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Product introduction
The first steam floor cleaner from Philips, Steam Plus (Octopus), was launched worldwide Q1 2013.  This product has a 2-in-1 combined action, sweeping and steaming in one go, which differentiates from several competitors in the market. The “Steam Only”  Squid will be a lower-entry product accessible to a broader target segment. This will enable us to expand brand awareness of Philips as a strong player in the wet cleaning segment, as well as drive volumes into the Steam segment.

VPH

[image: image4.wmf]Benefit Statement

Hygienically cleans all floors (wooden, 

stone, carpet, tiles) , no chemical residues 

left behind

Discriminator

Part of the steam cleaner family (currently on 

market FC7020 SteamPlus)

Adjustable steam levels

triangular nozzle for best reach in corners and 

alongside plinths

removable watertank



Caring

Reasons to Believe

The OPPORTUNITY

Business & Marketing Objectives

Brand Driver

Becoming number 1 player in domestic wet cleaning

Buidling on the globally validated insight (only wet is real clean), steam cleaning is offering an easy 

way to thourogly clean floors and surfaces. We develop steam cleaners with superior performance 

and usability.

A description of the business opportunity that this project will address

 The CONSUMER INSIGHT

Clean floors matter to me as they contribute to my home life. 

Wet mopping cleans the floor best because it removes fine dust and stains. I use hot water and detergent to remove stains and to keep the floor hygienically clean. 

Besides taking lots of work to remove visible dirt and invisible dirt such as bacteria, aggressive detergents might leave harmful chemical residues behind.

I wish there was an easy way to thoroughly clean my floors hygienically without leaving residues behind.

Our VALUE PROPOSITION

Benefit Drivers

A carefree way to take care of your home, by delivering a better cleaning result than normal wet 

mopping.

Using water only

Steam kills 99.9% of germs and bacteria: sanitizing floors without chemicals using only water. 

High temperature steam dissolves grease and dirt easily.

The microfiber pad lifts and absorbs greasy dirt easily.

The steam cleaner reaches into corners and tight spaces due to the triangular shaped flat pad 

holder.



THE CORE IDEA

Building a steam cleaner range to address different price points and consumer needs

DELIVERY ON BRAND VALUES

Innovative
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Consumer care focus:
For this product we carry out the standard consumer care package + 

1) Choose: Difference between SteamPlus and Squid 
2) Buy:  
3) Setup: 

4) Use:  Focus on cleaning with steam and no detergent
5) Maintain/repair:  Product experience enhancement especially 

 why, how to clean the filters,  where they are located and 
how to purchase.

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)

	WEU
	WK 1410
	33
	127

	Turkey
	WK 1410
	12
	 48

	CEE 
	WK 1410
	 7
	 29

	
	
	
	


 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC:
WK1340
Prototype Consolidation

PC:
WK1343
Product Validated

PV:
WK1350
Industrial Release

IR:
WK1401
Commercial Release 

CR:
WK1408
Warranty and service policy

· Replacement, Carry in, repair by component swap.

· 2 Year warranty
Proposed Accessories & Consumer Replaceable Parts

	Accessories:
	Online shop price

	FC8057 : 2 microfibre pads + filter
	tbd


	Consumer Replaceable Parts
	Online shop price

	Tri-angle nozzle
	n.a.

	Telescopic  tube
	n.a.

	
	

	
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales: 1,69 %
CREX Best estimate: 2,61%

CPI:  € 23,55 (average) 
Call center cost as % of sales: 0,48  % 
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)
	Linda Wang

	 
	Quick Start Guide 
	NA
	Linda Wang

	
	Inbox leaflet
	NA
	Angelika Dietrich-Winkler

	
	Worldwide guarantee leaflet
	IR
	Angelika Dietrich-Winkler

	Web

	 
	Leaflet and Photo's
	CR
	Angelika Dietrich-Winkler

	
	Specifications in leaflet covered (size, dimensions, weight etc.) (PFS)
	CR
	Angelika Dietrich-Winkler

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

	
	Support movies
	NA
	Niels Goedvolk
	€

	
	Pre-purchase FAQ's
	CR
	Niels Goedvolk

	 
	Post-purchase FAQ's
	CR
	Niels Goedvolk

	
	Tips & Tricks
	CR
	Niels Goedvolk

	 
	Consumer Care Leaflet
	NA
	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
	Linda Wang
	€

	
	Call center Feedback
	CR
	Niels Goedvolk
	€

	Back-end Touchpoints

	Service Centers

	 
	Service Manual
	CR
	Yvonne Dingsté
	€ 4000,-

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

	 
	Training package diagnostics & repair
	CR
	Yvonne Dingsté


(*) accessories will be added to the online shop in a later stage because of
      problems with the system


Consumer experience feedback loop 
Monthly feedback for 12 months after Launch.
Consumer Marketing Manager
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