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	Version History
	The current document version is described below:

	Version
	Date of Changes
	Change Summary

	0.1
	2015-07-06
	Initial version

	0.2
	2016-09-06
	Final version


1 1. Product introduction, planning

1.1 Product introductionProject Cashew is a refreshment of Project Almond in Greater China, to re-fresh proposition and optimize portfolio by focusing on “Filter-Free” claim and using “Blade & Rib” as unique RTB. With unique Blade Mill design greatly improve grinding efficiency and help you enjoy the maximum bean nutrition smoothly without filtering.
1.2  Product VPH
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1.3 IPD Milestones
 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC: 
WK 1515
Prototype Consolidation

PC:
n/a
Release for Engineering Series

RfES
n/a
Product Validated 


PV:
WK 1527
Industrial Release 


IR:
WK 1529
Commercial Release 


CR: 
WK 1529
1.4 Introduction Regions/countries, Quantities, Price
	Type number


	Region
	First shipment
	Total

Planned quantity
(4 years)
	RRP

	HD2089/01
	China
	Jul-2015
	72 k
	899 RMB

	HD2089/02
	Taiwan
	     Aug-2016
	18k
	NT5990


2 Consumer Care Experiences and Repair Process

2.1 Consumer experience
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Standard consumer journey: 
	Consumer journey
	Care added value / Focus 
	Action required
	Owner

	Choose
	Clear  functional description and Highlights on features
	Leaflet, FAQs
	CMM, CC

	Buy
	Clear info of retailers
	Call center script 
	CO MM

	Set up
	Guideline for Installation
	DFU, QSG
	PRC, DFU team

	Use
	Instructions for each function and trouble shooting
	DFU, QSG
	PRC, DFU team

	Maintain/repair
	Instructions for maintenance  and trouble shooting
	DFU, FAQs, Warranty card
	PRC, CC

	Replace
	Instructions for replacement
	DFU, QSG
	PRC, DFU team


2.2 Service solution	Region
	Warranty year 
	CC Experience

Repair & Exchange
	Repair Process

	China
	2
	Carry in, repair.
	Module swap / scrap


3 Consumer Care Package planning

3.1 Consumer Care Package – Touch point communication	Consumer touch point
	 Material
	Milestone Readiness
	Applicable y/n
	Responsible
	Accountable
	What is the focus area for this user communication along the Consumer Decision Journey

	Front end touch points

 
	 
	 
	 
	 
	Active Evaluation
	Purchase
	Post Purchase
	Loyalty

	In-box / on box 
	 
	 
	 
	 
	
	
	
	

	 
	User Manual
	IR
	y
	PRC
	CMM
	
	x
	x
	

	 
	Quick Start Guide 
	IR
	y
	PRC
	CMM
	
	x
	
	

	
	Registration card
	IR
	y
	CRM
	CMM
	
	
	x
	x

	
	World Wide Warranty Card
	IR
	y
	DFU
	CMM
	
	
	x
	

	 
	Product Leaflet
	IR
	y
	DFU
	CMM
	
	x
	
	

	Web 
	 
	 
	
	 
	 
	
	
	
	

	 
	Product Photo's
	CR
	y
	CMM
	CMM
	x
	x
	x
	

	 
	Warranty Policy Statement
	CR
	y
	 DFU
	CMM
	
	
	x
	

	 
	FAQ's
	CR
	y
	PRC / KE
	CMM
	x
	x
	x
	

	 
	Leaflet
	CR
	y
	CMM
	CMM
	x
	x
	x
	

	 
	Tips and Tricks
	CR
	y
	PRC / KE
	CMM
	x
	x
	x
	

	 
	User Manual
	CR
	Y
	DFU
	CMM
	x
	x
	x
	

	 
	CRPs online
	CR+4wk
	y
	CCP
	CEM
	
	x
	x
	

	 
	Instruction videos (tutorials)
	CR
	y
	Marcom
	CMM
	x
	x
	x
	

	Call Center / Social Media 
	 
	
	 
	 
	
	
	
	

	 
	Call center Scripts and Tips
	CR
	Y
	PRC / KE CEM
	CEM/KE
	x
	x
	x
	x

	 
	Training package – softskills / product details/education elements
	IR
	Y
	PRC / KE
	KE / CMM
	x
	x
	x
	x

	 
	Training execution
	CR
	y
	PRC / KE
	KE
	x
	x
	x
	x

	 
	Medical training requirements
	IR
	Y
	Global Care
	BG CC mr 
	x
	x
	x
	x

	 
	Activate product as medical in PFS
	CR
	Y
	CMM 
	BG CC Mgr
	x
	x
	x
	x

	 
	Commercial Product samples

Call center training, open box test, pre-sales testing.
	IR
	y
	CMM
	CMM
	x
	x
	x
	x

	Back end touch points 
	 
	
	 
	 
	
	
	
	

	Repair & Exchange  
	 
	
	 
	 
	
	
	
	

	 
	Service Manual
	CR
	y
	CCP
	CCP
	
	
	x
	

	 
	Service Bill of Material, incl. spare parts Purchasing Master data
	CR-2wks
	y
	CCP
	CCP
	
	
	x
	

	 
	Consumer Replaceable Parts (CRP)
	CR-2wks
	y
	CCP
	CCP
	
	
	x
	

	 
	Training package diagnostics & repair
	CR
	y
	CCP
	CCP
	
	
	x
	

	 
	Diagnostics- and Service Tools 
	CR
	y
	CCP
	CCP
	
	
	x
	


3.2 Spare parts (CRP, Critical, commercial and online shop)
Spare parts list refer to service manual in FYP. 
CRPs/ Accessories

	Part’s description
	CRP
	Service parts
	Commercial Accessories (CTN available) 
	Critical parts

	Power cord
	Y
	Y
	N
	N


3.3 FAQ (Frequently Asked Questions) FAQs refer to FYP.
4 Launch preparation & Execution
4.1 Field feedback collection	Feedback Channels
	Remarks
	regions
	Quantity 

	Returned devices
	Via service center
	China
	30


5 Consumer Care cost prediction

5.1 Predicted Field Call Rate (FCR)
FCR target: 2.5%
Best Case@ CREX: 2.1%
Worst Case@ CREX: 2.4%
5.2 Contact Center costs, per contacts	Region
	Call centre cost %age vs Sales

	China
	0.1%


5.3 Cost per Incident (CPI) 
	Region
	CPI repair
	CPI  NSE
	CPI exchange
	CPI avg.

	China
	16.68 €
	40.88 €
	38.26 €
	24.18 €


5.4 Expected Cash-Out cost
	Region
	Cash Out %age vs Sales

	
	Best Case@ CREX: 2.4%
	Worst Case@ CREX: 2.1%

	China
	0.77%
	0.9%


5.5 Total product sample plan	Activity
	Samples qty
	Owner

	Call center training
	3
	CO CC


6 Technical Product Description
6.1 Mechanical- Service ManualRefer to TPS & service manual.
BG CMM: Frank Liu
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The OPPORTUNITY

To bring a T/O target of 7.9mil Euro (2015-2018) with target iGM at >45% and EBIT at 11%

Business & Marketing Objectives

End User (consumer / shopper) Current Alternatives & Channel Source and Size of Business
1 often make soymilk for my family for its unique nutrition -1 prefer the high-end soymilk maker in market. Their grindng [Soymilk high-end segment (Q4 RMB>599).
value that milk does not have. Drinking soymilk from time to |stories (e.g. grinding with cage, millstone grinding) make me |Volume: yearly ~1.5 million unit (15% of total market)
time can balance family's dietary health. However, | the |feel they can produce the richest soymilk with maximum Value: yearly ~EUR 100 mil (25% of marke)
soymilk made with my current soymilk maker taste very thin. |nutrition.
It seems | don't fully get nutrition from the beans.
| wish there is a better way to help me get maximam bean
nutrition in soymilk.

Brand Driver: Describe how the brand relates to the opportunity...

As category leader we want to help our consumers ‘care for family and friends’, ‘live a healthy life’, and ‘look and feel their best’ . By leveraging Philips advanced electronic technology
and expertise in food science, we hope to help moms provide maximum bean nutrition in soymilk .

Statement of the Opportunity
China has a huge tradition of drinking soymilk to at breakfast for its unique nutrition value. Most consumers make soymilk at home with soymilk maker. However, not all of them are

satisfied with the richness and nutrition level produced by their current soymilk maker and they always look for premium one that has best-in-class grinding performance.

Right to win: Philips is well perceived as an innovator and healthy expert in electronics market.

What is needed to be successful: Make consumer believe Philips has the best-in-class grinding Soymilk maker.

The INSIGHT

Current situation Tension / motivation Aspiration / Desired End State

1 like to drink everything (soymilk and residue) for maximum |l like to consume whole bean nutrition. However, the residue (I hope the new applaince could help me fully extract
nutrition. However, the texture is very rough and not smooth |is too rough to drink. maximum bean nutrition in soymilk and leave very little
to drink. residue.

Shopper Insights

When shopping for soymilk maker, | will check the high-end segment, believing this range offers highest nutrition output.
I also check product grinding story to determine which one has the finest grinding story and can produce the maximum nutrition.

Statement of the Consumer Insight

There is lots of nutrition left in bean residue. I like to drink them all with soymilk. However, the texture is too rough. | hope all residues can be finely grinded and dissolved in soymilk, so |
can enjoy maximum bean nutrition smoothly.

Our VALUE PROPOSITION

Consumer: Q4 segment in soymilk maker (>599) category.
Functional: Drink whole bean nutrition smoothly
Emotional: | can give the best to family and take care of them well.

Consumer: Consumer: Consumer:
1.Residule level 1.Almond HD2079 1.Technical wise: 20% less vs. Almond, at least on par;
communication wise: 50% less vs. HD2061
2.Technical wise: 20% more vs. Almond, at least on par
2.Dissolvable Protein output 2.Almond HD2079 communication wise: 20% more vs. HD2061
3.Recipe program # 3.Almond HD2079 (5 programs) 3.Comparable (5 programs)
FIHEZ TR TR
HBEHR B
BRI iz &7
4.Easy-clean program 4.Joyoung DJ13B-D585G 4.same (has easy clean program)
5.Easy to use - Ul (Timer) 5.Joyoung DJ13B-D585G 5.same (timer)
Only Philips soymilk maker allows you to enjoy maximum (- Blade Mill Claim: Enjoy maximum nutrition smoothly
bean nutrition smoothly without filtering (Filter-Free) - Special design ribs Sub-Claim: 50% less residule (vs. HD2061)
- PowerGrind

The Core Idea

Philips presents you’re the new generation of Filter Free soymilk maker. Unique Blade Mill design greatly improve grinding efficiency and help you enjoy the maximum bean nutrition
smoothly without filtering.

Our brand: how this proposition delivers on our brand values

Caring Innovative Impactful
We care by listening and discovering the needs of our We are passionate to invent and partner to deliver new and | We challenge the status quo to deliver innovations that make
customers/ consumers improved experiences to improve people’s lives a meaningful difference in people’s lives
What brand testing was carried out (qual / quant) What brand testing was carried out (qual / quant) What brand testing was carried out (qual / quant)
Top line score versus target Top line score versus target Top line score versus target

Key positives and negatives Key positives and negatives Key positives and negatives







