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Customer Centric Innovation

Philips Consumer Lifestyle ïBU TV

Pieter Delva ïYves Parent

Alumni Howest PIH
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Who are our customers?

What do they want?

Why do people buy our products?

Who are our competitors?

Why are we better than competition?
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Value Proposition House

1. Target 2. End-User 
Insight

3. Competitive 
Environment

4. Benefits 5. Reasons to 
Believe

6. Discriminator

Designed 
Around You

Easy To 
Experience

Advanced

Philips Brand 
personality

Philips is Insightful, surprisingly clear 
and clever
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Customer Requirements Specification

Voice Of the Customer flow down
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Consumer Value Management

óConsumer Value Spacesô0
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Consumer Value Management

óConsumer Value Spacesô

Strengthen Upfront Customer Value Management

Identify timely: 

Å must haves 

Å differentiators 

Accelerate new Innovations to Market
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Forum

Innovation event

1. Target 2. End-User 
Insight

3. Competitive 
Environment

4. Benefits 5. Reasons to 
Believe

6. Discriminator

Designed 
Around You

Easy To 
Experience

Advanced

Philips Brand 
personality

Philips is Insightful, surprisingly clear 
and clever

Value creation in 

line with value 

spaces
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Application Research Center ïthe voice of the end user
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TV Simply Straight on the wall...


