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Natural Candy Maker Unreal Tries to Take on
Hershey, Mars

Upstart Brand Breaks Into Candy Land With Big
Backing, Top Marketing Talent and Major Retail
Accounts
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If you were among the skateboarders and rollerbladers whizzing along California’s
Venice Beach promenade last Thursday, you may have stumbled onto a shoot for one of
the more ambitious product launches in history.

As passersby gawked, actors pushed red shopping carts brimming with brightly colored
packages of candy. These weren't just any chocolate bars, though. The ad will promote a
new, all-natural candy brand called "Unreal” that is breaking into the confection space in
a big way.

And just in time for Halloween, when $2.3 billion in candy is sold. That translates into
about 600 million pounds, the majority of it going into the sticky maws of 10 million kids
between the ages of 4 and 14.
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Among that bunch only two years ago was teenager Nicky Bronner, the literal brainchild
behind Unreal, which is on "a candy-coated mission to unjunk the world," as the
company's mission statement reads.

Unreal's proposition is that its candy is all-natural and sustainably sourced. That means
no corn syrup or genetically modified organisms. It uses colors not from dyes but from
plants like cabbage and beets, and palm kernel oil from an organic farm in Brazil.
Traceable cacao beans come from farms in Ghana and Ecuador that don't employ child
slave labor.

It took thousands of recipe attempts to concoct Unreal's five launch candies that in look
and taste mimic some of the best-known candy brands, including M&M's, Milky Way and
Reese's Peanut Butter Cups. They're meant to cost the same, too, at suggested retail prices
of $.89 to $1.29 for individual packages.

Taking on established megabrands like Hershey and Mars is a hurdle of the highest
proportions. But a David vs. Goliath scenario? Not exactly.
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Farmer MeD execs Mike Roberts and Mike Donshue
lsunched a fagt-food conoept in 200, Lyfe Kiichen iz
opan in Silicon Valley, ks telking tofranchizees and sells
- grocery itemns such as Drange Mango Chisckern with Kals
and Sweet Com Chowder at CostCo and Safeway.
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In Januany; amst mamgamant firm Nnm Factory [with
Lacy Gaps on it roster], will launch & haslthy soda
akamalive, Founder Trowr Carter sald his taam will use
what it isasnad in developing up-and-coming artists,
“Thisis a mmfeelisﬁpe!ar disruption.”

One key differentiator between this firm and other startups is its well-connected CEO
who wields years of marketing experience. Nicky's dad -- and Unreal's chief - is Michael
Bronner, founder of Digitas. He set up that agency in 1980 and served as chairman
emeritus until 2006, the year he sold it to Publicis Groupe for $1.3 billion. From there he
went on to found UPromise, which was sold to Sallie Mae for $300 million. To round out
the team at Unreal, Mr. Bronner recruited Carlos Canals, who has served as president-
CEO at Tribe Mediterranean Foods and earlier held that same position at the Kashi
division of Kellogg. Others on the team include a former Googler, a former P&Ger and
innovative chef Adam Melonas.

Unreal's proposition has sparked the interest of venture capitalists, who are kicking in.
And it's won another key battle: distribution.

LtmA . A eI~~~



CVS earlier this year became the first major retailer to carry Unreal. It was followed by
Rite Aid, Walgreens, Wegmans, Kroger, B]'s Warehouse, Michaels, Staples and, in a major
coup, Target. In fact, the Venice TV shoot last week, orchestrated by Backyard
Productions, was for a Target ad.

Mr. Bronner has also approached famous friends such as supermodel Gisele Bundchen;
her football-star husband, Tom Brady; and Twitter's Jack Dorsey to endorse the product
via YouTube videos and on their social networks.

On the agency side, Unreal has retained Big Spaceship for a digital onslaught to help
push its candies as an alternative to those from Mars and Hershey®. Those companies
either declined to comment or could not be reached last week, while reps for Mr.
Bronner said he was too busy to talk ahead of the Halloween push.

Now, Unreal is focused on its biggest challenge: getting consumers to buy Unreal instead
of the brands they've known their whole lives.

Mars, Hershey, Kraft and Nestlé (in that order) control more than 65% of the candy
market in the U.S., per EuroMonitor data. Can Unreal bite off a piece of the $30 billion
candy industry?

New England Consulting Group CEO Gary Stibel, who has worked with Hershey, said he
thinks so. "Look at a brand like Annie's,"” the maker of organic pastas, snacks and
condiments, Mr. Stibel said. "If executed well, there's a lot of potential. People are
looking for brands that have a purpose and mean something. Is there a value
proposition with Unreal? Absolutely.”

Added candy consultant Randy Hofberger, "Will [Unreal] get a little part of the market?
Yes. Will they get enough that it will drop Mars' sales by 10%? No."
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