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 Introduction  
This report is going to illustrate analysis of an organization’s external, internal environment and role of marketing plays within the organization based on marketing environment scanning tools and different models. The Innocent drink company has been chosen as an organization. This report is going to focus to understand Innocents’ external and internal marketing environment and their respond to different forces and further recommendation that can help Innocent drinks to move ahead in their business. 
Innocent, founded by three students of Cambridge University back in 1999, offering juices and smoothies only made by pure fruits without any added sugar was convincing enough for consumer to consider it as one of their healthy drinks. After launching their product, they first taste their success between year2005 and year2008. Back in, 2009, Innocent sold 18% stake to Coca-cola and further stakes in 2014 when all three of their three founders step down. Now, Innocent is leading juice and smoothie brand in UK along with operating in 14 foreign markets. 
To understand Micro environment of the organization, it is essential to analyse the organization itself, its competitors, suppliers, its customers, distributors and public. For better understanding of the company, this report is going to use SWOT analysis and rest of the elements of the micro environment will be discuss later part of the report. 

SWOT analysis of ‘Innocent drinks’

Strengths 

· ‘Innocent’ juice has strength of operating under famous brand Coca-cola. This brand is enabling to access power of Coca-cola’s reputation, media, and investments. 

· This drink brand has got around 80% market shares in juice and smoothies industry. According to ‘the grocer’ report, due to pandemic, this brand has faced decline in sales but still maintaining their market share upwards. (source: the grocer report, 2019)
· In 2017, ‘Innocent’ has won award for being the best social brand with strong ethical values which considered as competitive advantage. 
· They have strong relationship with their existing supplier and other members among supply chain which enable them to keep ahead on competition. 

· Diverse product portfolio which help them to offer their products to diverse range of customers. 

· High investment on research and development. 
· Innocent foundation that invest £900,000 to two countries Mali and Pakistan, if that become successful, this can save 10000 malnourished children. 

Weakness 

· Innocent charge premium price for their product which differentiate their customer segment where this brand will be unable to penetrate because customer will always buy cheaper version of juice and smoothies.  
· Having Coca-cola as their parent brand, ‘Innocent’ drinks will enjoy opportunities along with some threats, they may lose their control over the product or distract from their objectives. 

· Innocent drinks target market primarily focuses on adults and kids but they are not focusing on their customer’s needs. For instance, they haven’t offered the need of elderly people. 
· According to the study by BMJ open, an online open access journal on health, innocent juice and smoothies for kids contain 4 teaspoon of sugar per 200ml of serving. 
· Innocent drink is currently offering 32 labels or variety of products but among them only 3 or 4 labels are popular among their consumer. 

Opportunities 

Opportunities can be come out of diverse range as customer preference can change, macro environmental factors like policy or political development, technological advancement, consumer awareness regarding sugary drinks to healthy alternative. 

· Innocent drink has carefully and efficiently tailored their social media marketing, considering this as their competitive advantage, they can take the opportunity of using social media oriented business model to tie up with local suppliers and logistic provider in international market. 

· UK government has imposed tax on sugary drinks which will cost more money for people to buy. In that case, innocent drink has opportunity that will help them to expand their market by offering healthy alternative with less sugar. 

· As Innocent has gaining power of big brand Coca-cola, it can enter into different international market using the knowledge of the Coca-cola. This can be their greater opportunity to enter into a new market without having harsh barrier and also make them diversify and less dependent on domestic market revenue. 
Threats 

· Innocent is heavily relying on fresh fruits products. However, Brexit and pandemic has caused substantial threats on their manufacturing and supply chain. Brexit has caused ban on free movement of the migrant workers which may cause fruit picking labour shortage and thus increase cost of the production.
· Moreover, climate change can disrupt on production of the fruit and hence it will be difficult for them to continue their production. 

· In addition, Brexit regulation on importing fruits can cost them higher enough to keep continue their business. 

	Micro environment analysis 
	

	Supplier 
	Innocent have suppliers from different parts of the world as they import fruits from European and Asian countries. Innocent marketers have close ties with its suppliers because any sorts of disruption can cause substantial trouble for the company. 

	Competitors 
	Tropicana (Pepsi Co), Robinson, Lucozade, Ribena, Sun exotic, Del monte are Innocent’s prime competitors in UK. Innocent is facing strong competition because of Tropicana in UK market. In 2021, Tropicana has able to generate double sales revenue than Innocent which is alarming for business. 

	Distributors 
	Innocent have strong distributing channel as they operate under Coca-cola distribution network. Retailers can easily access their product from different distributors all over the country. 

	Customers 
	Customers are the main asset of the company. Due to have strong social media marketing platform, Innocent has direct access to communicate with their consumers which help them to understand their needs and can help them to tailor their product according to demand. 

	Public 
	Public consists of employees that help organization to move ahead. Innocent is very keen to maintain their working culture simple, fun, less hectic. Therefore, Innocent keeps their peoples first. Innocent believe they are the most diversified, gender equal, and employee-friendly organization in UK. Different community groups such as environmentalist, health activist, Government also consider as public for Innocent. 


Analysis of Macro environment of Innocent drink
Hooley, (2019), addressed there are two ways to understand macro-environment in which first step is to recognise the marketing impact of change in the business and to respond according to the change and second way is to get alert of the fact that the nature of the change facing organization is itself is changing. Change is certain and inevitable in organization. Therefore Kotler, et al, (2019) summarised major forces in under company’s macro environment
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Source: Company’s macro environment, (Kotler, 2019)
These forces has greater influence on any organization and therefore it is important deal or mange these forces carefully to move ahead. 
Demographic 
Demographic environment made up of people and people made up the market, (Kotler, 2019). Demography play major role to market product in a particular market. 

Innocent core target market for their smoothie are likely to be young to middle age, city dwellers for UK which is easily identifiable and compare to other demographic segment, relatively stable and easy to get access to reach company’s message. 
Political 

Brexit has major influence on Innocent drinks directly or indirectly such as trade agreements, new markets access, trade tariffs, which may take place. Innocent drink has expanded to 15 foreign markets. They make and distribute its smoothies and fruit drinks to 14 European market and Australia. Innocent import their key ingredient for smoothie and drinks such as fruits from different parts of European and non-European country, (Innocent report, 2017). Innocent drink has committed to source their fruits from different parts of the world that best suited for their drinks which also ensure sustainability, (Innocent report, 2017). However, thus innocent is committed to its supplier for long term. Due to Brexit, Innocent will not be able to purchase raw material at the price that they used to before that also increase their cost of making smoothie as well. There are also increase uncertainties due to tariff and non-tariff barrier between UK and EU. However, due to having Coca-cola’s sophisticated hedging mechanism, it will guard some impacts on the cost of sourcing its raw material. 
Economical 
Due to Brexit, pound devaluation has great impact on Innocent drink. According to their CEO, Douglas lamont, (2019), Innocent has suffered the pain as they have bought $100m worth of fruits in dollars that’s rougly £20m hit to the bottom line because of the currency movement. In addition, economic situation in UK also have its impact on innocent. As Innocent charge premium price, they faced decline on their sales revenue (6.9m) whereas their main competitor Tropicana’s sales revenue got doubled(12m), (Source:Statista.com). 
Natural environment 
According to Kotler, (2019), “natural environment is the physical environment or natural resources that are needed as inputs by marketers or that are affected by the marketers”. Global warming, water pollution, air pollution, above all plastic pollution is raising concerns everywhere around the world. Carbon footprints on environment by companies are damaging our environment. In such situation, Innocent is trying their best to deal with environmental impacts by considering sustainable strategies. To tackle plastic pollution and climate change, innocent is working towards circular economy. Innocent is using recycled plastic in their packaging and by 2023; they have plan to reduce the amount of carbon in its packaging by 10,000 tons CO2e, (Source, Innocent report, 2019). In addition, UK has signed Paris agreement and this will impact on innocent manufacturing process and use of its resources. Therefore, by advancing their manufacturing process, they can minimise cost on their production. Moreover, recent pandemic has greater influence on production of innocent juice as they have to collect fruits all over the world; they have faced disruption in their logistic, disruption in fruit plucking and many more.  
Technological environment 
Technology has great influence on innocent from manufacturing to marketing of the product. Due to have smart phones on consumers’ hand, innocent is connecting with their consumer more rapidly than other form of communication. Innocent’s social media marketing is leading in the market and all that is possible due to technological advancement. Furthermore, Innocent is using recycled plastic which also been possible because of technology of recycling their packaging. 
Cultural 

According to Kotler, in a given society there are many beliefs and values. Core beliefs and values shapes one attitudes and thus build culture of the society. Marketers are not able to change core belief but have little chance on changing secondary values, (Kotler, 2019). This force of macro environment on Innocent has considerable impact as whenever Innocent drink is going to offer in any market, they need to think about consumer preference on taste. Such as in Asian continent, there are plenty of exotic fruits which can provide colourful taste to their smoothies and juices and in China, there is huge demand for orange juice but short in supply. Therefore, innocent drink has huge opportunity to offer this market pure orange juice. Innocent is operating in 14 foreign markets. In 2019, they launched in Japan and 2020 in china. Innocent is keen to moving into a new continent with their own local team considering culture and people’s preference of taste. 
Marketing response of Innocents’ towards major forces 
Some companies work ahead to respond to changes due to uncontrollable forces rather than waiting for change and adapt according to change. Innocent is one of those organizations who want to form strategies before any forces push them to form. Kotler addressed that as proactive stance toward marketing environment. Innocent CEO Lamont strongly belief that if organization is ahead of the issues, when things happen, organization is little more protected from consumer backlash because people know that organization been trying.  
Innocent is always keen on to work according to the country’s cultural environment. In Denmark and Sweden, they have developed well-designed deposit return schemes of their bottles that improve recycling rates. For this instance, Innocent drinks developed 31 different Danish bottles to fit for their DRS system. 
Innocent has hoped to make their entire juice bottle with at least 50% rPET at the end of 2021 which is their respond to plastic pollution. They also joined a community and committed to get carbon neutral by 2030. 
Segmentation, targeting and positioning strategies 
According to kotler, (2019), segmentation is dividing the total market into smaller groups. There are different characteristics depends on that a market can be divided. Innocent segment their market considering health consciousness as their product made of 100% fruits without any added sugar. Thus, they target people who wants have healthy drinks without any sugar or artificial colourings. Innocent also have kids segmentation where they offer healthy smoothie and juice for kids. Moreover, their geographical expansion into different international market also depends on the similar segmentation criteria. 
Targeting market involves in the evaluation of segmentation depending on the growth, size and segment structural attractiveness, (Kotler, 2019). When innocent started their business, there was huge market for fresh and pure juice or smoothie as there was no other healthy option available then. Depending on the size of the market of health conscious drinking, Innocent targets their customer and got successful. Now, they are offering same healthy option made up of vegetable, a different target market, those who want to taste smoothie made of vegetables. 
Innocent has able to position their brand as socially and ethically responsible company on consumer mind. Company’s contribution to charities and different other organization, their choice of wording to communicate to customer about their brand made their brand image as fun, cheerful, helpful and responsible. 
Further strategies considering 4ps of Innocent 
· Innocent needs to work on their price as they charge premium price for its drink in future. Their main competitor is already getting ahead on generating sales due to have cheaper price. (Price )
· Sugar content in their drinks needs to be reduced to stay on the competition. All innocent major competitors are working on reducing sugar content. In that instance, innocent needs to make sure they have less sugar in their product. (product )
· Innocent is conducting their ‘Big knit’ promotion to collect money for Age_UK, for last 17 years. In addition Innocent is working more for other charities as well but they need to aware more about these activities to their consumer to get attention as people now days prefer socially and ethically responsible brand. (Promotion )
· Innocent has able to place their products at every corner of UK. They have their own distributing cow van and also access third party distributor to send their product to retailers. In addition, they are not only placing their all over the UK but also 14 other foreign markets. (Place )

Further recommendation for Innocent’s future marketing strategies implementing Ansoff Matrix 
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Market penetration 





Innocent needs to charge lower price to board on more customers 


Sales promotions can offer to attract new customers 





Product development 





They can introduce new exotic flavours like lychee or Guava and can offer smoothie of these two flavours. 


Innocent can design new flavour for pregnant women considering women needs additional iron for development of baby. Dates, prunes, they are high in iron can offer to market making smoothie. 


Innocent can also offer yogurts.  





Market development 





Innocent can extend their market to Indian sub continent as there has huge demand of fresh juice but short of available options. 





Diversification 





Innocent can extend their market to Africa by offering smoothie made of delicious African fruits combination. 


As innocent has ethical brand image, they can diversified themselves by offering ethically grown foods that can be dairy products or vegetables or fruits. 
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