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Product introduction
Typhoon will replace current Marathon range. It will become a flagship bagless proposition radiating its benefits down the PowerPro family (PowerPro, PP Active and PP Compact). Launch date is planned for Q3 2014. Geographic focus on Turkey,  DACH, Benelux,France, Russia.
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Vision

End User (consumer / shopper)

Current Alternatives & Channel

Source and Size of Business

Who are we innovating for? 



Young families. They take pride in taking care of their 

family providing them with a more comfortable 

environment to work and play in. As a homemaker 

they have a busy schedule keeping house but find it 

important to spend quality time with their kids as well.



B

lack

 (Competent Controllers) / 

Green

 (Advanced 

Perfectionists) consumer segmentation*, consumers 

who strive for perfect results and control of the 

process.



*Source: 'Censydiam model'



Persona description:

Name: Emma

Age:  35

Family: Married with two kids aged 1 and 3

Work: Full time job at a bank

Personality: She is responsible and efficient. She 

describes herself as conscious, well-organised, serious 

and neurotic when it comes to cleaning. She is aware 

and sensitive of the possible threats surrounding her

Living: Big size house with stairs



How are they currently meeting their needs today? 



Channels: consumer electronic retailers, hypermarkets, 

online stores+B25



Current high-end bagless appliances:

Dyson DC39 (EUR 379)

Positioning: Performance + maneuverability

Claim: No loss of suction, no awkward moves



Electrolux UltraCaptic (EUR 329)

Positioning: Performance + dust management

Claim: Cleaner and easier emptying



Rowenta Silence Force (EUR 329)

Positioning: Performance + silence

Claim: The world's most silent vacuum cleaner



LG Dirt Compressor (EUR 299)

Positioning: Performance + dust management

Claim: With suction Dyson's top selling DC29 can't match; 

First motorized dust compression system



Bosch ROXX (EUR 299)

Positioning: Performance + dust management

Claim: Innovative Sensor Bagless technology



Current high-end bag appliances:

Miele S8 (EUR 299)

Positioning: Power + hygiene

Claim: Monster suction has evolved



Wet cleaning appliances, mopping and steam systems, 

bleach

Where will we get our business from and what is the 

potential size of the prize? 



See business objectives above.



Rationale:

Half of the bagless market in WE (EUR 210mn) driven by EUR 

>220 price point. With outdated propositions and quickly 

innovating competitors, Philips stopped being competitive 

and lost share. Old products also bring margin deterioration 

(IGM ~29%) which negatively contributes to the category’s 

business objectives



DACH > EUR 220

Market value: 122mn

Current MS: 0.7%, 3.8k units

MS ambition: 5%



BLX > EUR 220

Market value: 39mn

Current MS: 0.5%, 0.75k units

MS ambition: 7%



RU > EUR 220

Market value: 58mn

Current MS: 0.1%, 0.2k units

MS ambition: 5%



TR > EUR 220

Market value: 42mn

Current MS: 46.7%, 67.8k units

MS ambition: 55%

Statement of the Opportunity

Typhoon will replace current Marathon range. It will become a flagship bagless proposition radiating its benefits down the PowerPro family (PowerPro, 

PP Active and PP Compact). Launch date is planned for Q3 2014. Geographic focus on TR, DACH, BLX, FR, RUS



The OPPORTUNITY

Typhoon seeks to win back Floor Care’s share in high-end bagless segment; total planned sales 

EUR 60mn (3.5yrs), volume 350k at >40% IGM and >10% EBITA

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

We will win through ‘A Better Clean’ positioning, superior performance with technical RTBs (PowerCyclone technology - highest suction power; TriActive 

nozzle family - highest DPU) and a more effective GTM

Meaningful innovation that improves the way you clean
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Aspriation / Desired End State

Shopper Insight

What is the consumer's current situation and 

accepted belief? 

Consumers (current bagless and bag users) like 

the benefits of bagless vacuum cleaners like 

great suction power and the fact that they 

don’t have to worry about buying right bags. 

However, emptying the dust bucket is messy, 

plus they don't like unhealthy dust flying 

around them, their families and clean floors.

What do they want to be able to think, feel or 

do differently? 



A bagless solution which will provide best 

cleaning results, and will get rid of all the dirt in 

a hygienic way.

What do we know about specific shopper 

behaviours? 



Key shopping criteria:

Shoppers look for an appliance with superior cleaning 

performance with key metrics of input power and 

suction power (both measured in watts)



From September 2014 onwards, WE markets will 

apply energy label policy which will reduce power of 

current motors resulting in similar input and suction 

power measures across appliances.

Philips FC expects that DPU will become key 

performance measurement under new circumstances 

within countries with energy label policy.



Design of the product must radiate its performance.



Performance addresses the functionality of the 

category but doesn't set Philips apart from the 

massive competition.

Pricing Strategy

Range build-up consists of 4 models:

Version 1: EUR 259

Version 2: EUR 279

Version 3: EUR 299

Version 4: EUR 329

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

2. HYGIENE

3. EASE OF USE

4. INNOVATION

Who does this best today and why? 







1. BOSCH, PHILIPS, DYSON via suction power, 

DPU and no loss of suction

2. MIELE via filtration technologies and their 

communication

3. ...

4. DYSON via product design, with clear 

USPs/RTB: no loss of suction power, Root 

Cyclone technology, Ball technology, digital 

motors

What do we want to do / think that we can achieve 

relative to the competitive benchmark: 





1. GROWTH

2. GROWTH

3. BENCHMARK

4. BENCHMARK

Discriminator

Reasons to Believe

Claims & Sub-Claims

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: The best cleaning results on all floors

Functional 2: The most hygienic way to get rid of all the dirt

Emotional: Confidence that your family lives in more hygienic environment, resulting in more healthy living



Capture the insight in one sentence: Situation, Tension and Aspiration. 

I wish there was a way to get rid of all the dirt from my bagless vacuum cleaner in a hygienic way.

Statement of the Insight

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

1) Choose: focus on differentiators in PowerPro family
2) Buy: 
3) Setup:

4) Use: Ease of Use
5) Maintain/repair: antistatic Bucket, filter cleaning, support movies
6) Replace: 
CRM strategy:

Integration CRM (compelling reason for registration, in box communication, follow up upon registration)
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
	3
	50

	DACH
	WK
	4
	60

	France
	WK
	2
	27

	Russia
	WK
	1
	19

	Turkey
	WK
	13
	198

	CEE
	WK
	1
	19

	China
	WK
	3
	41

	Australia
	WK
	1
	16

	Singapore
	WK
	1
	16

	
	
	
	


 SHAPE  \* MERGEFORMAT 



Project Plan Committed 

PPC:
WK 1342
Prototype Consolidation

PC:
WK 1350
Product Validated

PV:
WK 1419
Industrial Release

IR:
WK 1429
Commercial Release 

CR:
WK 1432
Warranty and service policy

· 2 Year warranty
· Replacement, Carry in, repair by component swap.
Proposed Accessories & Consumer Replaceable Parts

	Accessories:
	Online shop price

	“) to be indicated by Olga in a later stage
	

	
	


	Consumer Replaceable Parts
	Online shop price

	Zig zag nozzle (new)
	?? € 24,99  ??

	Small nozzle
	€  9,99

	Crevize nozzle
	€  4,99

	Hose assy
	€ 24,99

	Telescopic tube
	€ 17,99


CoNQ prediction & cost driver assumption

CoNQ as % of sales:  0,77%
CREX Best estimate: 4 %

CPI:  € 26,89
Call center cost as % of sales: 13,83 %

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)
	Olga Ten

	
	Inbox leaflet
	IR
	Olga Ten

	
	Worldwide guarantee leaflet
	IR
	Olga Ten

	Web

	 
	Leaflet and Photo's
	CR
	Olga Ten

	
	Specifications in leaflet covered (size, dimensions, weight etc.) (PFS)
	CR
	Olga Ten

	
	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
	Olga Ten
	€

	
	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

12 months, monthly call center feedback
Consumer Marketing Manager:�Olga Ten
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