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Accelerate Innovation Amid 
Disruption

Process CultureTrends Strategy



Case study – asking sustaining innovators to 
capitalize in times of disruption

yet2 - 30th Sept 2020

We wanted to check in with you about updates regarding the 
[disruptive new feature] and specifically [solution provider A] that 
you were interested in. Happy to help set up an intro call to dive 
deeper.

Client Lead Product Manager – 1st Oct 2020

We are inundated with NPD launch requests, right now I have 3 
projects, that's not including the [next new product feature] projects 
potentially to go with [Solution Provider B found by yet2], so I will 
have to let this [disruptive opportunity] go. 

If later we come back to this topic, I will reach out to you again.



Our Team
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• Formed in 1999 with original investments from Bayer, DuPont, 
Siemens, Honeywell, P&G, Kimberly-Clark, NTT DoCoMo

• Full range of Open Innovation (“OI”) services including technology 
scouting, vetting, engagement with external opportunities, and 
advising, on behalf of clients

• 50+ annual clients – 90% would recommend yet2 to others within their 
company or in non-competing industries. NPS averaging 72.

• 30+ person team worldwide and 8 global networks of solution 
providers

• Sophisticated targeted scouting methodologies enhanced by an 
established network of over 30,000 start-ups, Fortune 500, research 
groups, and VCs

• Oversee an average of 1-2k introductions and 10-15 deals between 
clients and external solution providers annually

yet2 Overview



*6 months After and Before March 15th 2020

Across all yet2 projects
o Increase: Health, hygiene, Tech, Sustainability
o Decrease: Chemical, Oil & Gas, Energy

When compare each category before and after:
• Health

o 60% increase
o Topics: Wellness, personal care, supplements

• Hygiene
o 75% increase
o Topics: sanitization, home and personal cleaning

products

• Sustainability
o 2x increase
o Topics: Recyclable and biodegradable material

Trends
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Covid drives big shift toward 
Health, Hygiene, Sustainability



Trends Health: What yet2 clients are seeking  

Project Example 1: Enhancing the immune system helps to maintain the quality of life. Seeking 
“immunity-enhancing materials” that are suitable for food and beverage applications. Specifically, 
the material should promote Secretory Immunoglobulin A (s-IgA) production.

Project Example 2: This organization is seeking scientifically backed ingestibles/edibles/food 
supplements or product forms that provide direct or indirect (systemic) oral or skin care benefits. 



Hygiene

A yet2 client is seeking 
ingredients/additives to add to a 
formulation to increase the volume 
of foam generated in use, while not 
affecting its performance.

This organization have identified a 
novel material enabling biodegradable 
sachets, and is seeking large players 
that would be interested as commercial 
users to contribute to cost affordability 
at large scale, create a market for such 
solutions. 

Sustainability



Fast to Market: Broad 
scans to identify 
promising new Covid-
related products 
already commercial, 
followed by anonymous 
inquiries into openness 
to partnering, followed 
by intensive 
introductions / 
evaluations /deals / 
commercial rollouts

Benchmarking, what 
creative tactics are peer 
large-companies 
employing to address 
the Covid disruption 
(and senior 
commitment to 
investing in the insights)

Covid Opportunities 
Early Warning System: 
A yet2 Client proposed 
to get a jump-start on 
their competitors by 
collecting and analyzing 
changes in 
conversations broadly 
across the global 
innovation and 
scientific communities, 
in topic areas relevant 
to the Client

Disruptive Threats to 
our Core: Identify the 
20 adjacent 
technologies/startups 
that could most 
effectively leverage 
Covid disruption to 
threaten our core 
businesses

Additional trend: Covid disruption unleashes a 
flow of Creative Approaches To Open Innovation



Strategy
How to generate sustained 

Innovation?

Examples
• Film Cameras & Polaroid → Digital Cameras → Smartphone
• Automotive: small cars let Honda, Nissan & others get a foothold
• Clorox trashbags prior to PG Forceflex JV

Revenue

Core running

out of steam

Time

Disruption

from below

Step-change

innovation

opportunity

To disrupt or be disrupted?



Innovation Break-thrus presentation, Innovation Roundtable Conference, Copenhagen, Nov 2014
Gina O’Connor, RPI Lally School of Mgt, 

• The Problem: Established companies are greatly challenged in 
attempts to develop breakthrough innovation capabilities

• One-off projects occur sporadically

• Maverick champions, air cover by senior sponsors

• Work against, rather than with the organization

• Breakthroughs require breaking rules

• No learning across projects, people. No systems developed to leverage organization’s assets

• Missed opportunities result

• Lack of systematic approach to managing the variety of skill sets needed

• Four Year average lifespan of internal venturing groups. Why can’t 
companies be ‘ambidextrous’?

Why Step-Change is hard for large-companies



How Step-Change should be different – 3 functions

Identify the 
Opportunities

Incubate Graduate

• “Corporate 
Foresight”

• Trends, needs, 
challenging core 
assumptions

• Creation, 
recognition, 
elaboration

• From opportunity 
to business 
proposition

• Experimentation
• A different kind of 

market learning
• Different business 

models

• Nurture, invest

• Protect from 
existing BUs and 
short-term focus

• Ramp the business



Process Change

Open Innovation (OI) benchmarking
yet2 has just surveyed 6 of the best OI practicing 
companies we know; out of that have been able to 
significantly optimize our advice around OI systems. Of 
the 5 key dimensions we surveyed, here are 2:

• Stakeholder buy-in

• Handling disruptive
• Senior-driven, senior immersion 

• Properly resourced

• Milestone-based

• Assign great talent (some best practices companies 
won’t even start without this)

• External expertise

• Team urgency

• Customer-driven, fail-early, rapid iteration 



Culture

Less-committed Companies Successful OI Companies

Focus/KPIs:

▪ Busy, weeks+ to follow up on leads; premium 

on credit, don’t upset powers that be

▪ “Let’s schedule for 2 weeks”

▪ Premium on speed and momentum 

▪ Bi-weekly updates, timely feedback

▪ “What time can you meet today”

▪ “Who can get the answer quickest”

Closed to new opportunities:
▪ Biased against less than 10x improvements

▪ “We looked at them a while back and they’re 

not of interest.”

▪ “We can solve this ourselves”

▪ “Why didn’t we come up w this?”

Open to opportunities:
▪ What would have to be true for this lead to be 

of interest. 

▪ Wacky ideas for disruptive success;

▪ “What’s new since [xyz] issue you couldn’t 

address last time round?”

▪ “Don’t have data in our format? What data do 

you have?”

Incentives/Participation:

▪ Projects imposed by management

▪ Avoid punishment
▪ Equalize incentives for internally vs externally-

sourced innovation; scouts participate in need 

defining

▪ Promote successful scouts

• Company Culture
• Enable Employees



The Tragedy of the 
Commons

A large diversity of companies see an 
opportunity – sanitizing planes

o UV players
o Sanitizing chemistry players
o CPG wipes players
o Industrial cleaning
o Airline services suppliers

as applied to Business 
Strategy. A cautionary note.
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Thanks!



Innovation in Times of Disruption





• Who are Nomad Foods?

• Approach to Innovation

• “Big Bet” Innovation

Agenda



Nomad Foods is Europe’s Leading Frozen Food Company
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In Western Europe’s

€26B
Savory

Frozen Food Category

€2.3B
Net Revenues

4,800
Company

Employees

3
Consecutive years of

organic revenue growth

13
Primary Countries

Across Western Europe
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€26B
Total Retail Sales Value

Western Europe
Savory Frozen Food

Revenue by Category

Nomad is a significant global  
player with a diverse portfolio



Frozen Food is a  
Category in Growth

2013 2018 2023

€28B
PROJECTED€26B€24B
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Source: Euromonitor

Note: Data reflects Western Europe frozen savory category.



Our Strategy
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Driving Successful Innovations



Clear Guidelines for Innovation
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Areas of

Focus
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‘Fewer. Bigger. Better.’
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Sustainable Eating is
leading to “Flexitarians”

Behaviour Change 

Existing Consumer Trends have

accelerated

Enjoy family meal
time

Eat out less Better awareness of
nutrition

Awareness of
Sustainability

Nearly one third of evening meal  

occasions in the UK are meat free

92% of plant-based meals are eaten by

non-vegans



Green Cuisine – uniquely position in the market

A Great TASTING Product Focused on SUSTAINABILITY

Sourced from sustainable crops

such a pea protein

Consumer taste tests beating  

competition

Short ingredient list low in sat 

fat,  high in fibre, source of

iron

Delivering on NUTRITION





Product & Pack  
Development

Consumer Insights  
& Testing

Sourcing &  
Production

Multi Media  
Communication
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“Outside In” MindsetFuelling our Future Big Bets



• The Frozen Food Category  

is growing

• Innovation is critical to  

winning with consumers

• We’re building a pipeline

to fuel future Big Bets



“To discover better ways of
doing things one must  
question existent methods  
and practices and be  
courageous enough to  
gamble on something new  
or something different

Clarence Birdseye


