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AKB-number generator
Product introduction  / VPW [image: image3.png]Grow sales from 2.9M euro in 2013 to 9.3M euro in 2016 and grow Market Share from 0.75% to approx. 2.0% globally by recruit new users into

FEEn Robotic Vocuum Cleaning from other cleaning methods launching a LE and ME range (RRP from 200 to 380 euro) of new Robots.

End User (consumer / shobper)

Who are we innovating for?

Prestige seckers (6%)

Consumer portrait: young people, with mid to high income, social and.
cultural status. They are busy and active. They are open to new
technologies and innovation. Their cleaning standard is usually not too
high and they may have a pet. Role of men is more prominent than in
the rest of Floor Care.

Predominant motivation: showing luxury and prestige can be done best
via fancy devices. Floor cleaning itselfis important, but not more than
other groups. 1t s all about the looks. Latest technology.
Innovators/eariy adopters.

As CL we want to help our consumers ‘care for family and friends’, five a healthy life’, and ook and feel their best’~how does the opportunity reflect this?

Philips can empower consumers from around the world to enjoy @ more advanced floor cleaning experience thanks to their new Philips Robotic Vacuum Cleaner.

Channel

How are they currently meeting their needs today?

Currently, almost 70% of sales of the Global Robotics market are done
between 0 and 400 euro. Online represents  key sales channe,
‘accounting for approx. 55% of total sales globally.

Most competitive altematives in low and mid-end propositions are
iRobot (600 Series) mainly in Europe, and local brands (Ecovacs, Fmart,
'DiBea) in China. Indirect competition from HE Robots (especially iRobot,
‘Samsung and LG) and other cleaning methods (ie. canister, stick
vacuum cleaners, cleaning maids). iRobot and Ecovacs have the highest.
&P investments and are perceived as most innovative brands.

As average, LE and ME RVC's curently on the market are expected to
have the following specs: they deliver high DPU on hardfloors, but very.
low DPU on carpets;they are non-navigating; they have non-touch.
bumper with IR sensors, clf sensors, charging station, betwezn 60 and
120 minutes operating time. Remote controlis often present n LE and.
ME products, while virtual wallis sometimes sold with ME products
(more often in China).

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

Objective is to recruit consumers currently using other cleaning methods
into Robotic Vacuum Cleaning.

"Robotic Vacuum Cleaners Global market is expected to be a S00M euro
market, growing +115% CAGR over the last 3 years (forecasted CAGR for
the period 2014-2018 5 about +85%).

Launching a new range of LE and ME products will grow our sales from
2.9M euro in 2015 to 8.3M euro in 2016 and grow Value Market Share

from 0.75% to 2.05 globally.

Statement of the Opportunity

Robotic Vacuum Cleaners is asteadily growing 900M euro market where Phillps only accounts for less than 15 Value Share. By launching a new range of competitive LE and ME Robots we can recruit more people
from current methods, hence growing our Value Share to approx. 2% of the Global market and building a 9M euro business.

What is the consumer's current situation and accepted belief?

“For me, floor leaning has an average importance. I clean quite
regularly and end results need to fulill average expectations. Still there
should be no visible dirt and dust.

Instead, |am very interested in the product: | want a fancy and
technological device, it should look professional and expensive and
show I can afford the best

Ifeel that the current, traditional cleaning methods | use are not.
advanced enough. They deliver OK results but | do not feel | am up-to-

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

"I would like to upgrade my cleaning experience with a fancy and.
technology advanced product that delivers a frequent, thorough
cleaning. This way, I can show to peers that | am once again up-to-date.
with latest technology developments and can afford the best."

What do we know about specific shopper behaviours?

Before buying, they search online, talk to family/friends, and go to
shops to talk to floor staff. Given the relatively high price, they carefully
consider their purchase and are usually triggered by promotional offers.
Indeed, they tend to look for an advanced product from a trustworthy.
brand at a relatively offordable price (possibly 200-400 euro). in more.
than 50% of the cases, they will buy online.

date with the latest technologies.”

“Iwant to get a frequent and visible cleaning. Also, I really ike to to show to my friends and family that | am constantly up-to-date with the latest technologies and I can afford the best. Unfortunately, the current
‘methods are delivering sufficient results but | feel they are not advanced enough for me.
Iwish there was a more advanced product, built on the latest technologies, that could regurarly deliver  thorough dleaning.

Our VALUE PROPOSITION
Benchit Statement

What difference will this make to someone’ lfe - sometimes describes as the 'so what?" o the ‘why should I care?" statement...

Outline the projected price points for the various countries

Functional: your new Robotic Vacuurn Cleaner will provide you a thorough clean, everyday.

Emotional: your new Robotic Vacuurn Cleaner is built on the latest technologies and allow you showing to peers that you are up-to-date and can

afford the best.
nefit D

The different elements that drive the delivery of the benefit, from the
consumer’s point of view.

Thorough cleaning results.
Convenient and smart cleaning process.
Advanced design.

riminator

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 new Philips Robots will be smart and advanced looking, and offer a
superior cleaning performance vs. traditional methods and direct
competition

‘The new Philips Robots will deliver a more advanced dleaning experience than any classic method and most of direct competition thanks to smart technologies, a unique advanced design, and sold cleaning
‘performance. it willlook more advanced than direct competition and clean your floor thoroughly and indipendently.

Caring
We care by listening and discovering the needs of our customers/

Helps to clean floors regularly and thoroughly with an advanced
looking product

Who does this best today and why?

In the relevant price band, iRobot and Ecovacs are usually Best in Class
in key product attribute.

Thorough cleaning results:
- DPU: iRobot Roomba 600 (sand; 70% on hardfloors, 10% on carpets)
- Coverage and efficacy: iRobot Roomba 600 (iAdapt)

- Cleaning under fumiture: mltiple brands (8omm height)

Convenient and smart cleaning process:
- Ease of use: multiple brands (intutive Ul and remote control)

- Ease of maintain: Ecovacs Deepoo (large dustbin with quallty filers,
easy to clean)

- No or getting rid of stuck: iRobot Roomba 600 (iAdapt)

- Focus on more dirty areas: iRobot Roomba 600 and Ecovacs Deepoo.
(dust sensors)

- Taking care of the environment: multiple brands (non-touch bumper
with IR sensors and virtual wal)

- Not falling from heights: multiple brands (drop sensors)

- Long running time and auto-functioning and charging: iRobot (120
min run time and charging base, with 24hrs scheduling)

- Interaction with the Robot: iRobot and Ecovacs (talking mode)

- Low or pleasant noise: multiple brands (<55 db)

Advanced design:
- M&F and desirabillty: iRobot Roomba 600 (high quality M&F and
elegant design)

- LED and LC: multiple brands

How does it do this? How do they support the discriminator and.
benefit?

Smart the G-sensor technology makes the appliance more smart and.
efficient (escaping from stuck, following straight lines, having better
cleaning coverage, improving successful docking rate).

Advanced looking: the unique Philips design and the use of new
‘materials and colors (e.g. transparency) will radiates technology
advancement

Superior cleaning performance: thanks to a powerful motor, @ movable
nozzle and two side brushes, Phillps Robots' DPU is superior us.
competition

Our brand: How this proposition willdeliver on our brand values

Innovative
We are passionate to invent and partner to deliver new and improved
experiences to improve people’s lves.

The G-Sensor makes the Philips Robot much smarter than an average
Robot

Play in the low-end segment (0-250 euro) with 2 products and in the
mid-end segment (250-400 euro) with 2 products.

Competitive Ambition

What do we want to do / think that we can achieve relative to the
competitive benchmark:

‘Ambition is to be on par or superior us. BIC brands at key aspects.

Thorough cleaning results:
- DPU: superior on hardfloor, basic on carpets (high DPU thanks to
strong motor, movable nozzle and 2 side brushes)

- Coverage and efficacy: on par or superior (turbo cleaning)

- Cleaning under fumiture: superior (LE 55mm high)

Convenient and smart cleaning process:
- Ease of use: on par or superior (remote control)

- Ease of maintain: basic

~No or getting rid of stuck: on par (G-Sensor)

- Focus on more dirty areas: on par

- Taking care of the environment on par

- Not alling from heights: on par

- Long running time and auto-functioning and charging: on par
- Interaction with the Robot: on par or superior (clap response)

- Low or pleasant noise: basic:

Advanced design:
- M&F and desirabiliy: superior (transparencies and unique Philips
design)

- LED and LC:on par

Sub-Claims

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).

A more advanced, thorough cleaning.
Thanks to the G-Sensor technology, the new Phillps Robot smartly cleans

your house everyday, bringing your cleaning experience to the new.
level.

impactful
We challenge the status quo to deliver innovations that make a
Jives

meaningful difference in people’s

You willfeel better showing your friends how up-to-date you are even
‘when it comes to cleaning the floor
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Consumer care focus:
For this product we carry out the standard consumer care package + 

1) Choose: explanation of features and benefits
2) Buy: 
3) Setup: 
4) Use: how-to-video
5) Maintain/repair: filters, cleaning
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)

	Europe
	WK 1501
	32
	68

	China
	WK 1501
	28
	62

	Rest of the World
	WK 1501
	  6
	14
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Project Plan Committed 

PPC:
WK 1431
Prototype Consolidation

PC:
WK 1431
Product Validated

PV:
WK 1448
Industrial Release

IR:
WK 1450
Commercial Release 

CR:
WK 1451
Warranty and service policy

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

	Accessories:
	Online shop price

	Side Brushes 
	

	Filter
	

	Battery
	

	Mopping pad
	


	Consumer Replaceable Parts
	Online shop price

	Docking Station or Adaptor 
	

	Dustbin 
	

	Remote control 
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales:  0,77 %
CREX Best estimate:  4 %

CPI:  €  23,84
Call center cost as % of sales:  1,97  %

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

	Front-end Touchpoints

	In-box

	 
	Simplified DFU
Luxury leaflet on line
	IR (final)
IR
	Pieter Trinks

	
	Inbox leaflet
	IR
	Andrea Cappi

	
	Worldwide guarantee leaflet
	IR
	Andrea Cappi

	Web

	 
	Leaflet and Photo's
	CR
	Andrea Cappi

	
	Specifications in leaflet covered (size, dimensions, weight etc.) (PFS)
	CR
	Andrea Cappi

	
	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
	

	Call Center

	 
	Training package - technical and soft skills
	IR
	Niels Goedvolk

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

	
	Commercial Product samples
	IR
	Andrea Cappi
	€

	
	Call center Feedback
	CR
	Niels Goedvolk
	

	Back-end Touchpoints

	Service Centers
	
	
	
	€ 11.000,-

	 
	Service Manual
	CR
	Yvonne Dingsté
	€ 11.000,-

	 
	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

Call center feedback monthly, web reviews in cooperation with CC organization in the countries.
Consumer Marketing Manager
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