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MINTEL consutting  THE BEST INNOVATIONS OF ALL TIME
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What are the rates of a successful NPD launch?

95%

of new
products FAIL

3%

of hew consumer
products achieve
long-term success

90%

of product

launches require
post-launch
adjustments

Source: Harvard Business Review , Professional Programs, Nielsen



Genuine innovation at an all-time low globally
-Renovat

Global: Proportion of
consumer packaged goods

launches, by launch type,
January 2019 - May 2024
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THE CURRENT
STATE OF INNOVATION

More than 30,000

New consumer products are launched every year

This Is the lowest proportion of innovation Mintel has
recorded since It began tracking new products in 1996

Source: Mintel GNPD, Harvard Business Review , Professional Programs, Nielsen
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Global: Proportion of
consumer packaged goods
launches, which are new
products, by industry, January
2007 - May 2024
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THE CURRENT
STATE OF INNOVATION

InNnovation has declined the
Mmost In food & drink

Only 26% of new products between January and
May 2024 compared to 50% in 2007.




Types of Innovation and Examples
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Rethinking how existing technologies can be Architectural nadical Creating new technology and opening
applied differently to create new Innovation Innovation new market.s. KHQWH for IS |
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INnNnovations that ‘'made It
and some lessons learnt
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MINTEL coONsULTING  From the streets of India to the shelves of Britain...

Tuk Tuk Chal are

bringing to 58— 4
consumers a ’
modern take on the
Indian super snack
that keeps over 1
billion people fueled
IN the busy streets

Voo, Chocolae

Of | n d Ia . Ready-to-drink black tea with milk and

Cacao
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Tuk Tuk Chal uses
humor, positioning
the brand as ‘fun’
and ‘young,
targeting the
younger generation
tea drinkers.

Tuk Tuk Chal aims
to convert young
coffee drinkers to
Make the switch to
chail via soclal media

L0

In a world filled
with coffee drinkers,

drink i1ced milk tea

tuktukchai Move over coffee, it's ime to give tea its mojo back

v

"“When everyone else is
drinking iced coffee
and | rock up with my
chal’

am i? #tuktukchai #wfth #fyp

Source: Tuk Tuk Chai Instagram
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Two London
Entre

Voted Most Innovative Product at
prestigious Lunch! 2017 trade show

_

Reply to tuktukchai..

Finalist of the 2017 Virgin
Foodpreneur competition

[t begins in the misty
hills of Kerala

Qur ted leaves.are

soured from a 0%

e Rainforgst Alliance «
- ‘
o _ccertified farm

-
N

I_ o -
SOV Y

Authenticity and culture fusion Is a strong element of the brand, paired with a eco-friendly story

tuktukchai Beautiful Kerala & some of our lovely tea leaf pickers!
We are so grateful to have been able to make it back to India to
see the production of our chai in it's entirety, and are so proud
to see how far we've come. It was a pleasure to meet & chat with
these wonderful women who pick the leaves to create our

delicious chai \{? ,/

Source: Tuk Tuk Chai Instagram
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Cultural fusion In a
traditional tea market

Standing out by offering authentic chal

sourced from India itself, blending tea with
spices and capturing the traditional Indian
tea experience appeals to a wide audience.
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Carving out a differentiated i 1 i L '% ;._l;__; ) g
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o FAMILY & KIDS

Rejuvenate category recr

DANONE

Panoning

o ) INDULGENCE

DANONE Danette

! 0 ~ O v N Y
rlevate & e.x’.p(} na reqacn

GERVAIS Dany

CON: F > YOGURT STRATEGY
CLEAR PORTFOLIO SWIM LANES. PROTEIN LEADERSHIP AT THE CORE.

Fuel

uitment & access

FUNCTIONALS

Re-ignition anchored in science

Actimél & ACTIVIA

PROTEIN-RICH
Lead & shape growth

OIKOS
Danone QIKO2  PRO

@ 1006005, YOPRO

Specific Care

DIFFERENTIATED P
ENABLED BY PROPRIETARY SCIENCE

- NOURISH - - OPTIMIZE - PERFORM -

Satiety & Balance health & Performance &
simplicity enjoyment recovery

Brand &
Product
Platforms

Tesccr:igfg . FERMENTATION CONCENTRATION COMPACTIZATION " A':fgmg .
gy KNOW-HOW TECHNOLOGY TECHNOLOGY
Assets BIOTECH

DIFFERENTIATED PROPRIETARY / PATENTED

Danone’s
differentiated yoghurt
strateqgy for protein
leadership

Source: Danone



YoPro's yoghurt portfolio has driven sales 9x since 2019

DANONE
N—

YOoPRO

SCALED EXECUTION YoPRO

COMMERCIAL, GEOGRAPHIC, AND BRAND EXPANSION
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SUPERIOR
PROPOSITION

On Taste & Functionality

STRENGTHEN

EQUITY

Driving Demand Power

EXCELLENCEIN
EXECUTION

Screen-to-Shelf

O urro O
PARIS 202 PARIS 202
(A G~

RECOVER, REBUND & STRENGTHEN MUSCLES™

+ REDUCE FANIGUE

Product
Superiority

. nuuu.'.w. e
' Hlmu,u,u,u.l,

For active people with the
desire to exercise well, eat

well, and ultimately
maintain a healthy
lIfestyle.

Source: Danone



MINTEL consuiting  Across the years, YOPro continues to innovate, sighaling the growth of the high-protein space

Frozen Dessert Skimmed Yoghurt Lactose Free

Hyperproteic Skim ~ Protein Bar and tubs Shots Yogurt Drink
Milk Milk ice-cream popsicles

Flavoured Milk - Drinking Yogurt —
Smoothie - Milkshake

| ——

0 O 0 31w |07
3 cALOaREs

Drinking
Spoonable Yogurt

yoghurt

Dairy free
yoghurt
alternative

YoPro

SKi d
mme Perform

Yogurt

milkshake %R0 0% ADDED SUGAR | O% ARTIFICIAL SWEETENERS | 0: 2

y “A)e. V& L
PROTEINES ' « DAIRY FREE T '
YoPRO, #

HIGH IN PLANT
PROTEIN 129

HIGH [N NATURAL
PROTEINQ

w =~ W

2016 2018 2019 2020 2021 2022 2023 2024
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Seek out untapped opportunities
IN @ boomIing high-protein space

Danone saw protein as one of the largest,
most durable growth opportunity in the food
and beverage landscape. Protein needs are
relevant across all life stages and across
multiple type of lifestyles.

o ]
B L

25 ¢ PROTEINA

YoPRO

"
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Refining your brand to better
connect with your target market




MINTEL  consuitine — |JS: The coconut water war
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r Rampolla
> Mark PURE PREMIUM COCONUT WATER .
Kirban Rampolla

Reacquired by Mark again and

20% for Is called “Zico Rising

$15 million

100%

2004 2009 2015 2021
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consuting - S The coconut water war (cont.)

Signed a d

Keurig

DT,

2009

Istribution deal with

Pepper

Vita Coco's rise has been extraordinary, with sales up 78% (CAGR ) between 2011 and 2014.
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Celebrity investors

2010

2011

(A
.

1 HYDRAT

Rihanna became the public face of the
brand in 2011 and 2012

2012

Vita Coco owner Is

planning an

over $2 billi

value

2021

PO at
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Yoga mums and people who shopped at
Wholefoods and natural specialty stores

Reinventing Vita Coco to appeal to thelr drinkers

Vita Coco’s reinvention: How
reassessing its customer base 1s
paying off

The New York company has watched its sales and marketing soar as consumers

gravitate toward its better-for-you offering and industry giants such as Coca-Cola exit

the category.

Published Jan. 25, 2025

$300

Mmillion in 2019

Younger, urban
and multicultural

US DEMOGRAPHIC TRENDS: AGE AND ETHNICITY
PROVIDING CONSUMER GROWTH TAILWINDS

HOUSEHOLD PENETRATION IS GROWING
WITH OUR TARGET CONSUMER

VITA COCO VITA COCO HOUSEHOLD PENETRATION
DEMOGRAPHICS CONSUMER
INDEX":

—-
e

it
'L b

VITA COCO
AGE CONSUMER INDEX

170 HISPANIC
227 ASIAN
132 BLACK

123 GEN Z
142 MILLENIAL




MINTEL consutting  The key marketing strategy had to change...

Vita Coco has elevated social listening as a key part
of its efforts to drum up buzz on TikTok,
Introducing the brand to multiple use occasions.

S

let'simake.a’ &

Celebrities touting the efficacy of the product and authenticity of the brand
as their reasons for betting on coconut water

*"We Introduced TikTokers to our brand, but instead of
INn a brand language, it was In theirs”.
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KNnow your customers and move quickly
amid rapid shifts In consumer trends

“The consumer has changed and the brand has become
younger than it was ever before,” Kirban said. The
Influential spending power of Millennials and Gen Zs
makes It essential to for the brand's presence on social
media to reach these consumers.
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Putting

ATTRIBUTES

over BRAND




The Power of Packaging: Prioritizing Product Attributes Over Brand Name

What do
consumers value?
Good source

: , ) 40P SOURCE OF PROY
That first design of protem |7 N
wanted to tell _ iy
consumers HALO TOP Oh, that | can have
EVERYTHING. . CREAMERY AN ENTIRE PIN

P — - . OF ICE CREAM for

6 messages! All Natural Light Ice Cream 240 calories!

VANILLA BEAN

79 Protein
70 Calories

49 Net Carbs

KEY DIFFERENTIATOR
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The quality of the ice cream wasn't

holding up when shipped and stored.

“... by the time the end customer had
It... It would be chalky or sawdust.”

PAOL Vi

A significant change to
the formula

Total look & feel refresh took
them to the next stage.

2015

1<%%’Jk ‘é

¥

) =[*
The brand launched internationally

and debut 10 new flavours!

journalist wrote about what

happened when he ate nothing but
Halo Top for 10 days.

VWhat its like to eat nothing but this
magical, Healthy ice cream for 10 days

2016

* August 2017: Halo Top the

top-selling pint of ice cream In the
US

November 2017: Time Magazine

Nnamed as one of Its top
Inventions of 2017.

Opened three scoop shops In Los
Angeles since November 2017

2017


https://www.gq.com/story/halo-top-ice-cream-review-diet
https://www.businesswire.com/news/home/20170731005214/en/Halo-Top-Creamery-Best-Selling-Pint-Ice-Cream
https://www.thedailymeal.com/healthy-eating/halo-top-named-best-inventions-2017/111717

MINTEL consuiive  How Halo Top's Redesign Led to $347 Million in Sales

lgn@red $348M | The Results
From Obscurity to Industry Leader

"Pretty, Instagram-able

packaging that serves as a INn 2017/
billboard on a shelf

« > In 2019

Nout Halo Top went from Halo Top sold with
Sdys bBouton, obscure to $347 million a reportea
COO of Halo Top. in sales, triggering a raft valuation of $2B.

of competitors and an

Mld- 2015 acquisition.
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| ead with What Matters

A In a crowded market, consumers aren't looking for a
brand they've never heard of—they're looking for a
solution to thelr needs.




Key Takeaways

" 0% ADDED SUGAR | LOW FA'

A% p "L C

Create an Seek out untapped opportunities Be agile amid rapid shifts in Clearly communicate
authentic product suitable for all life stages consumer trends the benefits
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