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PART 1 CASE

INNOCENT DRINKS

The juice and smoothie market
Smoothies are blends of fruit that include the fruit's
pulp and sometimes contain dairy products such as
yogurt. They tend to be thicker and fresher than ordi-
nary juice. While some smoothies are made on demand
at a juice bar, this was not the market for which inno-
cent aimed. It focused on the market for pre-packaged
smoothies, which has a premium and & standard seg-
ment. Premium smoothies contain no water or added
sugar and command a higher price than the standard
product.

Most smoothies were sold though three channels —
supermarkets, cafés and sandwich shops, and impulse
retail (convenience stores and petrol stations).

Early decisions at Innocent
They saw the fact that other brands were already
available in 1998 (principally PJ) as a positive sign,
showing that a market existed - but the challenge was
to make a better alternative. They decided to focus on
offering only pure, fresh fruit, with nothing added or
taken away.
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