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Introduction

" The purpose of this paper is to explain the approach of the
Window of Opportunity and the Enthusiasm Model within the
Target Costing methodology.

" The paper is one of 6 concept papers in the Target Costing
compendium for MD.

" The paper is divided into 2 chapters:

® The first chapter gives a methodological overview of the tools.

® The second chapter provides a view on how to customize the Window
of Opportunity and the Enthusiasm Model to the specific situation of
MD.
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Agenda

® Methodology of the Window of Opportunity and the
Enthusiasm Model

® The Window of Opportunity and the Enthusiasm Model
at Siemens MD
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The Target Costing concept

The Enthusiasm Model translates market knowledge into clear objectives of product

development and guides the subsequent Target Costing steps

Market Research

Window of Opportunity and Enthusiasm Model

Product Target Splitting

Calculation Alternatives
Generation

Reverse ] ———

Alternatives

Evaluation

Product Target Splitting

p»

— - s Concept Freeze

Target Controlling
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Definition and benefits of the Enthusiasm Model
The Enthusiasm Model aims to develop products according to identified market opportunities

The Enthusiasm Model (EM) is one of the key tools to develop market orientated products in the Target Costing approach.

The main objective of the Enthusiasm Model is the implementation of market orientation in the product development
process.

By differentiating between Basic, Performance and Enthusiasm Requirements the EM triggers sharp product positioning
for a well defined “window of opportunity” and thus enhances the company’s market focus.

The Window of Opportunity as part of the Enthusiasm Model is providing the framework for a consistent product definition, for a
certain point of time. Therefore it defines the proposition of the product, the target market, the target positioning in the portfolio
and a first range product idea.

Benefits of the Enthusiasm Model

= Implementation of market orientation in the product development process.

. Focusing product development on “what matters most” through the definition of a clear and precisely
described “window of opportunity”

" Structuring and guiding the “front-end” of product definition by grouping of product functionalities into three
categories:

® Basic Functionalities
® Performance Functionalities
® Enthusiasm Functionalities

. Ensuring a competitive Basic Functionality set and putting the attention on those functionalities (Performance and
Enthusiasm Functionalities), which differentiate the products from the competitive ones

. Emphasizing on the necessity of at least one sustainable Enthusiasm Functionality in each product concept

" Supporting objective and market-oriented discussions and goals and a widely understood description of “what
shall make the product tick”

" Determining of how certain functionalities shall contribute to customer satisfaction and trigger enthusiasm

" Providing a solid basis for “cost down” and “value up” measures and thus driving profit maximization
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The Enthusiasm Model as front-end and driveline of product definition

The EM as a first step triggers Alternatives Generation and Evaluation and becomes more
precise during the product development process until it steers focused product sales

Product Target PTS I Reverse Calculation i |
Splitting | :
PTS I Rough concept Calculation of : E

= calculations & technical Alternatives (modules) | |

Irst cost Target Cost corridors and possible product ! :
estimations 9 P P | :

A 1 1 1 : . .
Window of First ideas Functional 1 Technical alternatives iConcepti Profitably selling
Opportunity alternatives ' to fulfill functional targets F | Freeze | the product

: ! 50 | :

and Enthusiasm . _ oo 1 &
Alternatives SIS | Reali- i|  To the Window
Generation (AG) » zation of Opportunity

Window : i
o Enthusiasm Functional Detailed product concept
Model targets > i

Opportunity
Alternatives
Evaluation (AE)

Communicating the
product story

Degree of insecurity

Rough
evaluations
“Knock out”

Emphasizing the
core functions

Degree
of detail

Evaluation of
technical alternatives

Criteria definition

Duration of the product development project
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The Window of Opportunity

To ensure a target oriented product definition the Window of Opportunity has to be sharply
described for each product to ensure market orientation and cost consciousness

c
&2 ® Why are we making this product:
oo
o
o
=T ® End-user (sub-)segment: A, sub-segment A2
c
X® ® Regional market focus: w% EMEA, x% NAM, y% LAM,
£85 2% APAC
F T g ® Sales channel split: Operator x% vs. retail y% Price
= points
%g S ® Key operators addressed: A, B, C et e O
. ® Main reference/competitor products: product A /product B, C, D <275 &) S )
<200 @
® Story/technical successor to: Product A/product A T ®
c
= ® Price Point: Launch at x € falling to y € (EOL) <80
@S5 || ™ Launch date/lifecycle: mm.yy. / 12 months <e8
o = . . . FY 04 FY 05 06/QL | 06/Q2 {06/Q3 i06/Q4 t
e 25 " Addressable Market: x Mio. units in the markets e
& = ® Planned volume/ market share: xy Mio. Units
< ® Target Profit: x %, approximately y Mio. €
- ®  Productidea: “..."” (slogan)
(&]
| .
= i Key theme:
DE_’-'E ® Usecases: A)..,B)..C)..
® Dedicated innovation:
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The Enthusiasm Model

To secure market orientation in product development the Enthusiasm Model structures product
characteristics and functionalities into the categories basic, performance and enthusiasm

An Enthusiasm Functionality that is precisely fitting to
the Target Group and perceived by them as innovative
and well solved — plus, is sold in an emotional way -
outperforms all other functionalities in contribution to
satisfaction

@ The mere existence of an Enthusiasm Functionality that
fits to the Target Groups’ needs can cause the same
degree of satisfaction as a complete fulfillment of all
Performance Functionalities does.

@ A partial existence of Performance Functionality ensures
a neutral degree of satisfaction. Only full compliance
with the market standard of the Performance
Functionalities will reach to the rim of triggering
enthusiasm.

Even the existence of a full set of Basic Functionalities
does not drive positive satisfaction. Only an additional
combination of Performance Functionalities and an
Enthusiasm Functionality causes the product to take
part in the eventual buying decision of the respective
customer (with his preferences)

A

Positive satisfaction / enthusiasm

Enthusiasm Functionalities

® Not yet communicated by the
customer

® Release a “Wow” effect

@ ®  Specific for each market segment
and a ,challenge to market
research”

Performance Functionalities

®  Explicity communicated by
the customer

B Specific values of competition

@

® Measurable and quantified in
standard values

The lack of a Basic Functionality causes negative
satisfaction and even a full set of Basic Functionalties
does not yet assure positive satisfaction and market
acceptance: “Basic is simply not enough.”
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Explanation of functionality types
Basic Functionalities are a must, whereas Performance and Enthusiasm Functionalities add

value for the customer

Basic Functionalities

Performance Functionalities

Enthusiasm Functionalities

=  Market standard of a product
= Included in all competitive products

=  Not expressed, but expected as a
matter of course by the customers

= [f the functionality is not included in the
product it represents a strong
argument against a purchase

Typical statement

= “Ok, the product has the common
characteristics of all these products.
But | expected that anyway.”

= “Oh, the product is missing
something | would have taken for
granted. Sorry, but | will therefore
not buy it.”

Directly comparable to competitive
products

Important influence factor on the
buying decision

Exceeds the characteristics of Basic
Functionalities

Typical “brochure information”

“Ah, this product is better than the
other one | was thinking of buying.”

“Now, let’s see if the product has
this particular functionality
everybody is currently talking
about.”

“Evaluating this product, it has
advantages in some functionalities
and disadvantages in others. Overall
however, it meets my needs. But
what makes it tick?”

The presence of Enthusiasm
Functionalities is the unique and
sometimes final trigger for the
buying decision (USP)

Enthusiasm Functionalities are often
innovations that become evident to
the customers for the first time

Working with lead users, identifying
definite trends and thinking in “hard-
fact” use cases helps identifying
Enthusiasm Functionalities first

Enthusiasm Functionalities are a
consistent extension of core
competences into product solutions

“Oh, what a surprising solution for a
problem | had but did not expect a
solution for!”
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Building an Enthusiasm Model pyramid

The three different categories of the Enthusiasm Model depend on answering various general
and some category specific questions

Which questions have to be answered
for the EM in total?

Input )

Which questions have to be answered

for the different categories?

= Where do we want to go with our future
products: Strategy, i.e portfolio, brand,
design etc.!

fall into lower segments over time
(functional roadmaps)?

= Which competition is present in the
catered regions and how do they
address their markets?

= Which technologies influence the
respective business (convergence)?

= Profound understanding of the
addressed consumer segments (incl.
regional / cultural differences) through
stable global market intelligence

= Detailed understanding of the customers’
(operators’) motivations / strategies
mid- and long-term

= How will different functionalities apply in u
different price classes and how will they

Which technological innovations are
coming up and could be used at what
time?

Which underlying customer / consumer
needs are developing and have not
been addressed?

Which functionalities (-quality) can be
expected from the competition today
and in the future?

Which functionalities (-quality) from
adjacent industries has an influencing
factor on the buying decisions
(substitution)?

Which functionalities will be perceived to
be basic in the price class and when in
the future?

Which functionalities will become
obsolete, are not or negatively perceived
by the consumer?

Enthusiasm

Input . -
Functionalities

Performance
Functionalities

Input

Basic

Input . .
Functionalities

Basic Model
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Identification of customer demands and usage of information
The reliability of the Enthusiasm Model depends on a clear strategy input and a high quality of

market an

d technology information

What are the customer demands of tomorrow?

W &
N

N
<
N
NN

Lead user concept
@
Competitor analysis
Use cases approach

Price vs. performance

Portfolio draft
Brand principl

Strategy input
Portfolio strategy

Design strategy

Window of Opportunity

Enthusiasm Model

Proposition

Target Market
Target positioning in
portfolio

Product idea

es

Determination of possible:

Basic Functionalities
Performance Functionalities
Enthusiasm Functionalities

...etc. M
What are the technologies of tomorrow and how can they be applied in a
product?

3 Technology monitoring
Q, .
A Technology evaluation
AN Technology pre-
/\Q’(\@\\ development
N\
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Reverse Calculation

= Target Costs for product

¥

Product Target Splitting

= Target Costs for components

L

Alternatives Generation
and Evaluation

= Target Concepts for products
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Agenda

® Methodology of the Window of Opportunity and the
Enthusiasm Model

® The Window of Opportunity and the Enthusiasm Model
at Siemens MD
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The role of the Enthusiasm Model within the Target Costing toolset
A detailed market input is a prerequisite for a successful Enthusiasm Model

BSF/ Product Rough Detailed  Sales Serial
. product approval pro-
Platform portfolio I product J conceptsg (M2) = duction —
Definition definition concepts (M1) (M3)
(Malpha) (Malpha) (MO)
Corporate strategy Product Target PTSII Reverse Calculation | i
v \ Splitting Calculation of ! .
: : PTS | Rough concept technical Alternatives I :
BSF Option List Rolllngrz;)trtfmm First cost calculations & (modules) i !
i estimations | &rget cost corridors and possible product ' |
First ideas I Functional I Technical alternatives Concept Profitably selling
alternatives ;o fulfill functional targets @ % Freeze the product
: 83 &
Alternatives 05} Reali- { To the Window

Generation (AG) zation of Opportunity

Window ; i
of Enthusiasm Functional - n, Jiled product concept
Model targets > i

Opportunity
Alternatives Communicating the
Evaluation (AE) product story

Degree of insecurity

Rough
' evaluations
Criteria definitioh  “Knock out”

Emphasizing the
core functions

Evaluation of
technical alternatives

Degree
of detail

Duration of the product development project
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Adaptation of the Enthusiasm Model

The standard Enthusiasm Model has to be adapted for MD to take differences in operator and
end user demands into account

Standard Enthusiasm Enthusiasm Model at MD
Model
Company
Company
Operator* End-user*
v v
. Probable
Customer Adaptation Enthusiasm Model| CBIEEWNEY | Enthusiasm Model
for operators for end users

' Y
Enthusiasm Reconciled Enthusiasm

Model Model for
operators and end users

*Note: The notion of “operator” comprises all B2B customers. Specific retailer / distributor needs are seen to be same as end-user requirements.
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Environment and focus of the Enthusiasm Model

Based on the identified Window of Opportunity the Enthusiasm Model is developed for every single
product

® Brand strategy (e.g. high quality & outstanding design
Strategy as common denominators for all products)

® Portfolio strategy (e.g. role of products in portfolio)

B Determination of overall market

f Window opportunities
of Opportunit . .
pp_ Y ® Trends for each price point /
ettt T, segment
“"“‘ ..'~~, /
. ™ - ’ ® Definition of regions
® Definition of segments and & v “ea 1o be addressed by a specific
target needs to be addressed Sl (T product
u by §peC|f|.c product g | SEGTE Sales channel Risgien < ® Consideration of region specific
Consideration of usage requirements (e.g. EDGE)
behavior/benefits e

~ ® Consideration of regional
preferences and trends on design
\. and features

® Focal point of Enthusiasm Model

® Basis for next steps
in the Target Costing methodology

In the long run, the Enthusiasm Models on portfolio level can be designed in order to achieve a
,common enthusiasm identity” and recognition of all products of MD.
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Ten steps to define Enthusiasm Models at MD
A 10 step approach for translating corporate strategy into an Enthusiasm Model for every single

product
= @ Description of Window of Opportunity
g
@ Portfolio draft and functional roadmap
N
@ Segmentation input
- @ Operators’ strategy input
o
5 @ End-user research
=
%. @ Requirements Engineering
@ Definition of functional targets
Region-specific operator and end-user requirements

®

Documentation of market required alternatives

Compilation of all results

Seidenschwarz & Comp. 16 SI E M E N S
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The Window of Opportunity for Product A

To ensure a target oriented product definition the Window of Opportunity has to be sharply
described for each product to ensure market orientation and cost consciousness

. _S ® Why are we making this product:
69_ 5 Create a top 3 seller for the S-class segment in order to secure
S MD’s position within the price class during 2004
S ® End-user (sub-)segment: expressive Connection
= ® Regional market focus: 60% EMEA, 0% NAM, 0% LAM,
R - ’g 40% APAC
E % S ® Sales channel split: Operator 70% vs. retail 30% —
%Tg Gg’_ ® Key operators addressed: Vodafone, T-Mobile points o ©
) [ i : . ; > 275
= Main reference/competitor products: S55/Nokia 6230 o i s = ; ey
—»@AE e
® Story / technical successor to: S 55 zz @ . 4 —a '
li_g ® Price Point: 260 € falling to 165 € (EOL) <80 ®//.
‘g.g o ® Launch date/lifecycle: July 2004 — June 2005/12 months <65 _ R :ﬂ; S B
E :g E " Addressable Market: 35 Mio. units in the markets
& = ® Planned volume/ market share: 4,5 Mio. Units/22%
< ® Target Profit: 10 %, approximately 90 Mio. €
- ®  Product idea: “Your everyday business companion”
é © ®  Key theme: Business
DE_ °2 B  Use cases: AB,C
® Dedicated innovation: none
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Template for use cases — product name

The description of key use cases of the planned product regarding key theme,
price point, segment and region help to emphasize on daily usage scenarios

Key theme: Price point: Segment: Region:

XXX XXX XXX XXX
-
Use case Use case description £

= Situation®: xxx

= Frequencies of use case: xxx L L
Use case 1 = Typical course of action: xxx I\H/l '\|_/||

= Related use cases: xXxx no no

= Situation*: xxx

= Frequencies of use case: xxx L L
Use case 2 = Typical course of action: xxx '\H/l I\H/I

= Related use cases: xXxx no no

= Situation*: xxx

* Frequencies of use case: xxx L L
Use case 3 = Typical course of action: xxx '\H/I '\|_/||

* Related use cases: Xxx no no
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The linkage of Enthusiasm Model and portfolio draft

For every envisaged phone in the portfolio draft, an Enthusiasm Model as well as a dedicated
Window of Opportunity have to be completed

Customer
realized
Price &
>275€
100: 2708,
X [
(UMTS) HH
09/05 55
131-195 €
09/05 =2 &Z/ =000 IRl epmpescescccesccecscccscccsscesscscscodeccccccccces
101-130 €
81-100 €
09/05 .
awy Produc
510/05 ......................... oo E56e8@ Er oo
Product E = 45-65 €
10/05 _ ...................................................
<45 €
Time i W

Portfolio check based on

MD draft from the “rolling portfolio process Input the Enthusiasm Model profiles

*) Customer Realized Price
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Enthusiasm Model uses input from a functional roadmap

The Enthusiasm Model is benchmarked against a functional roadmap that — derived from
corporate strategy - sets the functional goals for different price classes

Primary Display
Color depth

® At a given price point and a given launch date (© )the
functional roadmap raises attention to what will by then
be the approximate technical Target Value for the
respective categories of the Enthusiasm Model

® Certain qualities of e.g. the display will at the launch date
be Performance and fall to Basic over the lifecycle.
Accordingly, a functionality quality (e.g. Epson 4 vertical
alignment) will be Enthusiasm and fall into the
Performance category over time.

EEEEOE
ARECAE

" The functional roadmap will therefore be a guideline to
Alternatives Generation and tune the Enthusiasm Model Enthusiasmm:

filter. 132x176

" The Enthusiasm Model Filter will narrow the morphologic Epson 4
case to a limited amount of Alternatives.

Performance;:
132x176

® Market and competitor benchmarks supplement the (120x160)

analysis and make sure that the functional roadmap is not
only an internal goal setting but also assures recognition
of the market trends and newly developing industry Basic:

standards. 132x132
é Lifecycle

Seidenschwarz & Comp. 20 SI E M E N s
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The Enthusiasm Model and its link to the need-based segmentation

Through the development of EM Target Profiles for each segment a clear target group focus and
thus a sharp product positioning will be supported

Why ?

What ?

Where ?

When ?

A one
certain
price
point!

Position of the 6 MP Consumer Segments

(Global market proportions)
Tool

rational

Technology

igh interest

functional

Attitude

e

Too

©Siemens  Author/Division Sep-04 28

fficient.. ~
onnection

a

Connection

2
o
9]
X

S

Connection

Technology

Emotional = /.

Object

Innovatio

Attitude

o _Object

SIEMENS
Mobile

End-user reguirements

ot aot |Basic )
F |Basio | eer. (Eo. | A5 |GESE | Eaek Btk

Make and receive calls L

WING requirements

Targetvalues (value range)

Easyto use keypad

w form factor
. 3.2 by, auo foous, strobe fash
i recording

L)
" Optioal
] ideo wi
Basic

Surprisi

Fppeal to user
Support imaging

Basic

Basic (M, WS, no 7o)

operaor

Prowide usage and standoy time 300h standby, 300 min, takting

Different segments call for clearly differentiated product concepts.

Thus, the Enthusiasm Models as an ex ante profile of the product
idea vary naturally. Their structure reflects what matters most to
the consumers of the respective segment. It thus determinates
what be Basic, Performance or Enthusiasm requirements of a
product.

Source: ICM MP S&M PM M

Seidenschwarz & Cnmp.
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Ennd-user requirements NG requirerments

ror Basio | Bect. |osh.| 2ok (B2 | Bt |Gett,
n A
] A
L]

Targetvatues (value range)

Easyta use keypad

Surprisi

HE
s
NNNSNNHAN

alty
T pictures, 15 min. video, WG card-holder,
Standard addrecs book
Wain operstor Ll suennomed
200N standby, 300 min. tAktme
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Structure to translate the operator requirements into the EM (4)

For the consumer as well as for the operator requirements the same enthusiasm categories will be
used. To translate the operator requirements into the enthusiasm categories rules are defined.

AOperator requirements l

MNO requirements

rré%t‘ EBasicé Perf. éEnth.
A Not required Basic Performance Enthusiasm

[ TS et HOD 31 . ‘
A |

Operator EM (standard) structure:

| ............... Underfulfill

AA ....................... - N
| A ............... “Show stopper”
A Mandatory Required Optional
A Current operator (CRP) structure:

Seidenschwarz & Comp. 22 SI E M E N s
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EM relevant inputs from end-user research & requirements engineering @ @

Causing enthusiasm is the result of a structured and ongoing thinking in market needs and
innovation capabilities — thereby the verification with the Product Target Splitting is necessary.

End-user view

Operator i Operator view .
P ) MN.(B) re.qllJlrem(.ants p Weighting
ctive involvemen not :Basic: perf. iEnth
In-depth T . : : Perf.:En
understar?ding of in discussion of what reg. §ff,‘,‘f?ﬁ§cr,)§ (meet) (exceed PTS Il
sourcing corporations | | Makes the consumer : 7%
g corp tick and where money A 0
and what drives them can be made : : A :
6%
: 0
Operator strategy Reduirements A 9%
A 8%
A = :ﬂ Translating
. Understanding buying 4% frontload findings
undle(::;ari]:fy::gtitc:tions criteria (implicit & : A : : 5 and EM goals
ying explicit needs) in detail A A 4 into
! ! technical alternatives
: : 0%
0
Key motives Use cases and 6%
from segmentation lead user teams 304 Technology intelligence
. 0 and
Active involvement 0% innovation management
in being at the pulse
In-depth of the consumer
0
understanding Being 8%
of buyers “behind the scenes”
Recognizing 6%
critical incidents
100%
End-user

O Top 3 weighted requirements
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Translating the Target Profile into Target Values

After the Target Profile has been defined for end-users and operators, the Target Values describe
the aimed for solution in detail

End-user reguirements WING requirements

o lesio | Bedt. S| Eu'éf et |Enthr. Targetvatues value range)
ke and receive calls ] A Easyto e keypad
Fppeal to user ] A Surprising new form factor
Support imaging ] A\ | Optival z0om, 3.2 iy, auto foous, strabe flash

Support music ] “ideo with audio reconding

Basic

Provide gaming
Prowide, aumnorieisuce featmes.

HE
b
Bl pp

Enable messaging n Basic
Support PIMbusiness applisations n Standard Syre-solition
Otfer addtional senvises n Basic (5M5, MG, no Pol)
Prowide visualization [] QVGA display, min. 258k colors
Position of the 6 MP Consumer Segments Interastion ith other devices [ 200 piotures inmedium qualty
’) . Store data n i pictures, TS min. video, MAAC card-helder,
Why < (Global market proportions) a Standsnd sdess ok
Srsumer Gperator ] i operstor Ul sagnpted

B> P

300h standby, 300 min, takting

Tool Technology mnovation_Object Frovide usageand sandeyime

What ?

Where ? >

Different segments call for clearly differentiated product concepts.

Thus, the Enthusiasm Models as an ex ante profile of the product
idea vary naturally. Their structure reflects what matters most to

[ @

o o°

= rational S . .

2 2

When ? £ Tunctional e £ the consumers of the respective segment. It thus determinates
’ < onnection : < . . .
L= " what be Basic, Performance or Enthusiasm requirements of a
N Emotional = /[
) C Connection pI’OdUCt
A one @ _ - '
. SIC
certain Connection i
pr'ce ; - . Ob]eCt End-trser requirements IO requirements
0|nt| 53 c ror Basio | Bet. |oth.| 228 E’;&” et |Eetl. Targetvatues (value range)
. x g . J
p Too ol= SIEMENS hiake and receie calls [ A Easyto use keypad
©Siemens Author/Division Sep-04 28 Tech n0|09y Mobile EppesitohEey L) A Surprising new form factor

Suppont imaging ] A | Oprisal z0om, 3.2 iy, auea foous, abe fash
Support music n A “deo with audia recording

Source: ICM MP S&M PM M Provide gaming [ A asic

| Prawide. comdnantisune fammmes. o .o ... jgge. | -
Enable messaging A Basic
Support PIMbusiness applications n A Standard Syne-soliion
Offer addtional services n A Basic (SMS, MM, no B
Provide visuglization ] z QWA display, min. 266k colors
Interaction with other dewises ] A 200 pictures in medium qualty
Store data n A Sf p\gll:drﬁd; mmt;v‘lfteu. FAC card-holder,
arvdard sidrecs b

Conzumer sperater n A (e e W
Prowide usage and standbytime n A 300h standby, 300 min. taktime
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Predefined standard template for the Enthusiasm Model at MD

To secure MD-overall comparable Enthusiasm Models a standard template with predefined
functional categories as shown is committed

Required air interface: X GSM X GPRS EDGE UMTS X WLAN VoIP weany  other: “...”
Preferred form factor: Bar Slider Clam X New/ others: “... e.g. swivel-clam”
End-user requirements MNO requirements

rne?qt. Basic Perf. éEnth. rne%t. l?fﬁ?%é? Perf. Enth. Target values (value range)
Make and receive calls [ | A Easy to use keypad
Appeal to user [ ] A Surprising new form factor
Support imaging [ ] A Optical zoom, 3.2 Mpix, auto focus, strobe flash
Support music [ | ' ' : : T Video with audio recording
Provide gaming [ | : : : ﬁ Basic
Provide outdoor/leisure features [ | A
Enable messaging : [ | : : A Basic
Support PIM/business applications | A Standard Sync-solution
Offer additional services [ | A Basic (SMS, MMS, no PoC)
Provide visualization [ ] A QVGA display, min. 256k colors
Interaction with other devices [ | A 200 pictures in medium quality
o A
Cclj)sr;zlrjnrinztzrti%irsonalization/ operator [ | A Main operator Ul suppported
Provide usage and standby time [ | A 300h standby, 300 min. talktime

® Risks according to competitive positioning, consumer/ operator acceptance, technical feasibility

Possible risks and financial/ profitability
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Consolidation of regional requirements in global products

To secure the functional fit of a globally defined product and its target values, all relevant
regional target values has to be regarded

N A

L AM

APA

v

Results regional EM:
functional targets

3 band, 850/1800/

Possible global EM:
functional targets

EMEA

Results for optimized
global product)

Py
@
(72}
= .
Make and receive calls 1900 mHz ; RF perfor. & || Basic, 2 band tbd.
Appeal to user Simple, matt haptics, S. [ Thickness: <19mm; tod
PP slider pref. o || valuable appeal '
«Q
Support imaging No camera g' External camera thd.
i D
Support music MP3 CIEBR g o) c basic thd.
ring tones S g
O
Provide gaming Standard 2 D gaming g' o || basic thd.
Q_J -
Provide outdoor/leisure features | none = JZ> none tbd.
<L
Enable messaging basic z = || basic thd.
. S P. e. phoneb, b. orga, SMS > (| MMS receive and
Support PIM/business applications MMS. PoC g T S tbd
>
Offer additional services none E none thd.
Q)
Provide visualization >_120x160 (132x176) Q 130x130,_64k tod.
display(Performance) m || (very basic!)
<
Store data 4 MB g basic tbd.
Provide usage and standby time g/lg;idaytme 2h, standby Standby 250h tbd.
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Documentation of discussed alternatives

Within the definition of the overall target values for one product discrepancies between end-user
and operator or regional target values have to be discussed and documented

©)

Al: Operator
target values

A2: End-user
target values

A3: region xy
target values

Make and receive calls

Voice centric, volume
adjustments

Appeal to user

Bar phone, robust, quality

No bar phone

Support imaging No camera VGA VGA
Support music 40 poly
Provide gaming basic
Provide outdoor/leisure features Water resistance
Enable messaging basic
Support PIM/business applications basic
Offer additional services
Provide visualization Cq_nprehenswe SIS, (e Bigger display Bigger display
brilliance
Store data basic
Provide usage and standby time
Interaction with other devices
Consumer personalization/operator
customization
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Translation of the EM goals into precise maxims for all TC-tools
The defined templates that are used in the Enthusiasm Model process are documenting the final

results.

= Required air interface: X GSM X GPRS | EDGE | UMTS X WLAN | VolPuuwl other:*." Support/ provide Basic Scenario Al: Operator | A2: Operator | A2: Operator
5S | = Why are we making this product: Preferred form factor: ~ Bar Slider Clam X New! others: *... e.g. swivek-clam” pporvp Targetvalues Target values Targetvalues Targetvalues
£g Position top 3 selling A-Class phone for Christmas business 2005 =Quality of basic functions
= [End-t It MNO it -
8 Evsereuremen SRS e e 1 e
Support provide foq. [Basic] Pert. [Enth | 01 | e i |= Target values (value range) =Usage/ standby time Voice centric/
" End- g Quallty of basic functions Easy to use keypad, 7 days standby, . . I djustment
22 End-user (sub-)segment: A, subsegment A2 (/O-keypad & voice / Ul | RE) - A =Design / Material / Formfactor | Bar, robustquality No bar phone
£ _ | = Regional market focus: w9 EMEA, x%NAM, yo6LAM, :
555 Z%APAC Usage/ standby time [ A 20 pictures with flash, 300h standby
gs : lighting) | C Bigger displa Bigger displa
53 | * sales channel split: Operator x%6 vs. retail 56 Design/ Materiall Form factor [] A surprising new form factor ghting) i beliancs ‘ 1ggx = m” Y ; 199 160)" y
ZE2 | ™ Key operators addressed: ABC Visualization (display/ lighting) L) A QVGA, min. 256k colours =Imaging/ Video No camera VGA VGA
=S || = Main reference / competitor products: 55 / product A, B, C imaging/Video [ A Opicai zoom. 3.2 Mpix. auto focus, strobe flash i
Music/Audio [ A Video with audio recording *Music / Auto (ORTETBA)
® Story / technical successor to: ME 45 / ME 45 Gaming [ A Basic =Gaming Basic as A 60
g ® Price Point: Launch at abc € falling to def € (EOL) Outdoor u A Not required -
=22 | . : ~Outdoor Tlocation) | Only Basic, water
] Launch date / Lifecycle: mm.yy. / 12 months Messaging/Presence/ PoC [ A Basic (SMS, MMS, no PoC) resistent thd
255 | w - i
ES8 |t /;“’“’esjab"e Mal'ke‘ :M‘Oh“”“sl'”s‘:f ’"S’ke‘s Business/ PIM Sync u A Standard Sync-Solutuion =Messaging/ Presence/ PoC Basicsync.
g lanned volume/ market share: 1.5 Mio. Units 173, Blusiooth, piciure bridge (TV out missing) .
& = Target Profit: xyz %, approximately xyz Mio. € Interaction with other devices n A =Business / PIM /Sync Only Basic
[] A
_ = Product idea: *..." (slogan) Za‘a storage — A MMC:Card holder her devices
] - onsumer personaiization! (]
EF] Key theme: Gperator 1o MCL. adaptation D Only Basic
EBll| = Use chases/ special characteristics: A) .., B)..., C)...
& * Dedicated innovation: PONRPRIOINN (= Risks according to competitive positioning, consumer/ operator acceptance, technical feasibility =Consumer personalization/ Only Basic
and financiall profitability operator izati

Product Target Splitting

Reverse
Calculation

Alternatives

Alter

natives

Evaluation

Generation
Product Target Splitting

——

Concept Freeze

Target Controlling
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