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Introduction
This report on marketing management has chosen ‘Innocent’ as its organization and will describe’ Innocent’ juice and smoothies marketing communication with their consumers considering communication model and promotional strategies that Innocent can use raising awareness. In addition, this report has also illustrated’ Innocent’ drinks customer journey map and touch point before, during and after purchase. 
‘Innocent’ is UK’s leading juice and smoothie brand founded by three Cambridge University student back in 1999. Coco-cola has bought this venture back in 2014. Innocent’s unique sustainable strategies and involvement with social responsibility makes it different from its competitors. They offer pure fruit juice without any added sugar also offer vegetables pot and continuously modifying their recipes to meet customer choice. Innocent’s marketing communication through various platforms has been got much appreciation and attention that they successfully able to engage their audience with them. Thus this report has chosen ‘Innocent’ as an organization and later parts of the report will demonstrate definitions of marketing communication and its model by different scholars and how ‘innocent’ has adopt and imply them. 
 Definition of communication
According to (Blythe, 2019), communication has three components such as, it is intentional (a deliberate action to bring about a response, it is transaction where parties are involved and it is symbolic where words, pictures, image are used to convey thoughts. These components have been extracted from another definition by (Engel et al, 1994). Blythe, (2019), in developing the definition of communication has illustrated that involves parties must need to share common views of symbols where one party will send the message and another party will decode or understand the message. It has also been emphasised about the fact that parties must share a common field experience. ‘Communication can be thought of as the process of establishing a commonality or oneness of though between a sender and a receiver, this definition highlights two important ideas such as communication has elements and inter-relationships that can be modelled and examined in structured manner and another idea is oneness of thought must develop between sender and receiver if true communication is to occur’, (Paul & Geoff, 2005). This definition emphasised similar concept as the previous definition but it is important to focus on the wording of the definition which says ‘true communication’, this means, it is not always necessary that receiver will truly focus on the message of the sender. There are may be distractions, noise or other obstacle that can hinder communication between sender and receiver. However, by analysing these definitions, it can conclude that communication needs active parties’ involvement where sender and receiver share their common experience or message by using different vehicles like words, music, symbols, etc.  
Diagram and explanation of a communication model 
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Source: simple communication model by Paul & Geoff, (2005), Management of marketing. 
In this model, it has been simplified only by considering sender and receiver encoding and decoding of the message via channel which lead to feedback and again repeat the process. Here encoding states putting thoughts into symbolic form which is controlled by sender and decoding is the process of transforming message symbols back into thought which is controlled by the receiver, (Paul & Jeoff, 2005).  Both encoding and decoding is mental process. The channel works as a vehicle that will deliver the message. Feedback works as indication to sender how receiver being received the message and how accurate is that to further lead to measure of control in communication process. However, this diagram has not included noise or distraction in receiving message that divert or disrupt receiver to receive accurate message.  
In another macro model of communication by kotler, (2009), has been considered nine elements for communicating message to receiver. This model represents most integrated way to communicate message considering noise in their model. It has also been emphasised that sender must need to know what audiences they want to reach and what response they want to achieve. Selective attention, distortion and retention works in the process of communication process. 
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Source: Kotler, (2009), Marketing management. 
Definition of integrated marketing communication 
In simple term, integrated marketing communication certifies that all form of communication and messages are carefully linked. However, according to the literature, it has been found out that IMC definition is based on different spectrums, such as some scholars has defined IMC as concept where others have coined as process. “As a concept, IMC is an idea or creation that pave out a way of thinking- a mindset or an attitude towards a holistic and strategic approach to brand communication planning. On the other hand, if it consider as process, it include diverse series of progressive and interdependent steps such managing consumer information, building database, constructing and planning messages to be delivered using different mode of channels and evaluate overall performance of the brand communication program”, (Kliatchko, 2005). Supporting that notion according to Moriarty and Schultz, (2012) have mentioned ‘Integrated marketing communication is not just a theory but rather a set of theories relating to different areas of knowledge contributing to evolution of the concept’. However, most articulate definition of IMC has considered it as concept of marketing communication plan that identifies the added value of a broad plan that measure the strategic roles of variety of communication such as general advertising, direct response, sales promotion, and public relations and by accumulating all these categories can provide clarity, consistency and utmost communication impact on audience, (Duncan & Caywood, 1996). 
Hence, by evaluating all these definitions, it can be stated that integrated marketing communication works to deliver consistent message to gain strategic objectives by using different medium of communication. When a buyer wants to buy certain, he or she must gather information or experience that help them to make a decision of purchase. On that occasion, a marketer has to be strategic enough to provide information that can persuade, affect or make an impression of the product on buyer. Kotler, (2009), has emphasised on the fact that, marketing communications activities must be integrated to deliver a consistent message to achieve appropriate strategic positioning. Therefore, marketer needs to assess possible interaction that consumers in the target market have with the brand and all its products or offers and how their offerings can create maximum impact on purchasing a product. With this insight, marketer can focus on the budget to spend on different medium of the communication such as TV advertising, newspaper, social media marketing, etc to reach their targeted audience which finally lead to create brand equity. 
Promotional strategies can use to raise awareness of the brand 

‘Innocent’ drink has adopted extensive marketing strategies to make their brand stand out from the crowd. According to the ‘Grocer’ an online magazine report, ‘Innocent’ is the UK’s top brand in smoothie industry. They are able to reach their targeted audience by delivering a consistent message via different channel of communication. ‘Innocent drinks’ has accessed both online and offline platform to communicate with

customer which able to create a sense of involvement among audience with the product. By the name of the brand, one can perceived, it is something pure and healthy to drink. This brand is now at the growth stage and to keep their market share stable they have to consider different strategies to aware people about their product. Innocent can use sustainable strategies to be competitive in the market. They are already member of the B corp, it is group of business around the world who believe doing business differently where business perform responsibly for society and environment. Innocent needs to aware people about this fact that they are sustainable and socially responsible company that’ll help its brand image and will help to gain consumers attention. 
Definition of brand equity

An effort to describe relationship between customers and brands produced the term of ‘Brand equity’. According to keller, (2009), ‘brand equity is fundamentally determined by the brand knowledge created in consumer’s minds by marketing programs and activities’. keller also emphasised the fact that brand knowledge is not  only about the facts of the brand, its about the thoughts, feelings, perceptions, images, experiences and so on that linked to the brand in the minds of consumers. Thus, it creates brand association and positive brand association is essential to make difference in the market. 
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Relationship with model
Brand salience and innocent drinks 

Keller (2001), ‘many brands and products are ignored or forgotten at possible usage situations but increasing brand salience in those setting can help drive consumption and increase sales volume. Salience represents identity of the brand and what really a brand can offer. Brand characteristics, slogan, attributes, features, are all considered under the categories of brand identity. Marketers need to place their product on consumer mind by using brand identity. In this circumstance, brand name constitutes a trademark and innocent depicts a positive image on consumer mind by using a piece of fruit with a halo above it. The name itself represents something pure, fresh and true to its nature. Visual and verbal identity or slogan of the brand is ‘Taste good, does good’. Innocent drink has able to express feelings of innocence through their visual and verbal identity. Their mission is to deliver natural, delicious, and healthy drinks to health conscious adults and children world-wide. They position their brand with humour, wit and fun which able to connect them with their audience. Such as, Innocent drink recently launch a product made of apple, lime, guava, and coconut water with a following message on their social media- 

‘We have made a new good drink. It’s blue. It is good for you. It’s blue. ….. It boosted with vitamin and nutrition and it’s blue. It’s made with apple, lime and coconut water. It’s blue. 

Did we mention it’s blue?’ 
Thus it creates an online debate about the product where audience are reacting that innocent makes mistake promoting their blue drink which is basically green. Thus every time they introduce their product they try to frame their product with satirical, provocative and surrealistic stories.  Their informal approach to audience makes them able to connect with the brand easily. 
Brand performance and imagery 
Keller (2001) addressed brand performance is the way the product or service attempts to meet customer’s functional needs and it refers to the intrinsic properties of the brand. There are five categories of attributes such as primary characteristics, product reliability, product effectiveness, style or design, and price that define brand performance and any of these dimensions can help differentiate the brand. Innocent drinks try to keep their recipes of making their product simple, healthy and nutritious. They offer their product to their audience as honest, simple and full of goodness. Innocent claims, there are 13 types of vitamins and whole load of minerals that body needs to stay healthy. Their very first product banana and strawberry smoothie is the most popular among their products which contain essential fibre, potassium, and magnesium. Innocent drinks brought out term phytonutrients. This fancy term combines variety of natural plant which able to provide anti-inflammatory and anti-oxidant attributes that helps to reduce risk of chronic condition. 

Brand imagery represents things that we can see as products external attributes on different platform. It contains style, design, packaging, and content of the product that helps to position product on consumer mind. Product packaging, labels and logo are important feature of the product. “Labels and brand logos can support the brands positioning and add personality to the brand and customer often become strongly attached to logos as symbols of the brand they represent thus customer  often form strong connections to visual representation of their brands”, ( Kotler, 2014). 
Keller, (2001) illustrated user profile, purchase and usage situations, personality, values, history, heritage and experience all create brand imagery. 
Brand response and feelings 
In this part of the CBBE model, brand response made up of two things, brand judgement and brand feelings. It’s about customer’s personal opinion about the brand based on the brand performance and imagery. Consumers give their judgement based on quality, credibility, consideration and superiority of the product. There are thousands of juice brands are available in the UK market but Innocent has made its products quality, credibility superior enough for their consumer. Innocent drink has able to make it clear to their consumer that their product is made up of 100% pure fruit and it is healthy only without any added sugar.

In addition, their quality of the product helps to build strong image on consumer mind that innocent drink is something pure, fresh and healthy. Consumer can trust on this brand as one of their five a day drink based on quality and credibility. Thus it helps to build favourable attitudes towards brand which can create repeat purchase of the product. 
Brand feelings resonate about customer’s emotional reactions to the brand. Brand feelings can be evoked by the marketing program of the product. How does customer feel about the brand and thus how their relationship with the brand is?  It can be fun, peaceful, amused, upbeat, joyous, sentimental , affectionate or playful feelings towards brand depends on how brand has communicated their message to consumers. Innocent drinks create fun, uplifted, joyous and very engaging content on their social platform which create positive and funny feeling toward brands on consumer mind. Their reputation has been built on as healthy drink but they are more than that. Their weekly funny emails and constant conversation with their consumer make them more appealing. Innocent drink also has very non-corporate setup such as its customer care line called as ‘the banana phone’ and its head offices is called fruit towers.
Brand resonance 

Final step focuses on the relationship with the brand that customer has. Brand resonance refers to the nature of the relationship customers have with the brand and whether they feel related with the brand, (Keller, 2001).  Behaviour loyalty, attitudinal attachment, sense of community, active engagement is four categories that have been described by Keller, (2001). Innocent social media active involvement make customer more related with the brand. Innocent reply to people and response to someone questions in real time which gives them personal touch from brand and nurtures relationship. Innocent has able to relate with their consumer by different activity which gives strength of relationship and frequency of customer interaction with the brand. Innocent drink has able to construct sequenced brand building which help them to achieve brand resonance. 
Advantages of disadvantages of the Keller brand model
Using this model innocent can better assess how brand building efforts are progressing and help to create successful marketing strategy. 
This model help to take one by one step which finally lead to create active interaction with the customers and turn customers into brand advocate who share their experience with other peoples. This model helps to understand in which stage, an organization needs to focus more to build the brand. This model is important to create competitive advantage. For innocent, keller brand equity model application illustrate that, innocent has build the brand based on categories of the model. However, it is difficult to imply in some extent and cost of the brand equity is high enough as brand reputation doesn’t come free. 
Discussion on customer journey map
Previously, customers have interaction with the brand or product via advertising, physical stores and websites. Due to recent social media development, touch point have become diverse sometimes controlled by customers rather than firms, (Lemon & Verhoef, 2016). In further development, Lemon & Verhoef, (2016) has mentioned that, ‘touch point can be understood as point of interaction between a customer and a 
company or a brand which may also include interaction between different customers focusing on the company or the brand.’ Customers touch points have diverse effects on pre-purchase stage to post purchase. In the virtual world environment online customers can share their experience and ratings on review sites such as Google+, yelp or trip adviser, and many others as they are able to form virtual communities. Such communities can enhance customer experience both in positive and negative ways. 

According to Meyer & Schwager, (2007) it is not necessary to touch points to be directly controlled by company, it can be indirect interactions among consumers, related groups with representatives of a company’s products, service or brands such as different forum, consumer group, new reports, different consumer portal reviews etc. thus touch points occur at different stages of customer journey including awareness, discover, purchase, use and after purchase relationship. 

Touch point before purchase 

Social media 

Innocent drink has able to create attractive social media profile which enhances interest of the consumers towards their brand such as in their Facebook profile on ‘About us’ they wrote “We sell healthy drinks and currently collects hat to put on them”. Innocent putting little hat on their bottle for last 17 years to help age-uk a charity for old people. They let people know about their product by posting something funny or hilarious which make customer aware but in a very lenient way. This is very strong touch point for the brand as Innocent can directly control it. 
TV advertisement 

Innocent drinks new TV advertisement shows how human are singing in a boat to the world’s end when brand mascot otter take the charge say how instead we can save the world by recycling, by taking care of our mother nature. This is something this brand has promised from its initiation. Innocent drink is in on mature stage therefore, they have to adopt strategies that can keep their market share intact. Thus they are campaigning their brand raising awareness on saving the planet. This touch point help brand immensely at any stage
Digital media content 

Digital media content or in other words content marketing can work as touch point for customers. People spend most of their time on internet now a day and they scrolled through different content in different platforms. Thus, Innocent has developed different contents such as articles, blogs, GIFs, videos, and newsletters that give them exposure to their targeted audience and create awareness about the product. Innocent always try to keep their content simple, engaging enough for their audience to convince people that they are best healthy juice or smoothie in the market. 
Peer referral 

Online or offline peer reference for any product can work as strong touch point. Consumers have strong faith on their peer (such as friends or family) and therefore peer reference influence strongly consumer’s purchasing decision. Innocent social media platform is very strong where people post their views regarding product taste, colour and everything which strongly influence other people views on purchasing the product. 
Web forums

There are numerous forums that can create buzz for innocent juice and smoothies. Such as diabetic chat forum can create negative vibes for innocent juice or smoothies as it contain high natural sugar. On the other, another forum of health conscious people can say that this smoothie only contain natural sugar and doesn’t have any added sugar. Such interaction among different groups of people can create touch point for customer as they can reviews information before purchase. 
E-news letters

Innocent tweets about their newsletter on twitter such as ‘we give our weekly newsletter a new look, its newsletter, its newsletter’ and when they ask people to sign up to get their weekly newsletter they say’ sign up here to get the weekly juice-related and completely non-juice –related happenings from inside fruit tower’. This illustrates how they can engage people in their tweets, message, or post even for their news letter. 

Touch point during purchase 

Offline/Online store 
Innocent juices and smoothies are available all supermarkets both online and offline. They have altogether 32 labels of diverse product.  Their diverse range of product has been offered by all online or offline retailers. 
Touch point after purchase

Reviews on social media and web forums 
After consumption of the juice or smoothies, customers have access to let their opinion or views know to Innocent via different digital or social media platform. Thus it helps to create relationship between brand and customers. 

Product review survey 

Innocent often conduct survey on their product to tailor their product according to consumer needs. This helps them to understand consumers demand and help to build relationship.
Innocent drink customer journey map 
	Customer journey map 
	Awareness


	Discover 


	Purchase 


	Use 


	Bond 



	Tv advertisement 


	Watch advertisement about brand (1)


	
	
	
	

	Social media advertisement 


	See post or tweets about new product and offers (2)
	
	
	
	Views and conversation with brand build strong relationship (11)

	Digital media content 
	
	Exposure of Innocent smoothies to different digital platform help consumer to know more about the product (4)
	
	
	

	Website 
	
	Know about products and different activities about brand (5)
	
	
	

	 Offline Store /online store
	
	
	Purchase of Innocent Juice or smoothie (8)
	
	

	Facebook, twitter, instagram reviews 
	
	Review available products and their contents (6)
	
	Give reviews about the product and able to create buzz about the product  (9)
	

	Web forums 
	
	Review available products and their contents (7)
	
	Give reviews about the product (10)
	

	e-newsletter 
	Receive email of about available or current products /promotional offers (3)
	
	
	
	

	Brand advocate / Word of mouth
	
	
	
	
	Positive word of mouth about brand 
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