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The first ever veg pot
It all started in 2008



In 2015 Coca Cola takes over innocent
Time for a fresh start



Helping busy people eat well
BŌL Launches in April 2015



Fast forward 8 years 
A winning portfolio spanning breakfast, lunch & dinner



Year of 2022
An award winning year for BŌL

Won a 
Great Taste 

Award  
for our Garden 
Pea & Spinach 

Power Soup 

+49% YOY | Value Sales

*Fastest growing brand in the top 20 figures published in the soup category, The Grocer, Top Products Survey 2022 

Top 10 Ambient Soup Sales

Total volume change: -9.3%
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Heinz
Batchelors
Baxters
Cross & Blackwell
Campbell’s
Nongshim
Knorr
Ainsley Harriott
Itsu
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Kraft Heinz
Premier Foods
Baxters Food Group
Princes Foods
Euro Food Brands
Nongshim
Unilever
Euro Food Brands
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Kraft Heinz
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Top 10 Fresh Soup Sales

Total volume change: -9.3%
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Yorkshire Provender
New Covent Garden
Cully & Sully
Glorious
Tideford Organics
BOL
Alvalle
Daylesford
Re:Nourish
Itsu

Hain Celestial
Hain Celestial
Hain Celestial
The Sauce Company
Tideford Organics
BOL Foods
PepsiCo
Daylesford Organic
Re:Nourish
Itsu Grocery
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Total Own Label
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   2nd fastest growing brand 
in the total soup category*

Nutritionally dense soups 
packed with positive health 
benefits: high in protein, 
high fibre and up to 4/5 a day

Bespoke, reusable packaging 
delivering great stand out 
on shelf

Game-changing national 
marketing plans landing 
across H1’23

Named 
the  

2nd fastest 
growing soup 

brand 

SME Brand 
of the Year  
at the Grocer 
Gold awards 

*Fastest growing brand in the top 20 figures published in the meat-free category, The Grocer, Top Products Survey 2022 
†Retailer X, 12we 03/09/2022 

          fastest growing brand 
in the meat-free category*

+77% (+£4.4m) YOY sales growth

2022 brand RSV £24m

74% of shoppers are incremental to the category

Full pot portfolio refresh & innovation set to launch Jan’23

Game-changing national marketing plans landing across H1’23

67 million portions of veg sold since launch in 2015

Named the 
fastest 

growing brand 
in the meat-

free category 
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BOL Power Shakes
2020 innovation launch

BOL Power Shakes launched into market during the pandemic in 2020 with the aim to 
test and learn the concept.



Mapping out the key questions
Identifying what data you need 

Is the opportunity 
scalable?

Are we answering a 
genuine consumer 

tension?

Does the concept 
have a genuine 

point of difference?

What are the barriers 
to purchase/can we 

optimise the 
execution?

Will the optimised 
proposition outperform 

the existing? Can we 
validate this?

Post launch 
analysis - was the 
project a success?



Finding a scalable opportunity
This category is an exciting space expecting significant growth

The Meal Replacement category in the UK is currently worth £142M, forecast to grow by 
+82% over the next 5 years.
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£240M
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£195M

£169M

£142M

£114M

£101M
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£87M
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£75M

Source: Euromonitor | Weight Management and Wellbeing in the United Kingdom COUNTRY REPORT | SEP 2022



Answering a genuine consumer tension
People are currently compromising in the breakfast ocassion

60% of people in the UK have skipped breakfast 
in the last week. The main driver of this 
behaviour is being ‘time-poor’.

40%

31%

29%

Yes, I regularly skip breakfast
Yes, I occassionally skip breakfast
No, I always eat breakfast

Source: Vypr Study UK Consumers  n= 515 consumers   
    Source:: Qualitative insights - breakfast deep dive 2023

“I know I should eat 
breakfast but I just don’t 
always have time on a 

morning”

“My priority is breakfast 
for the kids. I will grab 

something if I have time”



Defining the triggers and barriers
Using qualitative research for rich insights

The packagingThe design The recipes

Don’t underestimate how much you can learn from qualitative insights when you 
are putting new products and a huge amount of stimulus in front of consumers. 

The messaging

Create the moment of truth in 
your research

Watch how people interact 
with your products - actions 

speak louder than words

Understand what people are 
expecting before they taste 

your products

Share lots of stimulus to 
understand which messages 

resonate



Validating your decisions
Giving you confidence to progress with changes in market

The new pack design shows excellent purchase intent with a significant uplift 
on current when priced and stronger cues of health & nutrition than current.



What was the result?
Optimised packs, designs, product and comms

Smoother, 
brighter 

liquid

Increased 
protein - 

called out on 
FOP

New 
lightweight 

bottle

Optimised 
design - 

wholefoods 
showcased



Measuring success 
In market performance and category growth
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 Feb 2022  Feb 2023

Retailer X Power Shake avg UROS

UROS 
+40% 
YOY

Source: Retailer X, UROS,  5 w/e 6th Feb 2023 vs YA | Retailer X, Incrementality + Switching, 25 w/e 10th Feb 2023 vs Prior Period  

20%

12%

9%
59%

New to category New to retailer
Added to repertoire Switching

Retailer X 
BŌL Power Shake Incrementality since re-launch 

We have seen a strong YOY build in UROS +40% and the range has been 80% 
incremental to the category in retailer X. 
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Cost of living crisis
Focus on pocket of growth
Due to the cost of living crisis we are seeing huge shifts in behaviours. It is 
important to react quickly and focus on the right products and channels that can 
deliver growth. 

40% of people 
aged 18-54 claim 

they have cut down 
spend in 

restaurants

Source: Kokoro insights, Hello 2023 Event, Vypr Steer n= 255 consumers aged 18-54

Food to go vs. eating in restaurants In times of 
uncertainty 
health and 

sustainability are 
deprioritised as 

comfort becomes 
a key driver



Keep the consumer at the heart
Bring them to life beyond the data



Thank you 
Any questions?


