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Important information
Forward-looking statements 
This document and the related oral presentation, including responses to questions following the presentation contain certain forward-looking statements with
respect to the financial condition, results of operations and business of Philips and certain of the plans and objectives of Philips with respect to these items, in 
particular the sections “Looking ahead” and “Outlook”. Examples of forward-looking statements include statements made about our strategy, estimates of 
sales growth, future EBITA and future developments in our organic business. By their nature, these statements involve risk and uncertainty because they 
relate to future events and circumstances and there are many factors that could cause actual results and developments to differ materially from those 
expressed or implied by these statements. 
These factors include but are not limited to domestic and global economic and business conditions, the successful implementation of our strategy and our 
ability to realize the benefits of this strategy, our ability to develop and market new products, changes in legislation, legal claims, changes in exchange and 
interest rates, changes in tax rates, pension costs and actuarial assumptions, raw materials and employee costs, our ability to identify and complete 
successful acquisitions and to integrate those acquisitions into our business, our ability to successfully exit certain businesses or restructure our operations, 
the rate of technological changes, political, economic and other developments in countries where Philips operates, industry consolidation and competition. As 
a result, Philips‟ actual future results may differ materially from the plans, goals and expectations set forth in such forward-looking statements. For a 
discussion of factors that could cause future results to differ from such forward-looking statements, see the Risk management chapter included in our Annual 
Report 2010 and our Annual Report on Form 20-F filed with the U.S. Securities and Exchange Commission (the “SEC”), which is available on the SEC‟s 
website at www.sec.gov. 

Third-party market share data
Statements regarding market share, including those regarding Philips‟ competitive position, contained in this document are based on outside sources such as 
research institutes, industry and dealer panels in combination with management estimates. Where information is not yet available to Philips, those statements 
may also be based on estimates and projections prepared by outside sources or management. Rankings are based on sales unless otherwise stated.

Use of non-GAAP Information
In presenting and discussing the Philips Group‟s financial position, operating results and cash flows, management uses certain non-GAAP financial 
measures. These non-GAAP financial measures should not be viewed in isolation as alternatives to the equivalent IFRS measures and should be used in 
conjunction with the most directly comparable IFRS measures. A reconciliation of such measures to the most directly comparable IFRS measures is 
contained in this document. Further information on non-GAAP measures can be found in our Annual Report 2010.

Use of fair-value measurements
In presenting the Philips Group‟s financial position, fair values are used for the measurement of various items in accordance with the applicable accounting 
standards. These fair values are based on market prices, where available, and are obtained from sources that are deemed to be reliable. Readers are 
cautioned that these values are subject to changes over time and are only valid at the balance sheet date. When quoted prices do not exist, we estimated the 
fair values using appropriate valuation models, and when observable market data are not available, we used unobservable inputs. They require management 
to make significant assumptions with respect to future developments, which are inherently uncertain and may therefore deviate from actual developments. 
Critical assumptions used are disclosed in our 2010 financial statements. Independent valuations may have been obtained to support management‟s 
determination of fair values.

All amounts in millions of euro‟s unless otherwise stated; data included are unaudited. Financial reporting is in accordance with IFRS, unless otherwise 
stated. This document comprises regulated information within the meaning of the Dutch Financial Markets Supervision Act „Wet op het Financieel Toezicht‟.
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16% 13%

44%1

36% 34%

30%

Healthcare

Lighting

Consumer Lifestyle1

Components

Semiconductors

Origin IT Services

Other

Building a leading company in health and well-being

Over the past decade we have fundamentally simplified our business portfolio, 

investing proceeds from disposals in our Healthcare, Consumer Lifestyle and 

Lighting businesses

8%

12%

5%2%

2000
actual

sales split

1 Consumer Lifestyle in 2000 includes the former DAP and Consumer Electronics divisions

2010
actual 

sales split
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Total sales EUR 4.9 billion1

Total sales EUR 7.6 billion

The power of Lighting
Simply enhancing life with light

Lamps & lighting electronics

Professional luminaires

Consumer luminaires

Automotive

Packaged LEDs

8%

73%

19%

8%

51%

6%

7%

28%

2000

Vision target 2015: 12-14%

2010

1 Excluding batteries EUR 0.2 billion
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We are uniquely positioned across the lighting value 

chain in energy efficient products and solutions

Applications

Leading portfolio

Light sources &

components

Up to 

- 48 %
energy

Up to 

- 50 %
energy

Services 

Up to 

- 70 %
energy

Efficient light sources
CosmoPolis quality 
white light systems, 

Lumileds LEDS

Efficient luminaire 
platforms

LEDGINE, LifeLED

Efficient controls
Dynalite, 

Teletrol, Amplex

Energy services
and solutions
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Philips Lighting

Customer Segments1

24% 17% 17% 11% 13% 5% 2% 3% 8%

Retail Entertainment Healthcare AutomotiveHomes Offices Outdoor Industry Hospitality

We increase our focus towards the people we serve
Further strengthening our global leadership in Lighting

€7.6
Billion sales        

in 2010

53,000+
People employed 

worldwide in 60 countries

5%
of sales invested 

in R&D in 2010

80,000+
Products & services    

offered in 2010

1 Indicative split
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10.0%

13.8%

7.2%
11.5%10.8%

2.2%

4.5%

Healthcare Consumer Lifestyle Lighting Group

4.0%

EBITA & EBITA% – FY 2010

10.5%

14.7%

7.9%
12.8%12.2%

6.0%

6.4%

Healthcare Consumer Lifestyle Lighting Group

6.2%

Adjusted EBITA & Adjusted EBITA% 1 – FY 2010

Group excl. Television

Group excl. Television

12.0%

6.1%

12.4%

7.9%

Full year 2010 - EBITA development 
EUR million

1 Adjusted EBITA is EBITA corrected for incidental charges (details in quarterly information booklet slide 80) 7



18%

34%
38%

20%

38%41%

Emerging Market – FY 2009 & FY 2010 
Sales in emerging markets

2009

2010

Healthcare
Consumer
Lifestyle Lighting Philips Group 

Mature 

70%

Emerging 

30%

Mature 

67%

Emerging 

33%
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41%

73%

30%

21%29%

6%

Europe
North

America

Latin

America

Asia/

Pacific1
Total

Lamps

Consumer 

Luminaires

Professional 

Luminaires

Lighting

Electronics

Automotive

Packaged 

LEDs

Overall 

Lighting

We are the leading global lighting company

20092008

Not leader LeaderCo-leaderNumber 1 Number 2 or 3 Not in top 3

Market leadership across most categories
Market share per Business Group by Region, 

as at Jun „10

Increased customer loyalty
Net Promoter Score (NPS) in 2008, 2009

1 Excluding Japan

Source: Customer panels and Industry associations
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The general illumination market offers major growth 

opportunities

LED lighting

Conventional lighting

Market overviewGlobal illumination market

• The global lighting market is 

expected to grow at a CAGR of 

around 7-9% during 2010-15, to 

around EUR 80 Billion

• Growth in global illumination 

market is driven by the LED 

revolution with rapid adoption of 

LED-based lighting solutions

• Conventional lighting continues to 

be a large part of the market

Source: Philips Lighting global market study 2009, updated for 2010

20152010

€ Bln

80

CAGR of 7-9%, 

assuming

nominal GDP 

growth of ~4%

10



Lighting Opportunity

Top 10 Potential Building Energy Saving Solutions

0 40,000 80,000 120,000 160,000 200,000

Residential - Refrigerators

Residential - Lighting*

Residential - Heat Pumps

Industrial - Lighting

Residential - Water Heating

Residential - Color TV

Industrial - Machine Drive

Commercial - Cooling

Commercial - Other

Residential - Central AC 

Commercial - Lighting

Maximum Achievable Potential (GWh)

2010

2020

2030

Source: Electric Power 

Research Institute
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Potential Impact of Green Lighting Solutions
Lighting can produce an average of 40% energy savings

4 Key Issues:

• Rising energy prices

• Climate change

• Security of energy supply

• Economic growth

1 Value Proposition:

• Energy-efficient lighting 
solutions help drive global 
sustainable development
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The why and how of LED adoption

Why LED will be adopted

• Customers becoming increasingly aware of the benefits 

of LED:

– Cost and energy savings

– Sustainability / environmental awareness

– New possibilities for design and colors

– Mood management

– Potential for more productivity and safety

– Longevity

• Governments driving for sustainable energy solutions 

(i.e., incandescent ban and stimulus packages)

How LED will be adopted

• Adoption of LED based lamps, modules and full 

integration

• Accelerated renovation of lighting current installed base 

• New building and infrastructure projects
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100
123

167

211 225

263
281

303

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

Growth LED Lighting

LED lighting
Exponential growth

Total sales EUR 1.0 billion

51%

49%

The move to LED will increasingly drive growth in the general lighting

market in the years ahead, notably in luminaires. LED also offers an 

opportunity to create additional value across the innovation chain. 

Philips is the broadest player in both light sources and solutions offering:

Á LED lamps

Á LED luminaire solutions as well as a LED licensing program

Á world‟s largest high power LED company

Á leading company in illumination segments

Á leader in consumer mobile phone, camera flash and automotive LED 

signaling.

LED sales as a percentage of Lighting sales were 13% over the last

twelve months.  

Packaged LEDs

LED Lamps and Luminaires

1 Indexed Growth, base Q1 2009 = 100

1

2010

2009 2010
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Application / LuminairesLighting ElectronicsLamps

Home

Home, Office, and Outdoor are the biggest segments

Professional is the largest channel

1 General illumination (excludes Automotive)

Source: Philips Lighting global market study 2009, updated for 2010

Biggest segments

Entertainment

Healthcare
Hospitality

IndustryRetailOfficeHome Outdoor

Consumer Professional

Total market size in 20101: 50-55 B€

Office

Outdoor
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Convergence of SSL, Sensors and Control

• Factors Influencing SSL Control

– Application needs

– Inherent Controllability of LEDs

– Low cost to add control and Intelligence

• Sensors

– Environment: Daylight, Occupancy

– Location: GPS

– Performance - Optical, Thermal

• Intelligence

– Monitoring: Hours, temp., 

– Feedback: Thermal, optical

– Advanced: Cut and paste colors, optimization 

for  Energy, CRI, intensity
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43%
35%

23%

57%
65%

77%

4

5

6

7

8

0

100

Innovation spend increasingly focused on LED 

products & solutions

LED / Digital

Conventional

2009 

Actual

2011

Outlook

2010 

Actual
2010200920082007 2011

We focus our R&D spend on LED/digital 

technologies

R&D spend remains around 5% of sales; 

set to increase in absolute value

R&D spend categorized by technologyAdjusted R&D spend, R&D as % of sales

% of salesR&D spend
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LED adoption driven by strong total cost of 

ownership advantage and legislation

80%

60%

40%

20%

0

201120 1020092008

• EU: All incandescent lamps to be phased out by end of 

2013.

• US: Incandescent ban in effect from Q1 2011

• Other markets: Incandescent ban effective from Q1 

2011 across Russia and Brazil and Turkey

Example 1: LED Master for 

retail stores in Singapore

81

-73%

4W Philips 

Master (LED)

35W Halogen 

(Conv.)

299

Energy cost Maintainance costInitial cost

Example 2: LuxSpace

for hotels in Europe

Savings vs. 

Conventional 

over 3-years

321

-46%

LuxSpace 

(LED)

Fugato 

(Conv.)

590
Savings vs. 

Conventional 

over 5-6 years

Energy efficient sales heading to 

over 60%
(as a % of sales)

Total Cost of Ownership (TCO) is 

becoming increasingly attractive
(all amounts in €1,000) 

Legislation driving energy efficient lighting 

sales

Pay

Back

1 year
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US Lighting Legislation Driving Change

• Energy Independence and Security Act of 2007:

• Sets minimum efficiency standards for lamps by 2014

• Mandates 30% energy reduction in federal buildings by 

2015 relative to a 2005 baseline

• Establishes high-performance green building standards and 

green life-cycle practices for all types of federal facilities 

• California: Title 20 and 24, ROHS:

• Requires designed ability of at least 50% reduction in light 

through dimming/switching

• ROHS Directives by 2010

• Other New Requirements:

• All federal facilities and several North American cities 

incorporating USGBC LEED guidelines into building codes

• Executive Order 13514 requiring all Federal Agencies to 

Reduce energy consumption, reduce CO2 emissions, 

reduce water consumption and access the suppliers 

environmental impact from products purchased.  

• DOE phasing out the manufacture of T12 lamps, T8 700 

series lamps and standard incandescent PAR, BR and ER 

lamps greater than 2.5 inches by July 2012
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LED Lighting Systems

Cost of Light includes: lifetime, source efficiency, energy cost, 

replacement cost of lamp/fixture, labor cost

Source:  Philips; Research conducted with white LEDs only; Philips 

estimates, and are not indicative of future performance  

It takes a lot to do it right! Price & performance improving rapidly!
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The value chain of LED Lighting
From components to end-user enabled lighting solutions

• Level 6 End-user solution: Integrated Lighting System

• Level 5 Lighting system: Ledinaire(s) + controls

• Level 4 Ledinaire: Module + housing and sec. optics

• Level 3 Module: LED(s)+ heatsink, optics and driver

• Level 2 LED(s) on PCB

• Level 1 Packaged LED

• Level 0 Die

Die

End-

user
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Leveraging platforms, enabling differentiators
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Solutions are the right Business for the Future

23



Outdoor LightingInterior Fixtures

LED Innovations 

Lamps, Lighting 

Electronics 

Solution sales is a big opportunity…
Our wide product and services offering allow us to offer unique solutions

Diagnosis services
• Analysis of facility lighting energy

• Benchmark of current lighting system 
performance

• Audit of investment grade

Implementation services
• Design of innovative lighting systems and 

controls

• Implementation of lighting system retrofits and/or 
replacements

Financial services
• Qualification and support for tax and utility 

incentives

• Financing

• Cost Segregation to support accelerate 
depreciation and/or write-off old  lighting systems

• Payback guarantee

… Supported by relevant service offering
Wide product portfolio…
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Å Description

ð Mirage Convention Center, Las Vegas, NV

ð May 2010

ð Customer very pleased with quality of light / 

aesthetics

ð LED long-life / reduced maintenance benefits are key 

in hospitality installations such as this 90,000 sq ft. 

facility

Å Financial Impact

ð Replaced 4,000 lamps and reduced energy costs by 

$60,000 per year

ð Eliminated nearly 3 million pounds of CO2

ð New LED lamps will last 25 times longer than the 

incandescentsthey replace, reducing maintenance 

costs, while also producing less heat, helping to lower 

cooling costs 

Å Products Used

ð EnduraLED7 watt

Case Study: Indoor LED Retrofit

- 83%
energy
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ÅDescription

ð Depart of Labor Francis Perkins Parking 

Garage, Washington, DC ðpart of the 

Department of Energyõs Gateway  

LED Demonstration Project

ð June 2010

ÅFinancial Impact

ð Cut energy consumption by 75% vs. 

former high pressure sodium lighting 

system

ð Reduces maintenance and improves 

visibility

ÅProducts Used

ð Philips VizorLED

Case Study: White LED Systems

- 75%
energy

26



ÅDescription

ð Dowtown Altoon, PA

ð May 2010

ð LED systems provide both energy savings and 

brighter, whiter light

òLighting is our biggest energy bill.

If you want to make an impact

on energy conservation, thatõs

where you hit it. We did it

to save money, but it gives

downtown a kind of unstated

presence. It looks cleaner;

it looks more crisp.ó

William E. Schirf,

Mayor of Altoona, Pa.

ÅFinancial Impact

ð Cut energy consumption by 70% vs. former HID 

lighting system

ÅProducts Used

ð Philips Lumilock

- 70 %
energy

Case Study: Outdoor LED Lighting
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Case Study: LED Downlighting

ÅDescription

– JW Marriott, Indianapolis, IN

– February, 2008

– 34 Stories, 1,005 Guest Rooms

– LED Downlights – 3 per Room, 

hallways

ÅFinancial Impact

ð Cut energy consumption by 73% vs. 

conventional CFL and halogen Lighting

ð Reduced maintenance

ÅProducts Used

ð LightolierCalculiteLED Downlight

- 73 %
energy
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• End-users: lower costs,

better quality light, safer

• Environment: lower energy usage, 

lower emissions

• Economy: lower costs,

greater competitiveness, 

green jobs

Philips Energy Efficient Lighting: a Triple Win 
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