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In times of uncertainty and disruption, putting the
customer at the heart of your business is
essential to navigate change. But it's simpler
said than done...

We elevate and embed customer understanding
into all aspects of decision-making, helping
organisations to understand, predict and act on
change at pace and scale.




What do we mean by
breakthrough innovation?
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Incremental Breakthrough
Innovation Innovation







SETTING THE RIGHT CONDITIONS

FOR GENERATING ‘AHA’ MOMENTS

Breakthrough innovation comes from a new intersection of
Consumer Need, Science & Technology, and Category Context.

These 3 elements are akin to tectonic
plates: shifting and developing
constantly - so new intersections
can happen at any time
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Engineering the aha

1 2 3 4 5
Set the Explore the Filter the Find the Generate the
ambition territory possibilities Intersections collective aha
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SET THE AMBITION

Objective (how we will achieve our vision)
To fund and support the delivery of our mission and vision through the growth of
our paid combined customer base,

Ta recruit and retain more [audience x] as the audience with the greatest
alignment with our offer and significant opportunity for growth.

Growth largets Things we can change o achieve our Things we will never do to achieve our
abjective abjective

= Drive 1% increase in uptake every Ky levers that are in scope.

yar across Ky audence groUps :":;:"'J:' | m Tgrim'
+ Maintain curment levals of re- . | sssaciation

purchase Compramiss brand values

Flexibility: = Devalus our progosition in a way that
+  Parinerships: ungdgmmings brand perceplions
Matworking:

How will we know we have achisved our
objective?

Increase m awareness and purchase
et

# of rafarrals

Increase m comarsion from “frea’ o paid
progoshon
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EXPLORE THE TERRITORY E.g.
(=) Ingredient
Science& Technology

Trends that will openup
new, better way of solving

problems
Consumer needs,
O attitudes & behaviours
) Current and emerging 9 Category Context
behaviours and attitudes m Potential shifts in competitive set,

redefinition of category borders

E.g.
Competitor
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Ingredient
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FIND THE INTERSECTIONS

Ve
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. ‘ Science & Technology

STR AT 7 ‘ Consumer needs, attitudes & behaviours

. Category Context




GENERATE THE COLLECTIVE AHA

If atree falls in a forest and
no-one is around to hear It,
does it make a sound?

WE NEED TO DO SOMETHING
SO INNOVATIVE THAT NO
BRAND HAS EVER DONE
ANYTHING LIKE [T

SEEMS RISKY. CAN YOU GIVE
EXAMPLES OF OTHER BRANDS
THAT HAVE DONE THIS®?

® marketoonist.com



Science& Technology
Trends that will openup-new, better
way:--0f solving problems

Cul t Ura

Consumer @leeds, eittitudeé &
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Thank youl!

Any questions?




Helen Donald Kate Jones
Helen.Donald @strat7.com Kate.Jones@strat7.com

Tom Carvell
Tom.Carvell@strat7.com
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