PHILIPS

www.philips.com

J. Holzbauer

iances Klagenfurt

Pre-Development / Kitchen Appl

tion #you

InNnova



Consumers want sustainable products, and they
want companies to act!
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In Europe, 68% of the consumers agree that it is S e heee In Europe, 51% of consumers indicate
important for companies to implement programs AGREE THEV WOULD: they are willing to pay extra for products
to improve the environment. and services that come from companies

who are committed to positive social and
environmental impact.

- 85% of millennials have this sustainable mindset!
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79%

Have a more positive image

of that company This is a +11%pts increase versus the
previous year.

Percent willing to pay extra for products and services i .
that come from companies who are committed to GLOBAL [/ ccor YOY Point
positive social and environmental impact AVERAGE \\ Change
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Gen Z (Aged 15-20)

% of Global Respondents

@ itis extremely or very important that companies implement programs to improve the environment

Q

Societal impact and ethics are the most common
reasons why millennials change (start or stop) Be mors oyal
their relationships with businesses and brands.

Sources see Notes: Nielsen sustainability research: 2016 & 2018, Deloitte 2019 and Porter Novelli Cone (2019)



1990s

Pre-1994

1970

Introduction of
first guidelines
on
environmental
performance on
substance use in
products and
manufacturing

1991

introduction of
first Philips
environmental
policy

1994

1994 Introduction
EcoDesign project

First Philips
EcoDesign
project

Introduction of
Life Cycle
Assessment
thinking

Introduction of
five Green Focal
Areas

Philips launches
the Regulated
Substances List
(RSL)

1998

Launch of first
Green Flagships

Our first steps in
EcoDesign
deliver a first set
of ‘Green
Flagships’ that
show the world
what can be
achieved
through
EcoDesign

2010

Green Performer

First low power
motor

Up to 47%
Recycled plastics
in lower housing

Bio-based plastics
in covers

2016

!

Performer Ultimate

plastics from old
vacuum cleaners is
recycled into new
parts —36%
recycled plastics

Energy Efficient
motor

We have a history of EcoDesign dating back to the

2017

!

Perfect Care Aque Eco

50% of recycled
plastics

Sustainable
packaging

2020

Senseo Viva Café Eco

28% lower energy
consumption

>75% recycled
plastics in on food
contact material

Sustainable
packaging
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PHILIPS
-

“For a sustainable world, the transition from &
a linear to a circular economy is essential.
A circular economy aims to decouple economic
growth from the use of natural resources
by using these resources more effectively.”

Frans van Houten,
CEO Philips

The linear economy The circular economy
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We dare to step up on sustainability &

DA has a strong purpose and sustainability ; _—
commitment, but it is not yet intrinsic to A need for durable and =" 4 e, M
everything we do. Customers, consumers and repairable products g 4 Easy to recycle
employees demand more. Sustainability must ) S
become a visible part of our DNA.

We will increase brand preference and thereby
business value, by taking the lead to act
responsibly towards our planet and people
across our businesses.

Disentangling from Philips brings us
opportunity to refocus our sustainability
ambition and focus on the topics that are
material to the products we design, produce
and sell

Differentiate through
sustainable business
models
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Circular economy | Ocean Plastics
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COLLECTING TRANSPORTED TO SEPARATED BY PLASTIC RINSED, MELTED & INJECTED / BLOWN
THE PLASTIC A SORTING FACILITY & COLOUR TYPE PROCESSED INTO PELLETS INTO NEW PACKAGING

Ocean Waste Plastic (OWP™) = Mechanical Recycling of Materials Collected from the Ocean

oD ZEAPLAST.




Circular economy
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Biobased Plastics
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Fossil based versus biobased plastics with recycling options
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Poten
tial
feed
stock

Bio based

Animal based
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Sorted plastic waste
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mixed plastic waste

1st generation ‘
fe k chemical recycling I —
by dehydrogenation of Bio-Propane

T to Propylene 2nd generation WAS

chemical recycling*

lGﬂA IE

feedstock —
=) Productlon =}> consumption => waste

* By pyrolysis+ cracking of plastic waste to Propylene ** mech. recycling of postindustrial waste
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Circular economy

We are adopting innovative
business models, pursuing
dematerialization, and maximizing
the lifetime value of our products
and solutions

extracting
raw materials

parts supply

parts recovery

Most value Least value

incineration
& landfill



PHILIPS

Sustainable sites &

Through 2025 we will further embed
circular practices at our sites* by:

reducing material usage
* re-using materials
recycling used materials

and continue sending zero used
materials to landfill

* including non-manufacturing sites, such as large offices, warehouses and R&D facilities



Circular economy

We are adopting innovative
business models, pursuing
dematerialization, and maximizing
the lifetime value of our products
and solutions

extracting
raw materials

v
parts recovery
refurbish

v

(as-aN\ service / upgrades

Mmateri ze / optimize usage
user

I S B
Most value Least value

incineration
& landfill



Refurbishment:

CRERP = Check, Repair,
Exchange, Control and Package

d p p | Ia NCES (,mainly with no-fault-found")
to sell for a slightly better price




Circular economy

We are adopting innovative
business models, pursuing
dematerialization, and maximizing
the lifetime value of our products
and solutions

extracting
raw materials

parts supply

v
parts recovery
refurbish
v \

(as—a—)\servlice / upgrades

dematgrialize / optimize usage
u
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Most value Least value

incineration
& landfill




We are a recognized leader in sustainability

Philips is building on a strong reputation for environmental sustainability

| PARIS2015
.v COP21-CMP11

Philips commits
to become
carbon-neutral
in its operations
by 2020
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Dow Jones
Sustainability Indexes

Philips
recognized
Industry
Leader) in the
DJSI 2015,
2016, 2017; #2
in new industry
in 2018, 2019,
2020

CLIMATE

Recognized
leader — Carbon
Disclosure
Project

2013, 2014,
2015, 2016,
2017, 2018,
2019,2020
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MOST
SUSTAINABLY
MANAGED
COMPANIES 2020

In 2020, Philips
cameinat #2 in
The Wall Street
Journal’s new
global
sustainability
ranking

SCIENCE
BASED
TARGETS

Philips was the
world’s first
health
technology
company to
have its CO,
targets
approved by the
Science Based
Targets
initiative

Thought leader
on circular
economy

Frans van
Houten co-chair
of PACE

2018 Circular
Award

Philips has top
scores in
supplier rating
platforms (used
by customers);
2018 Crystal
Prize winner for
leading change
in supply chain
sustainability

In 2019, Philips topped the inaugural Fortune Sustainability All Stars list in recognition of our environmental innovation, resource use, and
efforts to limit emissions.
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