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An Innovative Strategy  
to Reduce Sugar
Many questions are raised before innovation begins 

in a process such as sugar reduction, including: How do 

you grow in emerging markets? How do you get smart 

from the begin-ning? What features should you 

include? What products will let you compete? How can

we lean on local partners but assure quality? Susan Mayer, 
MSc, CFS, Innovation Advisor with RTI International, 
discussed these questions as she began her presentation 
titled “An Innovative Approach to Sugar Reduction.” 
Anchoring her presentation on an approach by RTI 
International, she explained that the non-profit research 
insti-tute uses a Desirability Feasibility Viability (DFV) 
Framework to identify intersections at which innovation is 
found, as it pro-vides solutions across the supply chain and 
frames the challenge throughout the innovation process. 
During the Desirability phase, the needs of the end-user and 
customer are understood. The product may be sold to a 
customer, who may not be the ultimate consumer, thus 
leading to the following: What are the perceived real 
benefits for the customer and the user? What drives 
purchase decisions for products? 

The DFV Framework
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Desirability (human) 

What do 
people 
desire? 

What is 
technically and 

organizationally 
feasible? 

What is financially 
viable/sustainable? 

Feasibility (technical)

Viability (business)

In looking at Feasibility, what are physical, biological, 

context-ual and environmental requirements? In early 

development stages, you’re looking a little more broadly than 

simply whether you can make the product in your plant. How 

can you learn from others who have made something similar? 

Also, how might products, partners and expertise be leveraged?

Viability involves identification of the market opportunity and 

business model to grow and scale an innovation. That is, ask yourself

who the consumer is and what do they want? What is the consumer 
willing to pay? Can you make it? Should you make it? Will the new 
product give you a unique advantage over the competitor, or is the 
new product going to cannibalize an existing product? 

In looking specifically at sugar reduction, understanding the 
Desirability challenges requires understanding what aspects or defi-
nitions of “sugar reduction” are important to consumers. 
Consumers may associate certain brands with higher sugar, which 
may open the pathway for a new brand, perhaps with emerging 
ingredients. Those wanting lower grams of sugar might be satisfied 
with small-er serving or package sizes. Consumers wanting “no 
added sugar” 

 The DFV Framework reveals the intersection of technology, 
markets and users. That intersection is where innovation happens. 
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