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Research, Development & Quality
Mondelēz International (NASDAQ: MDLZ) is a global snacking powerhouse with 2015 net revenues of
approximately $30 billion. Our Research, Development and Quality (RD&Q) team reports to our Chief Growth
Officer. Together, we help accelerate our growth and margins through global innovation platforms, power brands
and breakthrough technologies.

By the Numbers…

2,400+
SCIENTISTS,
CHEMISTS AND
ENGINEERS IN
RD&Q

55%+
OF OUR
GLOBAL RD&Q
EMPLOYEES ARE
WOMEN

10 KEY RD&Q
CENTERS
WORLDWIDE

We’re finding new ways to meet and anticipate consumer demands,
create innovative quality products and win in a fiercely competitive marketplace.
We focus on applied technology – not creating solutions in search of problems.

We begin with

consumer insights, which flow through our rich innovation pipeline to how we apply new
technology.

We’re aligned with our marketing and
business unit leadership from the beginning of the innovation pipeline.
This is what makes us great at innovation.

Being better connected to our business means our consumer insights are better, we can adapt faster, and
we are less risk-averse.

We apply this philosophy across each of our focus areas – new product
development, packaging, research, nutrition, quality, food safety and scientific affairs – all around the world.

We create
foods that fit
the way people
eat today and
bring joy to
those smalleating
moments.
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MINDFUL SNACKING
The growth of our business is directly linked to the well-being of the people who make and enjoy our products
and the communities we serve. As the world’s largest snack company, we want to help people lead healthier
lives and support their quest for well-being. Our Call For Well-being focuses on four areas that are critical to the
world and where we can make the greatest impact. In fact, we plan to focus 70 percent of our new product
development efforts on Well-Being platforms.
.

Our Goals…

50%

25%

25%

10%

OF REVENUE
IN WELLBEING
SNACKS BY
2020

INCREASE IN
PORTION
CONTROL
PRODUCTS BY
2020

INCREASE IN
WHOLE
GRAINS BY
2020

SODIUM AND
SATURATED
FAT
REDUCTIONS
BY 2020

We help address nutritional
deficiencies in developing
countries by creating foods
fortified with micronutrients. We
work with local nutritionists to
identify micronutrient
deficiencies and better
understand what’s needed.

100%
FRONT-OFPACK
CALORIE
LABELING
BY 2016

We don’t simply add nutrients. We
utilize technology that helps ensure
the nutrients we use can be absorbed
by the body most effectively and
efficiently.
In Asia, Our Tiger Biskuat
line is fortified with nine
vitamins and six minerals
recommended by the
World Food Programme.
In Africa, the Nutrition
Society of Nigeria
endorsed our Bournvita
fortified milk-based
beverage.
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Success Stories

Creating a
Global
Breakfast Icon
with belVita

Transforming
Tang with
Delicious
Efficiency

Creating a
Sustainable
Cocoa Supply

Taking the
“Glocal
Approach” for
Oreo
in China

With people skipping breakfast, we asked ourselves how we could create a food option that is
nutritious, tastes great and provides sustained energy for the whole morning. Our biscuit
innovation team in France led to the development of an innovation that has transformed the
breakfast category. belVita biscuits are made with a combination of whole grains carefully
baked using a proprietary, specifically controlled process. This process allows for the slow
release of carbohydrates over four hours. When eaten as part of a balanced breakfast, belVita
provides the fuel to get through the morning. We now offer belVita in over 50 countries,
including United Kingdom, Belgium, Brazil, Canada, Colombia, Russia, Australia, Poland, the
U.S., Gulf markets, China and Indonesia. In 2015, global expansion of belVita has increased
whole grains in diets by 5.8 million pounds! Today, belVita has become a global breakfast icon,
growing about 20% annually over the past couple of years. 2015 revenues exceeded $550
million.
In Latin America, we were spending about $50 million annually on flavors alone across our
Tang business. We had over 400 flavor specifications, and we were working with 22 different
suppliers. Our research team identified which flavors were most preferred by consumers and
then partnered with a single supplier to tailor a winning product assortment. By working with this
strategic supplier, we developed exclusive technology to deliver bigger, better flavors, and 80
percent fewer specifications, which reduced costs by 20 percent, delivered $10 million in
incremental cash flow and superior products!
Cocoa communities depend on fertile soil, clean air and potable water. As the world’s largest
chocolate company, we’re creating a sustainable cocoa supply chain with thriving communities
at its foundation. Cocoa Life is our holistic $400 million, 10-year commitment to empower more
than 200,000 farmers and more than one million people in cocoa farming communities. For the
past several years, Research, Development & Quality teams have visited cocoa farming
communities in Ghana, Côte d’Ivoire and Indonesia – working with local farmers and consulting
on best practices in agronomy to help develop more productive and disease-resistant cocoa
trees. Our partnerships have extended through our company’s skills-exchange program, Joy
Ambassadors. Our employees also work with government and non-governmental cocoa
research organizations to boost cocoa yields around the world.
Several years ago, after learning that Oreo cookies were too sweet, too big and too expensive
for Chinese consumers, we went back to the drawing board. We put our knowledge to use and
created unique Oreo varieties in China that are tailored to local tastes, while based on a great
global platform. Today, we make locally relevant flavors like Oreo Green Tea Ice Cream and
more affordable forms, like wafers. By taking a “glocal” approach – keeping the global brand
architecture intact, but adapting it to local consumer needs – Oreo has become the No. 1 cookie
in China, and China is now Oreo’s second largest market worldwide! We’ve even taken the
Oreo Thins innovation – born in China – and successfully launched it in the U.S. and Australia!
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For more information:

facebook.com/mondelezinternational

Media
+1-847-943-5678
news@mdlz.com

twitter.com/MDLZ

www.mondelezinternational.com

www.youtube.com/mdlz

www.linkedin.com/company/mondelezinternational

