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1. Increase the cider category penetration by

converting cider considerers to drink

2.Deliver greater customer value getting
consumers to buy cider on more occasions

3. Penetrate occasions where non alcohol

dominates

1. New liquid & manufacturing processes
2. New flavours

3. New formats

4. New brands — caution required!!
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« Self managed consumption « Small batch * Move away fmm sweet « Inspired by wine trends
* Low Alcohol « Inspired by Craft Beer * Umami-like ingredients * Michel Jodoin Champagne
* Low Calorie trend + Shiitake mushroom, method Cider made with red-
« Driven by a need to « Provenance and seaweed fleshed Geneva apples

maintain control or ability to authenticity * Herbal »

perform other activities « Interesting labels » Promotes food matching

(e.g. drive, be responsible « Consumer engagement

for kids)




