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Royal Philips

1891

Headquarters in
Amsterdam, Netherlands

115,000+

Employees worldwide
in 100+ countries

€ 23.3 viion

Sales in 2013
Portfolio -70% B2B

$9.8 billion

Brand value in 2013

7% invested in R&D

59,000 patent rights,
35,000 trademark rights,
81,000 design rights
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Artistieke Propaganda

Lichtadviesburo

Artistieke ontwerpgroup

Apparaten Vormgeving

Concern Bureau Vormgeving

Concern Industrial Design Centre

Corporate Industrial Design

Philips Corporate Design

Philips Design
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Bringing the Brand to life

Design as Design as
usability tool differentiation tool

Focusing on Supporting the

People Brand IXDC
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Design as Design as Design as
usability tool differentiation tool business tool

Focusing on Supporting the Fuelling

People Brand Innovation IXDC
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Design as Design as Design as Design as
usability tool differentiation tool business tool cultural tool

Focusing on Supporting the Fuelling

Enabling
People Brand Innovation Transformation
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Our belief

We believe that

everyone at Philips
has the power to be
creative
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Training Design Thinking

the Co-Create approach

FRAME

Define the opportunity
area or challenge based on
the ‘as is’ situation from
the ‘Discover’ phase using
trends and foresight.
Define a better future vs.
current.

DISCOVER
Find Insight through exploring
existing and new data,
immersing yourself in people
and their context and trying out
ideas with targeted people at
this early stage.

BUILD
Make ideas tangible by building
a prototype, simulating
behaviours or experiences, so
the hypotheses can be tested in
context with key stakeholders
and users

IDEATE
Find solutions and ideas to the
challenge using the power of
creative thinking. Select the
most relevant ideas and express
them to create a shared
understanding
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Organize for eco-systems
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Contextual Research




Decode user insights...




Envisioning the ideal journey...




People tend to come up with solutions...




Define Opportunities...
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Rapid Co-Creation




Reflection







So now, why Opportunity Identification is a crucial starting
point?



“Due to my concern toward to the outdoor air
quality, | simply keep my window closed and
turn on my air purifier all night long. However, |
usually find the air stuffy when | get up in the

morning. | wish that the indoor air is clean and
fresh.”



“When | go home from work every day, I've got
only 30 mins to prepare dinner for my family.
The sooner my kid can finish the dinner, the
sooner he can do his homework. However,
defrosting meat alone takes more than 10
mins. | hope that | can optimise this 30 mins to
prepare a good meal for him. “



Once you define your opportunity platform, every step you
take later on will be based on that.



One liner of Opportunity Platform:

1xDC

ERFERIT S




Ideation TempHate

—————

1 e
e o 1-—

[ I o

1XDC

BRI S



So, ask the right question to lead your stakeholders to the
place that you want them to go.
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