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_ Si buscas resultados distintos, no hagas
o siempre lo mismo.
Albert Einstein
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La innovacion es muy importante PERO ........

Las innovaciones
decrecen un 6,3%
por ano.

El 75,2% de las
iInnovaciones no
sobreviven al
tercer ano.




NPD por tipo (mas envases nuevos, menos
variedad y menos productos nuevos)
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Aunque el capitalismo es un
“vendaval perenne de destruccion
creativa”, la innovacion constituye
el eje principal del progreso

economico, al dar a nuevas
empresas la oportunidad de
desplazar a empresas asentadas, al
tiempo, que las condenaria al
fracaso, a menos que continuaran
innovando.




Mitos vs realidades en innovacion

Mitos

Las ideas son el motor de la
innovacion

Un buen proceso genera todas las
innovaciones requeridas

La innovacion nos llevard a la
prosperidad

Un buen método de evaluacion
filtrara todas las ideas buenas (y
Realidades malas)

Hay millones de ideas brillantes que Las empresas con iniciativas tienen

desconoces mas éxito a largo plazo

Liderazgo + Cultura + Procesos: “Unoy
trino”

Desarrolla la disciplina de alimentar las
ideas

Analiza las oportunidades
objetivamente. Crece cuando estés listo

Evalta las ideas con amplitud de mente

Busca el equilibrio de comportamientos:
la iniciativa no siempre es la mejor
estrategia




THE CLASSIC BESTSELLER

THE

F(‘;‘ Innovator’s

Dilemma
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CLAYTON M. CHRISTENSEN

Clayton Christensen

Harvard Business School

Una innovacion disruptiva es
la clase de innovacion que se
produce cuando un
innovador lanza a un
mercado una innovacion
sencilla, conveniente,
accesible y asequible, que

transforma por completo
una industria y genera otra
totalmente nueva a traveés
de una propuesta de valor
alternativa bien
diferenciada.




Innovacion sostenible vs innovacion
disruptiva

DEMASIADO

Buena Simple

INNOVACION DISRUPTIVA
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Cara Barata

Inconveniente Conveniente
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The Economist explains

Explaining the world, daily
Q ils

Previous = Mext  Latest The Economist explains All latest updates

The Economist explains

What disruptive innovation means

Jan 25th 2015, 2350 BY AW

Disrupfive Technologies:
Catching the Wave

by Joseph L. Bower and Clayton M. Christensen




The Disruptive Innovation Model

This diagram contrasts product performance trajectories (the red lines showing how products or services
improve over time) with customer demand trajectories (the blue lines showing customers’ willingness

to pay for performance). As incumbent companies introduce higher-quality products or services

(upper red line) to satisfy the high end of the market (where profitability is highest), they overshoot

the needs of low-end customers and many mainstream customers. This leaves an opening for entrants

to find footholds in the less-profitable segments that incumbents are neglecting. Entrants on a

disruptive trajectory (lower red line) improve the performance of their offerings and move upmarket
(where profitability is highest for them, too) and challenge the dominance of the incumbents.
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SOURCE CLAYTON M. CHRISTENSEN, MICHAEL RAYNOR, AND RORY MCDONALD
FROM “WHAT IS DISRUPTIVE INNOVATION?” DECEMBER 2015 © HBR.ORG



Algunos ejemplos de fallos en el
lanzamiento de alimentos
innovadores



Market Share Captured by Top 3 Brands
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Dénde innovar? (éxitos vs basicos)

Chocolate Candy
A | Baby Food

Savory Cookies & Crackers

Sweet Cookies & Crackers
RTE Cereal X X Soup

Snack Bars A\ Yogurt

Brand Blockbusters

Butter & Margarine

Sweet Spreads

) [ Pasta, Rice & Noodles
Brand Profusion
Desserts
Table Sauces Ice Cream
&
Cheese
Bread & Bread Products Cooking & Edible Oils
Cooking Sauces Processed Meat | Sweet Bakery
Processed Fish
Milk
Commodities
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¢Qué considerar en las corrientes
subterraneas que mueven la industria?

Health, wellness, <
and responsibility * The new
consumer

" as the new basis of ]
consumer segmen brand loyalty

o 4 Unfulfilled economic 4=====: Greater income ===

consumer recovery for core bifurcation
confidence

equation”

o

Continued growth

Middle class struggling to Continued growth of health =
of the dollar store r-un

regain pre-recession footing and natural retailers

and discount G\
rocery channels
9 y J g “Ethical” and niche brands
Shift toward customized > taking market share

and personalized products

< Fragmentation of taste
Personalized, targeted ....p. and preferences
IE Ly experlepces Extreme climate events and

+ %. disruptions in product supply
Increased influence
of digital on

Pervasive in-store purchases

— > digitization of the New busi del it ori < Nataral
arriers == ew business models, commodity price ==«  Natura
to entry path to purChase including subscription volatility resource
collapsed and direct-to-consumer shortages

delivery (e.g., water)

Continued resource
shortages and

Graphic: Deloitte University Press | DUPress.com
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Cuando nos empeiiamos en considerar mercado lo
que es un nicho: Ventas de Promise y Danaten en
Europa

“@®=Promise
&¥:Danaten

2007 2008 2009 2010 2011
nielsen



Yoplait Essence. Sobre-estimar el
mercado. Ventas vs A&P (mE)
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Sirco. No vas a vender porque tengas un
“claim”

ailllLdal

Helps to Maintain a Helps to Maintain a

Healthy Heart Healthy Heart
and Benefits Circulation and Benefits Circulation
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Es mas, puedes vender mucho sin claim (si
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Danone Essensis. A veces lo obvio no lo es
tanto

@ssensis’

mejora la barrera cutdnea, esen@idlpara la salud de la piel
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Horizon DHA. Si no sabe bien no se vende

DHA TO GO!




Promise Activ. Cuidado con las promesas
excesivas




Miiller Vitality: Demasiadas promesas no
funcionan. E

80
70

20

10

Pre +Probiotic

volucion de ventas (mE)

Vltall

UJ

‘Whar's more, TNS stagisties show char sales

ML
Labelling on a 6-pack of Vitality dally dose drinks purchased from a UK retailer
by NNE includes the statements:

Pre & Probiotic:

« Can help fo maintain a healthy digestive sysiem
+ Conbins te 'good” problotic bactaris La-5 gnd B

of functional drinking yoghures have fallen

+ Conbins prebiotics wiich act as a food for jgood” probiotic bactenia
+ A hectic iifestyle, poor diet, alcohol or antiblotics may disturb your balance
of pood”and 'bed” bacleria
Omega 3
+ Omega 3 supplementation suppors brain function
» Omaga 3 can help b mainkin a healthy hear (as part-of 2 haalihy

Low Fat Yogurt Drnk

lifestyle and balanced dief)

+ The average UK diet contains only 50% of the omega 3 required (COMA
report on Diet and Heart Disease)

= Every bottle of Mofler Vitalily conlains 75mg of omega 3 (EPA and DHA)

A bottom-of-pack statement reads:

“Research fias shown [al 2 of 1he Preniotic inai each day can el 1o el
& heaithy digesive system as part of 2 healthy dief and ifestyle. One pot of Moller
Wtalty contains 1g of the prebiotic inufin, 20% of this amount.

that Vitaiity was re-launched with 3 new "3 in one™
logo because the previous omeza-3 based message
“wasn't gecting through”.

2007 2008 2009 2010 2011

2012 2013 2014

2015




Copiar casi nunca es bueno. Jalea Vital

2009 2010 2011 2012



Un buen concepto no perdura para
siempre: Naturlinea
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Ejemplos practicos de
innovaciones disruptivas



Cambiode

LA INNOVACION DISRUPTIVA, ADEMAS DE SER EL MOTOR DEL CRECIMIENTO DE LARGO
PLAZO, ES UNA PLATAFORMA DE LANZAMIENTO A NUEVOS MERCADOS Y LA FORMULA
PARA CREAR SEGMENTOS DE CONSUMO ORIGINALES. PERO PONERLA EN MARCHA
EXIGE UNA MENTALIDAD DENEGOCIOS COMPLETAMENTE NUEVA, OTRA FORMA
DEMIRARALOSCLIENTES,YENTENDER LAS TAREAS QUE LOS PRODUCTOS
YSERVICIOS DEBEN REALIZAR PARA ELLOS.



THE IMPORTANCE OF INNOVATION TO A CATEGORY VS. PAST YEAR CATEGORY PERFORMANCE

MANY OF THE CATEGORIES
SHOWN ARE REPRESENTED
IN OUR LIST OF WINNERS,
WHICH UNDERLINES THAT

% BREAKTHROUGH SUCCESS IS
T WITHIN REACH OF ANY BRAND
oY IN ANY CIRCUMSTANCE.
g § AIR FRESHENERS
35
g
Ok
i CHOC CONFECT
: 2 HAIR CARE ICE CREAM
25 LAUNDRY DET HH CLEANERS YOGURT
e BISCUITS DENTAL CARE COFFEE
g JUIcEs PETFOOD CAT CEREAL SPORTS DRINKS
AND DOG
BEER ~ SOFTDRINK MIN WA

.
-8.0% -4.0% 0.0% 4.0% 8.0%

VALUE % GROWTH OF CATEGORY 2013 VS. PRIOR YEAR



Las primeras innovaciones disruptivas casi

olvidadas: Alimentos funcionales

EDITORITIAL

Apri 2008

‘Disruptive innovation’ is the
driver of functional food success

Tanovasion’ iz pessbly one of dhe mest sver-
wsed words in dse food and beverags induse,
often applied t 2 wide range of produce ideas
thar are liete more than incremenal changes
te exiseng produce concepe. A company’s
quest for industry-changing innovation can.
imvolve as much il and sorife as thar of the
Enighe: of the Rownd Table for the Holy
Grail — and i almost abways a2 Fuidess.

Back in 1955 2 Harvard Busines: Schocl

researcher Clayton M. Chriswnsen came up
with the comcepe of “dizrspeive innovaten®,
2 conceps which can be said m have bad 2
‘profound impact on the busines: of food and
‘ealch over the last wo decades

Disraptive innovasion, zay: C

tonzen,
is a product that evernuras the exisdag sans
que in 2 marker Disnupdve innovadons are
broadly classified int two fypes

- Aloweend inmovador, which i aimed at
‘mainsream consamers whe wers ipnored
by exablithed comparses.

* A nev-marker disrapeion, whick arges
conzumaers who have needs that are noe
being sered

Te' tae zecond of hese dhacs most
applicable 2 iznovason in funcdomal faods.
New-marker disruption occurs, Chrisrensen
say=, when companie: crease new markes
and ic cam be soem dhat in Fancdomal foods (o
Bealdh szhancing foods, or whamver erm yon
‘prefier it s produces thar creas mew markers
tha are the mos enduringly muccessfil In
partculas, it i producs: diat are comaplosly
mew and unknown e the consamer, which
create new caregories by crearing new
demand thar didn’s previously exist, which
emjoy the greares: meces.

Christensen adds that even when frms
recogmize the exisence of a disrupdve
innovasen diey are relucant to ke
advaneage of i, sines e weuld invlve
incroducing a product competing wid: deir
existing (and often proficabie) approach 1o the
‘markee The resource allocarion proceszes of
existing players encourage: dhem oo allacaz
thei ofores where they can masdmize sxisdag.
‘profics and minimise risk o the exising
‘nusines: — bence an inmovason thar could be
dizrupdve iz ome dey will aheays sy sway
From. As a resule dhas leaves dae Seld open o

Bew enmrancs o the markes who can, if dey
are dllfiel enough, bury the exising players
with a disruptive smamgy

IGNORING DISRUPTIVE INNOVATION IS
NOT A STRATEGY

Chriszenzen says exmblithed plavers can see
thaze changes coming but are zeemingly
umable 1 do amything ahour it Yoplait

in North America, for cxample, has been
fully ware for years of dhe muccess of
probicde dairy around die world and et
considerabie time reulling over whether it
should Lmeh probiosc dairy produes in

itz home marker. It did noc. Then Danone
arrived with Acchvia — and within oro years

it had disrupred Yoplaics smamegy; forcing
“Yoplait into the positon of a probiotic me-
t90 and displacing it from e Ne.l dot in the
US yoghure marke:. We fnd it bard to believe
thar Yoplaic vwill ever regain dhar posidion,

zo thorough has been the disrupdon to the
‘markes cased by Ackvia fwitich kar soared
2 over $250 million (€160 million) in recail
salks in just owo years)

An example of disrepsve innovadon at
iz= ezt can be found en the front pags of
s fzzme of New Nurition Business, vehiere we
repore the US Inunch of Verb: GoodBaly,

acs being masrminded by 3 wam das
Jmows all about how t disrape dhe smams qua.

Entreprencur Serve Demos, whose
company New Foods is markedng GoodBely,
mmade his maree by creating the soy milk
carsgory in dhe US, and growing his Silk soy
milk brand inco dse world’s bigpest orgamic
brand. One of the many disruptive things be
did was to ransforen soy milk from being an
unappealing produce on the cpen thelf, fonmd
culy in healdh food stores, alking primarily o
a miche of peaple with allergies, o a chilled
produce zcid in a regular milk-orpe carcon,
merchandiced alomgzide cow's milk in most
supermaricers.

Having made his formne with one
disrupeive imnovasior, Demos belisves he
baz faseened om anoshes The ProViva brand
of probictic fruic juice was a disrupdve
imnovarion when it was irst launched in
Svreden in 1004, offering all dhe boneies of
probicdis and of uic wichousany of the
megadves of dairy: Ic has growa m be 2 mas-
‘marker brand in Sweden, wich recadl
of €52 million ($81 milion) in 2007 - up
35% cn 2006. Bearing in mind dac Sweden
has a populadon of jas 9.1 million, wers
GocdBelly o achicve a similar degres of
pencmation in die US market it would be 2
$2.5 billien (€16 billien) brand.

Demos firured oue this opporaminy
for himeself He and his teare had enough
experience and insight to know daac there
iz me peint in anyone now launching a new
‘probicc dairy product. That markec is

A disrupeive innowation that will creace a new cutegory debuts in America.

NEW NUTRITION BUSINESS

www.new-nutrition.com

Armi. 2008

EDITORTAL

already exablished and well guarded. They
chose insmad o creats 2 new camgory.

An ardcle publizhed lase year in che
Harvard Busines: Review, diled “Serawgies oo
Crack Well Guarded Markees”, uderscares
the importance of new catgory creaton.

Suceessfil new markst cnrants, zay the
anchors Bryce and Dyer, “don’t engage in
fromeal arracks, becanse markee leaders ... will
soop dhem in their eracks with price wars, ad
blicres . and other reniarory mctics®. One
of the examples they give i 2 comparisen
of the perfarmance of Red Bull with Virgin
Cala. The latter zazed 2 head om azmaule
cm e US cala marke: - 2 seronghold held
by Coke and Pepsi — with ad blimes and
comparable pricing but never secured mors
than 1% of char marise.

Fed Bull, on the orher hand, encered the
S with a nicke produce, in innovacve and
entircly new packaging, priced at cwice the
price of amy regalar soft drink and dismibuted
a2 firzt) exly darough bars and comemience
seore:. The compary did noc ue adverdsing
bliczes, and nsead relied inidally on
sampling The reward for this uncomventional
approach was thar Red Bull was able o creare
a new camgory and 2 loyal following fom
which 1o move into the mainsoream and build
a brand with over $700 millicn (8520 million)
in US reail salez — a 65% market dhare of e
energy drink caregory —just § years afier is

The worlds first probiotic juice. A disrupsive
innovation and a mass-market success the brand
is seill growing at 35% per annum |4 years afer it
waz hunched

NEW

launch. Tr reqins the largest marker share o
his day

Demoes has the advanage of deploying 2
proven businesz modsl for a disrupdve
innovarion — with e same ceam dhat buile
Silk— thas will ensure daat GoodBelly
becomez a success, and i will breome the
largest probiodc juice brand, wich all oders
who follow et to be undifferenaced me-t

Escabilizhed juice players such az PepsiCo's
Malted and Tropicans brands and Coca-
Cala’s Minuse Maid and Gdwalla brands will
mot be ablk o compes — becanse altiough
they veill have wasched dhis innmarion
comming and known of is posdbiliies fom is
success in Sweden, they chose m do nodking
unel it was o late — just as Chriswnsen
forecast. nstead, a new company
Foods) is enrering the marier with a new
‘brand (GoodBelly) that will disrupe the srars
guo and creadng a new camgory; which it will
ihen proceed w dominar

In Eurepe the mecesz of ProViva has been
widely known for year: — 5o de failare of
any of the exizring probiodc dairy players,
o jurice companies, to adepr dris disrupdve
stramgy i all the more siking. Now there’s
an oqual chance tar someone new will encer
the mariser and do 50 moom, with the splach
GoodBelly is currendy making in dae US.

Téexe

DISRUPTIVE STRATEGY ALL ALONG THE
SUPPLY CHAIN

Wiile we have zo far nlled only about
s worth remembering haric

was science and rechnology thar made the
disrupcive imnovadon of probiods juice a
‘peasbili:

Brobi AB, the Swedish science-based
coxapany that is dhe supplier of the acdve
ingredient in boch GoodBelly and ProViva.
che probiodc baceria I planiznm 269
iz the seedbed fram which chi pardeular
disrupeive mnovation has sprung. Probi first
isolased itz bacreria, which & rars in being 2
‘Bon-dairy, plant sourced probiode, back in
the carly 1990z and worked in collaboradon
with ics Jocal Swedish parmer — Skhne Dairy
- to crease ProViva juice. Probi bas since
then been working doggedly 1o widen and
dcepen the sciendific research inea [ slonsmon
209 and o commercialize the concope more
widel; wich ProViva as the saccess model

Brobi’s founder, serial enmeprencur Kaj
Vareman, who was incerviewed by AVE back
in 1995, undersands very well the key @
success dhat so many scisnce-based busineszes
eveslook — chac inmovadion ka: noding @ da

with the mumber of pasns you have; e
successful commercialisaton of ivendon ix
all thac counss. And in 2 faod and beverage
‘marker dominared by me-toos, the Best
epporcumicy dhat a scienes bazed ingredient
company can give i parmers & noc an
ingredient chas will rezule in am ncremenally
difforent produer that logks file all the oders
on the thelf, bue an ingrodient that offers the
opportunicy for disrupeive, new camgory-
creating iemovasion.

INNOVATION IN THE DNA

Callectively, food and beverage companics
sped chousands of houss and millian:

of dollars on consulane in an anempt

o creas innovadions. Such imvesmnent is
largely wasced. Too often much processes
‘produce me-mos thar seem innovatve o
their creacors but ares’t innovadve in te
eves of dhe comsumes, nor do dhey improve
the conmumers’ ez, or crea a zew
ceamumpdon occasion.

Tnnovasion is abour peaple. Vou cannac
malke a group of managers innovadne.
Innovarion i in che DINA, it cannoc be
creamed by rystems or mposed on people who
don'e have dhe kills or apmde.

Mamy of e great enmeprencuss of
cur induzey are peopls who would bave
mever been heard of kad shey sraped in

Silk was 3 dsrupsive innovanon that created 3 new
category and became the worlds biggest organic
brand.

NUTRITION BUSINESS




Las primeras innovaciones disruptivas casi
olvidadas: “Clean labels”

What |S NGREDENTS  engredea
Clean Label?

A primer for suppliers and manufacturers

Are Consumers Aware of the Term “Clean Label”

(o)

4%

Heard but minimal/
no impact

47%

Never Heard

32%-
Heard but do
not understand

o/ .
17%
Heard and consider/
influenced

tion Business Journal survey, 2014




Las primeras innovaciones disruptivas casi
olvidadas: Avales de confianza
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Las primeras innovaciones disruptivas casi
olvidadas: Adaptacion al nuevo modelo familiar

MARKS &
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Las primeras innovaciones disruptivas casi
olvidadas: Alimentos “respirables”

ChocolateRaspberry

Chocolate
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Las primeras innovaciones disruptivas casi
olvidadas: “Gastronomia molecular”
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Las primeras innovaciones disruptivas casi
olvidadas: Reduccion de desperdicios
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Las primeras innovaciones disruptivas casi
olvidadas: HPP

Cold pressed/high pressure processing breathes life into the juice market

% of global juice drink introductions that
include HPP or cold pressed references
in the description, 2010 - 14




Las primeras innovaciones disruptivas casi
olvidadas: Innovaciones revolucionarias

‘Breakthrough innovation' sees PepsiCo
launch Tropicana juices with tea

By Ben Bouckley |, 24-Apr-2012
Last updated on 25-Apr-2012 at 17:06 GMT

Related tags: Tropicana, Trop50, PepsiCo

PepsiCo brand Tropicana has launched two new US Trop50 varieties, including an
innovative juice with tea mix and a red orange juice with 50% less sugar and calories.



Innovaciones disruptivas de “bajo nivel”




Innovaciones disruptivas de “nuevo
mercado”
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Innovaciones disruptivas de “nuevo
mercado”




Innovaciones disruptivas de “nuevo
mercado”

CHIPOTLE]

L Owese Quesadils 125
Nty rased gried chicken, PINTO* OR BLACK BEANS
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Innovaciones disruptivas de “nuevo
mercado”




Innovaciones disruptivas de “nuevo
mercado”

for business.

They’ve got "

b lglm Yession

written all over them.

Since business is all abou refationships, MY M&M'S® gives you a whole new way to corinect with clients, employess and
custemers. Yoi can print your logo on your company’ Vit custom message ~ perfect for any cocasion.
S0 go to myrams.com/businessd3 now, and make an impression that will last long after the candy's gone.

o .
Order MY M&VI’S® for your business today!

ONLY ONLINE!
Go to mymms.com/business33




Innovaciones disruptivas de “nueva
ciencia aplicada”
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Innovaciones disruptivas de “nuevos free-
from”
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La evolucidn de los “Fructose-friendly”
para reducir sintomas de IBS
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Innovaciones disruptivas de “busqueda de
huevos consumidores”
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Innovaciones disruptivas de “busqueda de
huevos consumidores”
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Innovaciones disruptivas de

“snackificacion”

IRI: Portable nutrition, other ‘targeted’
innovation driving F&B brands, product
launches

By Maggie Hennessy , 28-Mar-2014
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Related tags: Top new products, IRI, Greek yogurt, Healthy snacks, Clean label

Top brands and new product launches are reaching increasingly segmented consumer
groups through targeted, measured innovation, according to market research firm IRI
Inc., which released its “New Product Pacesetters” and “Growth Leaders in CPGs” survey
results this month.



Innovaciones disruptivas de “busqueda de
huevas ocasiones”

Choco Supreme




Innovaciones disruptivas de “demandas
no atendidas”

Coca-Cola: ‘A third of beverage industry
growth could come from disruptive
brands in categories that do not exist
today’

By Elaine WATSON |, 26-Mar-2013 1 comment
Last updated on 26-Mar-2013 at 13:47 GMT




Innovaciones disruptivas de “super-
nutricion para el trabajo”




Innovaciones disruptivas de “busqueda de
nhuevas texturas”
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Innovaciones disruptivas de “busqueda de
nhuevos sabores”
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Innovaciones disruptivas de “busqueda de
conceptos mas accesibles”




Innovaciones disruptivas de “bondad
inherente”
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Innovaciones disruptivas de “Super-
alimentos”




Innovaciones disruptivas para “ocupar
mas parte del momento de uso”
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Innovaciones disruptivas de “busqueda de
conceptos mas naturales”

Honest Tea co-founder Seth Goldman on
disruptive innovation: We can take the
Honest brand beyond the beverages aisle

Q

By Elaine Watson+
18-Jun-2014
Lastupdated on 11-Jul-2014 at 0026 GMT
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Innovaciones disruptivas de “busqueda de
conceptos mas naturales”

Diamond Food’s expands healthy, natural
shack offerings under Kettle and nut

brands

By Elizabeth Crawford
10-Jun-2015
Last updated on 10-Jun-2015 at 14:18 GMT

BRAND

POTATO CHIPS
Wy

/) Bl
JALAPENC

aste...nat

arall

Related tags: Diamond Food's, Nuts, Protein, Popcorn, Kettle, Pop Secret

Efforts by Emerald Premium Snack- and Kettle brand chip-maker Diamond Food’s Inc. to
meet consumer demand for healthy, natural and convenient snacks are paying off with
sales climbing 2.5% to $662.4 million in the first three-quarters of the year, company
executives report.




Innovaciones disruptivas de “envases que
transmiten innovacion”
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Innovaciones disruptivas de ‘
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http://www.innovadatabase.com/search/displayimage.rails?productId=1130912&type=large&guid=E61B8247-3BFC-4F58-B4DD-AC2E3C3522BC

Innovaciones disruptivas para “transformar
complementos en alimentos”
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Innovaciones disruptivas en marketing (la
42 jdea mas disruptiva del mundo)




Innovaciones disruptivas en marketing
(Salud para cereales de desayuno)
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Innovaciones disruptivas en marketing
(Indulgencia)
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Disrupciones en “modelos de negocio”:
BOP
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Disrupciones Futuras: Carne en
laboratorio

Di\'fersifying diets in developing countries include more
meat.

Kilocalories per capita/day

3000
] B Other CRUELTY
I Pulses FREE!
2000 [ Roots and tubers

Meat
Sugar

- - Vegetable oils
oo | [
B Other cereals

Wheat

Rice

1964 - 66 1997 - 99 2030

Source: FAO 2003; based on a chart drawn by Hugo Ahlenius, Nordpil, http://
maps.grida.no/go/graphic/dietary-change-in-developing-countries-19464-2030




Disrupciones Futuras: Envases inteligentes

S —— —

Incidence of most food-borne illnesses is declining,
but public anxiety is not.

2.0
s \fiDrio
— Salmonella
E. coli O157
= Campylobacter
1.5 Listeria
1.0
0.5 I I I I I
1996-1998 2000 2002 2004 2006 2008

Source: "Foodborne Diseases Active Surveillance Network,
United States,” New York Times




Disrupciones Futuras: Nuevos sistemas de
liberacion
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Disrupciones Futuras: Llegaremos a comer
insectos?




Disrupciones Futuras: Comeremos algas?
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LD QUE HAY QUE VER »
'Kombucha’, la extrana bebida a base de bacterias
que conquista Los Angeles

Este te fermentado tiene pinta de mejunje intragable pero es el nuevo cbjeto
de deseo para los 'hipster’ de la costa Oeste. Dicen gue cura enfermedades,
perco no es barato. .. jCuanto tardara en llegar a Espana®?

ROCIO MESA

En Orsa & Winston (Los Angeles) experimentan con todo tipo de bebidas fermentadas. / Kristin Linney



Disrupciones Futuras: Nutricion
personalizada

DIET
BY DNA S S ——

Interest in natural and ‘getting back to basics’

has boosted ancient grains and supsrfoods,
fostering a principle that age-old staples are better
than today’s manufactured options. Interest in
historical ingredisnts suggests that people could
make efforts to unlock the keys to their personal
phivsiclogy and design diets by connecting vwith
their owrn ancestry or genetic make-up.
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Disrupciones Futuras: Perfiles

Perfiles nutricionales:
Intencionalidad cientifica versus

impacto real en salud publica

Pais/autoridad

nutricionales

Tipo de
Perfil

Enfogue
utilizado en
el calculo

Cantidad de
referencia

Nutrientes sujetos a un
nivel mMmaximo en Ia
comida

Eurcpa (WHO
Regional Office
Eurcpe. 2015)

Grupos de
AlimenTtos
(n—17)

wvalor umbral
limite

Peso w

wvolumen (no

exceder 100
S L)

Energla, grasa total, AGS,

aztcares totales, azticares

afadidas, sal, edulcorantes
sin calorias

Francia (AFFSA.

Generalizado

Puntuacion

Energia, v

AGS, AGT y azdcares

peso
_ Basado en |WValor umbral | 100 g (peso | Grasa total, sodio y azdcar
Suecia (SNF, 2005) PR - N
erupos limite 2a) afadido
s Basado en | Valor urmibral _
Balgica (NHFP, Z007) Por racien Energia
srupos limite

La ocamdarica v el
Ccarlbe (OPS. 2016)

wvalor umbral
mite

Encraia

Sodio (=1 mg/kcal),

Arucares libres (=10% de

energia)l, cdulcorantes
(cualquicr cantidad), Grasa
total (220%% de energia),
AGS (10% de enargial,
AGT (=126 de encreia)

«
Canada: 2001)

o en

erupos

valor umbral
mite

AGS

usAa (FDA. 2002)

Generalizado

walor umbral
limite

Por racion

Grasa total

(=13 g), AGS (= 4 =),
Coulesterol (=60 mig), Sodio
(=480 mg) por racidén

Mexico (Secretaria
de H. y Crédito
Pablico v SAT, ZO13)

Genceralizado
w basado cn
Brupos

Energia v
peso

Encrgia (=275 kcal/100 g}
Azdcares libres (cualquicr
cantidad en bebidas),

Peru (Presidencia de
la Rep. 2015)

Generalizado

walor umbral

Peso yw
wolumen

AcGoear (2.5 g/100 mil S =5

&/100 g), Sal (=300 mg/100

ml & 100g), Grasa Saturada

(275 g/100 mil & 215 g/100
)

Bolivia (Asamblea
Legislativa
Plurinaclonal. 2015)

Generalizado

walor umbral
]

Le, escala
dc colorcs
(sematoro)

Peso v
wolumoen

Concentracién Baja: AGS
(=1 . 5/100g & U /> g/100
ml), Azdicar afiadida
(=5Sg/100 g S 2.5g/100 mil),
Sodic (S120mg/100g & 100
mi)

Concentracicon Muy Altac
AGS (2102100 & S=/100
mL) Azdcar afiadida (=15
/100g S 7.5g /100 mil),
Sodio Ze0U Me/ 100 g &
1000

Chile (Minsal 2012)

Generalicado

Vvalor umbral
limite

Por porcida

Frneaergia (>700 kcal), Sodio
(=300 mg), Acdcares Lolales
=12g), Grasas (=2 g)

Australla) Nuewva
Zelanda (FSANZ;
zo001)

Generalizado

Valor umbral
limire

Por racidn
(para
productos

Grasa total (< 11 g), SFA (<5
). Sodio (< SO0 m)




Mas alla de la innovacion: Patentes WIPO

Unilever
Toyo
Takara
Suntory
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Nutricia
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Danone
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Ajinomoto
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por empresa innovadora
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¢ Cuanto vale una patente?:
http://www.patentvaluepredictor.com/home.asp?Unique=1013201251011

Pntﬁh'ﬁ.VaIuePruﬁ[ ct

email; =
Log
LOG IN TO YOUR ACCOUNT e

R HOME PAGE
SERVICES
Automated Pabent

Valustions Quick Links; Patent Valustions  Patent Portfolio Valustions — Other Patent Valustions

b Sariple Reports For

Patent Valustions

b Sariple Reports for

Published Applieation ) . . . . . . o .

Valustions Automated Patent Valuations - Patent valuation reports emailed to you seconds after you order, An automated service where you specify 2 patent and then receive our medel's detzrmination of the - - VALUE OF - - the patent, and
the - - SIZE OF THE MARKET - - [in sales per year] protected by the patent,

DESCRIPTION OF SERVICES

Autorsted Patents
Portfolio Valustions

Automated Patent Portfolio Valuation - An automated service where you select which patents to include in 2 valuation repart, optionally by selecting patents by company name, and we value the selectzd patents portfolio, generate

Other Ptent Valustions : ,
a report that lists the total value of all the selected patents, and email you the repert,

b Sample Reparts

POTENTIAL USES OF PATENT AND PATENTS PORTFOLIO VALUATION
MY ACCOUNT

+ ACCOUNTING - ACQUISITIONS AND MERGERS/TAXES

+ TECHNOLOGY/PATENT LICENSING AND SALES

+ COMPANY VALUATIONS
'
[

b LogIn
b Regster
b My Basket

COMPETITIVE BUSINESS INTELLIGENCE
INVESTMENT DECISIONS - COMBARE PATENT AND VALUATIONS

ABOUT AUTOMATED PATENT VALUATIONS

Pantent Value Predictor reparts are hased on patented macrs ecenomic madels for automatically valuing patents, The reports are backed by patent and financial databazes which record the proprietary statistics used to predict the
potentizl market size, and your patent's predicted share of thiz market, Many factors, such as the number of patents in the technelogy area, profit marging, and the GOP, figure into the statistically predicted valuatien,

U.5. PATENT VALUATIONS DATABASE STATUS

For more technical information regarding the statistics and calculations, please review our Publications Library,



http://www.patentvaluepredictor.com/home.asp?Unique=1013201251011

Valor estimado de patentes internacionales en
alimentacion
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éPor qué las empresas lideres no apuestan por la

innovacion disruptiva?

Debido a los bajos margenes de beneficio.

Porque emergen inicialmente en mercados minoritarios.

Sus clientes preferentes no suelen demandarles ese tipo de productos.

No aportan valor a los productos que las empresas consolidadas ya poseen.

La estructura de costes del modelo de innovaciones disruptivas, de la distribucion y
de los canales de ventas no les compensa.

Precisarian capacidades diferentes debido a que deberian redisenar y canalizar los
recursos siguiendo estrategias que no dominan.

Por la incertidumbre inherente a la entrada en nuevos mercados.



Caracteristicas de las innovaciones
disruptivas del nuevo mercado

Tienen que apuntar a clientes que hasta el
momento no habian podido tener acceso a los
bienes y servicios por ser demasiado caros o
complejos.

Deben dirigirse a clientes que deseen productos
simples.

Deben ayudar a los clientes a hacer mas facil y
mas efectivo el uso del producto.




Neuromarketing como
innovacion disruptiva
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"El problema con la
investigacion de
mercado es que la
gente no piensa cOmo
siente, no dice lo que
piensa y no hace lo que
dice”.



é¢Por qué?

Somos mas emocionales de lo que
creemos

No siempre tomamos decisiones

logicas

Casi todo lo que ocurre en nuestra
mente no esta bajo control










Estudios previos: EEG
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Estudios previos: Eye tracking




fMRI — functional Magnetic Resonance
Imaging

Tickling & Laughter Tickling & Inhibition of laughter Voluntary laughter




Facial Emotion Encoding
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33
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Visual Attention

COGNITIVE RESPONSE MEASUREMENT CALIBRATES AND MEASURES THE LEVEL OF EMOTION IN THE HUMAN BRAIN
OF THESE BRANDS PASSED THE C.R.M. TEST3 FAILED AND1 FAILED MESIREABLY




Gut feeling
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Nielsen Buys Innerscope:
Is Neuromarketing
Going Mainstream?

By Ana lorga

The global market research industry is going through a diversification boom, both in its traditional service
offerings and in the introduction of new methodologies and high tech devices to study consumer choice and
behavior. 5ince the emergence of neuromarketing as a research field, some neuromarketing vendors have
proclaimed the death of traditional research and presented their neuro-based tools as a panacea that solved
all their customers’ problems. Traditional research companies, on the other hand, tended to publicly dismiss
neuromarketing’s claims, if they acknowledged them at all, citing the technology’s early stage and a lack of

transparency regarding some of the field’s data analysis processes.
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Why are Doritos the number one snhack
food of all time?



Doritos Commercial & Brain Scan fMRI

In this side-by-side
comparison, the brain is
much more engaged while
watching the Doritos “Live
the Flavor” commercial as
compared to the Emerald
.l Nuts ad featuring Robert
Goulet. (Photo from FKF

DoritOS Emerald Nuts Applied Research)




La empresa del Futuro

Apetito por el
cambio

Innovadora mas alla
de la imaginacidon
del cliente

Genuina, no solo
generosa

Disruptiva por
naturaleza

Integracion global




1. Localizar nuevos clientes identificando nuevos mercados: a) la innovacién disruptiva no
debe tomar en consideracién a los clientes actuales, y b) hay que captar al no consumidor
identificando las necesidades de los futuros clientes que no pueden satisfacer los servicios y
productos existentes debido a su precio o dificultad de uso.

2. En un mercado potencialmente disruptivo, los clientes no pueden ser satisfechos

mediante el modelo hasta ahora dominante.

3. Las reglas del modelo de negocio y del disefo del producto deben orientarse a los nuevos
clientes.

4. Hay que disefar los productos segun las exigencias del nuevo mercado. Es decir, las
necesidades de los nuevos clientes deben dictar el modelo de negocio.

5. El negocio disruptivo debe iniciarse a pequefa escala, sin forzarlo a crecer rapidamente,
ajustandolo progresivamente al modelo de negocio y al disefio del producto.
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