_us.html&usg=__Kj_LIpLABG0H2-3WA0ryNV_yoXI=&h=188&w=348&sz=37&hl=nl&start=4&um=1&tbnid=rRSv09cRYqi2fM:&tbnh=65&tbnw=120&prev=/images%3Fq%3Dwhirlpool%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl%26sa%3DX
http://images.google.nl/imgres?imgurl=http://www.oudmankeukens.nl/UserUpload/Image/logo_miele-logo.jpg&imgrefurl=http://www.oudmankeukens.nl/index.php%3Fid%3D22&usg=__HE2IqGhgLL3sWJo11nHiub8UmvM=&h=98&w=400&sz=6&hl=nl&start=3&um=1&tbnid=0-P6rjjKcGBg5M:&tbnh=30&tbnw=124&prev=/images%3Fq%3Dmiele%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=https://www.bravosolution.com/cms/clients/bosch-and-siemens-holding/logo&imgrefurl=https://www.bravosolution.com/cms/clients/bosch-and-siemens-holding&usg=__4m3Qb9_gkPmLxlyNokrrqeCgwW0=&h=64&w=130&sz=3&hl=nl&start=2&um=1&tbnid=MlCuY-yof8oOUM:&tbnh=45&tbnw=91&prev=/images%3Fq%3Dbosch%2Bsiemens%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.achooallergy.com/images/products/Electrolux-logo.gif&imgrefurl=http://www.achooallergy.com/electrolux-twinclean.asp&usg=__qNToUFD4l_f50bsboh1Uff3nabY=&h=39&w=155&sz=3&hl=nl&start=7&um=1&tbnid=URD7NGkTpMhm_M:&tbnh=24&tbnw=97&prev=/images%3Fq%3Delectrolux%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.thebbqpro.com/Weber/_Images/Weber_logo_5_color.jpg&imgrefurl=http://www.thebbqpro.com/Weber/Go_Anywhere_Charcoal.htm&usg=__aiRSceH--7qCwEWuwYaOlK8OXOc=&h=185&w=450&sz=39&hl=nl&start=1&um=1&tbnid=9s49tt1Ej2WYWM:&tbnh=52&tbnw=127&prev=/images%3Fq%3Dweber%2Blogo%26gbv%3D2%26um%3D1%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.overland-solutions.com/ImageGC/Headings/Coleman_Logo_2.jpg&imgrefurl=http://www.overland-solutions.com/indexmain.htm&usg=__uC_0p3T04Vc5aZuZBmEZDQP3QVA=&h=156&w=444&sz=39&hl=nl&start=3&tbnid=KLzFM4uhQ8Mk7M:&tbnh=45&tbnw=127&prev=/images%3Fq%3Dcoleman%2Blogo%26gbv%3D2%26hl%3Dnl
http://images.google.nl/imgres?imgurl=http://www.clagrills.com/grillpics/charbroil/Charbroil-Logo.jpg&imgrefurl=http://www.clagrills.com/grills/charbroil/charbroil-models.htm&usg=__NiKQj-y73VHslLJY2-DNcqrAWH8=&h=89&w=238&sz=10&hl=nl&start=6&tbnid=PHynHOz73nmo4M:&tbnh=41&tbnw=109&prev=/images%3Fq%3Dcharboil%2Blogo%26gbv%3D2%26hl%3Dnl
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Growth platform Interactive living
Sharing life experiences through entertainment and information

~
“

Current Potential
addressed market size

market (EUR)  (EUR)

The way we deal with media, communication and entertainment content is
rapidly changing. We have shifted from being consuming audiences to
interactive contributors that love to share and connect with others. It is often
the sharing with others that makes us enjoy entertainment and information
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Interactive living — selective choices to expand current

Current Potential
Current Current Addressed Market size Potential Players in
Categories Activities Market (EUR) (EUR) growth opportunities the space
TV e Flat TV * Room solutions &
 LCD » Cinema experience BANG LOLUESER O
e Family entertainment
648 648 » Connecting friends SONY
and family @
* Integrated solutions @ LG
AVM * Home cinema » Free your music Panasonic -
systems « Entertainment on the go deas f g
e Mainstream * Integrated solutions
Audio/Video 2 S)
» Portable SI|=": i
AudioNideo ||V meea LINKSYS by Cisco
P&A * Mobility « Sector wide accessories 5
» PC peripherals » Mobility accessories lff@_wal"e
» Photoframe » Multimedia accessories
40B a;f."é"l._UTHON

€e:

Logitech
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http://www-nl.linksys.com/servlet/Satellite?c=L_Content_C1&childpagename=NL%2FLayout&cid=1152745786037&pagename=Linksys%2FCommon%2FVisitorWrapper&lid=8603720797H24
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PHILIPS
Our game plan to aim at 5% EBITA In TV

From scale to value

Value through differentiation

Focus on:
e our areas of strength (fortress Europe and BRIC)
o areas with growth potential (from 37% to 44%
of TV market value)

Lower our cost base while maintaining speed and
Innovation by strategic partnerships with fewer suppliers

Further derisk through application of brand licensing models

Push premium (focus on Ambilight)
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Consumer lifestyle —
A key player in the health and wellbeing area

Healthcare Consumer Lifestyle Lighting
Home Healthy Personal Home Interactive Consumer
Healthcare life care I|V|ng living Lighting
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Create a Consumer Lifestyle powerhouse

By making and executing clear strategic choices and
driving relentlessly for costs, organization and investment discipline

« Portfolio management — progressively shifting focus from cleaning to
consolidating global and regional leadership positions

» Pursue strategic acquisitions and alliances - select a few platforms and
build further in identified spaces

* Focus on and continue to drive emerging markets

« Continue to invest at competitive level in Advertising and R&D, leveraging
our marketing excellence and discipline

« Maintain rigorous cost and organizational discipline to build a more
flexible, faster and innovative sector
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