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Consumer and Shopper Driven Packaging
Innovation for Snacking Foods

How can packaging drive for difference?
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Win with consumer and shopper in two 5-seconds.
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Kraft China Packaging Vision

 To be the business equal partner with packaging innovation
— Driven by consumer and shopper insights
— Leverage technology platforms

Two 5 seconds for package to delight consumer and shopper
— 1st 5 second is to pick up a package on shelf
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— 2nd 5 second is when consumer use the package
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Packaging makes consumer FEEL good!!!
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For a shopper, it Is always a challenge to
find a product/packaging on shelf




5s is a diagnostic tool, we learn where the issues are
then act to drive conversion

Total Shoppers Entering
PoB Location

Example Only 100

Where do shoppers fall out.....?7

Show

Conversion

Interest

Total Shoppers Purchasing
Category

Total Shoppers Entering the PoB
Location
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A good packaging can change the environment on
shelf in order to change the shopper’s behavior

Behaviour

In order to influence shopper behaviour...
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Environment

...change the environment

Drivers & Principles

Location

Be in a present and
relevant location

Category Merchandising
Make category logical and easy
to shop

Brand Merchandising

Optimise the placement and
impact of our brand

Communication,

Price & Promotion

1 triggers or
address barriers, price and

target promotions

Action

...Mondeléz recommends changes to

Placement
Category location in
store

in aisle,

on shelf

PoB
Communication,

Price & Promotion
in store communications /
shelf, price & promaotions




What does this talk us about
PLACEMENT




Packaging Shelf Stand Out Principles

N.B. In order of Importance

Brands that have a clear Visual Identity are more likely to

1. Visual Identit
v stand out and be seen

o : Control what the people see even if you can’t control how
2.360 Branding pE they see it .
One visual element should support the brand block, a second

22 MR LTI IR AT visual element should identify variant

4. Easy to Access & Pick Up The easier a pack is to access and pick up, the more likely it is
to be bought
Limit the number of visual elements on pack. The more there

5. Number of Visual Elements . !
is, the less the people will see

Direct people to what you want them to see in the order you

6. Message Hierarch
8 Y want them to be seen

7. Proposition Clarity Give a simple description of what the product is

Give one clear reason to buy this product instead of the one
8. Reason to Buy = Y P

next to it on shelf



Display Packaging can play an important
role to attract shopper

Example for solution in plant










Next Gen cup?

Slug in carton with tra Portion pack

Slug pack with tray

Slug pack Bulk pack
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Mini platform Portfolio achieved a big success since July of 2009 which delivery
consumer 1%t 5 second need on shelf

Sweet Pleasure Savory Munching
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Current Mini Cup wins over on uniqueness, while has
Improvement area on ‘suitable for snacks’ and portability

Package Format Comparison

Base on all respondents (n=608)

‘/Unique

Suitable for snacks

Easy to carry
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Tang Spout Packaging Development: Open Innovation with
supplier

Tang Powder Beverage, to improve consumer using feeling, easy opening &
close, provide fabulous shelf attraction.

‘ Kraft R&D and Supplier Open Innovation to develop special Spout bag for

o ,f/\:
@{@ llﬂi @ % I i e Eu

/
Develop unique high barrier metallic film for Tang powder beverage to keep
same product shelf life as aluminum material.

LDPE - Body, sealing layer (with spout part)

Tie layer — Bonds dissimilar resin types

. VMPET - High barrier metallic PET 20
. Tie layer — Bonds dissimilar resin types
e’ . _ inti %o O% s
nternational PET — Surface layer, for printing [§22 @ S @ w




Drive consumption

The launch of New package is most likely to give rise to more
consumption of Tang, in terms of frequency and amount per
time.

i Old package i New package i Implication

Who do the
preparation

1. More frequently
2. More amount per time

BJ Tang new package user-

| am busy, and | feel comfortable that my kid do the preparation by himself, as the
new package is more convenient, no powder will spill out...

And My kid would drink more frequently and more amount per time, if he take
over the preparation, as compared with my habits...
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Drive higher consumer value with innovation on
biscuit packaging

Biscuit 2010 ‘
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Cost ratio: packaging material vs. raw material PM/RM(not in scale)
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Packaging:

To be an equal partner of business!!!



