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Stream on Demand

https://hubs.la/Q01vlYfg0


“Tired.”



COMING UP…
MMR Product Heroes

The AI Factor

Culture Wars Extra

Impact Makers



“Permacrisis”



“Goblin Mode”



IMPACTS ON BRAND PLANNING
EnvironmentRecession Attention

95% 89% 81%



https://hubs.la/Q01vlYcC0


COST OF RAW MATERIALS



Maintain 
Investment

Invest to protect 
long term health 

of brand

Five to Drive…

Recalibrate 
Value

Revisit what 
value means to 

shoppers

Scenario 
Planning

Be prepared and 
avoid supply 
chain issues

Develop 
Omnichannel

Increase impulsive 
dynamic online & 

in-store

Embrace 
Right Tech
Connect with 

younger 
audiences…



“When people make 
extraordinary claims with 

little or no evidence, we 
can call attention to that.”

Stephen Bonner, U.K Information Commissioner’s Office.
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Join the NOVA Partnership Initiative for free, for the latest tech updates 
and exclusive access to pilot projects in consumer and sensory research.

SIGN UP TODAY



“Our categories seem to be 
growing faster than food 

and food is growing faster 
than non-food.”

Ramon Laguarta, CEO, PepsiCo



“We’re starting to see the 
performance of lipstick 

improve dramatically to 
correlate with the 

cost-of-living crisis.”



IMPACT OF INNOVATION
Top 20 CPGAll CPG Top 5 CPG

8% 14% 19%



THE AI FACTOR
SWEATING THE TECH











THE AI OUTPUT



THE AI OUTPUT



THE AI OUTPUT





THE AI FACTOR
SWEATING THE TECH



PRODUCT 
HERO 2022
Boldly going where no products 
have gone before…



Favorite Day
Non-Dairy
Frozen Desserts

Story: Stores’ Own Strident… 



The Nue Co.
Mind Energy

Story: Fragrance Gets Functional



Degree/Sure/Rexona
Motion Sense Deodorant

Story: Post Pandemic Reset



Oreo
Snickerdoodle Cookies

Story: Brands Bringing Comfort



Isolation Proof
Mushroom Gin

Story: Fungi Finds Fame



Danone Ganmai
Healthy Aging 
Supplementation

Story: Serving Rising Demographic



BOLD CULTR
Next Gen Cream Cheese

Story: Words Really Matter



Clean O2
Carbon Capture Soap

Story: Making Real Difference



Nitro Pepsi
Nitrogen-Infused 
Draft Cola

Story: Heightened Sensory Theatre



Lenor
Outdoorable Fabric 
Conditioner

Story: Landing New Narratives



YOUR ULTIMATE HERO 2022…

Degree/Sure/RexonaFavorite Day The Nue Co. Oreo Snickerdoodle Isolation Proof

Clean O2Danone/Ganmai BOLD CULTR Nitro Pepsi Lenor Outdoorable



LIVE RESULT



TRENDS 
2023/2024
With Charles Banks
Co-Founder

https://thefoodpeople.co.uk/free-download/
https://thefoodpeople.co.uk/free-download/


THE AI FACTOR
SWEATING THE TECH



2 MINUTE REVIEW 

MAKING IMPACT



STREAM THE BOXED SET!

https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0
https://hubs.ly/Q01vlYnJ0


Finding the true spirit of Christmas

      



Stream on Demand

EXTRA

https://hubs.ly/Q01vlYpg0


“The more things 
change, the more 

they stay the same”



WHAT’S 
CHANGING?



WHAT’S CHANGING?

CLIMATE ECONOMY POPULATION



WHAT’S STAYING 
THE SAME?
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OUR RELATIONSHIP WITH FOOD

AD100
Claudia Severa to her Lepidina greetings. On 11 

September, sister, for the day of the celebration of my 
birthday, I give you a warm invitation to make sure 

that you come to us, to make the day more enjoyable 
for me by your arrival. Give my greetings to your 

Cerialis. My Aelius and my little son send him their 
greetings. I shall expect you, sister. Farewell, sister, my 

dearest soul, as I hope to prosper, and hail.



TRADITIONALISTS

CONSCIENTIOUS

PROGRESSIVE 
HEDONISTS

IN CONTROL

42%

34%

12%

11%

O
LD

ER
YO

UN
G

ER

MORE PROGRESSIVE LESS PROGRESSIVE

OUR DIVIDED SOCIETY



21.0%

10.6%

6.4%

4.0%

4.5%

1.6%

2.6%

2.8%

1.4%

3.2%

4.3%

3.3% Gen Z

Millennial

Gen X

Boomer13.1%

7.8%

6.3%

7.0%

.

ConscientiousTraditional Progressive 
Hedonist

In Control

DIVISIONS WITHIN GENERATIONS



32%

40%

40%

43%

14%

9%

12%

11%

9%

10%

7%

6%

4%

7%

5%

6%

5%

3%

3%

5%

3%

4%

4%

7%

7%

4%

3%

4%

3%

FAMILY ACTIVITIES FOOD & DRINK
JOB/ MONEY VACATION EASTER/CHRISTMAS/BIRTHDAY
FRIENDS HEALTH PETS
SCHOOL POSITIVE PERSONAL ACHIEVEMENT

TRADITIONALISTS

CONSCIENTIOUS

PROGRESSIVE 
HEDONISTS

IN CONTROL

Open ended responses to the question “what was the last thing that made you feel really happy?”

BASIC HUMAN MOTIVATIONS



Conscientious

“We can improve our world 
– let’s change it”

Traditionalists

“Life is good – let’s stop 
trying to change it”

Progressive 
Hedonist

“We can 
improve our 
world – but 
let’s have 

fun”

In Control

“Work hard, 
make 

progress”

We all want to enjoy good times with our family, food, fun, the outdoors and progress

WHAT’S THE BEST WAY TO HOLD 
THIS COALITION TOGETHER?



NEW YEAR’S RESOLUTIONS

USE YOUR 
SUPPLY CHAIN 

TO PROTECT 
THE 

ENVIRONMENT

USE YOUR 
HIRING TO 

DRIVE 
DIVERSITY AND 
ACCEPTANCE 

OF DIFFERENCE

STOP ASSUMING 
THAT YOUR 

CONSUMERS 
SHARE 

PROGRESSIVE 
VALUES – MANY 

DON’T

STOP BELIEVING 
THAT GEN Z IS 1 

THING

BUILD BRAND 
STRATEGIES 

THAT ADDRESS 
FUNDAMENTAL 
HUMAN NEEDS



THE AI FACTOR
SWEATING THE TECH



CONSUMER VIDEOS

https://info.mmr-research.com/hubfs/End of Year Show 2022/THE AI FACTOR - VIDEO.mp4


THE AI FACTOR
SWEATING THE TECH



SEASON’S GREETINGS 
FROM THE MMR FAMILY



OUR PRODUCTION TEAM

Camera Op 
Rob Hutchinson

Matt Brook

Producer 
Jeff Clark

Vision Mixer
Dan Brennan

Sound
Ben Adams  



SEASON’S GREETINGS 
FROM THE MMR FAMILY


