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AKB-number generator
[bookmark: _Toc280197559]Product introduction
Business objectives:
1. Succeed to Easy Life Bag counting for 17% of our sales in Bag segment (14M€) 
2. Maintain & build market share at mid bag price points (€99-€129) 
3. Provide Retailers with a strong competitive canister at critical price point of 99€ and bridge the gap towards PerformerPro 
Target Group: Blue and Black segments 
Marketing objectives:
1.Increase preference vs. competitor in the price segment of 99€-129€ 
2. Upgrade consumers from PowerLife towards Atlas 
[bookmark: _Toc280197562]VPH

For Atlas project the general VPH of Floorcare is valid.
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[bookmark: _Toc243898368][image: ]Consumer care focus:
For this product we carry out the standard consumer care package + 
1) Choose: support benefits by clear communication of the specificastions.
2) Buy: 
3) Setup: 
a) Supporting the accessories included  (list available accessories and where  to buy to enable consumer to upgrade)  
4) Use:
5) Maintain/repair: 
a) Product experience enhancement especially why, how to clean the filters,  where they are located and how to purchase. 
6) Replace: 


CRM strategy:
EU: Registration card added.
[bookmark: _Toc280197563]Sales introduction and IPD milestone planning
	Business Market Combination (BMC)
	Launchdate (LD)
	Planned sales intro year /BMC
(x1000)
	Total planned sales /BMC
(x1000)

	Russia
	WK1345
	15
	55

	CEE
	WK1343
	25
	92.5

	DACH
	WK1343
	35
	129

	Benelux
	WK1343
	35
	129

	France
	WK1343
	5
	23.5

	Poland
	WK1343
	5
	13.5
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Project Plan Committed 		PPC:	WK1312
Prototype Consolidation		PC:	WK1312
Product Validated		PV:	WK1331
Industrial Release		IR:	WK1333
Commercial Release 		CR:	WK1343

[bookmark: _Toc280197564]Warranty and service policy

· 2 Year warranty
· Repair by component swap.
[bookmark: _Toc280197565]Proposed Accessories & Consumer Replaceable Parts

	Accessories:
	Online shop price

	Replacement kit including filter and dustbags (tbd)
	(Tbd)

	
	



	Consumer Replaceable Parts
	Online shop price

	HEPA Filter
	

	Nozzle
	

	Turbo Brush
	

	Accessoires
	


CoNQ prediction & cost driver assumption

CoNQ as % of sales: 1.05%
CREX Best estimate: 2.14%
CPI:  € 22.16
Call center cost as % of sales: 1.9%

[bookmark: _Toc243898376][bookmark: _Toc280197568]

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)
	Aymen Mnif

	 
	Quick Start Guide 
	IR
	Aymen Mnif

	
	Inbox leaflet
	IR
	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
	Niels Goedvolk
	€

	
	Pre-purchase FAQ's
	CR
	Niels Goedvolk

	 
	Post-purchase FAQ's
	CR
	Niels Goedvolk

	
	Tips & Tricks
	CR
	Niels Goedvolk

	 
	Consumer Care Leaflet
	CR
	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
	Yvonne Dingsté
	€

	
	Call center Feedback
	CR
	Niels Goedvolk
	€

	Back-end Touchpoints

	Service Centers

	 
	Service Manual
	CR
	Yvonne Dingsté

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

	 
	Training package diagnostics & repair
	CR
	Yvonne Dingsté



[bookmark: _Toc280197569]Consumer experience feedback loop
Fast feedback after launch: call center call analysis, Bazaarvoice/ webreview analysis. Bi weekly feedback loop in first months. Over time change to monthly or hold.
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1 Targ:

‘Paopis who ara and e responsibie
forthelr household. Using their own.
personal standards, they ciean thelr
house to make it thelr home. They.
have a elativly spontaneous attude.
towards (for) leaning and are not
defined by It

1. “Welcome” segment

2. “Nonchalance” + “Tradiiona”

My home Is the most Important place
Inmy Ife. It where | can be myssi,
free ang comfortable. Sometimes,
when | am on the floor (reading the
paper, paying with my Kids or chatting
vith fiends) or when | am walking
around barefoot. | feel eally relaxed
and athome.”

Everything thattakes care of foors:
de-cluttering solutons, new floors or
new floor-coverings and other floor-
care brands, such as Mle, Dyson.

Electrolux, Samsung and Suiffer

4 Benefits

5. Reasons to belleve

Prepares yourfloors, so they
contrbute to ving a relaxed and
comfortable lfe at home.

Designed Around You
Addressing difierencas In personaly,
IHestyle, home environment and
cleaning habits

Tnnovative foor care that goes beyond
vacuuming:

- Created to fit your lfe at home

- Intiive and sasy to experience

- With powerul performance

- Sustainable (arth is our floor too)

Phillps is insighiful, clear and surprisingly clever

sy To Experience
Integrating wel Into your cleaning
foutines and rtuas: eforliess and
Intultve

Only Phiips’ give you the cleaning
t00is for the resultyou want, so that
you can enjoy your floor more

Constantly mesting your expecations
o efficacy with smarttechnology
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