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Abstract

Global organizations are operating in very divergent political, social and economic environments. In many parts of the world privacy legislation is developing, but not in the same way everywhere. Many privacy laws around the world reflect a nation’s political or social history as well as the values of its society.

Globally acting organizations on the other hand are centralizing their operations and businesses, and by doing so inevitably come across different views on privacy in general and the processing of personal data in particular. The infrastructure of such organization’s policymaking and data processing however need a single view within the organization towards these issues. This view must also reflect the organizations values towards their customers, their employees and society as a whole.

Privacy is an important value of our information society. Socially responsible companies take privacy into account when they are planning and operating their business. At Philips we are in the unique position to link our brand heritage to the challenge of improving the quality of peoples lives. This is what Philips has done since our founders started the company. For them there was no difference between doing business and sustainable business. Putting people and their society at the center was inherent to their way of doing business. 

This year Philips has started to report publicly on our results regarding our economic, environmental and social responsibilities, including pollution, healthcare, product safety,  workers’ rights, child labour, and privacy. Based on our General Business Principles we have developed a program that should help us to become a better company which delivers value to our stakeholders and improves the quality of people’s lives. This process calls for partnership and cooperation as well as an open, honest dialogue with stakeholders inside and outside our company.

Our first step towards managing global privacy in a responsible way is introducing a global Privacy Code of Conduct. The Code of Conduct is not merely a legal document that enables Philips to transfer personal data out of the European Union, it truly sets the minimum standard for our global data processing operations at a high level, even in countries which are currently lacking legal protection of personal data. By including privacy in our Sustainability Program, we make sure that Philips has a strong commitment to comply with the Code’s contents and give our stakeholders – our customers, our employees, our investors, and the various supervisory authorities – insight in our results on a yearly basis.

The maturity grid – the pre-defined path to sustainable growth – in the field of privacy and data protection is not yet fully developed. Therefore, we will actively seek valuable input of stakeholders that helps us defining our goals. Not only because we need to comply with local privacy laws – this is a prerequisite condition – but also because trust gained by responsibly managing people’s privacy in a transparent way, helps us gaining people’s trust in our company and our brand.

The next step in sustainable development will be taking up our responsibility in managing the privacy aspects of the products we develop and manufacture. Ambient intelligence will play an important role in our future. So-called adaptive spaces will help people to create the perfect environment for themselves. Invisible sensors and actuators in products which are wirelessly connected to broadband networks perceive an individual’s presence, location, movement, gestures and voice. Obviously, the need for the protection of the privacy of the users of such products will become more prominent. Already, our researchers and technologists together with product and marketing officers are trying to find practical and workable solutions for privacy issues to be built into the products or the business cases. These solutions must either provide the user with anonymity, pseudonimity or choice in disclosing personal data or creating profiles and by doing so should help the user trust our technology.

Philips is currently only at the very beginning of building trust by managing privacy issues. Which path we take and how our solutions will look like is yet unknown. However, including privacy into our Sustainability Program gives us a roadmap to improve the quality of people’s lives, either by responsibly managing their personal data or by giving them the tools to manage their privacy themselves.
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