






Overview

How is LALA U.S. Fueling Organic Growth through Innovation? 

What Can You Apply to Your Organization?



LALA U.S., Inc.



Innovation History 2014-2019
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Innovation Drivers

The CEO said we 
should…

Our competitor has a...
We should too…

Our customer thinks 
we should consider…

We need something to 
cover our sales gap…



A Common Industry Trend

Source: McKinsey & Company; Winning Growth Formula for Dairy, March 18, 2019



Dairy Headlines



Historical Post-Mortem

1. Innovation Lacked Consumer-Driven Strategy

2. Culture and Organizational Structure Did Not Enable a 
Conducive Innovation Environment

3. Business Priorities and Inconsistent Process Led to Overlooking 
or Bypassing Critical Tasks During Execution



Critical Success Factors

Strategy Structure Execution



Strategy

A Successful Strategy Starts with Why

Source: Simon Sinek, Start with Why



Strategy

A Successful Strategy Starts with Why WHO!

WHO
WHY
HOW
WHAT

WHO is our consumer?

WHY do consumers believe in us?

HOW do consumers use our products?

WHAT can we do to create additional 
value for consumers?



Understand the Consumer

Leverage Research to Create Opportunity Segments Bring Segments to Life by Creating Consumer Muses

Gender
Age/Generation
Income
Marital Status
Household Size
Language
Attitudes
Beliefs
Behaviors
Motivations
Brand Affinities



Create a Reason to Believe

Talk to Consumers to Develop an Understanding of WHY

People seek out familiar, nostalgic favorites in 
order to experience comfort and security of home.

During challenging economic times value and 
promotions play a more central role

LALA can be a modern cultural gateway
that helps connect one’s identity

with the delight of authentic discoveries

Source: LALA Dairy Consumer and Shopper Landscape Study (September 2020)



Identify Jobs to be Done

Jobs are a Cluster of Functional, Emotional and 
Relational Motivations that Mobilize People to 
Seek and Hire Solutions to Make Progress in 
Their Lives
- Flow from specific life situations (family time, 

commuting, work, etc.)

- Context of the situation results in a complex cluster 
of motivations 
(may compromise my desires to find a solution that 
works for my whole family)

- Moods (bored, anxious, joyful) in situations amplify 
or diminish people’s propensity to take action

Jobs to be Done Framework Helpful in Identifying HOW 

Source: JTBD.info



Generate a Value Roadmap

Leverage Jobs to be Done to Identify WHAT 
Incremental Value Creation Opportunities Exist



Structure

Attainable
Targets

Vision People & 
Culture

Resources



Establish a Team Vision

Grupo LALA Vision:
“To be the preferred dairy 

company in America”

Grupo LALA Mission:
“Our passion is to feed your life”



Connect Cross-Functionally

Innovation

R&D

Sales

Marketing

Supply 
Chain

Finance

Innovation Relies on Support from Cross-Functional Creative 
Thinkers to Develop and Execute Projects



Enable a Creative Culture

Encourage Participation in the Ideation Process
by All Employees Within the Organization

Change the Way We Think About
How and What We Consider Innovation



Resources

People FundingAgencies



Resources



Set Attainable Targets

Innovation Becomes Nearly 5% of Total Sales by 2025
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Execution

Process Tools Iteration



Process

Leverage an Innovation Stage Gate Process
That Fits Company Needs



Tools

Innovation Dashboard
Updated: 9/9/2021
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Iteration



Successes



Key Takeaways

1. Develop Strategy Centered Around WHO

2. Create a Culture and Organizational Structure Conducive to 
Innovation

3. Leverage the Right Process and Tools to Ensure Successful 
Project Execution
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