





Philips Publications

Consumer Lifestyle — From good to great!

Consumer Lifestyle aims to respond

to the aspiration of consumers all over
the world to improve their health and
well-being. In doing this, we focus on four

areas: Body, Mind, Space and Appearance.

Our markets and expertise

The pursuit of health and well-being is a
universal trend. It is creating a market (both
in the developed and emerging economies)
that is more than three times larger than
the market for our existing consumer

businesses. It is also growing faster and more
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profitably than the overall consumer goods
market. It therefore represents a formidable

platform for sustainable profitable growth.

Consumers who focus on health and
well-being tend to be more highly educated
and more affluent than other consumers.
They are also increasingly familiar with using
technology in their daily lives. They are
constantly looking for meaningful innovation
and are ready to pay a premium for it.

They exist in both developed and

developing markets.
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Investing in product categories relevant to the

health and well-being of consumers makes
sound commercial sense, especially as we
know that the Philips brand and our Brand
Promise are particularly significant in this
market. As a result, we can command higher
prices and claim bigger market shares, while
expanding our current portfolio and creating

exciting new business opportunities.

To maximize our success in the health and
well-being market, we need to understand
consumers’ needs in this area better than
anyone else, and then translate those
consumer insights into relevant and
innovative solutions that deliver on “sense

and simplicity”. Our unique competitive

advantage will continue to be the combination

of our powerful global brand, our insightful
understanding of people, our extraordinary
competence in technology and design,

and the many synergies with our channels,

partners and supply chain.

Ambition

Consumer Lifestyle will contribute to the
realization of the Vision 2010 ambition.

In addition, we will innovate and make

a substantial difference for consumers

in everything we do. In that way, we aim
to make Philips a leading global brand in

consumer lifestyle.
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Plans for growth

Today we are already one of the biggest

global players in consumer lifestyle in terms

of turnover. We want to become a key player
in terms of overall profitability as well.

We will therefore:

* Aggressively optimize our business portfolio
by divesting, downsizing and revitalizing
underperforming units, while at the same
time introducing new categories in the

health and well-being area

Pursue strategic acquisitions to accelerate
our entry into new value spaces,
complement our leadership positions and
strengthen our presence in developing

markets

Focus on those geographical regions that
offer the highest return on our marketing
investment, based on our very strong brand
equity and the market potential of those
regions, which include the key developing

markets as well as our European stronghold

Continue to invest at competitive levels in
advertising and R&D, to fuel innovation and

build our brand value

Maintain rigorous discipline regarding costs
and organizational efficiency, based on
continuous benchmarking with best-in-class

consumer businesses.
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This is a booklet in the series of Philips Publications,

published by Philips Corporate Communications.

Previous publications:
* ‘The Philips strategy explained’,
April 2005

‘The desired business climate in a rapidly

changing world’, June 2005

‘Il medical terms to know’,
November 2005

‘Challenges and opportunities created

by China’s economic growth’,
November 2005

‘Leadership through transformation’,
November 2005

‘The Philips strategy: focusing on
profitable growth’, May 2006

‘Patient-centric innovation for business
growth in healthcare’, May 2006

‘Business growth and value creation
through sustainable solutions’, July 2006
* ‘The CE industry: a platform for new

convergence’, September 2006

* ‘Energy management as a challenge for
CEOs in the 21t century’, May 2007

* ‘Addressing healthier lifestyles today and
for tomorrow’, November 2007

* ‘Collaboration and innovation as key
to improve healthcare access’,
December 2007

* ‘Towards Vision 2010 - Focusing on
people’s needs in Health and Well-being’,
April 2008

These publications can be found at
www.newscenter.philips.com/about/news/

publications/
Hard copies, as long as available,

can be ordered through
Corporate Communications

corporate.communications@philips.com

If you would like to know more about Philips, please visit www.philips.com/about
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