One framework integrating all Growth Landsca pe

e R S (e s £ (@ e Example from non-alcoholic beverages category US

Landscape to redefine your
relevant market and lay the
foundation for future growth.
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By allowing any combination between
the WHO and the HOW we create a
playground for sourcing growth within
and beyond consumer segments.

=  Brand stretch
Grow your territory by exploring
potential new target groups or new

moments to tap into
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Product portfolio alighment
Uncovering new growth spaces for
distinct positioning across your

brand /product portfolio

Ordinary goodness
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Create more relevancy by crafting :

products and messaging addressing
consumers’ needs in the moments

Upscale targeted activities

Acting beyond segment silos by
understand commonalities across
segments to upscale your targeting
activities (long-term brand building)




