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Global MCC Market is expected to further grow
at CAGR of 5,5 % every year.

Global
+5,5%

Compound annual growth rate from 2014-2020 in value % *

Greater China

MCC Market size (value) =
9%

per region
Forecast 2014 — 2020*

Western Europe s * 2% Indian
RCA & Subcontinent
N
NA . T 14%
- Africa -
MET §& 79

LATAM
Japan m
Indian Subcontinent
Greater China  e——

CEE & Indian Subcontinent and Greater China are driving the growth

APAC  mem

Africa | 2014 m 2020

PHILIPS
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135 million children are born every year

10 Million children are born in mature markets

85 Million children are, %gin"the'emerging markets
e A',‘ o

A
A:
1

o

PHILIPS

Sources: A World Fact Book, estimates for 2011 for GDP and Euromonitorfor Live Births’12 BBC News, UK national statistics 2007.
The Economist Jun 14th2007. Mintel report UK Oct 2008

Picture source: World Bank Sept. 2014



Parents' increased health-awareness and refusal to trade
down when spending on their children are sustaining
growth in mature markets.

>

O o ik
X

Aging population
increases

Women are having grandparents’
children later in life. spending per
More disposable child. E.g. giftsets Health
income to spend consciousness
raising their children, \ raises and
resulting in a huge More ~ creates new
boom in high end involvementof |  market, esp.
products. Dad’s in baby \for children

care and

development

PHILIPS

Source : Philips Avent MCC Fact Book 2014 A' E N D



The combination of large populations, more women in the
workforce, improving education, and rising disposable
income create major opportunities for global brands in
emerging markets.

Digitalization. |
_ Pregnant women and 3
Convenience. mothers highly digital j - 3

Increasing need and searching for " N
for solutions on information on the Growing U
safety, sleep and web via their laptops, breastfeeding rates
health. smart phones and increase market

tablets. potential for

breastfeeding
~ products.

PHILIPS

Source : Philips Avent MCC Fact Book 2014 A' E N D



The ‘Millennials’” are the mums (parents) of today.

The way they communicate, view retail and shop is fundamentally different form
previous generations.

Are mothers born between 1978 and 1994. Are more highly educated when
ranked with other generation at comparable age

Are busy and stressed. Due to lack of time they are willing to pay a premium
for life-management.

Are highly connected. They have more social network accounts and spend
more time on their social network than mums overall.

Are highly influencial. They like to provide opinions and recommendations,
turing them into decision-influencers.

unlikely to buy on their first visit unless they are fallen in love with something.
PHILIPS
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> Feel comfortable buying online and offline. Make multiple store visits. Are
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Store stays important for the purchase of Baby
Supplies

GLOBAL AVERAGE - OMLIME BROWSING AND BUYING INTEMTIOMNS IMN THE MEXT &6 MOMTHS

@ BROWSE PERCENTAGES @ BUY PERCENTAGES

CONSISTENT BROWSE/BUY RATES

CLOTHING, ACCESSORIES TOURS AND HOTEL EVEMNT TICKETS HARDCORY BOOKS
AMD SHOES RESERVATIONMS
0:‘ 46 ﬁ M ﬁ

E-BOOKS E-DSN ET ES ; JEQSGHIAL C}-".F?E GQGCER ES

27

TOYS AND DOLLS {PET-RELATED I e
. PRODUCTS : I
- E —~ | I I
29 ] 2 20 |
\

== = = = & = — 4

{ ALCOHOLIC DRINKS

1K)

‘
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Source: Nielsen Global Survey of E-commerce Q1 2014



State of the Art exploitation of MCC in Retail

Mamas & Papas - London




State of the Art exploitation of MCC in Retail

Béaba - Paris

PHILIPS
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Mainstream brand store

Clarks - Global
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Baby aisle in supermarkets

Danone Big Hug — Istanbul, Dublin & Bologna

[N

Mama

PHILIPS
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Millennial Mum: Online & offline working well
together

PHILIPS
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How are we currently present in-store

Baby specialist

—
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Current shopper’s frustrations on the in-store

experience

“It is an enormous
offer of soothers, |
think | would need at
least a quarter of an
hour before | would
know how to orientate

myself.” (pregnant)

L -

( “l always buy NUK, 1
did not pay much
attention to the other
brands as | knew what

| want to buy.” (first

ime Mum)
L time EJ

(,,I wanted to ask shop
assistant about baby
bottles in baby shop
“but | couldnt find him!

And it didnt happen just
once, it is every time.”

(first time mum) i

Source: Shopper research MCC Category Navigation & Shelf Exploration, GE, May 2014

ORIENTATION

OVERWHELMING WITHOUT

CLEAR STRUCTURE

MISSING SHELF DIVIDERS
BETWEEN CATEGORIES &
BRANDS

STAFF

NOT ALWAYS HELPFUL
AND
KNOWLEDGEABLE

INFORMATION

SUFFICIENT TO LOW
PRESENT AT SHELF

LACK OF COMPARISON TOOLS
ESP
FOR TECHNICAL DEVICES

TOUCH & FEEL

OFTEN NOT AVAILABLE OR

NOT NICELY DISPLAYED

test whether it leaks or
not.” (second time Mum)

“For the monitor | really
read many evaluations. |
cant remember where it
was | think at Amazon or

Gofeminin.”

(first time Mum) 5
_/

,Now many of my friends\
have children, we are having

such an age.

When | visited them, they all
used Avent bottles and
soothers. So when | have to
decide what to buy — there
was no questions.” (firsttime

mum) :
_W

“Cups often leak, ideally\

they would put a cup
filled with water in the
shelf so you can really

=)




Beyond addressing the functional needs Philips
Avent wants to make each shopper’s experience
unique and memorable.

Emotional

Warm

Rich and engaging
Spontaneous
Digital







Channel strategy

Creating MCC Retail Vision 2016 through designing ultimate Philips Avent concept store

as a blueprint for retail channels, using a modular approach to experience

design for consistency across all channels.

low

Brand
equity
building

high

19

Philips Avent
ultimate

concept store
(flagship)

High-end mass

retail
(Baby specialist,
Depart. stores: SIS,
Pharma: SIS & shelf)

low

Volume

high

PHILIPS
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Our retail objective is Empowered Parenting

To support the Philips Avent brand values:

» Our retail environments need to be caring, innovative and impactful

» Our retail environments empower parents to make their own choices in-line
with our purpose

» Our retail environments provide inspiration, information and
demonstration, reinforcing confident parenting

We call this

Empowered Parenting

PHILIPS

20 AVELIT
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We translated our retail objective empower

parenting to a retail concept that we call a unique
experience

A unique
experience

This is the start of you and your
child’s unique experience to-
gether... a new life story full of
memories and moments. We
are here with you every step,

to empower you aloing the

way. Celebrating you and your
childs journey together.

PHILIPS

AVELNT




We engage with shoppers with story telling through
the first four chapters of their parenting journey to
guide, inspire and convert

A unique
experience

This 1s the start of you and

R Baby
[V ration & ' « T feeding
safety 0-6 months

Toddler
feeding

6 months+

PHILIPS

2 AVELNT



Each of our retail

environments is an
From baby’s first bedtime story open book...

to the family photo
album, books are a part of
every life story.

We use the format of an open
book to support all our

communications touchpoints

instore to inspire, inform,

demonstrate, empower and

ultimately celebrate every new
life story.

PHILIPS

AVELNT



Color Palette is Joyful

24

In addition to the Philips lead
color, purple a joyful palette

of warm colors ranging from
orange hues to vibrant greens
are used in the retail environment
to capture the chapters

and provide warm and fresh
material colors on furniture

and fittings.

PHILIPS

AVELNT



Material Palette direction

Light purple felt is the
backdrop on all display
backpanels. Representing
softness and domesticity,
this finish provides a soft yet
neutral background to the
display walls

White laquered and
polished corian is

used across the retail
environment. Representing
expertise, safety and trust

White plastered panels are
used in the exterior and
interiors of the space. The
ribbed faces represent the
pages of a book

25

Purple tufted carpet defining the
consultation and service flooring
areas. Using the brand core
colour, it provides a softer feel to
the area, encouraging exploring
the products and interacting with
the staff

Light rubber floor is a
contemporary alternative where
the concrete tile is not possible

Light neutral Oak finish is
used across the retail space
to soften the palette and
create a welcoming and warm
environment

Light unpolished concrete finish
is used on the flooring. A neutral,
warm and hardwearing finish
which creates a contemporary
and fresh look

PHILIPS

AVELNT



Overall Visuals
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Exterior View

PHILIPS

PHILIPS

AVELNT
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Interior view

PHILIPS

AVELNT




Key retail identity
elements



Acknowledging different shopper mindstates
enables us to tailor shopping experiences to
maximize shopper experience and drive revenue.

Dreaming Exploring Locating
Unfocussed, open to Open minded but category Looking for a specific product,
experiences and story telling. focused. brand or service.

Play with me
Reassure me
Show me

Inspire me
Challenge me
Entertain me

Help me find it

PHILIPS

AVELNT

Source: FITCH



Planning principles
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Dreaming Exploring Locating

Unfocussed, open to Open minded but category Looking for a specific product, ~ PHILIPS

experiences and story telling. focused. brand or service. AvE MT



Window book display

Inspire me
Challengeme
({_(.}53 Entertain me

"I' 3.}

These are designed to attract and excite the shoppers about the '

possibility of using the Philips Avent products.

Onceupona
family time...

2028

Breastfeeding Baby feeding

32

Blackberry Ple

6 0u (175 g) plain Rlewr

802 (225 g bramibles
Bt oy
o kit S T
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Toddler feeding

PHILIPS
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Play with me
Reassure me
Show me

Celebration wall, Celebrating
new life stories...

The celebration wall is a collage of
open books and individual pages
celebrating the journey of a new
life, empowering the local
community to share their new life

stories and showcasing the brand

ethos with images and

communication.

PHILIPS

AVELNT




Celebration wall, how to use...

Inspiration
Aspirational iImages
& messaging

Expertise

History & product
innovation

Community

Connect & share
with other parents
via uGrow app

Share storles &
experiences Instora

o

‘ . =S
A -
4 . ‘. ) “i
Innovation A= ”-*“'."'."
We dveloped the —
e 2 W =
(=)
t Play
L J and learn wu-n°lwu
-
Wooden paged / Wooden
board books and abacus

kids games

r4
X T

Play with me
Reassure me
Show me

PHILIPS

Etch-a-
sketch

your stories

Kids post
thelr
drawings

Share k —

m. (s

Interaction

Instore inspiration
& play for kids along
base of wall

Interactive 1Pad
shows kids
drawings, etc



Play with me
Reassure me
Show me

A scalable system of
Celebration wall

. =
= -~ NOHLT
'“‘"‘:; o ; lq%‘\ a‘

10 books wide 6 books wide 5 books wide 3 books wide

4 x 3m 24 x3m 2X3m 1x3m
Product table Product table
or cabinet or cabinet
sits below sits below

Celebration wall Celebration wall

No Technology With Technology




Play with me
Reassure me

Innovation table and pendant AN
O
The innovation table showcase the hero products '

Nt
\HN ‘“/

1‘“'

Version with characters Version with feeding bottles
PHILIPS
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Play with me
Reassure me
Show me

Demonstration table

providing a relaxed place for consultants and parents to share '
information and give support.

i

PHILIPS
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Ay with me
R -
Feassue me
WEdaasldlE =

Show me

Breastfeeding area

provides a safe and private space for mum to breastfeed or just have a '
short respite

PHILIPS

AVELNT




. . Help me find it
Perimeter cabinet — Parent products .»

Help the shoppers to navigate to the right solution '

~ _safetyand
. _feeding support _

PHILIPS

30 AVELNT



Help me find it

Perimeter cabinet — Child products
Help the shoppers to navigate to the right solution

_baby feeding b — _toddler feeding__
0-6 months _6.months +

A

BHbw wusulo L ol P B
T iy b o e 1 = e
il Gl
ool Bolsfab
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Shelf book display

Touch and feel to discover the product, using the book theme

Baby Feeding

~
ot
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Help me find it
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Consistent multi-channel strategy with
derivatives of ultimate store concept

A Derivatives
— - ,'1,_:
low = T
Brand High-end mass
equity retail
o1 ge (Baby specialist,
bUIIdlng Depart. stores: SIS,
Pharma: SIS & shelf)
Philips Avent
ultimate
concept store
. flagshi
hlgh (flagship)

low Volume high PHILIPS
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Shop in shop

_baby & toddler
_feeding__

Safetyand l.‘ﬁ

feedingsuppot.

PHILIPS
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Pharmacy corner

A unique experience
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FSDU or gondola
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Perimeter shelf wall

5
»

Propwshon " 1 )

Preparation & safety

-~

Breast feeding

PHILIPS

AVENT

A unique
experience

This 5 tha start of you and
your child's urique expar-
anca togethar... A naw lifa
story full of memones and
moments

‘Wa are hare with you awary
step, to ampowar you akong
tha way. Celsbrating you and
your chitds joumay togathar.

K~

Baby feeding
0-6 months

PHILIPS
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A scalable system — Perimeter shelf wall

A unique experience

Preparation & safety Breast feeding Baby feeding
0-6 manths.

4meter

PHILIPS

AVENT

A unique

)
Preparation i Baby feading  Toddler feeding.
& safety Sxpavienes 0-6 months &monthss

2meter

A unigue experience

2meter

Imeter

PHILIPS
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