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We can fast track the brand creation of
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position in Asian snacks?
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The Asian snacking category*
represents a great growth opportunity

17 min 201 min

Inhabitants Inhabitants

€ Hmin | € M M

Asian Snacks Sales Valu4 Asian Snacks Sales Value

1.6 | 0.05

Asian Snack vs Inhabitant Ratigq Asian Snack vs Inhabitant Ratio

v

Potential l] 3rA |

beautifuilives



Mitsuba:
from fancy label to big launch..

+ Existing fancy label had limited
success
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+ Build a brand that works across MITSUBA
European markets

+ Retain the IP protected brand
name
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.In just 5 months
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August m——— September / ——— October j/wssm\ November /==sm\ December
2018 2018 2018 2018 2018

Definemarket Brand Consumer Brandidentity Brandcampaign
opportunity positioning validation Pack design launch ISM 2019
andoffer
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We needed a better EU understanding
around key moments for premium snacking

Apéritif Healthy & Unhealthy All daysnacks
0 a +
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Strategic objective

to develop the Mitsuba brand into a category leading brand that
matches the consumers needs across key European markets
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Developing
positioning
platforms &
opportunity
areas

Gonsumer
feedback

Understanding
the consumer ,

Exploring the '
category codes ‘
® v
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Design thinking approach >> insight led process

1. Scope @ J/

3. Frame

5. Build
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Design thinking approach >> insight led process

Aligned goals and—— (18 days online
5W1H frameworkto @ conversation platform), to take )
understand knows/ 1. Scope I RSSLI RAGS Ayuz LIS

R2y Qi (y26a snacking habits

3. Frame

Define strategic Opportunity
Platforms that provide

Gain cacreative feedback directions for future growth

on the positioning routes
helping to develop a
winning brand positioning

5.Build

Creative workshopsto develop
and visualize distinct
positioning routes
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Team up through Design Thinking
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Midsv-ba

Scope >> 5W1H framework

What are the
attri bUteSthatthese

products are known for?

What are the typOIOgieStha‘[these

products appeal to? Who are your loyalists or
even ambassadors?

People’s needs
and motivations

Category offer
and codes

What are the N EEd S that you
deliver. How do they compare to
the test of the category and
macro market?

What are the Ways in

which these products are
presented to the consumer.

What are the OCCASIONS what are the lOCAtions

when these products are bought where these products are
and consumed? bought and consumed?

16

beautifullives

1. Scope



@ 1. Scope
Scope >> key Insight gaps

5W1Hframework. .Identifyingmoments ..meetingthe needsof
channelsand offer.. targetgroups
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2. Discover

BL*Campfire: 18 days online etnography

Anonline
platform, real
time & real life
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6 Consumer
Challenges

19 Ml ""éu'bd

1. Scope

ASSIGNMENT AREA

1 Who are you Who + What

2 What the category means to you Why

3 Your moments When

4 Shop the category Where + What

S World of Asian foods What + How + When + Where
6 Mitsuba brand How

beautifullives



2. Discover

BL*Campfire set up

3 markets: Germany, France, U.K.

2 phases:

+ Phase 1 exploration Asian snacks

+ Phase 2 evaluation of positioning route

106 BL*Campfireparticipants

Evenly spread mix of

Young 12 pershouseholds | families | empty nesters
+2400unique posts & comments

Rich insights on:

+ Perception & behaviour Asian foods & snacks

+ Brand perception
+ Positioning routes

Ml °"'9|I°b4 2 beautifullives



3

L

1 2 3 4 5 6
Dream Project Consumer Brand Brand Mitsuba
Approach Lessons positioning activation Launch

Midsv-ba beautiful lives



2. Discover

Learning #1.
Positive association Asian Food directly linked to
Aslan snhacks
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(ﬁ 2. Discover

Learning #2.
Appeal Asian snacks based on motivation rather
than demographics

Free / New Possibilities Free | New Possibilities

Exploration
Experience
PP S

\\
/' Pleasurable

yet \ we
Permissable o

Treat
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(ﬁ 2. Discover

Learning #3:
Flavour and crunch together deliver taste
experience
CRUNCH & CRISPIES L SRIRACHA

Safe flavour Trendyand

adventure daringflavours

L 4
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2. Discover

Learning #4:
Modern streetfood Asia
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Learning #5.
Asian snacks in the nutshelf
Instead of world foods aisle
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Dream Project Consumer Brand Brand Mitsuba
Approach Lessons positioning activation Launch
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Positioning platforms:
potential branding routes

Based on the outcome of the studies we
identified 6 different positioning platforms.

+ Each positioning platform lsasedon a certain
needstate and grounded in specifmonsumer
insights

+ From thesesixdifferent platforms,three have
been turned intgoositioning routeswhich
have been tested with consumers

Midsv-ba

Free /| New Possibilities

Taste experience

Discover Asia

Moments Pleasurable

yet \

of

Q 3. Frame

indulgence R
Permissable

Treat

Healthy
Pick me up

Control / Assurance

28
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Each platform as a springboard for future growth

Dacover the nieh lavours,

Discover Asia

tostes and aeomas that the Aslan comtinent has fo

offer. Explare the unique tastes of varous Aion cuisines, such as Jopon, Ching,

f e the
Asiag foo ™o
hige tv, defpereie ong
o

oo g o

Insights

The continent of A¥a I8 home 10 & large
number of &stinct cutsines

Lach culsing, 0.8 Japan, China, Thatand
Vietnam, has a rich colinary tradition
Duscovering new Bavours that arg nate
from diffecont countries Iy exciting
Poople enyoy ravetng through ddferent
Countrie in Asla

People enoy samplng flavours and
tastes froe these diferent countiies
Current ‘Asian Soacks” focus on Asia n
s antirety, andl acu not Country speciic

Thaoda

o anif Vietnom

When ! viut the Ackan
v GOk oF s e
cane fiom a

sy How to

. cresto o tange of snacks that ace an
suthentic representation of a speciic
Cwne ?

. brang out ddforences i Avan Cuisines
whilsl Desng 2 0

form range?

. wpeal 10 peoy osifet

(mew) flavours of Asla
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» Healthy pick me up

Ervoy the Aupn gooaness from our wal Sakusced mnge of Moy oy

ks, amtime, prpvoe
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4. |deate

turned Into concept sketches

- “W”f” A |50
|

Route #
M'aifg. Ul Experiencghe
{ Sl taste
Route #3
_Route #1- Healthypick
DiscovelAsia me up
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5. Build

Co-create routes In BL*Campfire
high end stimulus materials

8 Commentaires

¥ WimB a écritil y a 7 jours E
v
?_‘ Elodie, bonjour et bienvenue. C'est trés bon d'avoir quelqu'un avec un grain de folie dans notre
communauté.
Moi, c'est Wim, et je serai votre modérateur pendant les semaines qui viennent.
Je suis né a Bruxelles ['habite 8 Amsterdam et je travaille un peu partout en France, Hollande et Belgique.
2 petites questions : serait-il possible de télécharger une photo de vous. Je ferai la méme chose plus tard

aujourd'hui.
Supe r - z e Et puis une questions par rapport aux marques que vous utilisez : y-a-t'il des marques préférées dans le
domaine des encas pour vous? Lesquelles et pourquoi?
SnaCK ln . Merci et 3 bientét

Elodiep a écritil y a 6 jours m

Jutilise énormément la marque Vico pour leur Curly qui pour moi est un incontournable des encas salé.
Leur godt ainsi que leur texture croustillante me donne entiére satisfaction, jamais de déception en les
dégustant. Il y a aussi les Pringles qui me permet de varier les plaisir selon mon envie du moment.
Merci

WimB a écritil y a 6 jours

Elodie, mercil Si je comprends bien, le goGt ainsi que la texture font la qualité d'un encas? Seulement
pour les snacks salés ou aussi pour les sucrés?

Elodiep a écritil y a 6 jours m

Exactement pour moi le goit et la texture dans I'encas joue beaucoup sur la qualité, Pour ce qui estdu
sucré c'est 3 peu prés pareil, peu étre un peu moins exigeante vu les multiples choix qui nous sont
proposés. Mais le golt restera ma principale exigence.

WimB a écricil y a 6 jours

Ok, c'est logique. Mais est-ce que cela implique aussi que vous faites moins attention a ce que vous
achetez dans le rayon sucré?

R f E Elodiep a écritil y a 6 jours m
O u te 1 I 2 O u te # 2 RO u te #3 Non je ne fais pas pour autant moins attention a ce que j'achéte. Je surveille quand méme la qualité de
’ ces produits.
p ea t yp C chris a écritil y a 4 jours X
taS te m e u p En regardant les images, je em dis que j'ai aussi oublié de citer apérifruits !. j'en consomem aussi
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é to the final brand positioning T s o

! Fun
L =
Explore& :
Digcover Exploration & Moments together
Experience
Intense Taste of
Asia
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Mi t s ubbaad@usrpose: Join the vibe of Asia!

Midsvba

In aworld wherepeopletendto
stickto their culturalzones,
Mitsubainspirespeopleto
exploreandtry newthings.
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Translating the brand essence into our pay off..

Midsvba

Extraordinary -

Beyond the average Inspired -e x pl or er 0s
| perspective from outside Asia

Extraorélinar;snacke’.nspiréd

Intense - Asian - taste -
authentic modern, with full flavours and
flavours streetfood crispy textures
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Brand positioning Is split into 3 building blocks

MENE
Taste ofAsia

1. CRISPY TEXTUR S : _ 3. ASIAN HERITAGE

beautifullives



..visualized into the brand design..

N
) Spots represent

' T SRR "'
Paperlook .‘ | 2 L et 1 the shapes of the
backgrounc! conveys \ s product
craftmanship 4 , | nH N i

-~

Logo is prominently

\ .
featured on pack ) Explosion full

e o

i % flavour & shows
the inner
product

Clear product
segment & brush

strokes Signals heritage

and exploring

Clear product
recognition
& Asian flavours
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..and the final product range.
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