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Product introduction  / VPW 
Libra cleans thoroughly and efficiently your floors. This robot vacuum cleaner delivers an efficient, autonomous cleaning by combining the extra wide nozzle technology, slim design to reach difficult areas and Smart Detection System for adaptive cleaning. 
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Outline the approach to pricing for this proposition (e.g. Good / Better / Best, 

Premium segment, Price fighter etc. ) This should also include projected price points 

for the lead market. 



-good: 1599 RMB w/o docking station and 1799 RMB w/docking station. Price 

fighter.

-better: 1999 to 2499 RMB w/extra accessories and superior spec, M&F, etc.Volume 

driver.

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 radiation thanks to:

-End result: the product cleans more in one stroke due to improved 

coverage, potential consumers can see visually the difference compared 

to predecessor or competitors.

-Innovative technology: unique nozzle technology own by Philips

-Design radiates purpose: advanced design which helps to convince 

consumers of our superiority

2) Convenience

-Easy & simple UI and set-up

-Autonomous cleaning 

3) Time saving

-Autonomous cleaning 

4) Affordable price

Smart technology at an affordable price, yet not too low so consumers 

doubt about product quality.



Who does this best today and why? 



1: Philips EasyStar& SmartPro Compact

3: Ecovacs with CR (CR130) & Deepo (Deepo 630)  series

4: Proscenic (PRO 902)

5: iRobot Roomba entry level (620-630)



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

benchmark: 

SUPERIOR = SUPERIOR to predecessor/competition @price point 

BENCHMARK = on par with predecessor/competion, 

BASIC = a category code, not necessarily superior.



SUPERIOR: reach ability under low furniture, coverage

BENCHMARK: DPU on hard floors, intelligence/autonomy*, cleaning 

corners/plinths, clean ability and maintenance (dust bucket, filter, brushes), 

runtime, charging time. 

BASIC:  n/a



*includes: avoiding obstacles, avoiding getting stuck, return to docking.

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 robot cleaner that gives you a thorough and efficient cleaning 

result in difficult areas, where other robots cannot enter. 



thorough and efficient cleaning --> wider coverage

in difficult areas, where others can't --> low height, 4-wheels driving



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

benefit? 



RTB: TriActive Turbo nozzle for superior and efficient coverage 

(improved versus predecesor)

RTB: Slim design to clean under low furniture

RTB: Smart Detection System - for autonomous and smart 

cleaning in every environment

RTB: Two extra long brushes to reach corners, plinths and closer 

to furniture

(On hold) RTB: Robot gets anywhere thanks to the 4 wheels 

driving mode

What possible claims might we want to make for the proposition? How does the 

claim link to your Claim Roadmap? What are the sub-claims that we might make 

to support the RtBs? (may vary from country to country). 

Assumption: claim against predecessor (EasyStar - FC8800)

Direction: more efficient coverage (to be defined in % or in time) 

Claim proposals: 

-Thorough clean, now two times more efficient/faster.  

-Reaching where others can't clean, two times faster // in 50% time // TBD

-Complete clean, now in 50% less time.



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 product will deliver an autonomous cleaning and superior cleaning result compared to predecessor (EasyStar) and/or 

competitor products at similar price point due to slim design and  wider coverage – RVC covers more floor area in one stroke.



Emotional: I feel confident that my floos are clean, so I can ejoy my free time with my loved ones.

The Core Idea

Thinking about your answers to the brand value questions below, make a clear statement of how this proposition will deliver Meaningful Innovation to our consumer. 

Libra cleans thoroughly and efficinetly your floors. 

This robot vacuum cleaner delivers an efficient, autonomous cleaning by combining the extra wide nozzle technology, slim design to reach difficult areas and Smart Detection System for adaptive cleaning.  
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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: how-to-video
4) Use: how-to-video
5) Maintain/repair: filters, cleaning
6) Replace: 
CRM strategy:

N.A.
Sales introduction and IPD milestone planning
	Business Market Combination (BMC)
	Launchdate (LD)
	Planned sales intro year /BMC

(x1000)
	Total planned sales /BMC

(x1000)

	China
	WK 1601
	25
	148
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Project Plan Committed 

PPC:
WK 1526
Prototype Consolidation

PC:
WK 1528
Product Validated

PV:
WK 1548
Industrial Release

IR:
WK 1551
Commercial Release 

CR:
WK 1602
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
	

	Mopping pad 
	


	Consumer Replaceable Parts
	Online shop price

	Docking Station or Adaptor 
	

	Dustbin 
	

	Remote control
	

	Battery
	

	
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales:  2,0 %
CREX Best estimate:  5,8 %

CPI:  €  46,87
Call center cost as % of sales:  1,6  %

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

	Front-end Touchpoints

	In-box

	 
	Text DFU  + IIB
	IR
	Pieter Trinks

	
	QSG
	IR
	Sonaiska

	
	Worldwide guarantee leaflet
	IR
	Sonaiska

	Web

	 
	Leaflet and Photo's
	CR
	Sonaiska

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

	
	Accessory information linked to CTN’s / online (PFS) (for EU Online)
	CR + 3 Months
	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
	N.A.
	CEM

	
	Web reviews
	CR
	CC team China

	Call Center

	 
	Training package - technical and soft skills
	IR
	Niels Goedvolk

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

	
	Commercial Product samples
	IR
	Sonaiska
	€

	
	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.
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   


Consumer Marketing Manager
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