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GENErRAL MiLLs HAD To CHANGE ITs BusiNess MobeL To MAKE NEw YOGURT WITH LESS SUGAR. THIS STRATEGIC SHIFT
REFLECTS THE EVOLVING CONSUMER PREFERENCES FOR HEALTHIER FOODS, PARTICULARLY IN THE DAIRY AND YOGURT SEGMENTS.
AS DIETARY AWARENESS INCREASES AND HEALTH-CONSCIOUS CONSUMERS SEEK PRODUCTS WITH FEWER ADDED SUGARS,
GENERAL MILLS RECOGNIZED THE URGENT NEED TO ADAPT ITS PRODUCT OFFERINGS. THE COMPANY’'S TRANSFORMATION
INVOLVED SIGNIFICANT MODIFICATIONS TO ITS PRODUCTION PROCESSES/ MARKETING STRATEGIES, AND OVERALL BUSINESS MODEL
TO MEET THE DEMAND FOR NUTRITIOUS, LOWER-SUGAR YOGURT OPTIONS. THIS ARTICLE EXPLORES THE REASONS BEHIND THIS
CHANGE, THE STEPS TAKEN BY GENERAL MILLS, AND HOW THIS SHIFT IMPACTS THE COMPANY'S FUTURE IN THE COMPETITIVE
DAIRY MARKET.

UNDERSTANDING THE SHIFT TowARD HEALTHIER YOGURT OPTIONS

CHANGING CONSUMER PREFERENCES AND MARKET TRENDS

OVER THE PAST DECADE, CONSUMERS HAVE BECOME INCREASINGLY AWARE OF THE HEALTH IMPLICATIONS ASSOCIATED WITH
HIGH SUGAR INTAKE. RESEARCH LINKING EXCESS SUGAR CONSUMPTION TO OBESITY, DIABETES, AND CARDIOVASCULAR DISEASE
HAS PROMPTED A SIGNIFICANT SHIFT TOWARD HEALTHIER FOOD CHOICES. AS A RESULT, THE DAIRY INDUSTRY, PARTICULARLY
YOGURT MANUFACTURERS, FACED MOUNTING PRESSURE TO REDUCE SUGAR CONTENT AND PROMOTE PRODUCTS THAT ALIGN
WITH HEALTH AND WELLNESS TRENDS.

KEY FACTORS INFLUENCING THIS CHANGE INCLUDE:

- RISING DEMAND FOR LOW-SUGAR AND SUGAR-FREE PRODUCTS

- INCREASING POPULARITY OF CLEAN-LABEL AND NATURAL INGREDIENTS

- CONSUMER FOCUS ON WEIGHT MANAGEMENT AND BLOOD SUGAR CONTROL

- GROWING INTEREST IN FUNCTIONAL FOODS THAT OFFER ADDED HEALTH BENEFITS

MARKET ResPoNseE AND COMPETITIVE LANDSCAPE

MAJOR PLAYERS LIKE CHOBANI, DANONE, AND Y OPLAIT HAVE LAUNCHED LOWER-SUGAR LINES TO CAPTURE HEALTH-CONSCIOUS
CONSUMERS. RECOGNIZING THIS TREND, GENERAL MILLS, KNOWN FOR ITS BRANDS LIKE YOPLAIT, NEEDED TO INNOVATE TO STAY
COMPETITIVE. THE COMPANY'S RESPONSE INVOLVED RE-EVALUATING PRODUCT FORMULATIONS, BRANDING STRATEGIES, AND
MANUFACTURING PROCESSES TO PRODUCE YOGURT THAT APPEALS TO A BROADER, HEALTH-FOCUSED AUDIENCE.

CHALLENGES FACED BY GENERAL MILLS IN REFORMULATING Y OGURT

TecHNICAL AND FORMULATION DIFFICULTIES

REDUCING SUGAR CONTENT IN YOGURT ISN'T MERELY A MATTER OF REMOVING SWEETENERS, IT INVOLVES COMPLEX
FORMULATION CHALLENGES:

- MAINTAINING PRODUCT TEXTURE AND CREAMINESS

- PRESERVING FLAVOR PROFILES WITHOUT RELYING ON SUGAR



- PREVENTING MICROBIAL SPOILAGE AND FERMENTATION ISSUES
- ENSURING SHELF STABILITY AND CONSISTENT QUALITY

CONSUMER ACCEPTANCE AND TASTE EXPECTATIONS

CONSUMERS ARE ACCUSTOMED TO THE TASTE OF TRADITIONALLY SWEETENED YOGURT. CUTTING BACK ON SUGAR CAN ALTER
FLAVOR PROFILES, RISKING NEGATIVE RECEPTION. THE CHALLENGE LAY IN DEVELOPING FORMULATIONS THAT DELIVER A
SATISFYING SWEETNESS WITHOUT ADDED SUGARS, OFTEN REQUIRING INNOVATIVE USE OF NATURAL SWEETENERS OR FLAVOR
ENHANCERS.

ReGULATORY AND LABELING CONSIDERATIONS

REFORMULATION ALSO INVOLVES NAVIGATING FOOD LABELING LAWS AND HEALTH CLAIMS. CLEAR COMMUNICATION ABOUT
REDUCED SUGAR CONTENT AND HEALTH BENEFITS IS ESSENTIAL TO AVOID MISLEADING CONSUMERS AND TO MEET REGULATORY
STANDARDS.

STRATEGIES EMPLOYED BY GENERAL MILLS TO REDUCE SUGAR IN YOGURT

ReseARCH AND DEVELOPMENT INITIATIVES

GENERAL MILLS INVESTED HEAVILY IN R§D TO EXPLORE ALTERNATIVE SWEETENERS AND NATURAL FLAVOR ENHANCERS. THIS
INCLUDED:

- TESTING PLANT-BASED SWEETENERS LIKE STEVIA AND MONK FRUIT

- DEVELOPING BLENDS OF NATURAL SWEETENERS TO MIMIC SUGAR'S MOUTHFEEL

- INCORPORATING FRUIT PUREES AND NATURAL FLAVORINGS FOR ADDED SWEETNESS

INNOVATIVE PRODUCT FORMULATIONS

THE COMPANY LAUNCHED NEW YOGURT LINES WITH SIGNIFICANTLY REDUCED SUGAR LEVELS, SOMETIMES REPLACING UP TO 500/0
OF THE SUGAR CONTENT IN TRADITIONAL RECIPES. THESE PRODUCTS MAINTAINED DESIRABLE TASTE AND TEXTURE THROUGH:

- UsE oF NATURAL, NON-CALORIC SWEETENERS

- ENHANCED FRUIT AND FLAVOR PROFILES

- ADJUSTED FERMENTATION PROCESSES TO OPTIMIZE SWEETNESS

BRANDING AND MARKETING ADJUSTMENTS

To APPEAL TO HEALTH-CONSCIOUS CONSUMERS, GENERAL MILLS REBRANDED ITS REDUCED-SUGAR YOGURT PRODUCTS WITH
CLEAR MESSAGING EMPHASIZING HEALTH BENEFITS. MARKETING STRATEGIES FOCUSED ON:

- HIGHLIGHTING LOW SUGAR AND NATURAL INGREDIENTS

- TARGETING SPECIFIC DEMOGRAPHICS LIKE PARENTS, FITNESS ENTHUSIASTS, AND YOUNG ADULTS

- EDUCATING CONSUMERS ON THE IMPORTANCE OF REDUCING SUGAR INT AKE

SuppLY CHAIN AND MANUFACTURING CHANGES

REFORMULATING PRODUCTS REQUIRED ADJUSTMENTS IN SOURCING INGREDIENTS, SCALING NEW PRODUCTION LINES, AND ENSURING
QUALITY CONTROL. THESE STEPS INCLUDED:

- PARTNERING WITH SUPPLIERS OF NATURAL SWEETENERS

- UPGRADING EQUIPMENT TO HANDLE NEW INGREDIENTS



- IMPLEMENTING RIGOROUS TESTING PROTOCOLS

IMPACT oF THE BusiNEss MoDeEL CHANGE

MARKET ResPONSE AND CONSUMER RECEPTION

THE INTRODUCTION OF LOWER-SUGAR YOGURT OPTIONS WAS MET WITH POSITIVE CONSUMER FEEDBACK, ESPECIALLY AMONG
HEALTH-CONSCIOUS SEGMENTS. SALES OF NEW FORMULATIONS INCREASED, AND THE COMPANY GAINED A COMPETITIVE EDGE IN
THE LOW-SUGAR SEGMENT.

FINANCIAL IMPLICATIONS

W/HILE REFORMULATION INCURRED COSTS RELATED TO Rﬁ'D, MANUFACTURING, AND MARKETING, THE LONG~TERM BENEFITS
INCLUDED:

- EXPANDED PRODUCT PORTFOLIO

- ACCESS TO NEW CUSTOMER SEGMENTS

- STRENGTHENED BRAND REPUTATION FOR HEALTH AND WELLNESS

LONG-TERM STRATEGIC POSITIONING

THIS BUSINESS MODEL SHIFT POSITIONS GENERAL MILLS AS A LEADER IN HEALTHIER DAIRY PRODUCTS, ALIGNING WITH GLOBAL
TRENDS TOWARD WELLNESS. |T ALSO PREPARES THE COMPANY FOR FUTURE INNOVATIONS, SUCH AS PLANT-BASED AND
FUNCTIONAL YOGURTS.

FUTURE OUuTLOOK AND CONTINUING INNOVATIONS

EMERGING TRENDS IN THE YOGURT MARKET

MoVING FORWARD, GENERAL MILLS IS EXPECTED TO EXPLORE:

- INCORPORATION OF PROBIOTICS AND FUNCTIONAL INGREDIENTS
- PERSONALIZED NUTRITION OPTIONS

- SUSTAINABILITY-FOCUSED PACKAGING AND SOURCING

ONGOING COMMITMENT TO HEALTH AND WELLNESS

THE COMPANY’'S COMMITMENT TO REDUCING SUGAR ALIGNS WITH BROADER PUBLIC HEALTH INITIATIVES. CONTINUED INNOVATION
IN NATURAL SWEETENERS, FLAVOR DEVELOPMENT, AND PRODUCT TRANSPARENCY WILL BE KEY TO MAINTAINING CONSUMER
TRUST AND MARKET RELEVANCE.

PoTenTIAL CHALLENGES AHEAD

DESPITE SUCCESSES, CHALLENGES REMAIN, SUCH AS:
- BALANCING TASTE AND HEALTH BENEFITS
- MANAGING COSTS OF NATURAL SWEETENERS



- NAVIGATING REGULATORY CHANGES AND CONSUMER PERCEPTIONS

CoNcCLUSION

THE TRANSFORMATION OF GENERAL MILLS' BUSINESS MODEL TO PRODUCE LOWER-SUGAR YOGURT EXEMPLIFIES HOW MAJOR
FOOD COMPANIES ADAPT TO SHIFTING CONSUMER PREFERENCES AND MARKET DEMANDS. BY INVESTING IN RESEARCH,
REFORMULATING PRODUCTS, AND REBRANDING TO EMPHASIZE HEALTH BENEFITS, THE COMPANY NOT ONLY MEETS THE NEEDS OF
HEALTH-CONSCIOUS CONSUMERS BUT ALSO POSITIONS ITSELF FOR SUSTAINABLE GROWTH IN THE EVOLVING DAIRY INDUSTRY.
AS HEALTH AND WELLNESS CONTINUE TO BE PARAMOUNT, GENERAL MILLS' PROACTIVE APPROACH SERVES AS A BLUEPRINT FOR
OTHER BRANDS AIMING TO INNOVATE RESPONSIBLY WITHOUT COMPROMISING ON TASTE AND QUALITY.

FREQUENTLY ASkeD QUESTIONS

\WHY DID GENERAL MILLS DECIDE TO CHANGE ITS BUSINESS MODEL FOR YOGURT
PRODUCTION?

GENERAL MILLS MADE THE CHANGE TO MEET CONSUMER DEMAND FOR HEALTHIER PRODUCTS WITH LESS SUGAR, ALIGNING THEIR
OFFERINGS WITH EVOLVING DIETARY PREFERENCES.

\WHAT SPECIFIC MODIFICATIONS DID GENERAL MILLS IMPLEMENT TO PRODUCE LOWER-
SUGAR YOGURT?

THEY REFORMULATED THEIR RECIPES BY REDUCING ADDED SUGARS, USING ALTERNATIVE SWEETENERS, AND IMPROVING INGREDIENT
TRANSPARENCY TO APPEAL TO HEALTH-CONSCIOUS CONSUMERS.

How HAS CONSUMER FEEDBACK INFLUENCED GENERAL MILLS’ DECISION TO REDUCE
SUGAR IN THEIR YOGURT?

CONSUMER FEEDBACK HIGHLIGHTING HEALTH CONCERNS AND PREFERENCES FOR NATURAL, LOW-SUGAR OPTIONS PROMPTED THE
COMPANY TO ADAPT THEIR PRODUCTS ACCORDINGLY.

\WHAT CHALLENGES DID GENERAL MILLS FACE WHEN CHANGING THEIR YOGURT'S
BUSINESS MODEL?P

THEY FACED CHALLENGES SUCH AS MAINTAINING TASTE AND TEXTURE QUALITY, MANAGING SUPPLY CHAIN ADJUSTMENTS, AND
BALANCING COST IMPLICATIONS OF REFORMULATION.

HAS THE SHIFT TO LESS-SUGAR YOGURT IMPACTED GENERAL MILLS’ SALES AND MARKET
SHARE?

\W/HILE INITIAL SALES FLUCTUATIONS WERE OBSERVED, THE COMPANY ANTICIPATES LONG-TERM GROWTH AS CONSUMERS
INCREASINGLY SEEK HEALTHIER OPTIONS, POTENTIALLY EXPANDING THEIR MARKET SHARE.

ARE THERE SPECIFIC PRODUCT LINES WITHIN GENERAL MILLS’ YOGURT RANGE THAT
WERE MOST AFFECTED BY THE CHANGE?

YES/ THEIR TRADITIONAL YOGURT LINES WITH HIGHER SUGAR CONTENT WERE REFORMULATED OR PHASED OUT, WHILE NEW LOW -
SUGAR VARIANTS WERE INTRODUCED TO CATER TO HEALTH-CONSCIOUS CONSUMERS.



How DOES THIS BUSINESS MODEL CHANGE ALIGN WITH BROADER INDUSTRY TRENDS?

[T ALIGNS WITH THE TREND TOWARD CLEAN LABELS, NATURAL INGREDIENTS, AND HEALTH-FOCUSED FOOD CHOICES, REFLECTING
WIDER SHIFTS IN CONSUMER BEHAVIOR ACROSS THE FOOD INDUSTRY.

\WHAT FUTURE INNOVATIONS CAN CONSUMERS EXPECT FROM GENERAL MILLS REGARDING
YOGURT PRODUCTS?

CONSUMERS CAN ANTICIPATE MORE PLANT-BASED, PROBIOTIC-RICH, AND MINIMALLY PROCESSED YOGURT OPTIONS THAT
EMPHASIZE REDUCED SUGAR AND NATURAL INGREDIENTS.

HoW MIGHT THIS CHANGE AFFECT GENERAL MILLS' BRAND PERCEPTION AMONG HEALTH-
CONSCIOUS CONSUMERS?

THE MOVE IS LIKELY TO ENHANCE BRAND PERCEPTION AS A HEALTH-FORWARD COMPANY COMMITTED TO CONSUMER \WELL-BEING,
POTENTIALLY ATTRACTING A BROADER CUSTOMER BASE.

ADDITIONAL RESOURCES

GENERAL MiLLS HAD To CHANGE ITs BusiNess MobeL To Make New YOGURT WITH LESS SUGAR

IN RECENT YEARS, THE HEALTH AND WELLNESS MOVEMENT HAS PROFOUNDLY INFLUENCED CONSUMER PREFERENCES, PROMPTING
MAJOR FOOD CORPORATIONS TO RETHINK THEIR PRODUCT OFFERINGS. AMONG THESE GIANTS, GENERAL MiLLS HAD To CHANGE
[Ts BusiNness MobeL To Make New YOGURT WITH LESS SUGAR—A STRATEGIC PIVOT DRIVEN BY CONSUMER DEMAND FOR
HEALTHIER OPTIONS AND MOUNTING REGULATORY PRESSURES. THIS SHIFT NOT ONLY SIGNIFIES A RESPONSE TO MARKET TRENDS
BUT ALSO REFLECTS A BROADER TRANSFORMATION WITHIN THE FOOD INDUSTRY, WHERE TRADITIONAL PRODUCT FORMULATIONS
ARE BEING REEVALUATED TO ALIGN WITH EVOLVING HEALTH STANDARDS AND TRANSPARENCY EXPECTATIONS.

THe CoNTEXT: WHY THE NEED FOR LESS SUGARY YOGURT?

THE YOGURT AISLE, ONCE DOMINATED BY SUGARY, FLAVOR-LADEN PRODUCTS, HAS SEEN A SIGNIFICANT SHIFT. CONSUMERS ARE
INCREASINGLY SCRUTINIZING LABELS, SEEKING PRODUCTS WITH NATURAL INGREDIENTS, LOWER SUGAR CONTENT, AND ADDED
HEALTH BENEFITS. PUBLIC HEALTH CAMPAIGNS AND GOVERNMENT INITIATIVES HAVE SPOTLIGHTED THE DETRIMENTAL EFFECTS OF
EXCESS SUGAR™RANGING FROM OBESITY TO DIABETES—PROMPTING COMPANIES TO INNOVATE.

Key DrIVERS FOR CHANGE:

- CoNsUMER HEALTH CONSCIOUSNESS: RISING AWARENESS ABOUT SUGAR-RELATED HEALTH RISKS.

- REGULATORY PRESSURES: GOVERNMENTS AND HEALTH ORGANIZATIONS ADVOCATING FOR REDUCED SUGAR CONSUMPTION.
- MARKET COMPETITION: INCREASING PRESENCE OF HEAL TH-FOCUSED BRANDS LIKE CHOBANI, SIGGIIS, AND OTHERS OFFERING
LOW-SUGAR OPTIONS.

- BRAND REPUTATION: COMPANIES AIMING TO MAINTAIN TRUST BY ALIGNING PRODUCTS WITH HEALTH TRENDS.

For GENERAL MILLS, TRADITIONALLY KNOWN FOR POPULAR BRANDS LIKE YOPLAIT, THE IMPERATIVE TO PRODUCE LESS SUGARY

YOGURT WAS CLEAR. HO\X/EVER, REFORMULATING PRODUCTS AT SCALE IS FAR FROM SIMPLE; IT DEMANDS A STRATEGIC
OVERHAUL OF THEIR BUSINESS MODEL.

(UNDERSTANDING THE TRADITIONAL BUSINESS MODEL IN FOOD MANUFACTURING

BEFORE DELVING INTO THE TRANSFORMATIONS, IT'S CRUCIAL TO UNDERSTAND THE CONVENTIONAL BUSINESS MODEL THAT HAS
HISTORICALLY DRIVEN COMPANIES LIKE GENERAL MILLS.



Core COMPONENTS:

- ProbuCT FORMULATION FOocus: DEVELOPING PRODUCTS TO APPEAL TO TASTE PREFERENCES, OFTEN FAVORING SWEETNESS
AND INDULGENCE.

- MASs PRODUCTION § ScALE: LEVERAGING ECONOMIES OF SCALE TO PRODUCE LARGE QUANTITIES AT LOW COST.

- DISTRIBUTION NETWORKS: W IDE RETAIL PRESENCE ENSURING MASS-MARKET REACH.

- BRAND LOYALTY § MARKETING: HEAVY INVESTMENT IN ADVERTISING TO REINFORCE BRAND IDENTITY.

- PROFIT MARGINS € PRICING STRATEGIES: BALANCING COST-EFFICIENCY WITH PREMIUM PRICING FOR INNOVATION.

THIS MODEL THRIVED ON CREATING PRODUCTS THAT CONSUMERS LOVED FOR THEIR FLAVOR PROFILES, EVEN IF THEY CONTAINED
HIGH LEVELS OF SUGAR. CHANGING THIS APPROACH INVOLVES RETHINKING MULTIPLE FACETS OF THE BUSINESS.

THe CHALLENGE: REFORMULATING YOGURT FOR LESS SUGAR

TRANSITIONING TO LESS SUGARY YOGURT ISN'T MERELY ABOUT REDUCING SUGAR, IT’S ABOUT MAINTAINING FLAVOR, TEXTURE,
AND CONSUMER APPEAL WHILE MEETING HEALTH STANDARDS. SEVERAL CHALLENGES ARISE:

- TASTE ExPECTATIONS: CONSUMERS EXPECT YOGURT TO BE SWEET AND PALATABLE.

- TEXTURE § CONSISTENCY: SUGAR IMPACTS MOUTHFEEL AND STABILITY.

- SHELF LIFE: SUGAR ACTS AS A PRESERVATIVE, INFLUENCING PRODUCT LONGEVITY.

- CoST IMPLICATIONS: ALTERNATIVE SWEETENERS OR FORMULATIONS MAY INCREASE PRODUCTION COSTS.
- BRAND PERCEPTION: ENSURING THAT NEW FORMULATIONS ARE ACCEPTED BY EXISTING CUSTOMERS.

OVERCOMING THESE HURDLES NECESSITATED A COMPREHENSIVE OVERHAUL OF THE COMPANY'S PRODUCT DEVELOPMENT AND
BUSINESS STRATEGIES.

STRATEGIC CHANGES IN BUSINESS MODEL
1. R§D AND ProDUCT INNOVATION

TO CREATE LESS SUGARY YOGURT THAT STILL APPEALS, GENERAL MILLS HAD TO INVEST HEAVILY IN RESEARCH AND
DEVELOPMENT. THIS INCLUDED:

- EXPLORING ALTERNATIVE SWEETENERS: NATURAL OPTIONS LIKE STEVIA, MONK FRUIT, ERYTHRITOL, OR BLENDS TO REDUCE
SUGAR CONTENT WITHOUT SACRIFICING S\WEETNESS.

- FLAVOR ENGINEERING: DEVELOPING NEW FLAVOR PROFILES THAT COMPENSATE FOR REDUCED SWEETNESS.

- TEXTURE OPTIMIZATION: ADJUSTING STABILIZERS AND THICKENERS TO MIMIC THE MOUTHFEEL OF TRADITIONAL PRODUCTS.
- CoNSUMER TESTING: CONDUCTING EXTENSIVE SENSORY PANELS TO REFINE FORMULATIONS.

2. SuPPLY CHAIN AND INGREDIENT SOURCING

SWITCHING TO ALTERNATIVE SWEETENERS AND NATURAL INGREDIENTS REQUIRED:

- BUILDING RELATIONSHIPS WITH NEW SUPPLIERS: ENSURING QUALITY, SUSTAINABILITY, AND COST-EFFECTIVENESS.
- SOURCING NATURAL, NoN-GMO INGREDIENTS: MEETING CONSUMER DEMAND FOR TRANSPARENCY.

- ADJUSTING MANUFACTURING PROCESSES: MODIFYING EQUIPMENT AND PROCEDURES TO HANDLE NEW INGREDIENTS.

3. MARKETING AND CONSUMER EDUCATION

A SHIFT TOWARDS HEALTHIER PRODUCTS OFTEN FACES CONSUMER RESISTANCE OR SKEPTICISM. TO ADDRESS THIS, GENERAL
MILLS NEEDED TO:

- REBRAND OR REPOSITION PRODUCTS: EMPHASIZING HEALTH BENEFITS AND NATURAL INGREDIENTS.
- TRANSPARENT LABELING: CLEARLY COMMUNICATING REDUCED SUGAR CONTENT.
- EbucATIONAL CAMPAIGNS: INFORMING CONSUMERS ABOUT THE TASTE AND HEALTH ADVANTAGES OF NEW FORMULATIONS.



4. PRICING STRATEGY ADJUSTMENTS

REDUCED SUGAR PRODUCTS, ESPECIALLY THOSE USING ALTERNATIVE SWEETENERS, CAN SOMETIMES BE PRICED HIGHER. THE
COMPANY HAD TO:!

- BALANCE CoST AND AFFORDABILITY: ENSURING PRODUCTS REMAIN COMPETITIVE.
- HIGHLIGHT V ALUE PROPOSITION: FOCUS ON HEALTH BENEFITS TO JUSTIFY PREMIUM PRICING IF NEEDED.

5. DISTRIBUTION AND RETAIL PARTNERSHIPS
ENSURING THE NEW PRODUCTS REACH THE RIGHT AUDIENCE INVOLVED:
- TARGETED RETAIL PLACEMENT: POSITIONING IN HEALTH-CONSCIOUS SECTIONS.

- ProMoTIONAL CAMPAIGNS: ENGAGING INFLUENCERS AND HEALTH ADVOCATES.
- SAMPLING PROGRAMS: ALLOWING CONSUMERS TO TRY AND ACCEPT NEW FLAVORS.

OPERATIONAL AND CULTURAL SHIFTS
[MPLEMENTING THESE CHANGES REQUIRED INTERNAL CULTURAL ADJUSTMENTS:

- Cross-FUNCTIONAL COLLABORATION: BRINGING TOGETHER RETD, MARKETING, SUPPLY CHAIN, AND SALES TEAMS.
- AGILE DEVELOPMENT PROCESSES: RAPID ITERATION BASED ON CONSUMER FEEDBACK.
- TRAINING AND EDUCATION: EQUIPPING STAFF WITH KNOWLEDGE ABOUT NEW INGREDIENTS AND FORMULATIONS.

ORGANIZATIONAL ADAPTATION: MOVING AWAY FROM A FLAVOR-CENTRIC MINDSET TOWARD A HEALTH-CENTRIC APPROACH.
THIS OFTEN INVOLVES RETHINKING PERFORMANCE METRICS, EMPHASIZING INNOVATION, AND FOSTERING A CULTURE OF
TRANSPARENCY AND CONSUMER-CENTRICITY.

FINANCIAL AND MARKET IMPACTS
THE TRANSITION TO LESS SUGARY YOGURT ENTAILED UPFRONT INVESTMENTS, INCLUDING:

- R&D cosTs

- INGREDIENT SOURCING

- MARKETING CAMPAIGNS

- PRODUCTION LINE MODIFICATIONS

HO\X/EVER/ THE LONG~TERM BENEFITS INCLUDED:

- ACCESS TO NEW MARKET SEGMENTS FOCUSED ON HEALTH AND WELLNESS

- STRENGTHENED BRAND REPUTATION

- COMPLIANCE WITH REGULATORY STANDARDS

- REDUCED RISK OF FUTURE PRODUCT REFORMULATIONS PROMPTED BY REGULATORY CRACKDOWNS

MARKETS RESPONDED POSITIVELY TO THESE INNOVATIONS. REPORTS INDICATED INCREASED SALES IN HEALTHIER PRODUCT LINES
AND GENERAL MILLS POSITIONED ITSELF AS A FORWARD-THINKING LEADER IN THE YOGURT SPACE.

1

BROADER INDUSTRY IMPLICATIONS

THE CASE OF GENERAL MILLS UNDERSCORES A SIGNIFICANT TREND IN THE FOOD INDUSTRY: THE NECESSITY OF EVOLVING
BUSINESS MODELS TO MEET HEALTH STANDARDS AND CONSUMER EXPECTATIONS. OTHER COMPANIES ARE FOLLOWING SUIT,
LEADING TO:



- INDUSTRY-WIDE REFORMULATIONS

- INNOVATIONS IN NATURAL SWEETENERS

- INCREASED TRANSPARENCY IN LABELING

- DIVERSIFICATION OF PRODUCT PORTFOLIOS

THIS SHIFT ALSO INFLUENCES SUPPLY CHAIN DYNAMICS, MARKETING STRATEGIES, AND CONSUMER ENGAGEMENT PRACTICES,
SETTING A NEW STANDARD FOR RESPONSIBLE FOOD MANUFACTURING.

CoNcLUsIoN: A MODEL FOR FUTURE INNOVATION

GENERAL MiLLs HAD To CHANGE ITs BusiNess MobeL To Make NEw YOGURT W/ITH LESS SUGAR EXEMPLIFIES HOW LARGE
FOOD COMPANIES MUST ADAPT TO SURVIVE AND THRIVE IN A HEALTH-CONSCIOUS MARKETPLACE. |T INVOLVES MORE THAN JUST
REFORMULATING A PRODUCT; IT REQUIRES A COMPREHENSIVE OVERHAUL OF BUSINESS STRATEGIES, OPERATIONAL PROCESSES,
AND CULTURAL MINDSET. BY INVESTING IN INNOVATION, SOURCING, MARKETING, AND INTERNAL CHANGE MANAGEMENT, GENERAL
MILLS NOT ONLY RESPONDED TO CONSUMER DEMAND BUT ALSO PAVED THE WAY FOR SUSTAINABLE GROWTH IN THE EVOLVING
LANDSCAPE OF HEALTH-ORIENTED FOODS.

THIS TRANSFORMATION HIGHLIGHTS A BROADER LESSON: AGILITY, TRANSPARENCY, AND CONSUMER-CENTRICITY ARE VITAL IN
THE MODERN FOOD INDUSTRY. AS THE TREND TOWARD HEALTHIER EATING CONTINUES, COMPANIES THAT PROACTIVELY ADAPT
THEIR BUSINESS MODELS WILL BE BETTER POSITIONED TO CAPTURE NEW OPPORTUNITIES, BUILD TRUST, AND LEAD THE MARKET
INTO A HEALTHIER FUTURE.
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