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	Version
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	0.2
	2016-07-04
	Final version


1 1. Product introduction, planning

1.1 Product introduction
Project Quinoa is new generation of Noodle/Pasta Maker, differ from existing Avance Noodle/Pasta maker, with new technical platform as entry-level solution. It makes you to have a fully automatic noodle/pasta maker at affordable price and compact size that can make fresh homemade pasta without taking much time and skills, also easily fits in my kitchen and storage. 

1.2 Product VPH
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1.3 IPD Milestones
 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC: 
WK 1601
Prototype Consolidation

PC:
n/a
Release for Engineering Series

RfES
n/a
Product Validated 


PV:
WK 1626
Industrial Release 


IR:
WK 1629
Commercial Release 


CR: 
WK 1632
1.4 Introduction Regions/countries, Quantities, Price
	Type number


	Region
	First shipment
	Total

Planned quantity
(5 years)
	RRP

	HR2370/05
	North America
	Sep-2016
	200 k
	199 USD

	HR2371/05
	
	
	
	

	HR2372/05
	
	
	
	


2 Consumer Care Experiences and Repair Process

2.1 Consumer experience
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Standard consumer journey: 
	Consumer journey
	Care added value / Focus 
	Action required
	Owner

	Choose
	Clear  functional description and Highlights on features
	Leaflet, FAQs
	CMM, CC

	Buy
	Clear info of retailers
	Call center script 
	CO MM

	Set up
	Guideline for Installation
	DFU, QSG
	PRC, DFU team

	Use
	Instructions for each function and trouble shooting
	DFU, QSG
	PRC, DFU team

	Maintain/repair
	Instructions for maintenance  and trouble shooting
	DFU, FAQs, Warranty card
	PRC, CC

	Replace
	Instructions for replacement
	DFU, QSG
	PRC, DFU team


2.2 Service solution	Region
	Warranty year 
	CC Experience

Repair & Exchange
	Repair Process

	North America
	1
	Exchange
	Scrap / refurbish


3 Consumer Care Package planning

3.1 Consumer Care Package – Touch point communication	Consumer touch point
	 Material
	Milestone Readiness
	Applicable y/n
	Responsible
	Accountable
	What is the focus area for this user communication along the Consumer Decision Journey

	Front end touch points

 
	 
	 
	 
	 
	Active Evaluation
	Purchase
	Post Purchase
	Loyalty

	In-box / on box 
	 
	 
	 
	 
	
	
	
	

	 
	User Manual
	IR
	y
	PRC
	CMM
	
	x
	x
	

	 
	Quick Start Guide 
	IR
	y
	PRC
	CMM
	
	x
	
	

	
	Registration card
	IR
	y
	CRM
	CMM
	
	
	x
	x

	
	World Wide Warranty Card
	IR
	y
	DFU
	CMM
	
	
	x
	

	 
	Product Leaflet
	IR
	y
	DFU
	CMM
	
	x
	
	

	Web 
	 
	 
	
	 
	 
	
	
	
	

	 
	Product Photo's
	CR
	y
	CMM
	CMM
	x
	x
	x
	

	 
	Warranty Policy Statement
	CR
	y
	 DFU
	CMM
	
	
	x
	

	 
	FAQ's
	CR
	y
	PRC / KE
	CMM
	x
	x
	x
	

	 
	Leaflet
	CR
	y
	CMM
	CMM
	x
	x
	x
	

	 
	Tips and Tricks
	CR
	y
	PRC / KE
	CMM
	x
	x
	x
	

	 
	User Manual
	CR
	Y
	DFU
	CMM
	x
	x
	x
	

	 
	CRPs online
	CR+4wk
	y
	CCP
	CEM
	
	x
	x
	

	 
	Instruction videos (tutorials)
	CR
	y
	Marcom
	CMM
	x
	x
	x
	

	Call Center / Social Media 
	 
	
	 
	 
	
	
	
	

	 
	Call center Scripts and Tips
	CR
	Y
	PRC / KE CEM
	CEM/KE
	x
	x
	x
	x

	 
	Training package – softskills / product details/education elements
	IR
	Y
	PRC / KE
	KE / CMM
	x
	x
	x
	x

	 
	Training execution
	CR
	y
	PRC / KE
	KE
	x
	x
	x
	x

	 
	Medical training requirements
	IR
	Y
	Global Care
	BG CC mr 
	x
	x
	x
	x

	 
	Activate product as medical in PFS
	CR
	Y
	CMM 
	BG CC Mgr
	x
	x
	x
	x

	 
	Commercial Product samples

Call center training, open box test, pre-sales testing.
	IR
	y
	CMM
	CMM
	x
	x
	x
	x

	Back end touch points 
	 
	
	 
	 
	
	
	
	

	Repair & Exchange  
	 
	
	 
	 
	
	
	
	

	 
	Service Manual
	CR
	y
	CCP
	CCP
	
	
	x
	

	 
	Service Bill of Material, incl. spare parts Purchasing Master data
	CR-2wks
	y
	CCP
	CCP
	
	
	x
	

	 
	Consumer Replaceable Parts (CRP)
	CR-2wks
	y
	CCP
	CCP
	
	
	x
	

	 
	Training package diagnostics & repair
	CR
	y
	CCP
	CCP
	
	
	x
	

	 
	Diagnostics- and Service Tools 
	CR
	y
	CCP
	CCP
	
	
	x
	


3.2 Spare parts (CRP, Critical, commercial and online shop)In exchange service policy, service part list refer to Service manual in FYP. 
	Part’s description
	CRP
	Service parts
	Commercial Accessories (CTN available) 
	Critical parts
	Online shop

	Flour cup
	Y
	Y
	N
	N
	N

	Water cup
	Y
	Y
	N
	N
	N

	Cleaning tools
	Y
	Y
	N
	N
	N

	Shaping discs
	Y
	Y
	N
	N
	N

	Mixing chamber
	Y
	Y
	N
	N
	N

	Mixing chamber lid
	Y
	Y
	N
	N
	N

	Shaping disc holder
	Y
	Y
	N
	N
	N

	Mixing paddle
	Y
	Y
	N
	N
	N

	Squeezing bar
	Y
	Y
	N
	N
	N

	Squeezing tube
	Y
	Y
	N
	N
	N


3.3 FAQ (Frequently Asked Questions) Refer to FYP.
4 Launch preparation & Execution
4.1 Field feedback collection	Feedback Channels
	Remarks
	regions
	Quantity 

	Return devices
	Collection by support of  CO CC
	Northern America
	20 pcs


5 Consumer Care cost prediction

5.1 Predicted Field Call Rate  FCR target for Global*: 1.22%
Best Case@ CREX: 1.1%
Worst Case@ CREX: 1.2%
Note:  Global * excl. North America, since North America is not in range of regions reporting FCR24 via Cognos . 
5.2 Contact Center costs, per contacts  	Region
	Contact centre cost %age vs Sales

	North America
	0.1%


Note: Refer to cotact center % vs sales for MAG_E18 in North America.
5.3 Cost per Incident (CPI) 	Region
	 CPI 

	North America
	15 €


Note: Since refurbishment policy in North America, take reference figure from PING in USA. 
5.4 Expected Cash-Out cost 	Region
	Cash Out %age vs Sales

	
	Best Case : 1.1%
	Worst Case : 1.2%

	North America
	0.62%
	0.68%


5.5 Total product sample plan	Activity
	Samples qty
	Owner

	Call center training 
	3 pcs 

	CO CC


6 Technical Product Description
6.1 Mechanical- Service ManualRefer to TPS & Service manual in FYP.  
BG CMM: Serena Wen


Signature: 
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The OPPORTUNITY


Business & Marketing Objectives • Hit mass price point and drive the conversation. 


End User (consumer / shopper) Current Alternatives & Channel Source and Size of Business


Who are we innovating for?


The working mums who are the "demanding multi-


taskers“ and love homemade pasta. 


• Pasta is fundamental weekly meal. Eat pasta 1-2 


times per week. 


• Believe homemade pasta is healthier than the 


processed one as they want to serve the best 


ingredients to the family via taking control of the 


ingredient they eat and also minimize the 


additives, and preservatives.  


• Face a dilemma of wanting to pursue fresh pasta 


experience but intimidated by complex and time-


consuming process. 


• Lack of skills of dough making and shaping. 


• Live in the small household and kitchen. 


How are they currently meeting their needs 


today?


• Purchase box pasta (or fresh pasta e.g. ravioli) 


at the supermarkets and boil them at home. 


Where will we get our business from and 


what is the potential size of the prize? 


The source of volume will mainly come from those 


consumers who have intention to purchase Pasta 


Maker but being blocked by 2 major barriers


• expensive price as they concern that they will 


not use it enough to justify a high price point


• bulky size as they will not always keep it on 


the countertop due to usage frequency.


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


As CL we want to help our consumers ‘care for family and friends’, ‘live a healthy life’, and ‘look and feel their best’ –


The pasta maker will help consumers to make fresh and flavorful pasta at home for their family without spending a lot of time or taking skills. Impressing


family members by making delicious foods from scratch brings consumers great satisfaction and make them feel they are good moms.


Statement of the Opportunity
Describe the challenge we will solve in one or two sentences  (i.e. X & Y are happening, how do we do Z). Do we have the right to play? And what does it 


take for us to be successful? 


• The key challenge is to drive cost leadership (30% cost reduction vs Avance) and superiority vs Joyang. 


• We already established a strong and positive brand equity in US, Japan and Australia market. With hitting mass price point and compact size, we believe


that new Viva Pasta Maker will remove the purchase barriers and drive the conversion from intender to owners. 


Value Proposition Worksheet 1/4 
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The INSIGHT


Current situation Tension / motivation Aspiration / Desired End State


What is the consumer's current situation and 


accepted belief?


I want to serve more fresh food from earth and less 


from processed food to ensure the best ingredients to 


my family and meanwhile avoid addictive and 


preservatives. 


As weekly meal,  the pasta is loved by everybody in my 


family. But I don’t have time and skills to make fresh 


pasta hence have to choose box pasta instead. 


Philips pasta maker can help me to make fresh pasta 


without taking much time and skills.  However I am still 


a bit hesitate to purchase one as it’s not a daily 


appliance. It will occupy quite a space in my kitchen. 


Also I am doubt whether the process could be that 


easy, fast and convenient. 


I actually eat pasta maybe 1 or 2 times per week only. 


And my kitchen is very small in which can only 


accommodate the essential appliances. Hence I am 


hesitant to buy a pasta maker.


What is the unmet need or tension the consumer 


is experiencing today? 


I want to have fresh pasta at home without 


spending too much time on it and not 


compromising on quality.


What do they want to be able to think, feel 


or do differently?


I want to feel healthy, satisfied, and happy 


having fresh and healthy homemade pasta for 


myself and my family.


Statement of the Consumer Insight
Capture the insight in one sentence: Situation, Tension and Aspiration.


I want to have a fully automatic pasta maker at affordable price and compact size that can make fresh homemade pasta without taking much time and 


skills, also easily fits in my kitchen and storage. 


Value Proposition Worksheet 2/4 
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Our VALUE PROPOSITION


Benefit Statement Pricing Strategy


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


the 'why should I care?' statement…


Function: The  pasta maker will make the fresh pasta I want, just by adding water and flour. I don't 


have to do anything extra. 


Emotional:  I feel accomplished and healthy that I can have fresh made pasta at home and serve 


this to my family. That makes me feel that I’m a caring mother who knows how to give the best to 


my family. 


Outline the approach to pricing for this 


proposition


• Hit mass price point. 


• Leading market US: USD 199.99 (-30% Avance). 


Benefit Drivers Best in Class Benchmark Competitive Ambition


The different elements that drive the delivery of 


the benefit, from the consumer’s point of view. 


1. Quality of end result 


2. Usage (operation, dismantle, install, cleaning) 


3. Footprint


Who does this best today and why?


Joyang N21 RRP USD 62.00


1. End result (hardness = 240)


2. Usage: acceptable


3. Footprint:337*164*257mm 


What do we want to do / think that we can 


achieve relative to the competitive benchmark: 


1. End result: benchmark 


2. Usage (operation, dismantle, install, cleaning): 


superior


3. Footprint: benchmark


Value Proposition Worksheet 3/4 
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Value Proposition Worksheet 4/4 


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-coming alternatives?


A fully automatic and “value for money” solution 


to homemade fresh pasta


How does it do this? How do they support the 


discriminator and benefit?


1. Just add flour and water and the appliance will 


automatically knead the dough to extrude 


pasta                                                                      


2. Seamless and compact design to better fit in 


kitchen and storage


3. 199 USD with 3 shaping discs of popular 


pastas, special cleaning tool and smart 


storage.


What possible claims might we want to make for 


the proposition? How does the claim link to your 


Claim Roadmap? What are the sub-claims that 


we might make to support the RtBs? (may vary 


from country to country).


• WOW: Enjoy fresh homemade pasta and 


noodle with convenience and ease


• Sub-wow: A compact and fully-automatic 


solution to your favorite pasta and noodle


The Core Idea


Thinking about your answers to the brand value questions below, make a clear statement of how this proposition will deliver Meaningful Innovation to 


our consumer. 


The fully automatic and compact pasta maker that enable people to enjoy fresh and flavorful pasta more frequently at home hence people feel healthier 


and happier as they controlling over of ingredients they eat and also maximizing the value of money. 






