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Executive Summary 
The report has demonstrated the impact of innovation on business operations. To illustrate this, Diageo has been selected as the case study. The report begins with an overview of Diageo and outlines the study’s purpose. The second section examines key consumer and industry trends impacting Diageo’s operations. The third section applies the Innovation Ambition Matrix and Customer Journey Mapping to Diageo, highlighting current practices and future opportunities. The fourth section proposes digital transformation initiatives and evaluates their potential benefits for Diageo. The conclusion summarises key findings and outlines future strategic directions. 
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1. [bookmark: _heading=h.2l0vi1sstukb]Introduction
[bookmark: _heading=h.ddma59ivub8m]1.1 Purpose of the study
The purpose of the report is to identify and critically analyse innovative business frameworks by Diageo. In this regard, the Innovation Ambition Matrix and Customer Journey Mapping frameworks will be considered for the identification of relevant initiatives for digital transformation. Following this analysis, a value proposition will be developed for Diageo. 
[bookmark: _heading=h.ozmkk5nu99t2]1.2 Overview of the chosen organisation 
Diageo operates as a global leader in premium drinks production, defining a unique product space. It is a British multinational alcoholic beverages company that is headquartered in London, England. The brands include Johnnie Walker, Crown Royal, Buchanan and Ketel One Vodka. The company currently employs over 1,000 people and provides diverse job opportunities for its people (Org.com, 2025). The company was established in 1886 and is headquartered in London. Diageo Plc engages in the production and distribution of diverse brands of alcoholic beverages. 
[image: ]
Figure 1: Projected operating margin of Diageo between 2021 and 2028
(Source: Marketscreener.com, 2025)
For this purpose, it has strengthened its operation since 1997 within the food and soft beverages industry. The company has secured a place in the 'Best employers category' within American company culture and among 3525 companies under the ‘Global 2000’ list. At present, the company has earned a revenue of 15.15 billion GBP and a total asset size of 35.19 billion GBP (Forbes, 2025). It has been predicted that Diageo Plc will have an operating margin of 35% net profits by 2028 (Marketscreener.com, 2025). This performance has enabled Diageo to earn a total profit share of 2.70 billion GBP (Forbes, 2025). Hence, the revenue and profit share of the company make it evident that Diageo is a premium operator in the alcoholic drinks export market in the UK. 
[bookmark: _heading=h.gs4q8y9mstyk]2. Relevant trends affecting the organisation 
[bookmark: _heading=h.qqgxt2slrc7c]2.1 Key Consumer Trends 
	Key customer trends
	Analysis 
	Impact on Diageo sales 

	Socialising trend 
	· Customers are inclined towards socialising over a specific brand or product through online reviews or feedback. 
	Medium


	Zebra striping 
	· Moderation of preferences between alcoholic and non-alcoholic drinks 
	High

	Normalisation of artificial intelligence
	· Incorporation of machine learning tools for analysing dynamic preferences among customers.
	High 

	Influence of fandoms 
	· Product promotion by popular faces or public figures has a positive impact on customer preference.
	Medium

	Local Love 
	· Products that replicate local sentiments are widely preferred.
	High 


Table 1: Key customer trends of Diageo
Analysis 
Diageo has undertaken customer surveys through the ‘foresight system’ that revealed global consumer trends. The key areas involve a preference for ‘alternative social space’ among consumers. The survey revealed a consumer attitude in reducing high-intensity alcohol consumption of drinks. Based on this insight, Diageo has established ‘Distilled 2025’ to analyse social media interactions among customers for better catering to their dynamic demands (Drinks-intel.com, 2025). The evaluation of more than 160 million online conversations and feedback from customers over the past year enables the company to identify macro trends in consumer preference for drinks and alcohol (Drinks-intel.com, 2025).
Specifically, customers in the young age category prefer moderate drinks and therefore, are willing to spend more on unique products. 
[image: ]
Figure 2: Socialising trend among customers of Diageo 
(Source: Diageo.com, 2025b)
Based on the report in 'Distilled 2025', preference for unique products among the target customers increased by 83% in 2024. The preference for alternative products expanded by 58% within the same period (Marketingdive.com, 2025). Among the target customers, 49% prefer products that maximise consumer conscious well-being efforts. One of the key derivations of the customer trends analysis for Diageo has highlighted a 121% increase in customer knowledge and awareness due to the integration of 'passionate fandoms' (Marketingdive.com, 2025). This can be referred to as 'neo-hedoism' trends that involve customer engagement in daily moments with a brand. The 'distilled 2025' report of Diageo demonstrated a 45% growth of on-the-go products among the target customers of Diageo.
In addition, customer preference trends highlight an inclination towards 'betterment brands' in which sustainability has remained a 'top priority'. 74% of all online conversations among customers involved discussion about ethics and social change (Marketingdive.com, 2025). Identification of the above-mentioned trends enabled Diageo to hold a current market share of 75% across the globe (Marketingdive.com, 2025). Therefore, the analysis of customer trends highlights the need for online and social media-based marketing to enhance awareness among the target customers.
[bookmark: _heading=h.niska8f0xzag]2.2 Industry trends 
Neo-hedonism
[image: ]
Figure 3: Neo-hedonism industry trend of Diageo 
(Source: Diageo.com, 2025h)
The industry trends of Diageo involve the creation of brands that address both the well-being of the target market and sustainability in business practices. In this context, the neohedonism trend involves the creation of products that enhance the idea of ‘meaningful life’ among consumers (Diageo.com, 2025h). Based on these trends, Diageo intends to make drinks that create unique product experiences in the market. Moreover, the industry focuses on drinks that address the demand for alternative social spaces to its customers. Hence, neo-hedonism promotes inclusive consumption choices that focus on the indulgence of all customers. 
Conscious well-being 
[image: ]
Figure 4: Conscious well-being industry trend of Diageo
(Source: Diageo.com, 2025h) 
The second trend involves designing products for conscious well-being that promote healthy boundaries in eating choices. In this context, Diageo has explored the idea of mindful choices and deriving a genuinely good feeling by consuming products.
Expanded reality 
[image: ]
Figure 5: Expanded reality industry trend of Diageo
(Source: Diageo.com, 2025h) 
The third industrial trend involves promoting brands on a digital platform with the incorporation of artificial intelligence. Virtual spaces help customers explore Diageo’s products more interactively. For instance, the industry trend of Diageo in Madrid highlights the generation of 11 million views across multiple platforms over the giant bottle of ‘Tanqueray 0.0’ (Diageo.com, 2025h). It generated online interaction among 4 million customers. 
Collective belonging
[image: ]
Figure 6: Collective belonging industry trend of Diageo 
(Source: Diageo.com, 2025h)
The fourth aspect of the industry trend is creating products that support inclusive consumption. For this purpose, Diageo takes the help of social media platforms for creating ‘tribes’ or interacting groups regarding their product. It establishes a deeper connection between the company and the brand and positively influences purchasing decisions among consumers. 







Betterment brand
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Figure 7: ‘Betterment brand’ industry trend of Diageo 
(Source: Diageo.com, 2025h)
The final trend involves product creation to make the world a better place. It involves the creation of brands that care about the consumption choices of everyone, including local communities and global supply chains. 
[bookmark: _heading=h.klu29c33zql2]3. Part 1: Application of frameworks in the chosen organisation 
[bookmark: _heading=h.yuk5a6nc7zll]3.1 Innovation Ambition Matrix 

Figure 8: Innovation ambition matrix 
(Source: Van den Ende, 2021)
The matrix is a framework that demonstrates product newness on the horizontal axis and newness of the market on the vertical axis. Based on this understanding, three categories of innovation are core, adjacent, and disruptive (Van den Ende, 2021). The matrix will be evaluated in the specific context of Diageo and its innovations categorised in the above three stages.




	Existing markets 	Adjacent markets 	New markets 
Core Products 	Incorporation of ‘generative AI’  in making alcoholic beverages 	Attaining a strong position in the beer segment.	Guinness	Ciroc
Adjacent products 	‘Pre-mixed gin’	‘Premium spirits’	40% of scotch whiskey is under 24 brands
New products 	‘Johnie walker’	‘Seedlip’ ‘Tanqueray’	Captain Morgan	Baileys 	Smirnoff	Market entry with ‘up-weight’ strategy 

Table 2: Nine aspects of the innovation ambition matrix for Diageo
Core innovations
Innovation in this category involves optimisation of existing products for the target market (Stachel and Musante, 2023). Core innovations enable the utilisation of existing skills of an organisation to accomplish desired business objectives. In the specific context of Diageo, there is a separate 'breakthrough innovation team' that focuses on the development of the latest products of the company. For instance, the recent Diageo launch Fusion by Diageo identifies leading innovators to develop updated products (Diageo.com, 2025a). For example, brands of Diageo, such as Johnie Walker and Guinness, have initiated the 'Por Amor Campaign' for integrating immersive technologies in the production of Mexican tequila (Consumergoods.com, 2025). These core innovations have been achieved by establishing collaboration with industry partners within a 'test-and-learn' approach.
Adjacent innovations 
Innovations of organisations in adjacent categories involve providing a new space. These refer to existing alterations that strengthen their market operations (Hoogsteen and Borgman, 2022). With respect to Diageo, the company has incorporated innovation to strengthen its existing supply chain within the UK. Diageo established a state-of-the-art facility for strengthening innovation with the help of workshops dedicated to accomplishing the long-term business goals of Diageo (Mlaarchitects.co.uk, 2025). Similarly, in order to leverage its existing strength of sustainable production, Diageo has incorporated ‘Fusion Alterra’ for addressing sustainability challenges in production and distribution strategy (Diageo.com, 2025a). Additionally, the company has recently launched an initiative for better water management across its supply chain. This innovation strategy is aligned with the 10-year environmental, social and governance (ESG) action plan of Diageo (Foodmanufacture.co.uk, 2025). The recent action plan for better water management is aimed at addressing climate change challenges and water risks associated with the production of food and drinks at Diageo.
Disruptive innovations
Disruptive innovations involve investing in existing products within a new market for leveraging existing business assets (Randles, Tancoigne and Joly, 2022).In this regard, Diageo has disrupted the luxury brands market of the UK with the creation of spirits with a price range of 30 GBP or more for each bottle (Drinksretailingnews.co.uk, 2025). The luxury products of the company are incorporated with brand-building initiatives for enhancing customer experience. It encompasses 15 brand homes and visitor experiences for strengthening business operations within the distillery market of the UK. Diageo has a potential scope in disrupting the alcohol and beverage market with the production of quinoa vodka. It will enable Diageo to enhance its customer satisfaction and branding as quinoa offers high-quality protein, is a gluten-free product, along with 1.53% of soluble dietary fibre (Li et al., 2025). Thus, it will enhance Diageo's ability to disrupt the beverages market in the UK. 
[bookmark: _heading=h.91rgqn8a39rg]3.2 Customer Journey Mapping 
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Figure 9: Customer Journey Map
A customer journey map refers to a visual framework of integration between the business operations of a company and the demands of the target market (Okeke et al., 2024). The map highlights key insights into changing customer needs of potential customers at each stage of the journey, along with factors that can either restrict or motivate business operational progress. In the context of the analysis of innovations in Diageo, the current mapping will involve awareness parameters, consideration of market objectives, customer purchase strategy, along with retention and advocacy measures. 
Awareness 
In the first stage, the customer becomes aware of the product or service of the specific organisation. It involves current digital marketing strategies that facilitate knowledge among the target customers. For instance, Diageo has launched the 'DrinkiQ programme’ for raising awareness among the target customers for responsible drinking (Diageo.com, 2025b). The awareness initiative is aimed at better online promotion, word-of-mouth marketing, and paid content creation. For this purpose, Diageo has launched a 'spirit of progress' strategy for supporting creative content creation related to Diageo on social media platforms (Diageo.com, 2025c). In collaboration with the 'Unstereotype Alliance’ of the United Nations, Diageo raises awareness among customers for diverse consumption free from any gender or racial barriers.
Consideration
After the awareness stage, the customer progresses towards the consideration stage, in which the customers consider unique aspects of the products. To facilitate the recognition of unique points by customers, Diageo has currently designed website promotions to cater to unique demands. For instance, Diageo’s UK website landing page promotes its more than 200 brands and their export to more than 100 nations (Diageo.com, 2025d). The key aspect of website promotion of Diageo involves conveying the message of 'best brand builder' across the globe in premium drinks. After making the customers aware of the brand and its innovation, the consideration stage involves social media and website promotion of the unique brand values that can motivate the customers in their purchasing patterns (Diageo-one.com, 2025). For this purpose, the company has established a gateway referred to as 'Diageo one' for the utilisation of market promotion strategy in enhancing customer satisfaction.
Purchase
The third aspect of the customer journey map involves purchasing motivation for customers. In order to cater to customer needs and demand, Diageo has currently adopted an efficient distribution and pricing strategy to expand its sales margin and reach across several nations. Diageo uses a global marketing code to standardise communication for establishing minimum standard global measures for efficient communication of product ideas across different markets and brands (Diageo.com, 2025e). The efficient marketing and distribution strategy enables higher purchasing patterns among the customers in the UK. It is evident from the fact that Diageo has generated a net sales amount of 16.2 billion GBP in 2024 (Statista.com, 2025). Therefore, the pricing and promotion strategies of Diageo have positively impacted the purchase decisions of customers in the context of Diageo. 
Retention
Along with spreading awareness and considering the unique demands of customers, it is important for Diageo to incorporate customer retention strategies. For this purpose, the company has currently established a separate compliance management department for reviewing customer grievance data and establishing open forums for dialogues with customer communities (Diageo.com, 2025g). Moreover, for the purpose of customer and supplier retention, Diageo has established a code of conduct for global travel and expenses to adopt diligence and integrity within the expense claims by clients and customers (Diageo.com, 2025f). The above-mentioned strategies support long-term customer retention by understanding their unique needs and issues associated with Diageo products. 
Advocacy 
Diageo promotes innovation-driven growth to enhance customer satisfaction and accomplish strategic business goals. In this regard, Diageo centres its business operations around adopting different flavour preferences and integrating required spices for creating unique tastes (McKinsey.com, 2025). It advocates in-depth market research principles for understanding and personalising whiskey preferences. For instance, last summer, the company used sea salt and umami in producing alcoholic beverages for its target market (Mckinsey.com, 2025). In the context of the customer journey, the above-mentioned advocacy measures will enable expansion of the brand to diverse markets and, as a result, will boost the entire product portfolio. 
Based on the above analysis, it has been understood that the customer journey map for Diageo is progressive, right from the stage of product awareness to retention in the target market of Diageo. 
[bookmark: _heading=h.mbrtkdg7c89b]

Part 2: Analysis of innovation approach through application of frameworks 
[bookmark: _heading=h.g36i9leqqy9l]4.1 Innovation approach 
Incorporation of innovation is crucial for business growth and for establishing a competitive business landscape. It enhances product offerings and expands the customer base (Andreini et al., 2022). For this purpose, innovation is adopted in successful business strategies and decision-making. However, systematic innovation requires integration of different business functions involving marketing, communications and human resource management. Therefore, organisations aim to make innovation a dedicated function essential for harnessing an innovative spirit within the existing workforce (Andreini et al., 2022). For instance, Diageo has established a separate innovation team that focuses on product improvement with the analysis of customer data with a generative artificial intelligence tool (Critchlow et al., 2025). In this context, it has been understood that the innovation approach of Diageo is agile.
The agile innovation approach involves the adoption of unique values, principles and practices for developing organisational management across a wide range of industries. The rationale behind organisational preferences for agile innovation involves an expansion of new possibilities in developing marketing programs and recruiting efficient talent (Hbr.org, 2025). It has been found that an agile innovation approach may increase recruitment by 60% through the HR department and could generate 40% more customer inquiries (Hbr.org, 2025). Therefore, an agile innovation approach involves launching business initiatives for higher business growth and customer satisfaction. 
[image: ]
Figure 10: Agile innovation for adopting sustainable packaging at Diageo
(Source: Media.diageo.com, 2025)
Based on the above understanding, Diageo adopts advanced tools and practices of optimising organisational management. In this regard, the company has established the ‘Society 2030: Spirit of Progress’ plan for sustainable production and packaging. It involves an increase in recycled content by 60% and a reduction of total weight by 10% in all packaging. Moreover, the agile innovation in sustainability involves increased use of recyclable and compostable materials in product packaging and distribution. Therefore, Diageo has incorporated sustainable measures for achieving 40% of recyclable content in all plastic bottles by 2025. Thus, innovation practices of Diageo are aligned with the agile approach in the optimisation of organisational management. 
[bookmark: _heading=h.n3op9rp61p8o]4.2 Application of innovation ambition matrix 
The innovation ambition matrix is significant for identifying the potential future strategies that can be adopted by organisations for optimised business progress (Goffin and Mitchell, 2025). In this regard, the analysis of the innovation ambition matrix for Diageo will highlight future innovation opportunities to achieve business goals. The scope of future innovations for Diageo will be categorised into three categories.
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Figure 11: Innovation ambition matrix for new product opportunities at Diageo 
(Source: Goffin and Mitchell, 2025)
Core Innovation
The core strength of business operations for Diageo is incorporating diverse flavours in its products. Therefore, the potential innovation scope for the company involves integrating immersive content with artificial intelligence to generate product ideas and expanding opportunities for consumer trial. Diageo has launched over 5,000 Johnnie Walker label bottles with the help of generative artificial intelligence (Thespiritsbusiness.com, 2025). In future business operations, Diageo can leverage the scope of artificial intelligence integration to receive customisation requests from a wider customer base. Moreover, innovation can be adopted in establishing packaging visuals conveying messages of responsible consumption and sustainable product choices. 
Adjacent innovation 
The potential scope of innovation by Diageo involves integrating the existing brands with new innovative formats and varied technologies. For this purpose, Diageo has established a 'Global breakthrough innovation' team for incorporating product designs that address the dynamic needs and preferences of the target customers (Beveragedaily.com, 2025). The potential scope for future expansion of existing business strengths involves the inclusion of artificial intelligence and advanced next-generation technologies for creating products that mitigate market risks and a fall in revenue share. With the incorporation of the above-mentioned strategies, Diageo can expand its existing product ideas into new markets.
Disruptive innovation 
With the incorporation of advanced innovation techniques, Diageo has the scope of incorporating a balanced approach to operate as a 'culture brand builder'. Based on this goal, the innovation team at Diageo needs to establish a pipeline for enhancing the type of services that meet customer expectations and improve the profitability of the company. Moreover, the company has the scope to establish partnerships and joint ventures with organisations dealing with packaged liquid drinking bottles. It will help in expanding business share in the alcohol and beverages market on a global scale. 
[bookmark: _heading=h.vueirfgtav3]4.3 Application of the customer journey map
Mapping of customer journey is important for evaluating post-purchase phases for better optimisation of onboarding, upselling and marketing activities (Okeke et al., 2024). In this context, the future mapping of customers of Diageo can be established in the following manner.
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Figure 12: Potential Customer Journey Map
Awareness
This is the first stage of the customer journey that represents the stage where customers become aware of the brand regarding specific products or services. In order to increase customer awareness, Diageo may consider an upgraded form of marketing involving social media and digital search engines. For this purpose, Diageo may consider the integration of advertising and marketing technology to enhance sales and business performance in the long run. The potential pain point in this regard can be the absence of an idea about the policy types and their customisation options. 
Consideration
At this stage, the customer considers their purchasing decisions regarding a specific product or service. In order to motivate customer purchases, Diageo requires an affordable pricing strategy and broader product types. Cost-cutting techniques and strategies for maintaining a competitive edge in the liquor market will enable positive product consideration by Diageo. For example, Diageo, in its recent plan, has decided to reduce 374.46 million dollars for addressing any future customer pain points associated with US tariffs (Fortune.com, 2025). Such initiatives have a positive impact on purchase consideration by target customers of Diageo.
Purchase
In the third stage, the customers undertake the purchasing actions. In order to develop efficient purchasing platforms for the customers, Diageo utilises online product promotion channels. Moreover, the company partners with suppliers across more than 100 nations to deliver high-quality products in the target market. At this stage, the possible pain points may involve the absence of price optimisation and product choices. For this purpose, the company can incorporate touchpoints involving social media interfaces, involving customer feedback and interaction. 
Retention
In the fourth stage, the customers enter the retention phase for long-term purchase. For this purpose, Diageo has the scope of offering incentives such as premium pricing or discounts to retain customers in the long run. In order to address the possible pain point of price rise, Diageo may establish an affordable price range for its products.
Advocacy 
Diageo has a potential scope of supporting community development initiatives through its business programmes. At present, the company has collaborated with nations across Africa to provide access to water and sanitation for its people. Similar community development initiatives can be advocated by Diageo for long-term retention of customers.
[bookmark: _heading=h.k0zl9bgdy4nf]4.4 Identification of digital transformation initiative 
With respect to the above understanding of innovation and customer journey mapping of Diageo, the incorporation of digital twin technology will enable better optimisation of business and satisfaction of target customers. A digital twin is a virtual model of a physical system that replicates real-world behaviour and performance (IBM.com, 2025). The application of digital twins enables virtual representation of objects and is widely used in industries such as healthcare, manufacturing, and logistics. It specifically enables better solutions to supply chain challenges in sustainable packaging or fleet management.
Managing over 200 brands sold in 180 countries, Diageo exerts a significant focus on packaging for delivering a positive commercial and environmental impact. Diageo can incorporate digital twin technology for monitoring sustainable packaging. Such application of digital twin technology will enable increased consistency and a decrease in the likelihood of product recalls. For instance, a similar application has been made by Nestlé to adopt sustainable packaging in its wide range of products. Apart from sustainable packaging, digital twins enable better management of inventories (Nestle.com, 2025).
Diageo has the potential to apply digital twin technology for managing the transportation of its products across more than 180 locations globally. Efficient logistics and export management may develop the existing supply chain network of Diageo. Recently, Diageo has faced concerns regarding conflict in the Middle East regions due to the diversion of ships away from the Suez Canal (Thedrinksbusiness.com, 2025). This has directly impacted the export business of Diageo in the overseas market. In this context, digital twin technology may be used for better tracking of product shipments and prior warning signals in the event of any uncertain disruptions. It will enable Diageo to map alternate routes for faster delivery and export of goods. Thus, the incorporation of digital twin technology is justified for addressing pain points in the business optimisation of Diageo.
[bookmark: _heading=h.a1ops6es6pj5]4.5 Value addition to the chosen organisation 
	Area of application 
	Application process 
	Expected benefits for Diageo 
	Impact on Diageo

	Shipment 
	· Collection of real-time shipment data 
· Incorporation of live feed 
· Inclusion of sensor data
	· Faster arrivals and departures of goods 
· In-transit update 
· Connected order mechanism
	High 

	Packaging 
	· Virtual experimentation of materials 
· Monitoring minimal plastic use 
· Updates on real-time data 
	· Improvement in efficiency 
· Better inventory management 
· Ensuring consistent product quality 
	High 

	Virtual product testing 
	· Predicting potential product failures 
· Stimulating real-world conditions 
· Addresses maintenance needs 
	· Enhance performance optimisation 
· Strengthen customer trust
· Incorporate cost optimisation
	Medium 


Table 3: Value addition in Diageo
Analysis 
Based on the above table, it has been understood that the application of digital twin technology will positively impact the value addition of Diageo. The specific areas of benefit involve streamlining the export and transportation of products. This involves real-time data tracking and the incorporation of sensors for predicting any issues associated with the supply of Diageo products overseas. Furthermore, digital twin technology may be used for ensuring sustainable packaging and optimised product testing. It will improve customer satisfaction and business growth opportunities in the long run for Diageo.
[bookmark: _heading=h.ujfpb4q5bh3o]5. Conclusion
It can be concluded that changes in business frameworks influence the application of the Innovation Ambition Matrix and Customer Journey Mapping frameworks. The report has critically analysed the innovative business framework and digital transformation initiatives of Diageo. It has been found that the application of the agile innovation approach can help the company to fulfil its commitment towards sustainability. From the report, it has also been found that Diageo can improve its customer journey by offering premium pricing and implementing retention strategies. Overall, it can be stated that by adopting digital twin technology, the firm can strengthen its position in the beverage market and prepare the company for future challenges.
[bookmark: _heading=h.9l3vor2iilrd]

[bookmark: _heading=h.lbucfjwlgoqs]6. Reference List
Andreini, D., Bettinelli, C., Foss, N.J. and Mismetti, M. (2022) ‘Business model innovation: a review of the process-based literature’. Journal of Management and Governance, 26(4), pp.1089-1121. Available at: https://doi.org/10.1007/s10997-021-09590-w
Beveragedaily.com (2025) AI, drones and more: Diageo launches breakthrough innovation team. Available at: https://www.beveragedaily.com/Article/2024/01/25/Diageo-launches-new-innovation-team-exploring-AI-and-drones/ (Accessed 5 October 2025).
Diageo.com (2025a) Diageo Launches Breakthrough Innovation Team to shape innovation beyond new products. Available at: https://www.diageo.com/en/news-and-media/press-releases/2024/diageo-launches-breakthrough-innovation-team-to-shape-innovation-beyond-new-products (Accessed 22 October 2025).
Diageo.com (2025b) News and media. Available at: https://www.diageo.com/en/news-and-media (Accessed 17 October 2025).
Diageo.com. (2025c) Inclusive marketing. Available at: https://www.diageo.com/en/esg/diversity-and-inclusion/inclusive-marketing (Accessed 16 October 2025).
Diageo.com (2025d) Our Business. Available at: https://www.diageo.com/en/our-business/where-we-operate/europe/diageo-great-britain (Accessed 14 October 2025).
Diageo.com (2025e) Policies and standards. Available at: https://www.diageo.com/en/our-business/corporate-governance/code-of-business-conduct/policies-and-standards (Accessed 13 October 2025).
Diageo.com (2025f) Our code. Available at: https://www.diageo.com/~/media/Files/D/Diageo-V2/Diageo-Corp/ (Accessed 11 October 2025).
Diageo.com (2025g) Doing business the right way. Available at: https://www.diageo.com/en/esg/doing-business-the-right-way/human-rights (Accessed 10 October 2025).
Diageo.com (2025h) Navigating the cultural trends shaping tomorrow. Available at: https://www.diageo.com/~/media/Files/D/Diageo-V2/Diageo-Corp/distilled/diageo-distilled-foresight-report-2025.pdf (Accessed 8 October 2025).
Diageo-one.com (2025) Make your orders count. Available at: https://www.diageo-one.com/s/?language=en_IE (Accessed 15 October 2025).
Drinks-intel.com (2025) Diageo picks out consumer trends for 2025. Available at: https://drinks-intel.com/cross-category/diageo-picks-out-consumer-trends-for-2025/ (Accessed 10 October 2025).
Drinksretailingnews.co.uk (2025) Diageo launches UK luxury arm for £30-plus spirits. Available at: https://drinksretailingnews.co.uk/diageo-launches-uk-luxury-arm-for-30-plus-spirits/ (Accessed 18 October 2025).
Foodmanufacture.co.uk (2025) Diageo issues open call for water management innovations. Available at: https://www.foodmanufacture.co.uk/Article/2024/01/25/diageo-launches-appeal-for-water-management-innovation/ (Accessed 19 October 2025).
Forbes (2025) Diageo. Available at: https://www.forbes.com/companies/diageo/ (Accessed 7 October 2025).
Fortune.com (2025) Diageo plans $500 million of cost cuts as U.S. tariffs kick in. Available at: https://fortune.com/europe/2025/05/19/diageo-plans-500-million-cost-cuts-us-tariffs-results-trump/ (Accessed 5 October 2025).
Goffin, K. and Mitchell, R. (2025) Innovation management. Bloomsbury Publishing.
Hbr.org (2025) Embracing Agile. Available at: https://hbr.org/2016/05/embracing-agile (Accessed 7 October 2025).
Hoogsteen, D. and Borgman, H. (2022) ‘Empower the workforce, empower the company?’ Citizen development adoption. Available at: https://scholarspace.manoa.hawaii.edu/server/api/core/bitstreams/7d661602-4f05-49dc-b9b5-e13c84385dfc/content
Ibm.com (2025) What is a digital twin? Available at: https://www.ibm.com/think/topics/digital-twin (Accessed 4 October 2025).
Mckinsey.com (2025) Consumers at the core: A conversation with Diageo’s Mark Sandys. Available at: https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/consumers-at-the-core-a-conversation-with-diageos-mark-sandys (Accessed 9 October 2025).
Media.diageo.com (2025) Reinventing Packaging. Available at: https://media.diageo.com/diageo-corporate-media/media/b2mfdgxc/becoming-sustainable-by-design-reinventing-packaging-july-2022.pdf (Accessed 6 October 2025).
Mlaarchitects.co.uk (2025) International Supply Innovation & Research Centre. Available at: https://mlaarchitects.co.uk/projects/international-supply-innovation-research-centre/ (Accessed 20 October 2025).
Nestle.com (2025) Nestlé is creating AI-powered 'digital twins' for brands like Purina, Nescafé Dolce Gusto and Nespresso. Available at: https://www.nestle.com/media/news/brands-ai-digital-twins-content-service (Accessed 5 October 2025).
image5.png
TRACKING THE TREND 2024

Expanded Reality Total

209 +544%

202«
2022 I

Al-Enabled Relationships

9 +83%

2024 I

2023 [
Boosting the Creative Class
202« NN
5.4n +32: 2oz
Dighsing the Prysical Worid
R 02—
Sm +hbo, 2o
[P em——
v 9 2o

1.50 +645%

205 W




image6.png
TRACKING THE TREND 2024

Collective Belonging Total
115.5m +57x —

Chamioning Inclusive Cultures
—
76.8n +51% o —

Connecting Passionate Fandoms.

32.7. 121 =

Brand Built Communities.

6m +334% =H




image7.png
TRACKING THE TREND 2024

[ore—r——
——
62 +51% s —

Social Change and Ethics
26.9n +74% —

Net Zero and Sustainabilty
202 —
20.5. +28% B —

presrreers
14.6m +59 o




image8.png
The Customer Journey

- . ®
- "%
RENEWAL

ENGAGEMENT

AWARENESS CONSIDERATION PURCHASE
Along with spreading Btz

awareness and
e innovation-contric

“ In ordor o considor the.
o awareness
uniquo points in Th third aspoct of tho
component involves. bquo pX poct considering the unique
customor domand, customor journay map. business growth for
digital markoting domands of customers,
Diagoo has designed involvos purchasing highor customer
stratogios that faciltato it important for
website promtions o motiation for satisfaction and
Diageo o incorporato
cator fo uniquo customors. accomplishing stratogic
customor retontion " :
stratogios. g

awarenss among the.
targot customers. by




image9.png
s part of cur Socisty 2030:Spirt of Progres’ o
‘ombiton, waie commited to maiing o pockagng
‘Sustainable by Design.To do i, we vt

Increoe recycied content Sustanably soutce o ur poper
12 60% foral pockaging  and beard packaging 2 ansue.

R
T R
e S

e o A ki 40% o ey
recycitie, reusotie o | Sorert ol plsic otes by
Compostable in courires 2025 and 100% by 2030

17

130





image10.png
New Product Opportunities

{
H

vt At Mo

i3
i
3

e ——





image11.png
Customer Journey Map

Customer
change Involving
purchasing social media
decision interfaces

Enhance Motivate Absence of Retain
marketing customer price customers.
technology purchase optimisation

Community
development
initiave

Involve § Offer premium
Develop affordable _Partnership pricing
advertising picing _ With suppliers

Diageo involve

social media Cost casting onlinoprodtict Collaborate

techniques plomotion Establish with nations to
affordable attract new
Undertake price customers

Awareness
regarding

Strategies for

maintaining purchasing

S‘r’gg“jc‘fs competitive action

= edge Positive impact Advocate
on purchase community

rights




image1.png
. 021 w2 223 224 225 226 2021 2028
25,000 35.00%

20,000 30.00%

N\

N\

15,000 25.00%

NN

10,000 7 20.00%

DY

5,000 15.00%

N\
A
A—

0 10.00%
® Sales o Operatingprofit @ Netincome -- NetMargin -e- Operating Margin





image2.png




image3.png
TRACKING THE TREND 2024

Neo-Hedonism Total

—
16.8n +484 o —
Onthe-go Products
7.3n +454 o —
Ui Products and Experiences
5.6 +83x% el
Atemative Social Spaces o
o
2.6n +424 B —
nduigence for Al

1.3m +22% =




image4.png
TRACKING THE TREND 2024

Concious Wellbeing Total
21.9n +49% ey

Celebrating Sel-Love

7.8n +37% - —
Decelerated Occasions
6.20 +79% ——
Substituted & Expanded Products

202 E—
5n +584% B

At-Home or Near-Home

2.9 +255 b




