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Your innovation 
didn’t fail, you 
just can’t see it
Quirks Dallas 2026
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Shadi Bakir Abby Kerbuski

Welcome!
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Dig Insights unite strategy, human understanding, and 

technology to help brands move decisively in a world 

that won’t wait.

Technology

Future Strategy & Innovation

To help you see what’s next

To work smarter and faster

Insights Consulting

To make sense of what matters now
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Social insights. Agile testing. One platform.
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Shadi: what we will say (either through voiceover or actually on slide – I 
don’t care). 

Typically, for tracking work, including innovation tracking, we would 
build a methodology that is catered to our clients specific objectives 

for tracking. This means:
- Frequency (e.g., bi weekly, monthly, quarterly, annually) that aligns 

with how our clients plan to action the data (e.g., if we are able to 
frequently and quickly adjust ad spend, we would run more 

frequent dips). 
- Sample size (e.g., if we need to drill down by subgroup, we would 

leverage a larger sample). 

For this study, we wanted to track beverage caffeinated beverage 
innovations that were launched in winter 2025/26, which included  5 
refreshers, 4 coffees, and 3 teas (matchas) launched in that period, 

along with 3 strong benchmark products. 

We ran 3 tracking waves with n=1000 consumers with a bi weekly 
cadence, with dips in Feb 4, Feb 17, and March 2. In each case, we 

were able to complete sample collection overnight. 

3 waves of innovation tracking across x brands in 6 weeks

- # of things tested

- #  of benchmarks

Speak to the timing of these launches

Speak to how we might do it for a client? Like do we need 
to caveat that this was rapid, we might recommend 
waves with more time in between.

 

We wanted to understand the 
impact of new menu innovation.

3 waves of innovation tracking 

in 6 weeks

15 products tested 3 benchmarks
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Matcha – so hot right now.

+55.9%
Predicted YoY

+154%
YoY

+56%
Predicted YoY

COMBINED POPULARITY PREDICTION
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But it didn’t perform 
the way we thought.
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#matcha surpassed

#matcha surpassed 
23 billion views on TikTok in 

2025

23 BILLION
views on TikTok in 2025.
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Ask a question,
get a comprehensive report.
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Ask a question,
get a comprehensive report.
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Supervised Classification

“labels of category are known”

Unsupervised Classification

“labels of category are unknown”

Positive NeutralNegative

Topic 1? Topic 2? Topic 3?

Dig One

In a matter of minutes, 
OneCliq answered the why.
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Matcha is a polarizing 
flavor profile.

Disgust

Love

Optimistic

Trust

18.45%

12.62%

11.65%

9.22%

Negative Onecliq: “Public opinion on matcha as a flavor in drinks is 
highly polarized, with descriptions often highlighting its earthy, 
grassy, and sometimes bitter taste […] while others find it 
reminiscent of grass or dirt, making it an acquired taste

I believe matcha is 

an acquired taste, 

some people say it 

tastes like dirt.

matcha is a tricky tea for me as some spots gets 

to perfect and it tastes good and refreshing while 

other spots it's like they took the lawn clippings 

from 2 days ago and ground up to a fine powder

I genuinely don't get 

what all the hype is 

with matcha drinks, 

it's DISGUSTING 
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Negative Onecliq: “Public opinion on matcha as a flavor in drinks is 
highly polarized, with descriptions often highlighting its earthy, 
grassy, and sometimes bitter taste […] while others find it 
reminiscent of grass or dirt, making it an acquired taste

Positive Onecliq: This distinct flavor profile is appreciated by some for 
its authenticity and complexity […] Despite this divide, matcha's 
popularity continues to rise, driven by its vibrant green color, 
perceived health benefits, and versatility in beverages”

I believe matcha is 

an acquired taste, 

some people say it 

tastes like dirt.

matcha is a tricky tea for me as some spots gets 

to perfect and it tastes good and refreshing while 

other spots it's like they took the lawn clippings 

from 2 days ago and ground up to a fine powder

I genuinely don't get 

what all the hype is 

with matcha drinks, 

it's DISGUSTING 

I like the grassy taste. When its a 

good grade and well prepared it 

can also be creamy, and I like that. 

I usually make mine as a latte.

I honestly really like it. It also gives me a 

less intense, more sustained stimulant 

effect. Some people hate coffee (not 

me, just saying tastes differ).
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Matcha is a polarizing 
flavor profile.
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These 3 screenshots from wave 1 
starbucks matcha. 

Tim’s matcha drink

Starbucks matcha drink

Iced Dubai 
Chocolate 

Matcha

Iced Protein 
Matcha Latte

Creative flavor combos 
drive interest and 
appeal for matcha.

|       18

Functional benefits of this matcha 

offering didn’t appeal to consumers 
for reasons that OneCliq illuminated.
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Iced Dubai 
Chocolate 

Matcha

Iced Protein 
Matcha Latte

Functional benefits of this matcha 

offering didn’t appeal to consumers 

for reasons that OneCliq illuminated.

Creative flavor combos 
drive interest and 
appeal for matcha.

Indulgence and treat-aligned offering 

performed as a niche option.
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Indulgence and treat-aligned offering 

performed as a niche option.

Functional benefits of this matcha 

offering didn’t appeal to consumers 

for reasons that OneCliq illuminated.

Creative flavor combos 
drive interest and 
appeal for matcha.
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Even if innovations don’t 

have broad appeal, 

they still drive buzz.

Pizza Hut

Starbucks

McDonalds
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Pizza Hut

Even if innovations don’t 
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Pizza Hut

Even if innovations don’t 

have broad appeal, 
they still drive buzz.
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Starbucks
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Pizza Hut
Even if innovations don’t 

have broad appeal, 
they still drive buzz.

Starbucks McDonalds
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So, why 
add a social 
insights layer?

Inspire renovations or 
re-positionings for 
menu innovation.

Explain the 'why’ 
behind quant data.

Expose the consumer 
dynamics at play within a 
whitespace.
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How are OneCliq insights different 
from what you have access to 
through social listening?

Best/#1

How do you expect innovation 
tracking to evolve over the next 
few years?
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How do you expect innovation 
tracking to evolve over the next 
few years?

#2

How are OneCliq insights different 
from what you have access to 
through social listening?

How might you apply OneCliq’s 
capabilities to your existing menu 
innovation assessment at 

McDonald’s?
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How might you apply OneCliq’s 
capabilities to your existing menu 
innovation assessment at 

McDonald’s?

#3

How do you expect innovation 
tracking to evolve over the next 
few years?

What would your recommendation 
be to the audience on how to start 
incorporating social insight into their 

practice?
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What would your recommendation 
be to the audience on how to start 
incorporating social insight into their 

practice?

1.What would your recommendation be to the audience on how to get started with social insights?

#4

How might you apply OneCliq’s 
capabilities to your existing menu 
innovation assessment at 

McDonald’s?

Where else do you see this kind of 
context becoming useful beyond 
menu innovation?



|       30|       30

Where else do you see this kind of 
context becoming useful beyond 
menu innovation?

#5

What would your recommendation 
be to the audience on how to start 
incorporating social insight into their 

practice?
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Q&A
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Thank you!
Come grab a 
matcha at our 
booth!
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