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AKB-number generator
Product introduction
Zonda is a mid-life update of current PowerPro range. The proposition will continue to incrementally build MS in the mid-end bagless segment (EUR 169-259). Zonda will help address price erosion of PowerPro and will keep the attractiveness of the propostion vs. competition that launches updated models every 2 years.  Total planned sales EUR 65mn (3 yrs), volume 600k at 43% IGM and >12% EBITA.
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Range build-up consists of 9 models:

4 low input power:

Version 1: EUR 179

Version 2: EUR 189

Version 3: EUR 199

Version 4: EUR 229

Version 5: EUR 249

Version 6: EUR 259

3 high input power

Version 1: EUR 169

Version 2: EUR 209

Version 3: EUR 229

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. PERFORMANCE

2. EASE OF USE

3. INNOVATION

Who does this best today and why? 



1. BOSCH, PHILIPS via suction power

2. DYSON via product design, with clear 

USPs/RTB: no loss of suction power, Root 

Cyclone technology, Ball technology, digital 

motors

3. Samsung via innovation and performance

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

relative to the competitive benchmark: 



Be best in class in the following:

1. Best performance (DPU) overtime(EU) (Highest 

suction power overtime (ROW))

2. Ease of use: easy to use dust management system: 

Easy to handle, dust cloud control



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-coiming 

alternatives? 



The only bagless vacuum cleaner that gives you 

great cleaning results and makes vacuum 

cleaning a more convenient experience



How does it do this? How do they support the 

discriminator and benefit? 



PowerCyclone 6 technology - for best in class 

dust separation, hence maximum performance



TriActive+/TriActive Max nozzle - 3 in 1 nozzle 

picks up more coarse and fine dust thanks to its 

special soleplate shape



Easy empty dust bucket – due to the “click and 

go” system and the pointed spout for pouring 

without spilling dust around



Remote control (chosen SKUs) – for more 

convenient use

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). 



Claim direction: Superior cleaning performance + easy 

to empty dust bucket



Caring Innovative Impactful

We will win through superior performance with 

innovative RTBs

Confidence that your family lives in more hygienic 

environment, resulting in more healthy living

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

The Core Idea

Describe the core idea and why this person should buy it - in one or two sentences. Make a clear statement of how this proposition will deliver 

consumer relevant superiority. 



This new and improved, powerful bagless vacuum cleaner gives you best in class cleaning results and makes vacuum cleaning a more convenient 

experience

Our VALUE PROPOSITION

Benefit Statement

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

care?' statement… 



Functional: The best in class cleaning results on all floors

Emotional: Pleasant to experience during and after vacuum cleaning.  Thoroughly clean home with less effort.
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Consumer care focus:
For this product we carry out the standard consumer care package + 

1) Choose:

2) Buy:

3) Setup:

4) Use:

5) Maintain/repair:

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)

	Benelux
	WK 1436
	20
	  82

	DACH
	WK 1436
	29
	112

	France
	WK 1436
	  9
	  35

	Russia
	WK 1436
	18
	119

	Turkey
	WK 1436
	  5
	  38

	China
	WK 1436 
	17
	118
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Project Plan Committed 

PPC:
WK1409
Prototype Consolidation

PC:
WK 1409
Product Validated

PV:
WK 1420
Industrial Release

IR:
WK 1422
Commercial Release 

CR:
WK 1423
Warranty and service policy

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

	Accessories:
	Online shop price

	New Accessory train 
	

	Crevice nozzle, Small Nozzle, Small brush 
	


	Consumer Replaceable Parts
	Online shop price

	Tri Active  Max Nozzle
	

	Super Parquet Nozzle
	

	HEPA Filter
	

	
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales:  0,79 %
CREX Best estimate:  3,4  %

CPI:  € 25,16
Call center cost as % of sales:  12,7 %

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

	Front-end Touchpoints

	In-box

	 
	User Manual
	PV (text)
IR (final)
	

	 
	Quick Start Guide 
	IR
	

	
	Inbox leaflet
	IR
	

	
	Worldwide guarantee leaflet
	IR
	

	Web

	 
	Leaflet and Photo's
	CR
	

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

	
	Accessory information linked to CTN’s / online (PFS)
	CR
	

	
	Support movies
	CR
	
	€

	
	Pre-purchase FAQ's
	CR
	


	 
	Post-purchase FAQ's
	CR
	

	
	Tips & Tricks
	CR
	

	 
	Consumer Care Leaflet
	CR
	CEM

	
	Web reviews
	CR
	
	€

	Call Center

	 
	Training package - technical and soft skills
	IR
	

	 
	Training execution (Powerpoint/online/onsite)
	CR
	
	€

	
	Commercial Product samples
	IR
	
	€

	
	Call center Feedback
	CR
	
	€

	Back-end Touchpoints

	Service Centers

	 
	Service Manual
	CR
	

	 
	Service Bill of Material, incl. spare parts Purchasing Master data
	CR - 2WK
	

	 
	Training package diagnostics & repair
	CR
	


Consumer experience feedback loop

Based on agreements fill in the expected feedback loop.
Consumer Marketing Manager
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