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Who are we?

Napuca Cupoposa

AvpekTop n co-ocHoBaTtenb Atelier Market
research ¢ 2004 roaa

bonee 20 neT B Ka4eCTBEHHbIX
nccneaoBaHUAX

BoraTblih ONbIT CO34aHUA U Pa3BUTUA
METOA0N0TMUN Ka4yeCTBEHHbIX NCCeA0BaHNM
OrpoMmMHbIN onbIT paboTbl U
KOHCYNbTUPOBAHMNA POCCUMCKMX U 3anafHbIX
KIMeHTaM NOo CTpaTerM4eckMm Bonpocam:
OpeHANHI, KOMMYHUKALUNA, UHHOBALUK,
noTpebuTtenbckme TpeHapl, cneunduKa
POCCUMNCKOro notTpebutensa u T.4.

Cawa benosa

* 12 neTt B MapKETUHIOBbIX NCC/IEA0BAHMAX KakK
KQ4yeCTBEHHbIX, TaK U KOJIMYECTBEHHbIX

* PaboTtana Ha no3unumax Consumer insights n
Strategy& insights B KpynHbix FMCG
KomnaHuax (Unilever, Danone)

* bonbLloM onbIT NCCNegoBaHUN ANA CO34aHUA
NO3ULMOHUPOBAHNA, KOMMYHUKALUUN U
MOWNCKA MHCANTOB B Pa3HbIX MPOAYKTOBbIX
KaTeropuax: 4aum, Kope, Coycbl, KOCMETUKA,
Ae3040paHTbl, CNeunun u T.4.

Mfoliey



YTo penaert
MHHOBALUMOHHbIE
NPOEKTbI
NOPOrocToALMMN?




ber no Kpyry

e lonrn n 4OPOrocToALLNN
npouecc pa3paboTku
MHHOBALMM

* [ToBTOPHbIE TEeCTbl U
nepepaboTkn ana
YTOYHEHUA U MOJIY4EHMUA
bnaronpuAaTHOro
pe3ynbTaTa




Y10 Heobxoammo ansa
3PpPEKTUBHOIO
npoBeaeHms
MHHOBALMOHHbIX
NPOEKTOB?

1. Hannuyme cucremsl
2. TwaTtenbHaa NoAroToBKa

3. CoTpyaHu4ecTBo C
notpebutenem

Afoliey



3a4yem HyXHa
cmcrema’?

PacnonoxXuntb cBOU ﬁ m il
MHHOBaLKUN/6peHabl B cucTeme, I
Ana o6oCHOBaHHOM

npuoputesaumm

ObecneynTb pa3Hoobpa3ue u
6osblLIOE KOIMYECTBO Naewu i

Afeliex

He nponyctuTb Ba*KHOe,
npopaboTaTb BCe CyLlecTByOLWME
BO3MOXHOCTH

He ynTn 3a rpaHuLbl peanbHbIX
4yenoBeYeCcKuUx noTpebHocTen




Uto moXxeT ObITb oo DR MO i

particular category and on a particular occasion.

J (CAREFREE &
EMOTIONAL

[ ] 'WORLD OF FUN, SOCIAL
ENGAGEMENT & HARMONY

WORLD OF DYNAMISM
& ACKNOWLEDGEMENT

Liberated ;
Celebratory Vital .
Elated Unrestrained Unique
“d Joyful  Funloving Inspired Dynamic .
Energetic .
\dealistic  Carefree Spontaneous \nnovative SO Bold
oOptimistic  Positive | ACIVE oo dont  Youthful  Glamorous
Harmony  Balance )
Essy-Going  Engaging | Entertaining Out-going  Stylish ~ Admired
H it i Mod
pmenity - Wellseing Inclusive simple V%™ Trendy  superiortoOthers
Feminine
COLLECTIVISM Sodiable Friendly Approachable | Convenient — Contemporary  gyccecsMinded Ambitious TR
&AFFILIATION |

Basic/Everyday  Popular Familiar

& ASSERTION

Accessible | Competent  Accomplished Powerful  Enhanced
‘Warm Hearted Assertive
Community comforted Effective Organised Confident

Nurturing
Solidarity Gentle  Reassured  peliaple  Efficient Informed  Intelligent

. InControl
Natural  Caring Trustworthy Disciplined Masculine ~ Composed

Traditional Loving Honest Sophisticated

Self Assured

o bab Professional
epengable
safe,secure  Devoted Knowledgeable Mastery
Protected Authority
Conservative Detail Orientated
Expert

Careful, Cautious

KapTbl noTpebHocTEMN

Proven

'WORLD OF SAFETY, CARE
& DEPENDABILITY

Cuctema HNACTEUTOB ——

& RATIONAL

WORLD OF PERFORMANCE
& SPECIALIST EXPERTISE

CermeHTaumm
TpeHAabl

[lpyrne BHyTpeHHME
MHHOBALMOHHbIE Napaanrmbl rson
K/IMEHTOB o

(\

DOMINATION
3arag
ACHIEVEMI
ANOWHYH
Holoog
NOLLYZINOWYYH

(/]

Q’rﬂ,’%
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[pn pa3paboTke naem MoKHO OPUEHTUPOBATLCA Ha
pa3Hble acrneKTbl BHYTPU CUCTEMDI

Cynep-npoAykT, AapuT BaM HEOTPa3nMoCTb U
npuBnekaTenbHOCTb !

MonoyHblit NpoaykT, a-ns AXE! S SIEEs

3

MpoaykT ans
«MHTepHeT-0buUTaTene», B cTune
“Preved”, “Bugag@”
CneumanbHbIi NPOAYKT 4N nobutenen HOYHoro

CTUNA XKN3HN.

MpoaykT Ansa kpacoThi!
No-HacToALLEMY XEHCKUWA, BKYCHbIW, B CTUNbHOW
ynakoBKe 1 Npu 3TOM A0CTYMHbINA!

3MOLI,I/IOHa}'I bHaA I'IOTpE6HOCTb

Cutyauua notpebnenus, ayautopus

®OYHKUMOHANbHaA NOTPebHOCTb

MpodyKT ANs MYX4YUH — MPOCTO BKYCHBIW,
NMUTLEBOW, KA4YEeCTBEHHBIN KOrypT

[MpoAyKT — «YTpeHHWU 3apag BUTaMUHaMny
Xopoluee Havano gHs!
MpeanbHo noaXxoAuT AN ONTUMUCTOB.

HocTtanbrus
MpocTble TpagULUMOHHBIE MPOAYKTHI, fOOpbLIE U
Onuskne, ANA cembu

AypuTtopua

CUTyaumsa, XapaKTePUCTUKA NPOAYKTA

IMOUMNOHANbHaA nmpe%ﬁ?)‘(




3a4yem HYXHa
TWaTeNnbHanA
NoAroToBKa?

1. [nAa wmnpoKoro oxeaTa U xopoulero
HaMo/IHEHMA BbIOpPAHHOW Napaaurmol

2. KauyecTBO maTepmanos = Ka4yecTBO
OTBeTa Ha HUX

3. MHOro nyywunx naemn poxaaetca Bo
Bpema NoaroToBKMU

4. CHumatoTca bapbepbl HENOHMMAHUA
BHYTPM KOMaHAbl (Hanpumep,
MapKeTUHr vs. RND)

5. CnoBa 0bpeTaloT TOHA/NbHOCTb, TO KaK, C
KaKUM MOCbIZIOM Mbl XOTUM 06 3TOM
roBOPUTH

6. Kpucrtannumsyercs mbicib
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3a4yeM HYXHO
COTPYAHUNYECTBO C
notpebutenem?

1. Bo3mOXHOCTb ryb6OKO NOHATL
noTpebHOCTN ayanTopmUm

2. 3adem, Korga u NPU KaKNX YCI0BUAX
HawWn nagen moryt 6bITb NO/IE3HBIMMU

3. [aéT waHc BoBAeYb noTpebutenen B
OTKPbITbIM ANANOT U AaTb BO3MOXHOCTb
nopaboTaTb «Ha TBOEW CTOPOHEY

4. BO3MOHOCTb CHATb OTKPbLITYIO
4yesI0BEeYEeCKY peaKkuuto

5. Bo3moxHocTb PEAJ/IbHO popabotath
NPeANOKEHUA N NOHATb, KaK ero
peanusayuio npeacraBnatoT cebe ntoam

TakoW noaxod, rapaHTUPYET A0BOIbHO
TOYHOE onpeaesieHne Hanpas/eHNA ann
MHHOBaUMIMN 1 cnocoboB ero BON0LWEHUA




[Mpnmep: Pa3paboTKa
innovation pipeline ans
pecTtopaHa bbICTPOoro
NMUTAHUA




Cuctema: Needscope

YAOBONBCTBME

NOoNyNnAPHAA EQA

o

POPULAR
FOOD
NoTpebHocTe B eag,

A KOTOpaA NoMoraer
o BECE/NIMTLCA M HKWTh
NOAHOM ¥MMU3HBLKD

MNoTtpebHocTe B BAE,
KOTOpaA NOMOraeT

HARMONY ™.

YYBCTBOBaTh BHYTPEHHHOK
rapMOHMIO M CBA3b C

'L connecr J

MHTEPECHAA EQA
— D FOOD
MoTpebHocTb B HOBOM M- ‘Qﬁﬁh
MHTEpecHOW efe, KoTopas "'ﬂ%

Bo3bypaeT
BoObBpaKeHWe W BKYCOBbIE
PELENTOPLI, A4 aKTUBHOM
HKU3HM

NoTtpebHocTe B efe,
KoTOpaa yay4iwaeT Mo
MMKAK U cnocobeTeyeT
MOWM LOCTHMHEHWUAM

- smwoour |

MNPEBOCXOACTBO

MNoTpebHocTb B eag,
KOTOpaA COAEPKMUT TOMbKO
CamMble KayecTBEHHbIE W
nuTaTenbHble
WHIPEeaWeHThbl

EAMHEHME BAMZKMMUM NIOOBMM
NoTpebHocTe B eae,
KOTOpaA NOMOraeT
YCMNOKOMWTb, HAKOPMMTL W
nosabotuTeca o cebe M
CBOEH CemMbe
COMFORT
FOOD
KOM®OPTHAA EOA

=

EXPERT
FOOD

SKCMNEPTHAAEOA

LEMNENONATAHWE 7
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BopKLwon ¢ KomaHaou
RaneHTa

* [eHepaumna naeu

* Pa3paboTKa yywnx naen ans
KaXK[0ro cermeHTa

* [MnoTeTnyeckas
npuopuTesauma cermeHToB

* [lpnoputesaumna naemn BHyTpu
KaQXXA40ro CermeHTbl




[Mpumepbl naen U3 pasHbIX CErMEHTOB,
NoAroToBAEHHbIX ANA UccaegoBaHMA ¢ noTpebutenamm

[ YobHble «nenbmMeLlKn» ] [ CHaK-backeT ’ “ ApKune Kpbinbs "

KypuHble KpbinbiwKku KFC 6e3 naHnpoBKu ¢
pPa3Ho06pPa3HbIMM COyCaMM — 3TO NIETKO, APKO U
geceno!

Tenepb ntobrmoe 611040 MOXKHO BCTPETUTb B «yA,06HOM [na npuatHoro obwenna KFC npeanaraet
«BefiepKo» € pasHOOOpPa3HbIMK 3aKyCKaMm —
BKYCHbIMU, XPYCTAWMMM, yA06HbIMK !

dopmare» B pectopaHax KFC — BKycHoO, Tenno, no-
AomalwHemy, B6bICTPO, MOXKHO Aarke Ha xoay!

3-1 r-1 B-4

[ Cywn-teucrep ] [ Kecagunba — nerko! ] [ Cnagkumn byprep ﬂ

ﬂeneu_“.(a, d)apu_]”pogaHHag Kypmu,eﬁ "n / U YT1o NONY4YNTCA, €CNN B3ATb CNAAKYHO 6y}10‘-|Ky n
OBOLLLAMM — MPUATHAA 3aKyCKa ANA TeX, KTO He HaNoONHWTb ee CNAoCTAMMU?
NOBUT «3arpyKaTbCay.

Lna Tex, KTO LEeHUT ANOHCKYHO KYXHIO: CYLIN-
Teuctepbl KFC ¢ TpaanLMOHHBIMM a3uaTCKUMU
MHrpeaneHTamm n Kypoukoi KFC!

v-2 B-2

14
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CoTpyaHU4ecTBo € noTpebutenamm

WHY WE NEED A CONSUMER
PRE-TASK (sketches on new
product)?

® Toexplorewhere consumers
spontaneousinterestre. the
product in question lies and where
innovation aspirationsgo

® To pre-sensitize consumers forthe
creative sessions

® Tocheck consumers’ creative
potential and choose the most
capable ones

/

CONSUMER CREATIVE SESSIONS FLOW
PART 1

® Spontaneous discussion of consumers’ interest and
aspirationsre. product

® Screening innovationideas, fillingthem with consumer
vision

® Choosingthe most appealingand relevant ones, workingin
more detail on them

PART 2

® Tastingcurrent benchmarks in the researched categories,
identifyingthe most appealingones

® “Improving” the benchmarks
® Testingproduct prototypes+ more aspirational samples

® C(Correlatingthe most successful product samples with the
most appealing platforms

PART 3
® |Introducing KFC

® |dentifyingthe best matchinginnovationideasamongthe
most promising ones

Afeliex
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PesynbraTr

MHHOBaUMOHHbIE npasuia QSR

- e (R — conmeedl) el RS e . —

Kateropua QSR HaknagbiBaeT Ha MHHOBALMKM ONpefe/eHHbIE OrPaHUYEHUA, KOTOPbIE MOMXHO

MNPOCTO

YAOEHO

BECENO

CbITHO

BbICTPO
[ELLEBO

HE CMELUMANBHO NMNONE3HO

Ha3saTb « MHHOBaUMOHHBIMH NpaBHUnamMmMH >

= HOBWHKM SOMKHbI BbITh MPOCTHIMK MO MMUAKY (HE CAMWKOM

NPoABUHYTEIMK MAKM NagoCcHBIMM)

HoeuHkKM gonxHbl Gbime yaobHeiMKM Ana noTpebneHns — oTeedate
KPUTEPMIO ®MOMHO BCTh PyKamm», T.e, Bes ctonoseix npubopos

ApKuiA BKYC, Ha3BaHWe, BHellHWIA By Bnoaa. He NnpecHo, He CKy4YHO.

MHTepecHo ecTb: HeoDbIYHBIN BHEIWHWIA BUA, MAHUMYIALMK C
npodykTom (Hanp. MakaHWe B coyc)

Hackiwate Hagonro. Mpu 3ToM He CO34aBaTk YYBCTEBa TAMECTH, YTODBI
COOTBETCTBOBaTL MODMIBHOCTH aygUTOPUM

He gomxHo BbITe NoXoxe Ha LOMaWHIOW eny [ 0o/MmKHbI OTAMYETBCA OT
npoaykToB, noTpebnaemelx foma. [laBaTb HOBbIE BMeYat/ieHus

MuHMMaNbHbIE 3aTPaThl HA NPUIOTOBAEHUME (MO EAHWME NPOAYKTA HE
A0M#HO BbiTe Bonblue NpuebiuHOro) M noTpebnenune

CooTBETCTEOBATH NPMBLIMHOMY W oRMAaemomy oT QSR ypoBHIO LeH

HEHPE'CHE,EI'OBETI:» HacH GKTMBHOM NOMb3bI W 300pP0OBOr0 NMTaHKA Atwe)(



PesynbraTr

YOAOBONBCTBHME

=

Heobbi4HbIe ApKKe |

Heobbi4HbIe, BECENBIR,
npegnoxeHus, yaobHele

& nogHUMaIoLMe
HacTpoOeHUEe, HO
[OCTYMNHbIE MO LeHe

B MOBMABHBIX YCNOBHAX.
Ho... nonapusyowme
ayAMTOpHID

H,u,eu, oTEE4allMe

HARMONY ™

- f Oenutb, 0bbeguHaTbCA - (
6e TpeHgaM coBpeMeHHOMH
CONNECT BOKpYr egbl, Ho bes STANDOUT
CNIOXKHOI PeCTOPaHHO }HM3HM, HO HE C/IMLLKOM
«nadocHble»,
EAWMHEHWE PUTYaNU3aL MK OTOPE3HHBIE OT }M3HM MPEBOCXOACTBO
MaKcMManbHO CbITHO, MeHee BpeAHO 1 Nerko,
NUTaTENbHO WU NOAHOLEHHO, T
Ho Bes yxoga B 4OMaLLHIOW b
efy, COXpaHaa apKocTb ¢acT- YAOBO/IBCTEMA OT «pacT
L PURPOSE J
LLEMEMNQNATAHWE 22
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PesynbraTr

PekomeHayeTca npnoputesmpoBaTb MHHOBaLMOHHbIE NM1aHbl caegyowmm obpasom:

BbICOKMA NPUOPUTET
O4eHb NepCNeKTUBHAA
TEPPUTOPMA AAA MYHYMH
M CTaplIed ayauTopuM

BbICOKMA MPUOPUTET
(O4eHb NepcnekTUBHaRA
TEPPUTOPMA ONA MONOABIX
nogei (18+)

BbICOKMK MPUOPUTET
OyeHb NepcnekTMBHaA
TEPPUTOPMA AAA HEHLMH

CPEAHMA NPUOPUTET
QENERTMBHAS,
TEPPUTOPMA ONA HEHLLMH

CPEOHWA NPUOPUTET
MNepcnekTHBHaA
TeppuTopuA anAa Bonee
CTapLUei ayauTOpUM

CPEﬂHHﬁ NMPHUOPUTET
MepcnekTHBHas TEPPUTOPMA
ONA MOAoAbIX NHAEH

Nurture - camblid NPUOPUTETHBIM cermeHT, rae KFC nonb3yeTca BbICOKMM KPeguTom L0Bepua U
ofinafaeT WMPOKMMM BO3MOMKHOCTAMM 114 MHHOBaLUMK, paboTas c exenHeBHbIMKM NoTpebHocTAMM
(CBITHOCTE M NOAHOLEHHOCTL), U UMERA YCNEeLlHble WAEW — HanpumMep: CyM, KYPUHbIA Naii, NaH4boKC

Dynamic— NpUMOpUTETHBIW CErmeHT AnA pa3euTuA obpa3a mapku B cTopony Bonbliei
COBPEMEHHOCTH M APKOCTH. YonelwHele Maen —TaKo W WavpmucTen

Expert — NpUOPMTETHBLIA CErMeHT, Nonagawwmi B TpeHg 30, NoTeHUMaNnbHO NOACHKHUTENBHO
sblgenaowmii KFC cpenm KoHKypeHTos. YonelHsle MOen - Kecalunbs, OBOLLM B NaHMPOBKe/TpUb

Enhancement — npyopuTeT BTOpOro nopagka. BosmomdocTe cosgate WOW npogykT v «Bbime B
Tpenae». MoulHelM BKNaa B anrpein obpasa mapky. BamHo noagepKueaTe ONTMManbHeld BanaHc
MEROY « MMWIUKEEOCTHH® M € AOCTYNMHOCTEH®. YoNelleH yie CylecTBYHUWWHA NpoaykT — IBMCTeD. Ha
Byoyulee — xOpoWKMA NOTeHUMan Maew Byprep B cTakaHe

Harmony — cnosHbIM CErmeHT, paboTakwmii ¢ HEOAHOPOAHOM aYAMTOPHEN C Pa3HOHANPAaBNEHHBIMM
3anNpPOCaMM, HO MMEHILLKMIA NOTeHUMan B 06NacTM CoeqMHEHMW XPECTOPaHHBIX MAENY C
AoctynHocTeio QSR. YenewHble uaen — cHek-60Kc, COPMHI-PONNLI

Fun — orpaHWyeHHbIi1 NOTEHLMaN M3-38 HU3KOM NOANBHOCTH M NAATEXecnocobHOCTH ayauTopUK.
YeneulHas Wes — ApKWE KpPblUibA.
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PesynbraTr

® [1na3anycka peKoMeHA0BaHbl CAeayolmne uaemn:

Cyn

KypuHbIA Nan
JlaH4boKc
HoBana KapTowwkKa
Tako

LLlavomucrep
CHeK Ha nanoyke

bvbuto
bvpren B cTakaHe

Kecaaunba
OBoLLUM B NaHUPOBKe/rpunb
CHeK-boKc

CnpuHr-ponnsbl
ApKue Kpbinba (B naHMpoBKe un bes)



Cnenytowimm war

nonpoﬁom !
uupua*axyc

ﬂ

i‘..

rapmoHnA

20



MHHOBaAUWU ANA
nponsBoauTena
SHepreTu4yecKkunx
HAaNMUTKOB




3azada nccnenosaHMA bblna TakoBa:

Create strong concepts per each innovation ideas
direction, deliver concepts ready for quant
validation

* Ensure concepts significant consumer relevance and
credibility, uniqueness and purchase intent

* Understand product and pack/format expectations

e Recommend most promising for further quant test

Afoliey



B KayecTBe cUCTEMbI MCNOJIb30OBANNUCH
noTpebunTenbCcKkue TpeHabl, NpeanoKEeHHbIEe
KNMEHTOM, obLme ana pana KaTeropun:

We explored several consumer trends in 4 directions:

/

.

NATURALDIRECTION

MNatural Healthy substitutes
Matural food without Healthier alternatives to
artificial ingredients, regularly consumed

less processed praducts/ingredients

&/

N

J

//'

\Q

CONVENIENCE DIRECTION

healthiness

N

Life on the go/Portable options
Desire for convenient on the go solution,
not sacrificing on taste, benefits or

/— FUNCTIONALDIRECTION
Functional optimization Added benefits
Support your bady for more Adding ingredients with
effective functioningunder  health or functional benefits
demanding conditions to food and beverages

J

.

/— EXPERIENCE DIRECTION

Valued experiences
Desire to get the most out of
drinks&food experiences, making it
mare than just drink

\




Kaxkabln TpeHa-HanpassieHune, bbin
NPOUNNIOCTPUPOBAH PAAOM CKEeTYEN-NOEN C
0606LWEeHHbIM ONMCaHMEM NPOAYKTA :

Bcero 50 npewn: na npumepa:

BCErZA NOA, PYKOM

HATYPA/IbHO. TEXHONIOTUYHO PELENT! PASHEIX KyAETyP BBl

CUNA TPARMLMIA

BUTaMUNHO-IHEDTETHMECKAR KOMANEKT,
3¢exTHBHOCTS KOTOpOrD OBecnevwsaeTCA
CoBMewEHHem GOTaTCTB NPUPOANbIX
KOMIOHEHTOR W COBPEMEHHBIX TEXHONOTHA

npowssoacTea

NIHseliKa BUTAMMHHO-IHepreTHIECKAX
HaNMTKOB, BAOXHOBAEHHAR KYNBTYPOW W
PeuenTamK pasHbiX CTPaN

NBOWHAASHEPTMA BN

BUTamHHO-3HEpreTecKIR KO :
0CHOBE Tagy s s mnn i
wssec,  3ABTPAK B OAHO# ByThinke EEN

KaK weroy

ROSE 31
e

R rem—— serfume ofl / Mati
SHEPTHIO GMICTPO W HAROAIO: A3€T <AOAYION

NiuieiiKa BMTaMMHHO-IMepreTHECK X
HaNMTKOB M2 OCHOBE IKCTDAKTOB PACTENWR W
AOAC Pa3HBIX KOHUOB CBETA, YTOBH

wepmo ACPAANHIO TPOTEMNA W -
nOuYBCTBRaTS MEprIO BCero MUpD: e apisspiteshisiant oy
cnyTHUK 50APoro yTPA BB s woseimsy in Lenten
rox, Koropuh sL/a7/s
- obecnewt __Nr Portsr

KoHTPONb ANNETUTA Al

oA niTaTensHOMy

\ 6naronapn
heamentam

QT
e SE AN RN
b1y
R YrpeHHUi BYHKUMOHANEHY] >
DYHKUMOHANLHBI HANHTOK ANA NOAREPMAHNS AN s B
[ismivi——— - ooiase Kose. MpoGyaa - guulle- e

e Pl BUTaMUHHO-3HEPreTUYECKMI KOHLEHTPAT B

Ann
DYHKUHOHANBHBIA HANKTOK AR TEX, KTO
XOHET KOHTPOAMPOBATS anneTuT Ge3

oacHoegTHaH0 | ManeHbKoW ynakoBKe, KOTOpbIi yA06HO
HocuTb ¢ coboit u nobasnate B BOAY, KOraa
HeobXxoAUMO NONYUUTb HANUTOK

DYHKUMOHANBHBI HANKTOK, NOMOTaIOLMIA
MysLe COCPEAOTONMTLR, He Aenan Te6A npn
3TOM CAMWKOM B36YAOPIMENHBIM MM
aKTMBHbIM

DYHKUMONAALHBITE HANWTOK AN NIOREH,
CARARWIHX 33 CBOMM BECOM. CTUMYAMpYET
0Bmen Beulects, CNOCOBCTBYeT OKMTaNMI0
WUPa W HANOAHAET 3A0POBOT IHeprHEl
suTamMHOB

MpoayKT BoinycKkaerca g Gopmare MUHUATIOPHOro GakoHa ¢
yAO06HbIM fO3aTOPOM




[na yTOYHEHNA UAEN Mbl UCNONb30BAJN:

* PeanbHble 0b6pa3Lbl NPOAYKTOB,
CYLLLeCTBYIOLLIME HA PbIHKE

* [lpumepbl TUNOB N AN3ANHOB
YNaKOBOK

* CnNWUCKK NHTPEeanNEeHTOB, KOTOPbIE
Mmornv 6bl BOMTU B COCTaB
NPoOAYyKTOB

Afeliex



B pe3ynbrate uccnenoBaHUsa Mbl NOJYYUN:

‘Functional optimization’ of the body work is related to the need/desire
to perform and get superior results in a very demanding conditions

 bonee rnybokoe NOHUMaHME U
OnucaHue TPEHJ0B B KOHTEKCTE
KaTeropum

* [lpumepsbl peannsaymnu
TPEeHA0B U3 peasibHOM
YXU3HU pecnoHOeHTOoB

e CdopmynmpoBanu DO’s n
DON’Ts ana peannsauum
KaXK[A0ro TpeHaa B pamKax
KaTeropuu




B pe3ynbrate uccieaoBaHUA Mbil:

ChopmynmpoBanaun KoHUeNUnmn

OueHwnnun noteHUMan
OCHOBHbIX Uaeu
HA KAHECTBEHHOM ypoBHe

Mpennoxunnun pedpepeHcol U
HIOaHCbl AN peanm3aumm

Ideas potential summary

Idea name

Relevance

Uniqueness

Brand fit

High Medium Perfect fit to Nature Rush Frequent/regular
High Medium Perfect fit to Nature Rush, Frequent/regular
Adrenalin Rush for less natural
options
High High [for meat Questionable fit to drinks Frequent/regular
* esp. younger audience | variant) producer overall
and females

e Medium High Mew brand from Adrenaline Occasional usage
Rush producer
Medium High New brand from Adrenaline Occaslenal usage
*somewhat higher for Rush producer
party lovers
Medium Medium Nature Rush/Morning Rush Frequent/regular
* semewhat higher for
younger audience
[ T e ——— High For
course/seasonal
usage

XXXX Functional: product expectations

TEXTURE AND APPEARANCE:

Liquid, close to water texture without
additional particles

Transparentor slightly colored (depending on
the function and ingredients

Slightly carbonated

@ sample was too
bit too strong

TASTED SAMPLES REFERENCE; Ef
col d too sweet for the ide

m /herbalaftertaste
While uniqueness/complexity of the flavor fit
expectations

TASTE
Tasty, but relatively neutral (no fantastic taste:
expectations)
Taste linked with the benefit:citrus/invigorating
for Power; herbs, flowers, berries for Dzen; light
(cucumber, aloe}for Slim/Fit; herbal for Beauty
Sweetness depends in the variant (more sweet
for energy-related product and less sweet for
calmingand beauty products)

© Relativelyintensivetaste

INGREDIENTS

Natural plant (herbs, fruits, berries) ingredients
enriched with functionalingredients:

H

k design references (for inspiration)

Design references for inspiration:

Convenient shape
( Y m with sporty caps is
31> pini > expected

Tange Is the must
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