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Product introduction
New coffee trends indicate raise in demand for coffee accessories enhancing the coffee drinking experience: At home, consumers want to replicate out of home coffee experience and they want to be able to prepare good quality coffee, some are inspired by barista’s. Without milk froth, the coffee experience is not complete as consumers cannot create coffee varieties with milk, such as cappuccino and coffee latte. Synovate consumer research proves that currently consumers are not completely satisfied with milk frothing capabilities of core devices, including Senseo and Saeco machine owners. Consumers are looking for simplicity, convenience and good performance for milk frothing and therefore choosing stand alone milkfrothers.
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1. Target

Primary target. Espresso machine owners
(Philips owmers as priority)

[ who do not yet have a builtin or stand
alone frother

[ who are not happy with their buit-in
frothing

Demographic profile: Milk based espresso
drinkers 25.55 years of age, both males
females, yet skewed towards females

[ ik to drink coffee with milk When | am in a café or
restaurant, | often drink cappuccino or latte macchiato.
Making these specialty coffees at home is a lot of hassle:
as frothing milktakes effort, time and cleaning is not easy.
| wish there was a way to easily create delicious and rich
milk foam without the hassle of cleaning, so that | could
enjoy a real cappuccino and latte macchiato at home”

3.Competitive Environment

[Birectcompettion

|- NespressoAeroccino: Indulge in Gourmet
Pleasures

- Graef. Simply Enjoy

|- Lattemento: Coffeethe wayyoulikedt.. easy

and delicious

Krups: Beyond Reason

Indirectcompetition

|- Petra: Perfect milkfoam in only 70 seconds
|- Severin: Morethan just a lot of froth

|- FrothAu Lait The peak of froth perfection

4.End- user benefit

The New Philips milk frother creates
delicious and rich milk foam for youto
easily enjoy your cappuccino and latte
macchiato at home and it overcomes the
hassle of cleaning making it even more
enjoyable.

2010):Focus groups(FR, DE, L), McKinsey (2010
Mystery shopping, Exper 8 Retailinterviews industry

Sensorium researches, Concept Val
(n=152), purchaseintent above 70%

5.Reasons to Believe

D esigned around you: 2 Synovate researches(03 & 07

expertanalysis(DE  FR), GOAT research (2010,DE), 3
idated in Gesmany

+ Philips milk frother has an advanced frothing mechanism
which creates high foam quality by ensuring best foam
stiffness and fineness

- Anti-stickinner coating and slow frothing prevent milk
burn on to the floor of the jug therefore improve ease of
cleaning

« Milk frothing mechanism is attached to the lid which

dvanced: Score highin milk foam satisfaction and
leanabiltyin SimplictyExperience Tooltestin Gemany.

Easy to emetience :
satistacton end cleenabilty in Simplcty Experience Tool
testin Germany.

Only Philips milk frother allows you to enjoy
[your cappuccino or latte macchiato with high
quality milk foam , without the hassle of
cleaning

Soore high in mik bam





Consumer care focus
1. Pre-purchase/New users 
– Category benefit information: 
-
High milk foam and best quality. - 
-
Easy to clean.

- Sales conversion with SAECO products

- Convince consumer with two months-trial
2. Post – purchase / product experience enhancement.
- Consumer education which milk type and conditions to make the best high quality milk froth.
Accessories selling availability
Pro-active improvement or communication via defined channels
Sales introduction and IPD milestone planning
	Country
	Month of introduction
	Planned sales year of introduction (x k)
	Planned sales total period 2011-2013 (x k)

	ROW
	Sep 2011
	9
	41

	DACH
	Sep 2011
	30
	170

	Netherlands
	Sep 2011
	5
	45

	Nordic
	Sep 2011
	5
	41

	
	
	
	


 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC: 
1106
Industrial Release

IR:
1131
Commercial Release 

CR: 
1133
Warranty and service policy

· 2 Year warranty
· Replacement policy.
Accessories & Consumer Replaceable Parts
	Accessories
	Commercial CTN
	Online shop / consumer price

	N.A.
	
	

	Consumer replaceable part(s)


	
	Online shop / consumer price

	whiskers
	
	€ 4,99

	lid unit(including motor)
	
	€ 17,99

	Base
	
	€ 9,99


Consumer touch points for consumer care

	Western Europe, ROW
	· In-box

· Web (.com / .care)

· Call Center

· Trade


CoNQ prediction & cost driver assumption
CoNQ as % of sales: 4,65%
FCR: 6,1%
CPI: 6 Euro + IIP=  €24,31
Call center ACR: 7,5%
Consumer care package
	Item
	Detail
	Availability timing
	Owner
	Cost (T.I.C) / Marcom budget 

	In-box

	 
	User Manual
	PV (text)
IR (final)
	Pinar Oz
	

	 
	World Wide Guarantee Card
	IR
	DFU
	

	Web

	 
	Leaflet and Photo's
	CR
	Pinar Oz
	

	
	Product/use/cleaning movies
	CR
	Pinar Oz
	

	
	Pre-purchase FAQ's
	CR
	Pinar Oz / Mathijs Niehaus /Fenna Lesman
	

	 
	Post-purchase FAQ's
	CR
	Mathijs Niehaus /Fenna Lesman
	

	 
	Consumer Care Leaflet
	CR
	CEM
	

	Call Center

	 
	Training package - technical and soft skills
	IR
	Mathijs Niehaus/ Pinar Oz / Ruud Verbeek
	

	 
	Training execution (online)
	CR
	Mathijs Niehaus / Fenna Lesman
	

	
	Commercial Product samples
	IR
	Pinar Oz
	€300,- (10 appliances total)

	Service Centers

	 
	Service Manual
	CR - 2WK
	Ruud Verbeek
	

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


· Registration card / CRM : two months trial + fast feedback questionnaires + process of returns. Pilot in country BNLX
· Consumer education promote the hassle free maintenance and easy cleaning of the appliance, this also by having a supporting movie on the .COM / .CARE web. 
Consumer experience feedback loop
A Call center Feedback loop + Calls will be established for a period of 3 max 6 Months.
+ via CRM registered consumers.
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