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Royal Philips Electronics

Headquarters:

Amsterdam, The Netherlands

• One of the largest global electronics
company with sales in
– 2004 of EUR 30,319 million

• Multinational workforce of 159,700
employees at July 2005

• Active in the areas of medical
systems, domestic appliances and
personal care, consumer electronics,
lighting and semiconductors

• Present in over 60 countries
• R&D expenditures in

– 2004 EUR 2,534 mln
• Portfolio year end 2004 of 115,000

first filing of patents with an increase
of 3065 in 2004



Areas of activities

HealthcareHealthcare LifestyleLifestyle

TechnologyTechnology



Main topics

1. Reputation development

2. Reputation management

3. Reputation measurement



1. Reputation development

•Capitalize and build on company heritage

•Define the company drivers for reputation

•Leverage reputation drivers with the company
mission, vision and brand positioning

•Enhance employee engagement using reputation
drivers and create focus



Capitalize and build on company heritage

Where do we come from?
Anton and Gerard Philips …

… innovators and entrepreneurs who
succeeded in business while improving
the lives of customers and employees

Their founding belief was that by daring
to make choices that improve the lives
of people both inside and outside the
company, they would be successful
not by coincidence but by design



Develop new/exciting products
Leader in innovation

Financially strong company
Strong/capable management team
Sound vision/strategy

Good employer
Honest/trustworthy management

Reliable
High quality products/services
Company I admire/respect

Environmentally responsible
Socially responsible

Value for money
Customer needs

Communicates well with you
Clearly communicates corporate vision

Attributes

Company
Reputation

Define the company drivers for reputation
Reputation definition (16 attributes identified)



Develop new/exciting products
Leader in innovation

Financially strong company
Strong/capable management team
Sound vision/strategy

Good employer
Honest/trustworthy management

Reliable
High quality products/services
Company I admire/respect

Environmentally responsible
Socially responsible

Value for money
Customer needs

Communicates well with you
Clearly communicates corporate vision

Attributes

Company
Reputation

Performance
management

Drivers

Innovation

Employer
values

Product and
services

Sustainability

Market
orientation

Communication

Define the company drivers for reputation
Reputation definition (7 drivers established)



Mission
We improve the quality of people’s lives through
timely introduction of meaningful technological
innovations

Vision
In a world where technology increasingly
touches every aspect of our daily lives, we
will be a leading solutions provider in the
areas of Healthcare, Lifestyle and Technology,
aspiring to become the most admired company
in our industry as seen by our stakeholders

Leverage reputation drivers with the company
mission, vision and brand positioning



Philips is committed to delivering products and
solutions that are

•Designed around you

•Easy to experience

•Advanced

This is encapsulated in our brand promise

‘Sense & Simplicity’

Leverage reputation drivers with the company
mission, vision and brand positioning



‘Sense’
User group specific ‘quality of life’
insights as part of the value
proposition for consumers/customers
•Lifestyle

•Health

•Safety

•Environmental performance

‘Simplicity’
User group specific human interface

Leverage reputation drivers with the company
mission, vision and brand positioning



• DISHA
(Distant Healthcare in India):
– Provide accessible and

affordable medical
facilities to the poor

– Meeting the health needs
of the
bottom 1/3 of India’s
population

Exploring new Markets and New Business Models (7 pilots)

Leverage reputation drivers with the company
mission, vision and brand positioning



•Focus: Healthcare

•Social investments programs
–Promote and facilitate

volunteerism of employees

•Policy
–each employee touches at least

one life in the community

•Examples
–Child in Need Institute -Calcutta

•Healthcare for mother and child
•Healthcare for street children

•Bangelore
–Support for children affected by

polio

Enhance employee engagement through
reputation drivers and create focus



2. Reputation Management

•Compliance management system

•Performance management system

•Stakeholder engagement program

•Supply chain management

•External reporting

•Consistent communication program

•Consistent benchmarking



Compliance Management system

•General Business Principles (code of conduct)

•Network of compliance (ethics) officers

•Worldwide IT structure for registration breaches
and corrective actions

•Toll free anonymous hot lines



Performance Management system

•Yearly Sustainability management agenda

•Set of Key Performance indicators in the
economic, environmental and social area

•Yearly target setting on Key Performance
Indicators (KPIs)

•Four year roadmaps for KPIs (in development)

•Worldwide IT structure for quarterly reporting of
results in the economic, environmental and social
area



Stakeholder engagement



Stakeholder engagement

Social Stakeholders



Supplier declaration

Supplier training programs

Comprehensive Supplier Involvement Program

Supplier Self Assessments

Supplier visits and assessments
(multidisciplinary)

Global Supplier Rating System*)

(accessible by suppliers)

*) Rating parameters:
•Quality
•Delivery Performance
•Cost
•Responsiveness
•Innovation
•Sustainability



External reporting (Sustainability Report)

•Compliance: Report on registered breaches on
Philips General Business Principles

•Performance: Integrated report of economic,
environmental and social progress (both internal
and in the community)

•Supply chain: Report on the progress in the supply
chain program

•Listening to stakeholders: Report on engagement
activities, issues for Philips and embedding relevant
results in the company strategy

•Transparency and credibility: GRI based report
completely verified by external accountant including
IT systems and internal controls (KPMG)



Consistent Communication program



Consistent Communication program



Consistent Communication program



3. Reputation Measurement

•Effectiveness of internal communication (yearly)

•Effectiveness of external communication (quarterly)

•Employee engagement survey (yearly)

•Reputation research (every three years)



3. Reputation Measurement

•Effectiveness of internal communication (yearly)

•Effectiveness of external communication (quarterly)

•Employee engagement survey (yearly)

•Reputation research (every three years)



Consistent communication leads to
improved favorability

Top 100 media - Annual trends 2001 / 2002 / 2003
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To benchmark Philips against respected global companies

To bridge the gap between consumer marketing intelligence,
CARMA reports and branding surveys

To listen to our stakeholders

To identify the key drivers of reputation and variations

To make reputation actionable via one commonly accepted
Philips methodology (link to PBE)

The Philips Reputation Survey



Brazil

USA

India

Greater China:
Mainland China
Hong Kong
Taiwan

France
Germany

Netherlands
UK

Eight key markets



Stakeholders

General
Public

Philips
Employees

Labor market
relations

Journalists

Educational

NGOs

Financial

Senior
business

Government

Philips
suppliers

Professors/lecturers - Careers officers

Pressure groups - Consumer groups NGOs

Politicians

Across PDs, Corporate center and across
all management levels

Across PDs and Corporate centres

Search and selection - Labor
Unions - Employers Federations

General business media - Trade media

National representative sample

Board directors

Institutional investors - Financial analysts

Across print,
online, TV
Across business schools
and technical universities
Across social,
environment, others
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Opinion
Formers

In total, 1,210 Opinion Formers, 1,000 Philips Employees and 1,600 from the
General Public were interviewed by Mori and Research International in October 2003

Across all
sectors



Drivers for a good Company
Opinion Score

Key issue 1 - Philips suppliers think well of it, especially regarding our communication and products
Key issue 2 - However, they clearly value Sony on innovation and other companies on performance management
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Drivers for a good Company
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Driver relevance varies per stakeholder



Global

Additional benchmark companies per country

Peers



Global results reputation research 2003



Interbrand top 100 in 2005

12 places up versus 2004


