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Product introduction
Current EasyPro range is delivering on ''better performance'' and making cleaning easier for our consumers. However Chinese consumers attitudes are evolving, they are constantly looking for better VCs & tools for cleaning, competitive environment is fierce, especially local brands renewing their range very often (2-2,5 years) responding fast to changing needs, are increasing their share. Philips is leader brand in FC China, we have all capabilities & expertise to upgrade our best selling product. By upgrading the range,responding latest consumer needs, we will have the opportunity to strenghten our leadership and grow our market share. We target to sell in 3 years  : 518 k units.


EasyPro is success story in China market (winner in consumer satisfaction, market shares, profitability, design, performance).
Our objective is to renew this proposition by improving 
critical aspects such as 
· Better filtration
· Lower noise level
· Better usability (accessory train), 
· Better nozzle performance
· Better design, material and finishing
· Remote speed control grip 
· Speed control with lighting indication
VPH   

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

Who are we innovating for? 

Couples (aged between 30-45) with 1 or 2 kids, from AB social class; 

living in the city center, in a flat on a higher floor <100 m2. They are 

structured, orderly, focussed and success-oriented, always one step 

ahead. Both woman and husband want to give the impression to the 

others that they take good care of their family, want to show that 

they live a good quality life. They have a busy lifestyle but having 

quality time with their kids is important; floor care is a critical part 

of the housework – it is not just only the largest, but also the most 

obvious and touched part of the house; they want to do the cleaning 

in an efficient way.                                                                                                                                         

Green (Advanced Perfectionist) Consumer Segment*: They strive for 

a perfect/immaculate floor which is achieved by cleaning in a 

competent way. Both process and result need to meet professional 

standards. Apply a structured and well-organized cleaning-pattern, 

systematic procedures, including different steps.    

Have developed their own, special procedures in order to achieve 

superior cleaning results. Floor cleaning is part of everyday life, 

spend quite some time on cleaning. 

Are always searching for better solutions as the best result might be 

increased. Treat every floor type in a dedicated way, use a variety of 

specialised appliances/ detergents in order to achieve best possible 

results. Valuable floors (parquet, natural stone) are treated regularly 

and with special attention.

*Source: IPSOS FC China Segmentation 'Censydiam model'

How are they currently meeting their needs today? 



They buy bagless appliances between 849-1999 RMB from 

Philips or competitor brands.

Channels: Consumer electronic retailers, department stores

(selectively online)

Competitve brands: Lexy, Panasonic Bagless appliances



Lexy VC-T4026-1: 1699 RMB;  Generation-5 Cyclone 

Technology, efficient motor high suction, Air Powered Brush 

(brushes turning 4500 times in 1 minute); Led display & power 

control, 99.98% air filtration (HEPA), metal tubes, lighter and 

softer noise



Lexy VC-T3519E-3: 1999 RMB; Generation-5 Cyclone 

Technology, efficient motor high suction, Air Powered Brush 

(brushes turning 4500 times in 1 minute); Led display & power 

control, 99.98% air filtration (HEPA), metal tubes, easyreach 

tool (stored on metal tubes), ergogrip with remote control, 

lighter and softer noise 



PanasonicMC CL 725: 1300 RMB; high suction power (400W), 

compact size, turbo brush nozzle, bed cleaning nozzle 

(claiming mite killing 99%; designed for blankets), ergo grip 

remote control, Panasonic branded anti bacterial filter (air 

coming from exhaust is clean), 2in1 cleaning brush

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

prize? 

Main target consumer group we will get our business is current bagless 

users who are always looking for better solutions, advanced tools & 

innovative accessories for floor cleaning. Pollution, mite cleaning are the 

topics Chinese consumers are highly sensitive; these consumers are looking 

also for tools beyond floor cleaning (such as bed, curtain cleaning) and they 

are becoming more and more sensitive on the quality of the air coming from 

outlet part of electric appliances (filter type, quality, washability are more 

and more questioned). 

Potential size of the prize:                                                                  

Addressable market:According to GFK MAT July 14: 999-1999 RMB price 

segments presents 40,7% of bagless sub category in FC. 39 million euros 

market value size (considering GFK with coverage 100%).  Sales & IGM% 

Ambition: Deliver ≥ EUR 45 mio sales with 40% IGM% in 3 years scope 

Market Share Ambition: MAT July 14, Philips is bagless leader with 39,1% 

value share(Panasonic 15,1%,lost 2,1 pts; Lexy 14,8%, gained 2,8 pts vs. 

previous period).Ambition for Philips is streghten it's leadership position in 

strongly competitive market, market share target ≥40% (gain min. +1 pts)

Tension / motivation Aspiration / Desired End State Shopper Insight



I like to have a clean home. I need a powerful, easy to use vacuum 

cleaner to make the cleaning process easy and effective from start 

to finish.                                                                                                                                     

I prefer compact bagless appliance because I don't have to think of 

replacement bags and it should be easy to maneuver, carry and 

store.                                                                                                                       

I am always looking for better technologies and innovative new 

tools, nozzles which help me to reach difficult to clean areas, allow 

me to clean different type of floors and to clean difficult to reach 

areas.

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

Bagless: Consumers want a device that is compact, 

lightweight with fashionable design reflecting quality. They 

want latest technologies both for VC itself but also for 

nozzles, accessories.They need a device which wont create 

pollution in their house and which will deliver cleaning even 

for the easy to reach areas.



What do we know about specific shopper behaviours? 

Decision making process (hypothesis):

Shoppers look for an appliance :with superior cleaning performance with key 

metrics of input power and suction power (both measured in watts) and 

with compact but fashionable design/colors. For Chinese advanced 

perfectionist target group, vacuum cleaning is necessary to prevent 

allergies.  The VC for them should be durable, reflect high quality and should 

be also less noisier. While shopping they would also look meaningful 

accessories, nozzles which bring clear benefit for their cleaning process. 

Consumers will browse the internet, look for review and benefits of the 

products available.

Other will go in stores and are adviced by store staff (quality of advices are 

not always good) & can make their choice based on a product which catch 

their attention with design, M&F, access.nozzles presented on the shelf.



Pricing Strategy

999-1999 RMB



Benefit Drivers Best in Class Benchmark Competitive Ambition

1-PERFORMANCE  (Suction Power, Dust Loading, Filter 

Cleaning Frequency superior than competition)                                                                  

2-INNOVATION  & FILTRATION (Powercyclone6 &EPA)                                                                       

3-EASE OF USE                                                                                     

Who does this best today? 

EasyPro is best in suction power in the market 

today (except exhaust filtration, noise level and 

nozzle performance, accessory train).                                                        

Followers: Lexy VC T35XX and T40XX series                                

Panasonic MC CL7XX series

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

to the competitive benchmark: 

Suction Power: Superior (TBC)                                                          

Nozzle Performance: On par (MP nozzle DPU hard floors)                                                                                

Exhaust Filtering: On par with competition                              

Motor inlet Filter: XXX in cleaning frequency (TBC W/Lotte)                                     

Accessories: Superior & On par (depending to accs.)

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? 

The only bagless vacuum cleaner that always gives you 

best cleaning results on all floors and allows you to 

clean difficult to reach areas in an easy way.

How does it do this? How do they support the 

discriminator and benefit? 

RTB 1: Philips PowerCylone6 Technology

RTB 2: Philips MP Nozzle & Turbo Brush                         

RTB 3: Long Reach & DiamondFlex                              

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: WOW: Powerful Cleaning with impressive filtration  

SUB-WOW: Thanks to PowerCyclone6 and EPA Filter (Not 

Final TBC)

        

Caring Innovative Impactful

Helps to create a clean and cosy environment, welcome 

home for your family.

Powerful cleaning with less effort  Confidence that your family lives in more hygienic 

environment, resulting in more healthy living

Statement of the Opportunity

The OPPORTUNITY

To strengthen Philips #1 position in bagless segment in China market; Increase purchase intent in our HE 

999-1999 RMB portfolio

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

We will win through ‘A Better Clean, Your Way’ positioning, superior performance with technical RTBs (PowerCyclone technology, high suction power, better performing nozzle than current 

EasyPro nozzle, better filtration) will be supported with tools, specs, design responding Chinese consumers needs (such as lower noise level, easyreach tools, bed cleaning via Mini Turbo Brush, 

compact/easy to use VC). As Philips we want to help our consumers ‘care for family and friends’, ‘live a healthy life’; ‘look and feel their best’ thanks to this new proposition our consumers will have 

efficient and easy to use tools to clean their homes and create healthy living environment for the family, they will feel great. 

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, soft surfaces and won't create secondary pollution.

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

The Core Idea

This new bagless vacuum cleaner delivers best cleaning results thanks to Philips advanced Powercyclone 6 technology and advanced Philips MP Nozzle. Thanks to 

innovative accessories you can clean difficult to reach areas. 

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

Current EasyPro range is delivering on ''better performance'' and making cleaning easier for our consumers. However Chinese consumers attitudes are evolving, they are constantly looking for 

better VCs & tools for cleaning, competitive environment is fierce, especially local brands renewing their range very often (2-2,5 years) responding fast to changing needs, are increasing their share. 

Philips is leader brand in FC China, we have all capabilities & expertise to upgrade our best selling product. By upgrading the range,responding latest consumer needs, we will have the opportunity 

to strenghten our leadership and grow our market share. 

The INSIGHT

Statement of the Insight

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

I want high quality & high performing vacuum cleaner and nozzles/accessories (using newest technologies and innovations), allowing me to clean all type of floors and difficult to reach areas, without creating 

secondary pollution.

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: Focus on difference between models
2) Buy: 
3) Setup:

4) Use: RMC 
5) Maintain/repair: Communicate on availability of filters 
and cleaning to reduce CoNQ. Cleaning TurboBrush
6) Replace: 
CRM strategy:

Integration CRM (compelling reason for registration, in box communication, follow up upon registration) : tbd
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 1539
	148,8
	518
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Project Plan Committed 

PPC:
WK1519

Serviceable parts identified.

Product Validated

PV:
WK1543

Input: supplier factory codes and price for all Spare Parts.

Input: Exploded view / 3D cad file + BoM list.

Industrial Release

IR:
WK1545

Reserve capacity (50-100 pcs) of all identified spare parts.
Commercial Release 

CR:
WK1547
Warranty and service policy

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

	Spare part
	Commercial Accessory
	Online shop price

	Metal 2pc. Tube
	
	

	Electret Filter incl. Plastic frame 
	
	

	Foam Filter
	
	

	EPA 10 Exhaust filter
	
	

	TriActive Nozzle 
	
	

	Mini Turbo Brush
	
	

	Super Turbo Brush nozzle
	
	

	TriActive Z Nozzle
	
	

	Diamond Flex nozzle
	
	

	Crevice tool (existing ??)
	
	   

	Small nozzle (existing ??)
	
	   

	Crevice tool incl. brush  (Like Phoenix ?)
	
	

	EasyReach tool (existing ??)
	
	

	Ergo Grip with RMC 
	
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales: 0,50  %
CREX Best estimate: 1,77  %

CPI:  € 16,43

Call center cost as % of sales: 4,77  %

Riskmatrix 


	Risk area
	y/n

	Known supplier
	Y

	Product new to Philips / Market / World
	n / n / n

	 
	 

	All identified risks addressed to project team?
	Y  * 



* Advise on improvement of construction of Lid fitting to Bucket

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

	In-box

	 
	User Manual
	PV (text)
IR (final)
	Beril Ozkan
	

	 
	Quick Start Guide 
	IR
	Beril Ozkan 
	

	 
	World Wide Guarantee Card
	IR
	Beril Ozkan
	

	
	Inbox leaflet
	IR
	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
	TBD
	

	
	Pre-purchase FAQ's
	CR
	Niels Goedvolk
	

	 
	Post-purchase FAQ's
	CR
	Niels Goedvolk
	

	
	Tips & Tricks
	CR
	Niels Goedvolk
	

	
	Web reviews
	CR
	Niels Goedvolk
	

	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
	

	Service Centers

	 
	Service Manual
	CR
	Yvonne Dingsté
	€ 4686,-

	 
	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

Feedback loop start after CR in cooperation with VOC Team China.
Consumer Marketing Manager
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