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Providing relevant and actionable insights to
Consumer Package Goods brand owners -

to support long term growth and drive value -
IS our mission. This is what inspires the
Sevendots Growth Series.

After the success of the Brand Penetration and
Brand Purpose studies, we have developed
Category Growth following the same trusted
path: leveraging a plethora of existing literature
and case studies, mining the extensive knowledge of our
senior parthers, engaging major brand owners to capture their
experience and interviewing a global sample of marketers
with the clear objective to provide a well grounded set of key
actionable considerations.

This document is a quick summary of the outcome of the
study and is outlining the 6 key conclusions wed like to add to
the Category Growth debate.

Please contact opportunities@sevendots.com to learn more
about the whole outcome of the project.



Category Growth allows brands to think more long
term, be more appealing for customers and provide
better return to shareholders.

The importance of Category Growth has increased in time,
especially amongst growing brands

Ic;npo::‘ance of Category 540/0
row ° |
47/0 W Growing brands

W Stable/declining brands
38% 35% )
197
9%

More important Same level of Less important
VS 10 years ago importance VS 10 years ago

sevenddts

© Sevendots BV. 2018




Reasons why Category
Growth is important
for future brand
performance
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Category Growth generally provides a much higher and
sustainable payback than simple market share growth and
can reward all the stakeholders.

Category Growth can provide financial leverage and better
innovation opportunities

Necessary to sustain
revenue growth

Is more profitable than
Increasing share

Provides room for
better innovation

Helps better leveraging
brand assets
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Importance of strategies
for Category Growth
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There is an evolving path in the way Category Growth has
developed over time which requires continuous adaptation
and fresh thinking. This is nhormally a long-term game versus
what companies are now used to.

A progressive shift in the way categories grow

Develop new consumption occasions/need states

Reinforce category equity

Stretch or blur the category

Premiumization

Product innovation

Enhanced distribution

Increased SOV/communication spend

Price reduction/promotion (drive affordability)

Increased pack sizes (drive volume)
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Within the changing context of Category Growth, the role of
“how to define the category” becomes pivotal.

Looking at the category with a broader perspective, breaking
with past behavior, is the first step to enable growth.

Most marketers feel it is essential to properly define a
category
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What is considered most
important for the brand
you are working on?
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The idea that you have to choose between share growth

or Category Growth is a misconception and they should be
seen as complementary paths. Companies that consistently
work on both experience a stronger growth.

Most marketers feel the focus should be on both brand
share and Category Growth

Brand share growth Both equally Category share growth
important



If Category Growth was traditionally driven by the leaders,
we how see many examples of growth coming from small
players. They seem to utilize their size and agility to better
collect and deploy new assets that can push the category
boundaries. Big companies should review their way of
operating regaining the lead.

Category leaders are supposed to lead Category Growth...

65%

Brands that should Category leading brands
focus the most on

Category Growth All brands

Emerging brands

Challenger brands

No brands at all
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Growth can be found in lateral thinking. A category can be
much more than the sum of the products. There is the need
to look at how grouping products and services can better
relate to broader human needs and at how products can
become more intelligent and connected.
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What did we base
these insights on?

A detailed search and review of all relevant information sources and
cases about Category Growth from academics, consulting firms and
practitioners

An internal survey among 20 Sevendots partners from 10 countries
- with strong experience in brand and general management or in
consulting and consumer research - collecting, structuring and
distilling all their experience on Category Growth

In-depth discussions with 35 senior professionals in large CPG
companies, including Nestle', Heineken, PepsiCo, Colgate, Henkel,
Danone, Coty, Ferrero, Pernod Ricard, J&J, Carlsberg among others,
from functions such as global and regional CMO's and CEO's,
International Marketers and Global CML.

A quantitative survey of 130 marketers and consumer insight
professionals around the globe, all from leading multinational CPG
companies.

And finally, an extensive search and review of case studies
providing vivid support to our findings.
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For a presentation of the
whole outcome of the project
please contact

opportunities@sevendots.com
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