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Sustainability Makes Sense

Consumers Competition Philips
g
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Vision 2010

Building the leading brand in Health and Well-being

Society
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EcoVision 4
* 30% of total revenues from Green Products

e Euro 1 billion investment in Green
innovations

« Improve operational energy efficiency by
25%
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Philips Corporate Target Setting 2012
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Simpler, stronger, greener

With Eco vision 4 we are committed to:

Lifetime

and disposal reliability

A Generate 30% of total revenues from Green Products
over next 5 years (up from 15% in 2006)

Recycling

A Double investment in Green innovations to G 1 billion P
by 2012; and
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A Further increase the energy efficiency of our operations
by 25% by 2012 Q
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Marketing (business plan)

A Consumer research (Key Consumer Insights) done on sustainability

A Provided commercial briefing with strong link to business policy and Cradle-2-
Cradle

A Translate technical benefits to consumer interests on DFU/packaging

Attitudinal towards sustainability

, Partly Slightly
concerned

~
High Standards 18%: Demands and delivers top quality resulis and likes to retain complete control
over task. Needs applianges that deliver high quality results perform effortlessly. Looking for things
that simplify their life. 90% female, 50% 35-55 yrs old, high income level

N

e
Happy Home: Enjoys floof cleaning and is highly capable. Need for appliances that deliver

consistent and perfect res Qvery time to ensure family /hyehold comfort & happiness, 78%

female, 50% 35-55 yrs old) higher income level
-

Attitudinal towards FC
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Dev

Business Principle
Consolidation Decision Consolidation

elopment (new motor)
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developmeiit phase . -

A Development of an energy saving

motor with high efficiency for the
whole range of vacuum cleaners

A Best case of co-development with
supplier of key components
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But: Consumer will have the same dust pick-up
performance !
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Development (bioplastics)

100%
bioplastic
not yet
possible

A PLA and starch are currently most used bioplastics
A Supplier base is mainly in Japan, China and US

A Material testing shows that PLA compounds can be
used with current tooling
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