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[bookmark: _Toc106343833]Executive Summary

Following the take-over of Innocent Drinks by soft drinks giant Coca-Cola the company were met with criticism from the public over the effect Coca-Cola, who were reported by Greenpeace in 2019 as the world’s largest corporate contributor to plastic pollution (Forbes, 2019) would have on the Healthy Smoothie making company whose plans were to make the world a better healthier place to live in (Innocent Drinks, 2019). 
The Environmental audit researched whether the Coca-Cola take-over could negatively influence the customer perception of Innocents Corporate social responsibility.
Research showed the two companies are working together regarding sustainability and Jessica Sansom head of sustainability with Innocent Drinks is now a member of Coca-Colas sustainable agriculture team and together working on its global approach to sustainable sourcing for ingredients. 
Innocent have consistently proven that despite being acquired by the largest soft drinks manufacture they will continue to operate as an independent company and be connected but not integrated with Coca-Cola. The company has continued to stick to its ethical values and has proven to its customers and to the public that it has not lost its brand identity and is maintaining its legacy in social responsibility (Marketing Week, 2014).
The take-over has not only changed how Innocent Drinks operates but is having a positive change on how Coca-Cola approaches sustainability (Marketing Week, 2019). 
Following research, it was recommended that Innocent Drinks use storytelling to connect with its customers. Story telling is a powerful tool within business and a skill that every brand should have. When achieved, storytelling can improve a business. A strong communicated story results in a strong marketing strategy, generating profit and build trust and loyalty with the customer (Forbes, 2017)
Customers will continue to buy a brand it has developed an emotional tie to (O’Malley, 1991). 
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Following on from the Environmental Audit conducted where issues were identified, this report will investigate and highlight a way forward to manage the issue identified of how Innocent Drinks will continue to operate independently and have a connected but not integrated relationship with Coca-Cola to safeguard the values and stay true to the brand. 
The Coca-Cola Company is an American company founded in1892. They are a beverage retailer, manufacturer, and marketer of non-alcoholic drinks. Their flagship product, Coca-Cola in addition to more than 500 brands the company offers is sold in over 200 companies around the world and delivers over 1.6 billion servings every day (The Coca-Cola Company, 2021).
In 2009 the company bought an 18% share in Innocent Drinks, the healthy smoothie making company whose dreams are to make the world a healthier and better place to live in (Marketingweek, 2019) By 2010, Innocent Drinks doubled in size and Coca-Cola increased their share to over 90% and finally took full ownership in 2013.
Innocent Drinks is a British high-end smoothie and fruit juice manufacturer. The company was established in 1999 and operated in Europe (Kinetic, 2016). Following the take-over from Coca-Cola the company has become a market leader within the UK and increased sales by over 35% and increased their presence in Europe (Innocent Drinks, 2021). By the end of 2019 they grew their revenue by 8.6%. 
[bookmark: _Hlk105927049]Innocent Drinks ethos is to conduct their business in a ‘More enlightened way’ and follow a sustainable and ethical strategy (Innocent Drinks, 2016). With plans to be responsible for the effect their business has on the environment with the hope to make the impact a more positive one. Their aim is to be carbon neutral by 2030 (Innocent Drinks, 2019). 
[bookmark: _Hlk106313072]In 2019 The Cola-Cola Company was named by Greenpeace as the world’s largest corporate contributor to plastic pollution and named by Surfers Against Sewage as top three corporate contributors to plastic litter in the UK (Forbes, 2019). 
The Environmental Audit investigated if the Coca-Cola takeover of Innocent Drinks had a negative influence on the customer perception of the company’s CSR in relation to marketing the brand. The recommendation this report will investigate is for Innocent Drinks to continue to operate independently and have a connected but not integrated relationship with Coca-Cola to safeguard the values and stay true to the brand (Innocent Drinks, 2021). 
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Marketing is ‘The process by which companies create value for customers and build strong customer relationships to capture value from customers in return’. (Kotler et al, 2013) 
People are a vital technological resource, they are essential for making the product, operating machinery, selling the product. Products would not be available if it were not for the people involved in creating them (Reference, 2020)
For Innocent drinks to conduct the role of marketing successfully there is a need for Human, Physical, technological, and financial resources to be in place. 

	Human Resources
	Physical Resources 

	
· Rapid growth in 2006 resulted in a shortage of staff
· Support and upskill staff 
	
· Strong Brand reputation 
· Marketing and media power 

	Technological Resources 
	Financial Resources 

	
· Strong social media strategy
· Digital partnership with ATOS
	
· Strong financial backing following Coca-Cola take-over
· Financial security 




In 2006 when Innocent drinks saw a huge increase in its market share following the take-over and a huge growth for the company, they found themselves at crisis point where they could not hire staff quickly enough, they needed to establish whether the problem they were solving was making the recruitment a quicker process or whether they needed to make recruitment decisions faster, they also needed to look at how the organise themselves better now they were a larger company.  Following this the second crisis point was then with all these inexperienced staff members it became evident that for the company to continue successfully they needed to up-skill and manage the staff who now found themselves in management roles (Hr Magazine, 2011).
Following the take-over, the company was met with negativity from its customers stating the deal was a threat to the company and its vision for sustainability (Northedge, 2009). Innocent drinks distribute to 14 European markets and with its supply chain extending all around the world the company has continued to show commitment to its cause. It continues to source its fruit from countries that are more suited and require little input for the particular variety of fruit to grow, ensuring their sustainability efforts. 
The company’s social media presence takes its customers on a journey sharing who they are and engaging through story telling. Providing customers with an inside view of how the business is operating is a proven method to make them feel included and part of the team (Mention.com, 2020) With the threat of losing customer base due to the take-over the more Innocent can keep their customers involved and engaged the better position they will be in. With the strong financial security from its parent company Innocent Drinks can achieve the things that make innocent what it is. The company has a wide product range with packaging that is strong enough to stand out against its competitors and their goal of getting their vegetable pots and drinks to more people around the globe while also protecting their values while they expand is now more achievable with the backing of Coca-Cola and their strong marketing and media power (Innocent Drinks, 2022). 
Following the take-over Innocent have consistently proven that despite acquired by the biggest soft drinks company in the work it has continued to stick to its ethical values and its charity work and campaigns. Innocent Drinks has proven to its customers and to the public that it has not lost its brand identity and is maintaining its legacy in social responsibility (Marketing Week, 2014)


[bookmark: _Toc106343837]SWOT Analysis

The SWOT Analysis is a useful tool that is used for strategic planning in organisations, helping the company to build strategies to maintain its competitiveness within the market. The tool will identify the organisation and environmental factors that could affect the decision. The analysis will consider internal and external factors (CIPD, 2021). 
As shown in the SWOT Analysis table in Appendix 1, following the take-over Innocent Drinks announced it will continue to operate in the same unique way it always has and will continue to operate as a stand-alone company. With the backing of Coca-Cola, they will have access to the same marketing and media power as its parent company in addition to gaining strong financial security. 
The sale to Coca-Cola has provided Innocent Drinks with the opportunity to enter the European market and after an initial loss to begin with, Innocent Drinks has now become the largest fruit juice brand within Europe. With the financial backing of Coca-Cola and new trade deals being negotiated during the process of Brexit they look to increase the market share further (Withers, 2017). 
When the take-over was originally announced it was met with negativity from customers, stating that the deal was a threat to Innocent Drinks and its vision for sustainability (Northedge, 2009) Innocent Drinks are leaders of the recycling movement and have been since the company started, with plans to use 100% renewable or recyclable material for is bottles by 2025 (Innocent Drinks, 2019). Coca-Cola on the other hand produces over three million tons of plastic packaging every year. In 2019 the company was recognised as the world’s biggest plastic polluter in the global audit of plastic waste (BBC) This could have a negative effect on Innocent Drinks who goal to maintain a positive CSR reputation leading to increased customer loyalty and trust, and positive press coverage.

[bookmark: _Toc106343838]Porters 5 Forces 

According to Porter, 1979 The Five Forces strategy is an analysis that can help organisations assess which industries to compete in and how to position themselves to succeed. The Five Forces will determine the competitive structure of an industry and its profitability. 
As shown in the Porters Five Forces table in appendix 2 Innocent Drinks can consider the future profit potential of the industry and make effective decisions while assessing how the forces influence their own business and competitors. Innocent face competitiveness in particular Tropicana Juices (Statista, 2018) However innocent have strong ethical values and brand loyalty, over 6 million people have bought Innocent drinks making it the number one ready to drink fruit and vegetable drink. Along with the backing of Coca-Cola they have the resources and capabilities to compete with its competitors. The threat of new entrants could be considered low. Entry into the industry requires substantial capital and resources, with a requirement to understand what the customer wants, and this would take time putting off new competitors entering the market. 
There are several substitute products available and are challenging for Innocent drinks, customers can purchase comparable products from other industries for less cost. What makes this threat low is that they will struggle to achieve the same product in terms of quality. Innocent Drinks also reduces the threat by marketing clearly what their product offers and that it is of a higher standard than its competitors. They are also able to control the bargaining power of buyers by increasing their customer base and becoming more diversified. Building strong customer loyalty by embedding innovation and delivering excellent customer service will help strengthen their position within the market. 
 The company can determine the attractiveness of the industry and establish effective exit and entry decisions which can influence themselves and their competitors even more so after the take-over. Innocent strives to conduct its business in a more enlightened way, and this could be an issue when it goes into business with Coca-Cola. Innocent have however stated they are adamant that the company ethos will not be damaged by the take-over with the company known for far from healthy fizzy drinks (The Guardian, 2009).  
The company have reassured their customers that how they operate, with using healthy, natural products and environmentally aware ingredients, packaging, and production techniques. They will continue to donate money to their charities and how they look at the world will stay the same. The take-over just means they will be able to do these things even better with access to capital due of Coca-Cola. The founders will continue to lead the company with the same people (The Guardian, 2009). 
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The Target market – Segmentation, Targeting and Positioning 

The segmentation concept was developed by Smith, 1957 and is a process of grouping consumers in terms of their needs, characteristics or behaviours that may require separate marketing strategies.  
Segmentation
· Young and healthy people 
· Commuters
· Parents 
Targeting 
· Age UK ‘The Big Knit’ Campaign
· Press Release
· Emotional messaging and charity work

Positioning 
· High price – High Quality 
Positioning is a process where an organisation and its products are communicated and perceived by both consumers and stakeholders to stand out from its competition and to fill a particular gap in the market (Fill, 2009). The brand is perceived as a premium brand with its positioning of high-cost high quality which is shown in Appendix 4 within the appendices.
The name Innocent represents something natural and therefore good for you, targeting people who prefer a healthy lifestyle, the health conscious and they want them to know they will find that in the Innocent products. The drinks are found in most small shops, train stations, hospitals and coffee shops targeting people ‘on the go’ suggesting lifestyles and socio culture are playing a part in the company’s segmentation. 
Parents are also a demographic they market towards with most wanting the healthy lifestyle for their children, With the brands smaller bottles being perfect for lunch boxes, although may be considered an expensive option (Marketing Week, 2019).
The company has positioned itself with respect to age and has mostly targeting the young and families. With ethics, sustainability, and its foundation work with charities they are relevant to today’s society (Marketing week, 2021) The company made their brand innovative and stand out through innovative marketing. Branding is an effective tool, and the innocent brand does what it says on the bottle, the word innocent conveys the message as being pure. Due to the way the brand and value is perceived consumers are loyal to the product and tend to not look elsewhere for a substitute (Ginden, 1993). The threat of repositioning itself could lead to the company’s products being perceived as not as good as they advertise. 
The demographic they were struggling to reach was the elderly and in 2003 Innocent joined forces with Age UK. The Big Knit campaign raised over £2 million for both national and local services that combat loneliness. The campaign saw the nation knitting little hats which were placed on Innocents smoothie bottles and sold across the UK. Each sale of a bottle raised 25p for Age UK (Ageuk, 2020). 


[bookmark: _Toc106343840]Marketing Mix

According to McCarthy’s (1960) the traditional four P’s of marketing should be well recognised by all marketers. These were later extended to include people, process, and physical evidence to reflect further the elements more relevant to service products. 
A clear understanding of the elements within the marketing mix is essential for any business or organisation and can be used to establish an integrated marketing programme to complement the STP process (McCarthy, 1960) 
As shown as Appendix 3 within the Appendices in this research of analysing the marketing mix of Innocent Drinks. 
Product
Innocent Drinks stand out from the crowd. The brand name conveys the company is pure and environmentally ethical and contains all natural ingredients. 
Price
Innocent charges premium prices compared to competitors but still has largest market share. The high-end cost due to high quality supplying to consumers. Donates percentage of every purchase to charity.
Place
Innocent products are found widely in most supermarkets across Europe, Japan, and China. The drinks are also available in well-known coffee shops and small shops. 
Promotion
The packaging of Innocent product includes strong labelling and packing, labels are clear and highlight the natural ingredients used. The company uses its website to effectively communicate and promote building relationships with customers. The company regularly publish press releases on their website. 
People
Customer services. Social Media, advertising
Process
The product is readily available on shelves with the rest of the grocery shopping.
Physical Evidence
The promotion of Innocent Drinks can only be successful if all aspects of the marketing mix work together (McCarthy, 1960). The company has proven that after the take-over from Coca-Cola it is continuing to stick to its roots. The company has seen a decrease in the risk of losing loyal customers who at first believed the ethical values of the brand were at risk. This is due to a direct result of continuation of the charity work Innocent provide. The company are aware that it is crucial to maintain its brand identity in CSR and by merging the healthy concept into the Coca-Cola family will be vital to the long-term performance of the brand (Marketing week, 2014). 
[bookmark: _Toc106343841]Marketing media

According to McCarthy, 1060 the objectives of promotion are to inform, persuade and remind consumers of the company’s products. To achieve success with a promotional strategy, a company must keep customers informed of the availability of their supplies. 
Innocent Drinks achieve this by advertising through television, radio commercials, constant presence on social media, Facebook, twitter, Instagram and You Tube. Through these they continue to tell their emotional story, connecting with their customers through storytelling. The importance of storytelling to a brand is it will evoke emotions and establish a relationship with the audience. According to Forbes, 2019, in today’s environment businesses can no longer be faceless, they need to connect with the audience and engage with them to a deeper level, pulling at their heartstrings. Brand storytelling will connect the fact with emotions. It will provide the customer with a reason to buy a product (Forbes, 2019). 
Innocent Drinks uses polls, social media, humour and campaigns to connect with their audience. The company is aware of what their audience wants and the use of humour puns, cute animals and on trend posts is what works. However following claims of greenwashing with misleading carbon neutral claims The Advertising Standards Authority (ASA) received twenty-six complaints including Plastic Rebellions who questioned their claims portrayed in their adverts and social media outlets. The ASA concluded that the adverts were misleading (Fieldfisher, 2020) Innocent were left relying on the legacy of its brand and the loyalty of its customers, but regardless of how consumers have supported Innocent in the past, they needed to verify their environmental claims, acknowledge the mistake and expect that customers were going to be more critical of the brand in the future, more so now because of the partnership with Coca-Cola and their contribution to plastic pollution (Consultancy.uk, 2022) 
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The company is the number one smoothie brand in the UK with a large global reach. With their positive brand image and the financial backing of Coca-Cola it is a strong contender for its competitors and has the resources to expand further (Innocent, 2019)
The company has almost 300K followers on Twitter, almost 600k likes on Facebook and 147k likes on Instagram. The brand understands it is important to maintain a positive online presence.
Innocent is also active in responding positively to feedback through its social media channels. Strong reviews on Facebook helps build general awareness of the company’s intentions. Social Media can aid participation, allowing customers and stake holders to discuss and share their experiences and satisfaction or dissatisfaction. The use of social media will help Innocent to engage with its customers leading to them having a better understanding of the company (advantec, 2017)
Customers will continue to buy a brand it has developed an emotional tie to, to continue this it is important for Innocent to continue with strong effective promotions (O’Malley, 1991). 
As reported in Marketing week 2019, the two companies are working together regarding sustainability and Jessica Sansom head of sustainability with Innocent Drinks is now a member of Coca-Colas sustainable agriculture team and together working on its global approach to sustainable sourcing for ingredients. The take-over has not only changed how Innocent Drinks operates but is having a positive change on how Coca-Cola approaches sustainability. 
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Conclusion 


Innocent Drinks ethos is to conduct their business in a ‘More enlightened way’ and follow a sustainable and ethical strategy (Innocent Drinks, 2016). With plans to be responsible for the effect their business has on the environment with the hope to make the impact a more positive one. The environmental audit highlighted that the take-over from Coca-Cola could have a negative effect on the company due to it being the world’s largest corporate contributor to plastic pollution and recommended the company have a connected not integrated relationship with Coca-Cola. 
Innocent Drinks has proven that after the take-over from Coca-Cola it is continuing to stick to its roots and are aware that it is crucial to maintain its brand identity in CSR and by merging the healthy concept into the Coca-Cola family will be vital to the long-term performance of the brand (Marketing week, 2014) They will continue to run the business the same way it always has and that is independently. They are proud of the support they receive from Coca-Cola and to be part of their company, but they are also proud of their own business that they built from the ground up. The Coca-Cola company is clever enough to recognise the Innocent brand has unique values and a clear purpose that is essential to the long-term success of the company (Innocent, 2021). 
Customers will continue to buy a brand it has developed an emotional tie to, to continue this it is important for Innocent to continue with strong effective promotions (O’Malley, 1991). The Innocent brand has achieved a strong marketing strategy with building emotional connections through storytelling. The importance of storytelling to a brand is it will evoke emotions and establish a relationship with the audience (Forbes, 2019) 
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Recommendations


SOSTAC Model 
The SOSTAC model was developed by PR Smith in the 1990’s and focuses on the six most important elements of a business (Krishnan, 2013). 
Situation:  Sticking to its roots following Coca-Cola take-over. Proved to the public that it has maintained its brand legacy.
Objectives: Maintain brand legacy in social responsibility. Keep customers talking, such as Innocent’s campaign ‘Stop Hate for Profit’ highlighted that certain companies were not doing enough to control and stop the hate and racism that is on social media (Responsible brands, 2021). 
Strategy:  Connect through story telling. Story telling is a powerful tool within business and a skill that every brand should have. When achieved, storytelling can improve a business. A strong communicated story results in a strong marketing strategy, generating profit and build trust and loyalty with the customer (Forbes, 2017)
Tactics: Focus on emotion and charity marketing. Strong social media presence. Website updates
Action: Through the Foundation focus on business growth through ethical marketing. Connecting with customers through social media and providing them with a sense of being friends. 
Control: Reinforce positive brand name and reputation to stand out from its competitors. Monitor key performance indicators to determine the strength of the marketing campaign.
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