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Key Takeaways

* Philips Sonicare and Philips AVENT are the two
growth engines driving Health and Wellness

 Philips Sonicare has superior technology and a
proven track record of growth which will continue
via innovation, dental professional endorsement,
and geographic expansion

* Discus expands our oral healthcare portfolio and
creates synergies via dental professional
relationships

» Philips AVENT is a leading brand with superior
NPS scores which ensure a continued growth
path

» We focus on marketing innovation and expansion
in BRIC to capture the large growth opportunity
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Philips Sonicare and Philips AVENT are the two
growth engines driving Health and Wellness

Health & Wellness
The best choice over a lifetime, endorsed by professionals

PHILIPS A lifetime of better PHILIPS Mother’s best choice from

AVE MT pregnancy to playground
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Delivering growth in each quarter through the recession
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Philips Sonicare has superior technology and a
proven track record of accelerating profitable growth

Sales growth Market leadership
Double digit
Mid single Market share
- digit and NPS &
Single digit leadership
position USA Japan
2008 2009 Outlook 2010
Superior technology ‘

Successful -
Germany China

acceleration

model being
cea—t 1

Netherlands Italy

Profitable growth in each quarter through the recession
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This growth will continue via innovation and dental
professional endorsement

Product and marketing innovation Dental professional endorsement

» Successful launch of Sonicare >50% of Philips Sonicare sales
Kids are driven by dental

. Claims based marketing of professional endorsement

exciting new products * Builds preference for superior

« In-store excellence technology

« Enables premium positioning /
high ROI

» Accelerates category growth

« Channel expansion
(e.g., Drug and Pharma)
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Discus expands our oral healthcare portfolio and
creates synergies via dental professional
relationships

New Value Spaces

DISCUS | & &

L
: dash DAYWHITE NITEWHITE BRITE * SMILE Zoom!
Core Business
Inter- Gum Superior Value creation levers for Discus:
proximal Health consistent
cleaning cleaning « Synergies in Dental Professional
3 A , endorsement and cross sale
: C opportunities
] * New whitening product
: > 0 B
o | , ) u development

« Whitening as an entry point for
emerging markets (“a beautiful
smile”)

Improving Overall Health and

Well-being through Oral Care Tomorrow

Today




PHILIPS

Philips AVENT is a leading brand with superior NPS
scores which ensure a continued growth path

Sales growth NPS leadership

B \PS Leader NPS Co-leader
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2008 Outlook 2010

Achieving growth since the acquisition
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We focus on marketing innovation and expansion in
BRIC to capture the large growth opportunity

Marketing innovation

Channel expansion (e.g. Pharmacies)

C” sparen! Germany
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| AVENT

60ml Anti-Kolik Flasche  SCF683/17

Dabei sein, sparen, mehr erleben!

RECOMMENDED
BY MUMS'

' Philips Avent

| Category
presentation global
roll-out

Geographic expansion in BRIC
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| (@ E Philips Avent launch
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~35% of births worldwide from BRIC
— 21 million births in India every year
— 16 million births in China every year

Establishing business creation teams on the
ground to develop local portfolio

Market leader in Russia with #1 NPS position

Replicating Russia’s successful model in
other emerging markets
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Key Takeaways

* Philips Sonicare and Philips AVENT are the two
growth engines driving Health and Wellness

 Philips Sonicare has superior technology and a
proven track record of growth which will continue
via innovation, dental professional endorsement,
and geographic expansion

* Discus expands our oral healthcare portfolio and
creates synergies via dental professional
relationships

» Philips AVENT is a leading brand with superior
NPS scores which ensure a continued growth
path

» We focus on marketing innovation and expansion
in BRIC to capture the large growth opportunity
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Key takeaways

Personal Care is showing double digit
growth

We are creating innovations based on
strong consumer insights and superior
technology to grow our leadership
positions

We will fuel further growth by creating
relevant propositions for emerging
markets

We will change the rules of the game by
building access to new channels,
Innovating to grow categories and
developing new value spaces
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We will significantly grow our categories by
iInnovating to drive NPS & leadership positions

Percent leadership &

Launching new innovations driving
Co-leadership Market Share positions

growth in our categories
4

Co-leadership 90%
Il Leadership

product
design
award

Mature Markets Emerging Markets*

2011 |

Note: * Mature markets taken as Western Europe North America ; Emerging Markets taken as BRIC (Brazil, Russia, India, China)
Leadership defined as market share leader by >5%; co-leadership defined as market leader by <5% or market #2 by<5%
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We will leverage growth in Emerging Markets by
creating innovations catering to local needs

Understanding local
needs in Haircare

Addressing unmet local Increase penetration of
needs in Shaving electrical shaving in Brazil

Double digit growth in haircare

sales in India

* “Get the style, not the
damage” campaign on TV, in-
store demos and social media
(12,000 fans in 1 day!")
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' UseMth
. 4 shaving gel in or out

g o’d\eshowe

Clean wet shave,
best skin protection

Philips is market leader in Brazil - 3" largest Personal
shavers in China Care market globally.
» A shaver that answers Underdeveloped electrical wet
Chinese men needs: finer shaving market
hairs, washable, affordable » Opportunity to convert blade

users to Philips wet shavers
(wet shaving market €400M)
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We are developing new channels & capabilities to
better engage with our customers & consumers

Developing access to Creating an Integrated Leveraging Corporate
New channels communication platform Social Responsibility

@y DEFOREST
YOURSELF.
REFOREST

; THE WORLD.

e
#NORELCO

:‘ Arhar Day Foundation

"

87% of men, 20-49 say
u “ “Preserving the

Tt b s o e Environment,” is important
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http://www.philips.co.uk/c/mens-grooming/21998/cat/
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We will build the new value space of Skincare by
leading in product & marketing innovations

Successful launch of Lumea Building pipeline of propositions
» Fast growth of category, driven by + Joint development program with Solta
Lumea; up to 20% value share Medical on track to build skin rejuvenation

portfolio. Very positive clinical results

* In total female depilation, #1 position in ) :
using premium laser technology

light-based depilation
* |P acquisitions to further build technology
platform

« Strong NPS results

+ Joint development with cosmetics player
to develop synergetic propositions

a2

Before 1st treatment After 24 treatment

i
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Very positive clinical results of joint '
development with Solta Medical SOLTAMEDICAL
Benefits Before

Smoothes skin texture

Evens skin tone —
reduces pigmentation

Source: FUMOS3 clinical study 17
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Key takeaways

Personal Care is showing double digit
growth

We are creating innovations based on
strong consumer insights and superior
technology to grow our leadership
positions

We will fuel further growth by creating
relevant propositions for emerging
markets

We will change the rules of the game by
building access to new channels,
Innovating to grow categories and
developing new value spaces
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