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Unleashing Our Inner Insights Potential 



5 boutique, bespoke strategic insights firms coming 
together as one....



The AI-first strategic insights agency…Focused On Speed 
to Impact 

Getting to BIGGER & BETTER OPPORTUNITIES in days ... not weeks or months

EXPERT STRATEGISTS... BEST-IN-CLASS AI STUDIO...

HAYDENSAMMI

SKYLER

OLI FINN

AnalysisSourcing

Strategy

Narrative Creativity
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Meet the ONE team….



6

CURATED SOURCING...

Global English
projects

Local Market 
projects

Multi-Market 
projects

GLOBAL COVERAGE...

50+ countries around the world, across Europe, North 
America, South America, Africa and Asia (including China) 

ONLINE SOURCES
Curated to answer the challenge

SMALL DATA 
It’s about source relevance, not size

3600

Consumer, cultural, brand, expert

+ CLIENT INTERNAL SOURCES
Unlock the value of your own research
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INNOVATION

BRAND POSITIONING

CATEGORY GROWTH 

FUTURES & TRENDS

MAPPING (OCCASIONS / NEEDS / TARGETS)

LIVING SEGMENTATIONS

COMMS, ACTIVATION & CLAIMS

STRATEGIC DEEP DIVES

250+ PROJECTS WITH 60+ GLOBAL COMPANIES  



Rachel is live in this document / co-creating with 84.51

SPEED TO IMPACT
How 84.51° & Kroger Is 
Freshening Up the Ready 
Meals Game 

April 2026
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By the time you 
have your 
answers, it’s 
already too late



Our common denominator: 
the need for speed, clarity and strategy

“Never learning fast enough or 
cheaply enough! I think the 
relentless focus on speed and cost 
has discouraged good, long-term 
thinking. It also puts pressure on 
process over true learning.”

Insights Director, Food

“Better answers require re-
inventing the process, not just 
doing the same process faster.” 

Leader, CPG
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What do 
we want 
to eat? 
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Our traditional approach can be successful- but 
can also be slow when juggling multiple priorities

FURTHER FASTER…

Shopalongs

84.51° internal refinement

84.51° internal refinement

ONE brand positioning

Recos Impact BRAND 
POSITIONING
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Going from Brief to Breakthrough in hours…
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Richer Insight
Exploring wide and 
deep across consumer, 
cultural, expert and 
brand spaces, layering 
internal and external 
sources…



15

Wider Exploration
Identifying, iterating and 
refining different positioning 
territories platforms by 
revealing broader tensions, 
richer connections and 
bigger whitespace…
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More impactful 
outcomes
Clearer, better-defined 
platforms that make it 
easier to turn opportunity 
into stronger strategy, 
ideas and execution.
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Quicker insights
with the same level of 
expected rigor - can 
unlock business growth 
and increase our 
impact  on the business



MACRO THEMES 
DRIVING THE 
NEXT ERA OF 
MEALS-TO-GO

PRECISION NUTRITION AT SCALE

Meals-to-go evolve from “convenient 
food” into an effortless daily health 
system. Actively helping people feel 
better, perform better, or stay on track 
with personal health and wellness 
goals

SIMPLICITY & OUTSOURCING MEAL 
DECISIONS

In a world of endless options, meals-
to-go continue to win by removing 
cognitive burden. Making it easier for 
people to eat well without turning 
dinner into another task.

DISCOVERY, CULTURE AND FOOD 
AS IDENTITY

Meals-to-go become a medium for 
self-expression, exploration, and 
cultural participation. Stretch beyond 
utility into meaning, discovery, and 
social identity

SELF CARE & EMOTIONAL 
INDULGENCE

Meals-to-go become emotional 
escape for stressful, depleted, or 
low-energy lives. Reducing stress, 
creating calm, offering 
reassurance, or delivering a small 
restorative moment.

FLEXIBLE FORMATS FOR 
FRAGMENTED LIVES

Meals-to-go adapt to new 
household structures, blurred 
dayparts, and variable appetites. 
Reflecting the breakdown of the old 
“standard family dinner” model. 

TRUST, LEGITIMACY & 
RESPONSIBLE CONVENIENCE

Future growth depends on making 
convenience feel credible, 
responsible, and socially acceptable. 
Solving the trust gap around prepared 
food, both functionally and socially.
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Download 
the report 
now & stop 
by booth 
600.
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