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Product introduction
EasyGo Bag is the successor of MiniStar Bag and 2 new EasyGo Bagless SKUs will be new SKUs (don’t have predecessor). EasyGo range will be launched in December 2014 in China.
EasyGo will be launched first in China and will be the most accessible Philips vacuum cleaners in the portfolio. It aimes for taking a new ID that radiates Floorcare design language while brings in more cost effective design elements. There are in total 2 bagless SKUs (1 for offline and 1 for online channel) and 2 bag SKUs (1 for offline and 1 for online channel).
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End User (consumer / shopper) Current Alternatives & Channel Source and Size of Business

Who are we innovating for? 

Yellow(Harmony creators)* - These consumers are 

adaptors, who currently own somewhat advanced devices 

and are planning to continue to stay up-to-date. They are 

quite advanced in their product ownership, but as the norm 

is high in China they do not stand out.



Warm & friendly, caring woman, relaxed, open minded, 

spontaneous. She is not structured nor controlled. Woman 

is cleaning, kids are not helping.



Fancy, colorful, playful and cozy interior, a bit messy with 

rugs, cushions. 



Cleanliness that goes beyond visibly clean and which is 

reached by average efforts:

- Average to high frequency 

- Using additional products (anti-bacterial) in water

- Also the device itself gets proper care

- High demand regarding a clean floor



Ideal Emotional benefit: Creates a warm and cozy nest. 

(94%)

Ideal Functional benefit: Is easy to carry around the house. 

(83%)



*Source: 'Censydiam model'

How are they currently meeting their needs today? 

- Bag and bagless vacuum cleaners

- Stick / handheld.

- Broom / mop



Channels: consumer electronic retailers, hypermarkets, 

online stores, department stores



Competitve brands: Lexy, Midea, Haier, Electrolux, 

Panasonic, Puppy

These brands offer both bag and bagless appliances in the 

low-end price segment. Input power ranges from 850W 

(Panasonic) to 1800W (Puppy D-937). Cord lenghts vary 

from 4 to 6m. Dust capacity in bag varies from 1.5 to 4.5L 

(mostly 1.5L), in bagless dust capacity varies from 0.7 to 

2.5L (Puppy).



Where will we get our business from and what is the potential 

size of the prize? 

Grow the core cylinder vacuum cleaner business in China market 

by refreshing LE bag product in terms of design/look and imroving 

the igm% to 32% (from 29%) expanding the portfolio to LE 

bagless especially to grow sales and market share in fast growing 

online channel (below 499 RMB products present 45,6% of online 

bagless market). 

Statement of the Opportunity

The OPPORTUNITY

Update the low-end bag offer in China market by improving design and igm%; introduce LE 

bagless to grow in especially online channel. To increase vacuum cleaner penetaration and 

purchase intent.To strengthen market share leadership in LE bag and to gain share in bagless 

Brand Driver: Describe how the brand relates to the opportunity... 

Taking care of your family and friends: This compact yet powerful VC makes it easier to clean your floors, giving you more time to spend with your family in a clean home.

Easy to use, easy to carry, easy to store, making cleaning easier for the consumer

Offering an appliance to thoroughly clean appartments to create a healthier living environment, will help to refresh the LE bag product design and bring it Philips design look 

and to expand China LE protfolio to bagless; especially in online channel there is a big opportunity to grow sales and share in LE bagless. 
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What is the consumer's current situation and accepted 

belief? 

Bag: ‘For me it is important to create a clean, nice 

atmosphere for my family and friends, therefore I am 

always looking for the tools which will help me to clean 

my house in an easy way. I do believe that vacuum 

cleaners can help me to clean my floors. However I find 

them too much of an effort to use and clean, to store, they 

are bulky, heavy.

I wish there was a vacuum cleaner that was easier to use, 

to store, to carry by delivering good cleaning results.’



Bagless: ‘For me it is important to create clean, nice 

atmosphere for my family and friends, therefore I am 

always looking for the tools which will help me to clean 

my house in an easy way. I do believe that vacuum 

cleaners can help me to clean my floors. However I find 

them too much of an effort to use and clean, to store, they 

are bulky, heavy. I also don’t like to wash dust bag nor to 

buy new dust bag.

I wish there was a vacuum cleaner that was easier to use, 

to store, to carry, to clean by delivering good cleaning 

results.’

What do they want to be able to think, feel or do 

differently? 



Bag: Consumers want a device that is compact, 

lightweight and has a streamlined design, that makes it 

easy to maneuver and store.



Bagless: Consumers want a device that is has a compact, 

lightweight and streamlined design, that makes it easy to 

maneuver and store. Also, they want a dust bucket which 

they can empty and clean easily and a cyclone which 

delivers good cleaning results.



What do we know about specific shopper behaviours? 

Decision making process (hypothesis):

1st Brand & Durability

2nd User-friendly & Convenient & light weight

3rd Low price

Pricing Strategy

Bag: 349-369 RMB

Bagless: 469-499 RMB



Benefit Drivers Best in Class Benchmark Competitive Ambition

Being small and compact

Good quality

Affordable

Easy to use  

Who does this best today? 



1. Bag: Panasonic MC-CG321

2. Bag: MideaQW12T-608



1. Bagless: Lexy VC-T3311E

2. Bagless: Panasonic MC-CL530

3. Bagless (online): Puppy D928

What do we want to do / think that we can achieve 

relative to the competitive benchmark: 

Mainly on par with competition - Bring Philips 

quality and durability in this low end segment.



Differentiate with small and compact design + 

simple cyclone in bagless.

Discriminator Reasons to Believe Claims & Sub-Claims

What is the one thing about this proposition 

that is unique and likely to make this product 

better than existing and up-and-coiming 

alternatives? 

Philips brand, small and compact design + 

simple cyclone (bagless)

How does it do this? How do they support the 

discriminator and benefit? 

RTB 1: Philips brand

RTB 2: Small compact design

RTB 3: Simple cyclone (bagless)

What possible claims might we want to make for the 

proposition? What are the sub-claims that we might 

make to support the RtBs? (may vary from country to 

country). 

TBD: be rebuild on the predesessor claim: small on the 

outside and powerful on the inside.



Caring Innovative Impactful

Helps to create a clean and cosy environment 

for your family.

Easier cleaning with less effort than traditional 

methods.

Confidence that your family lives in more hygienic 

environment, resulting in more healthy living

What difference will this make to someone’s life - sometimes describes as the 'so what?' or the 'why should I 

care?' statement… 

Functional: It will make it easy to efficiently clean the house, and will be easy to carry, use and store.

Emotional: It will creates a warm and cozy environment for consumers.

The Core Idea

Easy to use product with affordable quality from a trustworthy company



Our brand: how this proposition will deliver on our brand values?

The INSIGHT

Statement of the Insight

Capture the insight in one sentence: Situation, Tension and Aspiration. 

I do believe it is important to have a clean home for my family and friends, and I believe a vacuum cleaner can help me to clean floors efficiently. 

I want a A-brand vacuumcleaner which is durable, easy to carry, use and store at an affordable price.

Our VALUE PROPOSITION

Benefit Statement
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Consumer care focus:
For this product we carry out the standard consumer care package + 

1) Choose: differences in models
2) Buy: 
3) Setup: 
4) Use: focus on how and when to clean filters and where to buy
5) Maintain/repair: 
6) Replace: 
CRM strategy:

Integration CRM (compelling reason for registration, in box communication, follow up upon registration)
Sales introduction and IPD milestone planning
	Business Market Combination (BMC)
	Launchdate (LD)
	Planned sales intro year /BMC

(x1000)
	Total planned sales /BMC

(x1000)

	China (incl. HK)
	WK 1451
	27
	  298
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Project Plan Committed 

PPC:
WK 1420
Prototype Consolidation

PC:
WK 1420
Product Validated

PV:
WK 1443
Industrial Release

IR:
WK 1445
Commercial Release 

CR:
WK 1447 (week we will ship products to China warehouse)
Warranty and service policy

· 2 Year warranty
· Replacement, Carry in, repair by component swap.
Proposed Accessories & Consumer Replaceable Parts

	Accessories:
	Online shop price

	Filter?
	No sales

	Re-usable dustbag
	No sales

	Exhaust filter (HEPA ??)
	No sales


	Consumer Replaceable Parts
	Online shop price

	Crevice nozzle
	No Sales

	Small nozzle
	No Sales

	Crevice nozzle + brush
	No Sales

	HF Nozzle
	No Sales

	3 piece plastic tube
	No Sales

	2 piece plastic tube
	No Sales


CoNQ prediction & cost driver assumption

CoNQ as % of sales 1,03  %
CREX Best estimate:  2 ,43    %

CPI:  € 12,42
Call center cost as % of sales:  0,16 %

Consumer care package
	Item
	Detail
	Availability timing
	Owner
	Cost (T.I.C) / Marcom budget 

	Front-end Touchpoints

	In-box

	 
	Simplified DFU
	PV (text)
IR (final)
	Jacqueline Poon

	
	Inbox leaflet
	N.A.
	Beril Ozkan

	
	Worldwide guarantee leaflet
	IR
	Beril Ozkan

	Web

	 
	Leaflet and Photo's
	CR
	Beril Ozkan

	
	Specifications in leaflet covered (size, dimensions, weight etc.) (PFS)
	CR
	Beril Ozkan

	
	Accessory information linked to CTN’s / online (PFS)
	CR
	Yvonne Dingsté

	
	Support movies
	CR
	Niels Goedvolk
	€

	
	Pre-purchase FAQ's
	CR
	Niels Goedvolk

	 
	Post-purchase FAQ's
	CR
	Niels Goedvolk

	
	Tips & Tricks
	CR
	Niels Goedvolk

	 
	Consumer Care Leaflet
	CR
	CEM

	
	Web reviews
	CR
	Niels Goedvolk / CC Org
	€

	Call Center

	 
	Training package - technical and soft skills
	IR
	Niels Goedvolk

	 
	Training execution (Powerpoint/online/onsite)
	CR
	Niels Goedvolk
	€

	
	Commercial Product samples
	IR
	Beril Ozkan
	€

	
	Call center Feedback
	CR
	Niels Goedvolk
	€

	Back-end Touchpoints

	Service Centers

	 
	Service Manual
	CR
	Yvonne Dingsté
	€ 7.000,-



	 
	Service Bill of Material, incl. spare parts Purchasing Master data
	CR - 2WK
	Yvonne Dingsté 

	 
	Training package diagnostics & repair
	CR
	Yvonne Dingsté


Consumer experience feedback loop
At CR date starts call center and web review analyzes, evaluate after 6 months
if continuation is necessary
Consumer Marketing Manager





To be approved via PPIM
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