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[bookmark: _Toc214200503]Introduction and Background of Proper Snacks UK
Proper Snacks UK (formerly Propercorn) was founded in 2011 by Cassandra Stavrou and Ryan Kohn to address rising consumer demand for healthier snacking options (Proper Snacks, 2021). The company later partnered with Eat Real under Exponent Private Equity, forming one of Europe’s largest “better-for-you” snack groups (Exponent, 2021). The UK healthy snack market continues to expand, supported by increasing health consciousness and sustainability awareness among consumers (Mintel, 2023). Proper Snacks positions itself as a purpose-driven brand emphasising bold flavours, clean ingredients, and ethical sourcing (B-Corp, 2022).
In the UK, Proper has established itself as a major player in the healthy / better‐for‐you snack category. According to an article, sales exceeded £100 m per annum by early 2024. The UK healthy snacks market is projected to grow at a CAGR of ~7.9% from 2025-32, which provides a favourable external context for Proper’s growth ambitions. 
From company filings: The registered company (Proper Snacks Limited) was incorporated on 9 December 2020. According to Endole, for the period ended 29 December 2024, the turnover is shown as £8.55 m, employees ~10. (Note: this may reflect a smaller-entity filing or a specific holding company rather than full group revenue).
In terms of objectives, Proper’s mission is to “make snacks that taste great and do good” (as the Modern Slavery Statement puts it). It emphasises better-for-you snacking (i.e., natural seasonings, no palm oil, portion control, healthy credentials) and sustainability (they were one of the first B-Corp certified snack companies in the UK). 
Key competitors in the UK healthy snacking / better-for-you arena include brands such as Graze, Nakd., Tyrrells (for premium crisps), and conventional snack giants shifting into healthier formats. The broader category is crowded, but Proper has built strong brand equity and distinctive positioning.
While I could not locate a precise public “market share” figure for Proper in the UK healthy snack market, the fact that it is reported to be one of the fastest-growing brands and has national retailer listings suggests a strong foothold. For example, it is described as “one of the fastest-growing brands in the UK healthy snack category” and “sales exceeding £100m per annum” in 2024. 
In summary: Proper Snacks UK is a challenger brand in the better-for-you snacking category, established 2011, scaled significantly, with a clear mission around health/sustainability, operating in a rapidly growing UK market, facing both legacy competitors and new entrants in snack innovation.
[bookmark: _Toc214200504]Innovation Ambition Matrix – Proper Snacks UK
The Innovation Ambition Matrix (as introduced by Mohammed Nagji & Geoffrey Tuff (2012)) is a useful framework to categorise an organisation’s innovation initiatives into three levels: Core, Adjacent, and Transformational. (Note: while I do not have access to the full article text here, I will summarise the principle from standard literature.)


Core innovation focuses on incremental enhancement to current products and processes (Nagji and Tuff, 2012). Proper continually refines flavours, packaging, and production processes to maintain consumer appeal (Proper Snacks, 2022). Investing in efficient packaging machinery has improved quality and consistency (Food Manufacture, 2023). Expanding supermarket listings also reinforces its presence in the core UK snacks market (Retail Gazette, 2023).
Proper Snacks UK demonstrates a layered approach to innovation that aligns with Nagji and Tuff’s (2012) innovation ambition model, integrating core, adjacent and emerging transformational efforts. Core innovation focuses on reinforcing the existing business by improving product quality, consistency and operational capability. This is evident in the continuous refinement of packaging design, flavour development and production efficiency, which ensures that the brand remains competitive within the healthy snacking category. The expansion of retail placement, from initial distribution into major supermarket chains to broader commercial availability, further strengthens the organisation’s foundational market presence. Investments in manufacturing and automated packaging systems have additionally improved product reliability and operational effectiveness, supporting long-term scalability.
Adjacent innovation extends the brand’s established competencies into new product forms and markets. Transitioning from popcorn to lentil-based chips represents a strategic evolution in product diversification, appealing to consumers seeking alternative textures and nutritional benefits (The Grocer, 2022). International market expansion has also widened Proper’s consumer base, with distribution now spanning multiple regions (Proper Snacks, 2022). Experimentation with plant-based and allergen-aware ingredients reflects responsiveness to evolving consumer preferences for healthier, functional and inclusive food offerings (Mintel, 2023).
Transformational innovation, although less mature, presents significant strategic potential. Transformational change involves the creation of new business models or consumption logics that alter the market landscape (Christensen, 1997). For Proper, this includes the development of digital direct-to-consumer ecosystems, subscription models and personalised product discovery pathways that move the brand beyond traditional retail channels (Grewal, Roggeveen and Nordfält, 2020). Furthermore, integrating sustainability transparency through digital traceability or circular packaging redesign would allow consumers to participate actively in environmental stewardship (B-Corp, 2022). These initiatives position the brand to respond to the growing influence of digital-native consumer cultures and rising expectations for ethical and interactive product experiences.
Together, these innovation horizons indicate a balanced and strategically coherent approach. Core and adjacent innovation maintain competitiveness in the present, while transformational innovation prepares the organisation for future market shifts. This portfolio-based method supports continued growth, differentiation and resilience in a dynamic and highly competitive sector.
In summary:
Proper’s strength in brand, healthy credentials and agile manufacturing gives it a solid core/adjacent innovation base.
Its challenge will be to move convincingly into transformational innovation—digital platforms, new snack ecosystems, sustainability leadership—so as to secure long‐term differentiated growth.
The innovation ambition matrix suggests resource allocation: perhaps continue to support core (say ~70%), adjacent (~20%) and transformational (~10%) or other permutations depending on risk appetite.
[bookmark: _Toc214200505]Customer Journey Mapping – Proper Snacks UK
Mapping the customer journey helps identify how consumers engage with the brand, where the “pain” (frictions) and “gain” (delighters) points are, and where digital innovations might enhance the experience. I adopt frameworks from Joanna Lemon & Peter Verhoef (2016) on customer experience and digital transformation, and ground the journey in service‐dominant logic (Vargo & Lusch, 2004) emphasising co-creation of value and touches beyond simple transactions.
[bookmark: _Toc214200506]Customer personas & scenario
Let’s imagine a core consumer: “Busy health-conscious professional” (aged 25-40), living in the UK, who snacks on-the-go and seeks better-for-you alternatives. They buy Proper either via supermarket/instore or online (D2C or retail e-commerce).
Customer Journey Map – Key stages, touchpoints, pain/gain, digital opportunities[image: A grid of white boxes with black text

AI-generated content may be incorrect.]

Identify the Core Problem (based on pain points in the customer journey)
From the mapped journey, the main pain points can be summarised as follows:
Fragmented digital engagement: Customers experience a disconnect between social media awareness and meaningful brand interaction post-purchase — no cohesive digital ecosystem to sustain engagement.
Limited personalisation: The brand does not yet provide personalised product recommendations or content based on user preferences, leading to decision fatigue at the point of selection.
Lack of post-purchase feedback loop: There is minimal digital feedback or reward mechanism for customers who want to interact after consuming the product.
Absence of loyalty integration: While Proper’s values resonate with customers, there is no structured loyalty or gamified system that sustains brand advocacy and repeat purchase behaviour.
Core Problem Statement:
Proper Snacks lacks a unified, data-driven digital ecosystem that personalises the customer journey, captures feedback, and builds sustained loyalty — limiting engagement and long-term customer lifetime value (Lemon & Verhoef, 2016; Payne et al., 2020).
[bookmark: _Toc214200507]Visualised Journey
Below is the journey in a linear flow. (In a full paper one might include a graphic.)
Discovery → 2. Consideration/Selection → 3. Purchase/Acquisition → 4. Consumption → 5. Post-Consumption/Loyalty
At each stage there are touchpoints (digital & physical), gains, pains and digital innovation opportunities.
[bookmark: _Toc214200508]Identified Pain & Gain Points
Gain Points
Several aspects of Proper Snacks’ customer journey contribute positively to brand perception. The brand’s strong visual identity and distinctive packaging enhance shelf visibility and recognition, helping it stand out in a crowded healthy snacking market (Retail Gazette, 2023). Clear communication of nutritional benefits supports consumer preferences for responsibly formulated and healthier snacks (Proper Snacks, 2022). Moreover, Proper’s commitment to sustainability and ethical sourcing strengthens its credibility among environmentally conscious shoppers, reinforcing trust and adding emotional value to the purchase experience (B-Corp, 2022).
Pain Points
Despite these strengths, the current journey reveals friction that may limit engagement and repeat purchase. Consumers receive little personalised guidance when choosing flavours, which often leads to uncertainty and reduces their willingness to experiment with new products (Mintel, 2023). Post-purchase engagement is also minimal, offering few pathways for customers to build an ongoing relationship with the brand or participate in any form of structured loyalty (Payne, Frow and Eggert, 2020). While sustainability is central to Proper’s positioning, related communication remains largely informational rather than interactive, providing no mechanism for consumers to track or influence the environmental impact of their choices (B-Corp, 2022).
[bookmark: _Toc214200509]Digital Innovation Opportunities
Opportunities for innovation lie in personalisation, data-driven engagement, and digital experiences that enrich each stage of the journey. A personalised flavour-matching tool on the website or app could guide consumers through flavour discovery based on taste preferences, health goals or snacking occasions. A subscription-based snack box model would introduce curated selections, personalised assortments, early-release flavours and feedback loops, shifting the business towards recurring revenue and deeper consumer relationships. Smart packaging using QR or NFC technology could invite consumers to scan packs, submit feedback, earn loyalty rewards, access behind-the-scenes content or receive guidance on packaging reuse. In-store digital features such as mobile scanning for flavour information, virtual flavour launches or AR shelf experiences could enrich the consideration stage. Sustainability could become more engaging through digital traceability tools enabling users to scan packs and view ingredient origins or carbon footprints. A branded community space integrating social sharing, “snacking missions” and gamification could build emotional connection, while data analytics and AI could help Proper optimise flavour development, identify emerging trends and improve operational efficiency.

[bookmark: _Toc214200510]Theory Integration: Touchpoint Theory & Service-Dominant Logic
Touchpoint Theory emphasises that each brand interaction, whether digital or physical, shapes the consumer experience. Lemon and Verhoef (2016) argue that the orchestration of these touchpoints must be coherent, especially as digital interfaces grow. For Proper, this spans initial discovery on social media, website exploration, in-store navigation, packaging interaction and post-purchase feedback. Mapping these touchpoints highlights where friction occurs—such as a lack of flavour guidance—and where value-enhancing features could be introduced.
Service-Dominant Logic (Vargo & Lusch, 2004) reframes value as co-created by consumers and brands. In this view, snacks are integrated into lifestyle, identity and social context rather than consumed as isolated products. Digital features that encourage feedback, customisation and community participation therefore strengthen co-creation. Low post-purchase engagement suggests missed opportunities for consumers to shape the brand experience beyond consumption.
[bookmark: _Toc214200511]Key Insights, Synthesis & Innovation Opportunity Horizon
Using the Innovation Ambition Matrix alongside the customer journey indicates short-, mid- and long-term priorities. In the short term, Proper should optimise the core through frictionless mobile checkout, subscription options, clear stock visibility and incremental packaging and manufacturing improvements, whileg strengthening digital data capture. In the midterm, growth lies in expanding into adjacent “better-for-you” formats such as bars or veggie crisps, developing functional variants and using digital channels to test flavours before national rollout, as well as expanding internationally. Long-term transformational opportunities include building a direct-to-consumer subscription platform, using behavioural data to drive product development and supply-chain responsiveness, and embedding circular-economy principles into packaging with digital traceability and recycling incentives. AR or gamified experiences could further engage Gen Z and Alpha consumers. Linking these innovations back to the journey illustrates how digital loyalty tools enhance post-purchase stages, smart packaging enriches consumption, and improved online journeys strengthen consideration. Given the continued growth of the UK healthy snacks market, Proper must balance core optimisation with bold digital and product innovation to remain competitive.
[bookmark: _Toc214200512]Conclusion
This section has applied the Innovation Ambition Matrix to Proper Snacks UK, categorising their innovation initiatives across core, adjacent and transformational horizons; it has also mapped the customer journey for a representative core consumer, identifying key touchpoints, gain and pain points, and digital innovation opportunities. The combined analysis suggests that Proper has a strong foundation but significant opportunity exists (and urgency) in moving further into adjacent and transformational innovation—especially digital engagement, personalised/functional snack models, and new business models.




[bookmark: _Toc214200513]Proposed Digital Solution: “Proper+” – A Personalised Snack Engagement Platform
A mobile-first digital platform integrated with AI and automation that enables:
AI-Powered Snack Recommender:
Using customer data (taste, dietary preferences, calorie goals), an AI engine suggests optimal snacks and flavour pairings (Grewal et al., 2020).
Smart QR Feedback System:
Every pack includes a scannable QR code. Consumers can scan to rate taste, sustainability, and packaging usability. Feedback is automatically integrated into Proper’s CRM to inform flavour innovation and customer engagement (Chaffey & Ellis-Chadwick, 2019).
Gamified Loyalty & Sustainability Tracker:
Users earn “Snack Points” for scanning, recycling packaging, or participating in digital challenges. These points unlock discounts or limited-edition flavours, fostering co-creation and repeat purchases (Prahalad & Ramaswamy, 2004).
Integration with Retail & E-commerce:
The app connects with retail partners for “click & snack” functionality — customers can reorder via their preferred retailer or subscribe directly through Proper’s D2C model.
This solution directly targets digital transformation within the snack market by embedding AI, data analytics, and co-creation principles into consumer interaction (Vargo & Lusch, 2004; Lemon & Verhoef, 2016).
[bookmark: _Toc214200514]Define How the New System Integrates into the Business Model
	Business Model Component (Osterwalder & Pigneur, 2010)
	Integration of “Proper+” System

	Value Proposition
	From “healthy, tasty snacks” → “personalised, interactive, sustainable snacking experience.”

	Customer Relationships
	Shift from transactional to relational — ongoing engagement through digital touchpoints, gamified loyalty, and data-driven personalisation.

	Channels
	Adds a new D2C digital channel (Proper+ app) alongside retail distribution. Integrates social media, QR scanning, and subscription models.

	Revenue Streams
	New opportunities via subscriptions, limited edition drops, partnerships (e.g., sustainability badges with eco-brands).

	Key Resources
	AI analytics engine, CRM database, digital marketing automation platform.

	Key Activities
	Data collection and analysis, app content management, co-created innovation cycles.

	Customer Segments
	Expands from general “snackers” to digital health-conscious microsegments (e.g., vegan, low-cal, high-protein).


This integration transforms Proper from a traditional FMCG into a data-enabled, experience-driven snack ecosystem — aligning with the transformational innovation horizon in Nagji & Tuff’s (2012) framework.

[bookmark: _Toc214200515]Visualise an Updated Customer Journey (Improved Experience)
[image: A table with text on it
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The redesigned customer journey places emphasis on ongoing co-created value between the brand and consumer, rather than a primarily transactional interaction (Vargo and Lusch, 2004). Previously, consumer engagement was fragmented, with limited opportunities for feedback, personalisation, or sustained interaction beyond the initial purchase. In contrast, the new journey enables continuous personalised engagement that reinforces consumer identity, supports sustainability-focused behaviours, and encourages consistent habit-building through digital touchpoints and reward mechanisms.
[bookmark: _Toc214200516]Customer Journey Comparison: Before vs After Digital Transformation (Proper Snacks UK)
Overview
The customer journey for Proper Snacks UK evolves from a primarily physical and reactive process to a digitally integrated, data-driven ecosystem (“Proper+”). Using digital tools such as AI, AR, and CRM integration enhances engagement, personalisation, and sustainability tracking (Lemon & Verhoef, 2016; Chaffey & Ellis-Chadwick, 2019).



[bookmark: _Toc214200517]Detailed Before-and-After Comparison
	Stage
	Before (Current Journey)
	After (Enhanced Journey – “Proper+”)

	1. Awareness / Discovery
	Touchpoints / Actions: Social media ads (Instagram, TikTok), in-store shelves, retail sampling, and friend recommendations. 

Gains: Eye-catching packaging and “healthy but tasty” positioning. 

Pains: Overcrowded snack aisles and unclear brand differentiation. 

Digital Opportunity: Early concepts for AR scanning and AI-personalised social content.
	Touchpoints / Actions: Social ads, influencer content, and QR-linked campaigns. 

Enhanced Experience: Dynamic storytelling about brand purpose and sustainability values tailored through AI (Chaffey & Ellis-Chadwick, 2019). 

Digital Integration: AI-driven audience targeting and AR-enabled snack visualisation that enhances emotional connection and discovery.

	2. Consideration / Selection
	Touchpoints / Actions: Visiting the website, comparing ingredients and flavours, reviewing nutrition, and choosing purchase channels. 

Gains: Clean-label credentials and portion control. 

Pains: Incomplete product visibility online; flavour unavailability; limited trial opportunities. 

Digital Opportunity: Chatbot or web widget for snack matching and allergy info.
	Touchpoints / Actions: Proper+ app with an AI-powered recommendation engine. 

Enhanced Experience: “Snack Match” tool helps customers find ideal snacks based on taste, mood, and health goals. 

Digital Integration: Real-time personalisation supported by conversational AI, improving convenience and trust (Lemon & Verhoef, 2016; Vargo & Lusch, 2004).

	3. Purchase / Acquisition
	Touchpoints / Actions: In-store checkout, online purchase, or subscription. 

Gains: Broad retailer presence and product availability. 

Pains: Stock-outs, long queues, online shipping delays, and limited formats. 

Digital Opportunity: Mobile app for easy reorders and subscription setup.
	Touchpoints / Actions: Direct-to-consumer (D2C) Proper+ app, scan-to-buy retail experience, and digital subscriptions. 

Enhanced Experience: Frictionless checkout, one-click reordering, and eco-incentives for packaging returns (Osterwalder & Pigneur, 2010). 

Digital Integration: Unified payment, loyalty, and recycling tracking system linking digital and physical purchases.

	4. Consumption / Post-Purchase
	Touchpoints / Actions: Snack consumption, social sharing, recycling packaging. 

Gains: Great flavour and healthy perception. 

Pains: Packaging usability issues, portion size inconsistencies, no structured feedback loop. 

Digital Opportunity: QR code scan for feedback and engagement.
	Touchpoints / Actions: Snack enjoyment paired with interactive digital experiences. 

Enhanced Experience: In-pack AR content and gamified feedback loop with instant digital rewards (Grewal, Roggeveen & Nordfält, 2020). 

Digital Integration: QR-based data collection feeds customer relationship management (CRM) for insights and product optimisation.

	5. Loyalty / Advocacy
	Touchpoints / Actions: Following brand on social media, newsletter subscriptions, recycling packaging, and word-of-mouth recommendations. 

Gains: Alignment with sustainable brand identity. 

Pains: Limited loyalty rewards and no personalisation between purchases. 

Digital Opportunity: Gamified loyalty and community challenges.
	Touchpoints / Actions: Proper+ loyalty dashboard featuring sustainability missions and community activities. 

Enhanced Experience: Gamified loyalty ecosystem with badges, rewards, and new flavour voting (Prahalad & Ramaswamy, 2004). 

Digital Integration: Cloud-based CRM and AI analytics provide predictive engagement, fostering deeper customer co-creation and retention.



[bookmark: _Toc214200518]Summary of Key Transformations
	Dimension
	Before (Traditional)
	After (Proper+ Digital Ecosystem)

	Customer Experience
	Fragmented, primarily physical journey with minimal feedback mechanisms.
	Seamless omnichannel journey with AI, AR, and personalised engagement (Lemon & Verhoef, 2016).

	Brand Differentiation
	Based on shelf presence and packaging.
	Digital storytelling and sustainability transparency drive emotional engagement.

	Engagement Loop
	One-way marketing communication.
	Continuous data-driven co-creation and interaction (Vargo & Lusch, 2004).

	Loyalty Model
	Generic and transactional.
	Gamified, personalised, and sustainability-linked loyalty ecosystem.

	Data Utilisation
	Limited retailer-driven data.
	Real-time analytics from QR scans, AI behaviour tracking, and CRM insights supporting innovation.


[bookmark: _Toc214200519]Theoretical Integration
The transformation aligns with Service-Dominant Logic (Vargo & Lusch, 2004), where value is co-created between Proper and consumers via digital touchpoints rather than through one-way transactions.
The move from core improvements to digital transformation also reflects Nagji & Tuff’s (2012) “Innovation Ambition Matrix,” with Proper shifting from core and adjacent innovations (flavour and format expansion) to transformational innovation (digital ecosystems and sustainability data integration).
[bookmark: _Toc214200520]Key Performance Indicators (KPIs) and Strategic Alignment
Defined KPIs for “Proper+” Initiative
To evaluate the impact of the proposed Proper+ platform, a set of performance indicators has been established to measure customer response, behavioural outcomes and operational efficiency. Customer satisfaction is expected to rise to levels exceeding 85 per cent, reflecting improvements in personalised service delivery and more meaningful post-purchase engagement that strengthens perceived value (Lemon and Verhoef, 2016). In addition, the Net Promoter Score is projected to increase by at least fifteen points, indicating a shift toward stronger brand advocacy and emotional alignment between consumers and the brand (Payne, Frow and Eggert, 2020). Repeat purchasing frequency is anticipated to grow by approximately twenty per cent, driven by loyalty rewards and greater continuity of interaction, which reinforce habit formation and brand attachment (Mintel, 2023). The platform is also expected to enhance operational efficiency through automation and integrated consumer data systems, reducing manual workload and enabling faster insight-led decision-making (Chaffey and Ellis-Chadwick, 2019).
This performance improvement aligns closely with the strategic objectives of Proper Snacks UK, particularly in strengthening consumer relationships, supporting sustainable growth and maintaining differentiation in the increasingly crowded healthy snack sector. The platform reinforces the brand’s value-led identity by embedding sustainability incentives within everyday interactions, thereby deepening the ethical dimension of consumer experience (Vargo and Lusch, 2004). By encouraging co-creation, personalisation and continuous engagement, Proper+ enhances loyalty, strengthens brand competitiveness, and supports long-term market advantage (Prahalad and Ramaswamy, 2004).
In essence, these KPIs collectively ensure that Proper+ strengthens the company’s customer centricity, operational effectiveness, and market competitiveness — aligning with long-term growth ambitions in a rapidly expanding digital consumer landscape.
[bookmark: _Toc214200521]Recap of Proper Snacks UK’s Innovation Approach
Proper Snacks UK has pursued a balanced innovation strategy aligned with the Innovation Ambition Matrix (Nagji & Tuff, 2012), combining core, adjacent, and emerging transformational innovations to sustain long-term growth in the competitive “better-for-you” snack market.
Core innovation has focused on continuous improvements in packaging, flavour development, and operational efficiency — strengthening the brand’s position within the healthy snacking segment.
Adjacent innovation has extended the company’s product portfolio from popcorn to “Proper Chips” and other healthier formats, while expanding into international markets and experimenting with clean-label and functional ingredients.
Transformational innovation, while still emerging, centres on the potential to digitise the customer experience, integrate sustainability into the value chain, and explore new business models such as direct-to-consumer platforms and personalised snacking ecosystems.
This portfolio approach reflects Proper’s ability to defend its current strengths while exploring new growth horizons, ensuring that innovation remains a deliberate, structured process rather than a series of isolated initiatives.
[bookmark: _Toc214200522]Summary of the Proposed Digital Transformation Initiative – “Proper+”
To address gaps identified in the customer journey — such as limited personalisation, fragmented engagement, and lack of post-purchase interaction — the proposed “Proper+” digital platform represents a step-change in Proper’s innovation trajectory.
Key features of Proper+ include:

The proposed platform incorporates several key features designed to enhance personalisation, engagement, and continuity across the customer journey. The first feature is an AI-powered “Snack Match” tool, which recommends snack options based on individual taste preferences, dietary needs, and consumption behaviours, allowing for a more tailored decision-making experience (Grewal, Roggeveen and Nordfält, 2020). The second feature involves QR-linked packaging feedback, where each product contains a scannable code that directs consumers to a digital interface for rating their experience, accessing sustainability information, and receiving personalised rewards (Chaffey and Ellis-Chadwick, 2019). A further feature is the incorporation of gamified loyalty and sustainability engagement, enabling consumers to accumulate points by reviewing products, recycling packaging, and participating in brand challenges or activities that reinforce co-created value (Prahalad and Ramaswamy, 2004). The final feature is an integrated retail and subscription model that supports both supermarket purchasing and direct-to-consumer replenishment, creating a seamless linkage between in-store discovery and ongoing online procurement (Osterwalder and Pigneur, 2010).Final Thoughts: How Innovation Contributes to Business Success
Innovation is central to Proper Snacks UK’s sustained competitiveness and growth. By continuously investing across core, adjacent, and transformational innovation horizons, Proper ensures resilience in a rapidly evolving market.
Strategic differentiation: Innovation in flavour, format, and digital engagement enables Proper to stand out in the crowded healthy snack category.
Customer loyalty and advocacy: Through co-creation and digital personalisation, innovation deepens consumer relationships and strengthens brand equity.
Operational excellence: Digital integration improves agility, responsiveness, and data-driven decision-making — critical for scaling efficiently.
Sustainability and purpose alignment: Embedding innovation in eco-friendly practices and community engagement reinforces Proper’s mission to “make snacks that taste great and do good.”
In conclusion, innovation is not just a function within Proper Snacks UK — it is a strategic enabler of value creation, competitive advantage, and long-term success. The proposed “Proper+” transformation encapsulates this vision by merging technology, customer experience, and sustainability into a unified growth engine for the brand’s next phase.
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Core innovation


Packaging refreshes; flavour/variant tweaks in popcorn/chips; manufacturing efficiency improvements.


Protect & optimise current business.


Adjacent innovation


Launching chips from popcorn; expanding into overseas markets; ingredients/clean‐label extensions.


Expand into related spaces leveraging brand and capabilities.


Transformational innovation


Potential digital D2C platform; functional snack platforms (protein / gut health); circular economy business model.


Create new markets, new business models, higher growth.
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consumer rates flavour/texture and receives rewards; dynamic offers
for next purchose;
fun snack facts).

-pack AR experience (e.g., scanning bag reveals

Digital loyalty platform: user profile with snack preferences,
personalised offers, “snack mission" badges, community challenges
(e “30 days of better snacking"), blockchain-verified packaging
recycling.
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Socal ads, Influencer content, QR-
linked campagns.

Brand website, Proper+ app, Al
recommender.

D2C app, retall scan-to-buy,
subscription.

Snack enjoyment, scanning QR for
feedback.

Proper+ dashboard, community
challenges, sustalnabllity missions.

Dynamic soclal media experlence
personalised via Al Interactive
storytelling about sustainabllity.

Simplified snack choice via Al “Snack
Match” englne; transparent
sustalnablity scorecard

Frictionless checkout, one-click
reordering; reward for eco-friendly
packaging return.

Engaging feedback loop, In-pack AR
content, and Instant rewards.

Gamifled loyalty (badges, discounts),
co-creation via polls and new flavour
votes.

Aldriven soclal targeting: AR-
enabled snack visualisation.

Real-time Al personalisation and
chatbot assistance.

Integrated payment, loyalty, and
recycling tracking system.

QR-based data capture feeding CRM
and reward algorithm.

Cloud CRM + Al analytics enabling
personalised push notifications and
community engagement.




