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Product introduction
The Cougar Bagless Vacuum Cleaner will complete the Bagless segment also in the lower price segment.  Target audiences are people who are and feel responsible for their household.  They are replacing their current (mid-end) bagless vacuum cleaner and looking for an easier solution to emptying the dust container. Also users who own a vacuum cleaner with bag are looking for opportunity to switch to bagless, while not paying too much.
The expected launch date is March 2012.
VPH
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“Welcome”target group

Families with or without kids, with a active
social network of friends and relatives

Homemaking is considered a shared
responsibility between family members; but
may involve one lead-homemaker

Busy schedules, but easy-going aboutit

Main countries: WE, EE

Ilike my floors clean. However, vacuum cleaning is a chore
and | preferto spend my spare time doing things I really
enjoy. Wouldn'tit be great to have thoroughly clean floors
without spending too much time cleaning them?

« Dyson Origin DC29 “The vacuum cleaner
that doesn't lose suction power”

* LG Kompressor VC 9072 R “Multi-cyclone
bagless vacuum cleaner”

« Electrolux UltraActive ZUA3810

+ Rowenta Silence Force Cyclone RO8021
“Powerful inside, silent outside”

4. End- user benefit

5. Reasons to Believe

The new Philips bagless vacuum cleaner
doesthejob in lesstime so you can spend
more time doing the things you really enjoy.

+ The PowerCyclonetechnology effectively separates
dustand airin one go

+ The AeroSeal nozzle reaches deeper into your carpet
and hard floor crevices to capture more dust and fluff
per stroke

« Powerful motor delivers excellent cleaning results

40% more dust pickup than the top
selling bagless vacuum cleaner* for a
faster cleaning

*Dyson DC29
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Sensorium 2010: concept achieves very high interest score
based on the product's ability to save time, while also
cleaning better than other vacuums

Advanced
New cyclone technology with high fitration is outperforming
the top selling competitor model in dust pick up

easyto experience
Same cleaning performance (target SET test: 4.2)
Smart system for dust disposal (SET target 70% in top 2)





Consumer care focus
Consumer Education during

1. Post – purchase – product experience enhancement especially how to exchange filters and where are they located.
2. Video’s to show how to clean the filters will be available.

Sales introduction and IPD milestone planning
	NSO/Region
	Month of introduction 03-2012 and initial sales (xK)
	Planned sales total period 2012-2015 (x k)

	Netherlands
	11
	86

	Belgium
	6
	43

	DACH
	4
	30

	France
	29
	230

	Iberia
	4
	30

	Italy
	1
	14

	Nordic
	0
	5

	Russia
	4
	35

	Poland
	1
	14

	Turkey
	8
	63

	Ukraine
	8
	63

	CEE
	8
	56

	Greece
	0
	0

	China (incl. HK)
	2
	21

	Singapore
	1
	14

	Total Sales
	87
	704
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Project Plan Committed 

PPC: 
1116
Industrial Release

IR:
1148
Commercial Release 

CR: 
1152
Warranty and service policy

· 2 Year warranty
· Carry in, repair by component swap.
Accessories & Consumer Replaceable Parts
	Accessories
	Commercial CTN
	Online shop / consumer price

	Parquet nozzle
	FC 8042/01
	€ 20,--

	Tri-active Nozzle
	FC 8052/01
	€ 13,50

	Consumer replaceable part(s)


	
	Online shop / consumer price

	Standard Nozzle RD264
	
	€ 11,50

	Aeroseal Nozzle
	
	?? (new)

	Crevice Nozzle
	
	€ 2,50

	Small nozzle
	
	€ 6,-

	Small brush nozzle
	
	€ 3,-

	Cyclone - Dustbucket
	
	€ 23,-

	HEPA 12 filter with airseal
	
	€ 27,-

	Dustbucket filter
	
	€ 2,50

	2 pcs. Tube
	
	€ 19,-

	Hose (incl. bend)
	
	€ 31,-


Consumer touch points for consumer care

	ROW
	· In-box

· Web (.com / .care)

· Call Center

· Trade

· Service Centers


CoNQ prediction & cost driver assumption
CoNQ as % of sales: 1,25 %
FCR: 3%
CPI:  € 34.59 (av.)
Call center ACR: 2 %
Consumer care package
	Item
	Detail
	Availability timing
	Owner
	Cost (T.I.C) / Marcom budget 

	In-box

	 
	User Manual
	PV (text)
IR (final)
	Julia Koerkel
	

	 
	World Wide Guarantee Card
	IR
	Janette Weishaupt
	

	Web

	 
	Leaflet and Photo's
	CR
	Julia Koerkel
	

	
	Pre-purchase FAQ's
	CR
	Julia Koerkel/Bert v. Kalker/Fenna Lesman
	

	 
	Post-purchase FAQ's
	CR
	Bert v.Kalker /Fenna Lesman
	

	
	Simple maintenance movie to be shoot by ARC
	CR
	Bert v. Kalker
	€500 (editing/translating)

	 
	Consumer Care Leaflet
	CR
	CEM
	

	
	Web reviews
	CR-PE
	Fenna Lesman
	€2000 (InfoTech)

	Call Center

	 
	Training package - technical and soft skills
	IR
	Bert v. Kalker/ Julia Koerkel / Yvonne Dingsté
	

	
	Training execution (online?)
	CR
	Bert v.Kalker / Fenna Lesman
	

	
	Call center Feedback
	CR-PE
	Fenna Lesman
	

	
	Commercial Product samples
	IR
	Julia Koerkel
	€800,- (18 appliances total)

	Service Centers

	 
	Service Manual
	CR - 2WK
	Yvonne Dingsté
	

	 
	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
Consumer experience feedback:

Monitoring Call center calls + Monthly TC’s.

Monitoring Web reviews. (tbd)
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