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AKB-number generator
Product introduction
We will deliver on  ‘A Better Clean your way’ positioning through deep cleaning enabled by 3 elements : 1- Continous performance over time (enabled by AirflowMax) 2-Multi layers filtration that filters the tinest dust and allergens 3- Revealing hidden dust (TriActive ZigZag with Headlights).

Project Alpha (Performer Ultimate) will bring additional sales of 30mln EUR sales, 300K units at 40% IGM and 10% EBITA over 3 yrs,it will do so by gaining MS and becoming Philips flagship Bag proposition,delivering Performer range promise of performance and perceived high quality..
VPW
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Range build-up consists of 8 models:

Energy Efficient                                                 

279 EUR  Baseline Entry Level

299 EUR Baseline  Entry Level RMC                                                                                                                      

329 EUR Baseline

359 EUR Cat & Dog

 

High Power 

20999.99 RUB Baseline Entry Level

22999.99 RUB Baseline  Entry Level RMC                                                                                                                      

25999.99 RUB Baseline

27999.99 RUB Cat & Dog



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 (through innovation -AirflowMax and 

TriActive Z A Class nozzle with headlights) 

2. Trustworthy brand (High quality made in Europe) 

3. 3 stages filtration process (Allergy Friendly)



Who does this best today and why? 

MIELE: Made in Germany,automatic power adjustement ,handle with 

light   

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

benchmark: 

Has better and longer performance than competitors Miele and Bork.

Delivers a better way of cleaning ,picking up more dust than competitors Miele and Bork.

Benchmark on hygienic cleaning, with improved communicationfor the target group 

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 constantly high-performing bag vacuum cleaner 

with AirflowMax technology and an unique nozzle that 

reveals and removes hidden dust.



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

1-  AirflowMax technology keeps the suction power stronger for longer to 

use the bag to the very end.

2- The triple filter system ( including AirSeal , S-bag and HEPA 13 ) 

captures and filters small dust particles, dust mites and pet dander and 

allergens.

3- TriActive Z A Class nozzle equipped with super bright LED headlights 

that illuminate the path ahead to help you see the hidden dust, ensuring 

a thorough clean everywhere.                                                                                4- A-

Class performance thanks to AirflowMax and TriActive Z A Class nozzle 

equipped headlights



 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). 



• Energy Efficient  :

Full performance.Revealing hidden dust.



• High Power :

Full performance. Revealing hidden dust.



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 1: The vacuum cleaner delivers continuous high performance, to thoroughly clean my floor

Functional 2: The vacuum cleaner helps me with better cleaning, showing hidden dust on hard floors

Functional 3 : The vacuum cleaner delivers a 3 stage filtration process that captures even the finest dust particles, to keep 99.9% of 

the dust inside the appliance

Emotional: I can be confident that I have a healthy and clean home for my family            
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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: explanation on additional display, functions and powered accessory train + Nozzle with LED (eg. How to handle broken LEDs etc).
5) Maintain/repair: Filter cleaning, communicate Dustbag-package 
on product  
6) Replace: 
CRM strategy:

TBD (Registration for extra warranty?)
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 1628 
	3
	50

	DACH
	WK 1628
	9
	144

	Russia, Ukraine, Central Asia
	WK 1628
	6
	104

	Central & Eastern Europe
	WK 1628
	4
	72

	Middle East & Turkey
	WK 1628
	4
	77

	
	
	
	


 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC:
WK 1525
Prototype Consolidation

PC:
WK 1536
Product Validated

PV:
WK 1605
Industrial Release

IR:
WK 1620
Commercial Release 

CR:
WK 1628
Warranty and service policy

· 2 Year warranty + 5 year warranty on motor
· Replacement, Carry in, repair by component swap.
Proposed Accessories & Consumer Replaceable Parts

	Accessories:
	Online shop price

	TriActive Z nozzle with leds
	

	Starter Kit (eg. Filters dust bags etc)
	


	Consumer Replaceable Parts
	Online shop price

	Small nozzle
	€  9,99

	Crevice nozzle
	€  4,99

	integrated brush 
	€  4,99  

	Hose assy
	€ 20,99

	Power Accessory Train
	??

	Telescopic tube
	€ 17,99

	TriActive nozzle
	€ 24,99

	Turbo Brush 
	€ 29,99


CoNQ prediction & cost driver assumption

CoNQ as % of sales:  1,6 %
CREX Best estimate: 3,78 %

CPI:  € 31,08 (average)
Call center cost as % of sales: 22,19 %

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

	Front-end Touchpoints

	In-box

	 
	Simplified DFU
	PV (text)
IR (final)
	Aymen Mnif

	
	Inbox leaflet
	Tbd
	Aymen Mnif

	
	Worldwide guarantee leaflet
	IR
	Aymen Mnif

	Web

	 
	Leaflet and Photo's
	CR
	Aymen Mnif

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

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

	
	Support movies
	CR
	t.b.d.
	€

	
	Pre-purchase FAQ's
	CR
	Niels Goedvolk

	 
	Post-purchase FAQ's
	CR
	Niels Goedvolk

	
	Tips & Tricks
	CR
	Niels Goedvolk

	 
	Consumer Care Leaflet
	TBD
	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
	Aymen Mnif

	
	Call center Feedback
	CR
	Niels Goedvolk

	Back-end Touchpoints

	Service Centers

	 
	Service Manual
	CR
	Yvonne Dingsté
	€  7000,-

	 
	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

6 months, monthly call center feedback

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  



* Supplier Rosti is a new supplier for Floorcare.
Consumer Marketing Manager:�Aymen Mnif
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