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< NEW BRAND
# DEVELOPMENT

’ Brand: Innocent Drinks
3 i New Product: Innocent Choco Blast - a premium, healthy-style
#. chocolate/toffee/bar.
Innocent is known for “natural, honest, and good-for-you"
products. Entering the chocolate segment allows the brand to
create a healthier, cleaner chocolate option with simple
. ingredients, less sugar, and ethical sourcing — matching
*. | Innocent’s core identity of purity and goodness.
| Positioning Statement:
Arich, creamy chocolate experience made with better
ingredients, responsibly sourced cocoa, and no artificial
flavours.
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PRODUCT
e Premium chocolate bar/toffee made with high-quality cocoa *‘,
* Lower sugar than traditional chocolate Vig PRICE
* No artificial flavours, colours, or preservatives &

4

e Premium value pricing, slightly

* Smooth, creamy texture above regular chocolate brands.

» Attractive, modern packaging using recyclable materials J Based on high-quality cocoa
Available in several variants: : better ingredients, ethical

o Milk chocolate sourcing, and strong brand
0
o Dark 70% reputation.

o Nut-filled (hazelnut/almond) X
Crunchy caramel *.
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