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1 1. Product introduction, planning

1.1 Product introduction
Project Celery is a new generation of soup maker. As the replacement product of HR2200/HR2201, it allows consumers to enjoy home-made soup with less time and more variety such as milk soup.  

1.2 Product VPH
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1.3 IPD Milestones
 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC: 
WK 1604
Prototype Consolidation

PC:
WK 1610
Release for Engineering Series

RfES
n/a
Product Validated 


PV:
WK 1627
Industrial Release 


IR:
WK 1630
Commercial Release 


CR: 
WK 1633
1.4 Introduction Regions/countries, Quantities, Price
	Type number


	Regions/countries
	First shipment
	Total

Planned quantity
(5 years)
	RRP

	HR2203/80
HR2204/80
	France
	Sep-2016
	148k
	€ 99 / 

€ 119

	
	Benelux
	
	
	


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

	Europe
	2
	Repair
	Module swap / scrap


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)Spare part list refer to Service Manual in FYP
CRPs/ Accessories

	Part’s description
	CRP
	Service parts
	Commercial Accessories (CTN available) 
	Critical parts
	Online shop?

	Power cord
	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
	IWS & local collection via service workshop
	Europe
	80 pcs


5 Consumer Care cost prediction 
5.1 Predicted Field Call Rate (FCR) @ CRFCR target: 

3.5%
Best Case@ CREX:
3.1%
Worst Case@ CREX: 
3.4%
5.2 Contact Center costs, per contacts @ CR	Region
	Contact centre cost %age vs Sales

	France & Benelux
	0.6%


5.3 Cost per Incident (CPI) @ CR 	Region
	CPI (avg./ weighted)

	France & Benelux
	€ 29


5.4 Expected Cash-Out cost @ CR	Region
	Cash Out %age vs Sales

	
	Best Case : 3.1%
	Worst Case : 3.4%

	France & Benelux
	1.83%
	2.03%


5.5 Total product sample plan	Activity
	Samples qty
	Owner

	Call center training 
	4 pcs 
	CO CC

	Pre-launch test 
	2 pcs 
	CO CC


6 Technical Product Description
6.1 Mechanical- Service ManualRefer to TPS & service manual.

BG CMM: Brenda Lin
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The Value Proposition Worksheet: Opportunity

The OPPORTUNITY

Business & Marketing Objectives Strengthen Philips mixer position in Indonesia by bringing innovation that matters to consumers

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

lAnna cares for her family and doesn’t like to |Current soup maker Main target is Europe and South America

cut corners. Blending multi-cooker where demand for homemade soup is rising.
We support her in balancing work, family-  |High-speed blender * Target IGM: 40%

and me-time. Our inspiringly practical * Annual sales volume: 120K

Kitchen Appliances help Anna cook more The channels are mainly E-Chain and online

efficiently and more often. We provide her
with the reassurance that she will achieve a
good result, even on her busiest days. Soup
Maker is used for her to prepare all kinds of
fresh and tasty soup. She expects the smooth
result within limited time.

Statement of the Opportunity

Our customers need an appliance for soup-making which should be more value-added and with more related functions. Current options are
either not efficient enough or are comparatively expensive.

We have the right to play due to strong consumer awareness of Philips capability of innovation in kitchen appliances.

PHILIPS





The Value Proposition Worksheet: Insight

The INSIGHT
Current Situation Tension / motivation Aspiration / Desired End State
Consumer: Consumer: Consumer:
My family love to have homemade soup The current soup maker I'm using takes I would like to have a soup maker which spends
every day and | use a soup maker to make  more than 25 mins to finish the whole less time making soup and have capability to
soup because it saves time and delivers process of making soup which is too long for make milk and creamy soup.
tasty soups me. | also like to serve my family with milk

and creamy soup, but the ingredients on the
bottom always get burnt which is very
annoying.

Shoppers usually search online for information and reviews of soup maker to find a most suitable one.
Key opinion leaders: friends, homemade cuisine websites and blogs

Preferred channels: online and retail

Statement of the Consumer Insight

| am delighted that | can spend less time making soup and offer my family more variety such as milk soup.

PHILIPS





The Value Proposition Worksheet: Proposition

Our VALUE PROPOSITION

Benefit Statement
'Functional: The most time-saving soupmaker with function of making milk Price (RSP)
and creamy soup €99
Emotional: Confidence that family enjoys good homemade soup and
embraces the benefit of homemade food

Best in Class Benchmark Competitive Ambition

1. High efficiency of soup making 1. Philips HR2200/2201 1. Superior - 20% time-saving

Pricing Strategy

2. Milk/creamy soup function 2. Philips HR2206 (Olive) 2. On-par

PHILIPS





The Value Proposition Worksheet: Proposition

Discriminator Reasons to Believe Claims & Sub-Claims
Only Philips offers Anna the fast soup 'High Efficiency/ Time-saving: 1. 20% faster soup making compares to
making with milk soup function Specially-designed blade predecessor
Function of making milk/creamy 2. Xx% less residue compares to
soup: predecessor

6 programs (milk/creamy soup
included)

Experience and knowledge from Olive

The Core Idea

The Philips upgraded soup maker is the most time-saving soup maker allowing consumers to make milk
soup

PHILIPS






