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Executive Summary
This proposal is an idea of introducing a new brand of Innocent Drinks known as Innocent Kids, which will consist of organic ready-to-eat meals targeted at children in the age range of 3-10 years. From a marketing perspective, the extension successfully captures Innocent’s brand persona of health, wellness, and sustainability, meeting the increasing consumer need for healthy, easy-to-consuming, and reliable children’s food brand.
The first part of the portfolio defines the Innocent Kids product range, and its focus on natural and organic ingredients, convenient packaging for children and product’s nutritional values. The STP analysis with clear outlines of segmentation, targeting, and positioning makes health-conscious and busy parents the primary target market. Customer persona is a detailed summary of the potential clients and their specific demographic and psychographic details and their habits, values and shopping behavior.
The 7Ps of the marketing mix are all clearly defined through the product offers, reasonable but premium pricing, wide availability of distribution centers, innovative and distinctive promotional techniques, exceptional customer care, simple subscription process, and powerful and sleek physical branding.
In conclusion, this portfolio demonstrates that Innocent Kids provides potential growth on one hand for Innocent Drink and on the other hand it will help in improving the health of children in the UK. This strategic brand extension helped in positioning Innocent as a brand dedicated toward health and wellness category and diversifying into a highly relevant and socially conscious segment.
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1. [bookmark: _Toc196735618]
Introduction
[image: ]
[bookmark: _Toc196735463]Figure 1: Logo of the Company
Innocent drinks is a British Company that deals with manufacture of quality smoothies, juices and plant-based food products with natural flavor and preferences for environmentally friendly products (Innocent Drinks, 2024). Founded in 1999, it has positioned itself as being fun, dependable, green, and certified by B Corp due to its adherence to the highest standards of social and sustainable classification (B Corporation, 2024).
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[bookmark: _Toc196735464]Figure 2: Innocent Drinks - Overall B Impact Score
Brand extension is a strategic move that allows companies to introduce new products by leveraging their existing brand equity, helping them diversify offerings and increase competitiveness (Falana et al., 2024). Successful brand extensions, particularly those that align closely with the parent brand’s values, can enhance consumer perceptions of innovativeness and quality, giving firms a significant market advantage (Falana et al., 2024).
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[bookmark: _Toc196735465]Figure 3:Consumer Preferences for Organic, Allergen-Free, Regenerative, and Vegan Foods by Generation
Source: https://ota.com/news-center/conscious-consumption-younger-generations-fueling-growth-organic-industry 
In this context, the launching of Innocent Kids, a new product line, which is a range of organic, ready-to-eat food products especially formulated for children, is very logical. In particular, as the awareness and demand for better and especially healthy food products for children has increased, especially among the young and busy or health-conscious parents, then this strand can certainly fill in this gap and again solidify Innocent Drinking brand on the health and wellness space (Vlachos et al., 2016). The new product line is to complement the Innocent Company mission in making people live a better life and promoting environmental conservation.
2. [bookmark: _Toc196735619]New Brand Extension Development
2.1 [bookmark: _Toc196735620]Description of the New Product Line
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[bookmark: _Toc196735466]Figure 4:Innocent Kids Organic Ready-to-Eat Meal Concept
Innocent Kids is a newly developed product line, which includes organic meals for kids, convenient for children between 3-10 years. These meals will contain natural and organic foods with no processed sugar, preservatives and other non-desirable additives. Some of the items that will be included in the menu will be nutritious meals, for instance, vegetable packed pasta, quinoa bowls, fruit-based dessert that will help children meet their nutritional requirements. The meals will be delivered in biodegradable, portion control containers that are convenient for the busy parents as laid down by Innocent Drinks core values of environmental conservation (Innocent Drinks, 2024a).
2.2 [bookmark: _Toc196735621]Justification for Brand Fit
Innocent is a brand well known for its products’ health conscious, kids conscious and its concern towards environment and that is why infusion of Innocent Kids is inevitable. Currently, the company strives to create benefits for individuals and positive impact on environment and society as a whole, as it is stated in the mission – to make it easy for people to live well and do good for the planet (Innocent Drinks, 2024b). Expanding into organic children’s meals is a good strategy to support the societal objectives that Innocent was established to address such as enhancing children’s nutrition which is still an issue of concern in the United Kingdom (Food Foundation, 2024). The brand’s playful and trustworthy identity resonates strongly with families, providing a ready foundation for gaining parental trust and children's approval. Studies have found out that such expansion of brands into health-related categories makes the brands appear more genuine and customer-centric (Falana et al., 2024).
2.3 Market Opportunity
[image: ]
[bookmark: _Toc196735467]Figure 5:Global Ready-to-Eat Meals Market Overview and Key Players (2022–2030)
Source: https://www.polarismarketresearch.com/industry-analysis/ready-meals-market 
The ready-to-eat meals market is set to expand, due to the rise in its consumer demand for convenience and the nutritional quality of the products offered. Global Ready to Eat meals market will reach up to 472 billion USD by 2028 (Statista, 2024). Furthermore, it emerged that convenience foods that are healthy, organic and friendly to children are in demand (FHA FNB, 2024). According to the recent studies conducted in the UK, 57% of parents look for healthier food to be provided to their children, but they are hampered by the lack of availability and high price of healthy foods (Varela et al., 2023). Thus, the idea of providing consumers with a choice of varied organic RTE meals at reasonable and affordable prices will fulfill an unmet need through Innocent Kids. Moreover, Innocent’s brand association and experience in the health-conscious positioning give it the competitive advantage for nutritional and healthy food markets (Marketing Week, 2024).
3. [bookmark: _Toc196735622]Segmentation, Targeting, and Positioning (STP)
3.1 [bookmark: _Toc196735623]Segmentation
Market segmentation in forming Innocent Kids plays a vital role in targeting the right group within society. Demographic, geographic, behavioral, and psychographic factors all serve as the basis for segmentation that are beneficial in the development of an appropriate strategy (Ng, 2018).
	Segmentation Type
	Details

	Demographic
	Parents aged 25–45, predominantly mothers, middle to high income, children aged 3–10 years (Gajanova et al., 2019).

	Geographic
	Urban and suburban areas across the UK, especially London, Manchester, Birmingham, and other major cities.

	Behavioral
	Parents seeking convenient, healthy meal options; environmentally conscious consumers; loyal customers of organic brands.

	Psychographic
	Health-focused, value-driven, eco-conscious lifestyles; preference for brands with social and environmental responsibility (Gajanova et al., 2019).


[bookmark: _Toc196735469]Table 1: Market Segmentation for Innocent Kids Organic Meals
This kind of segmentation helps Innocent to meet consumer needs and stay relevant given the market competition (Luthfiandana et al., 2024).
3.2 [bookmark: _Toc196735624]Targeting
Innocent Kid will therefore target two strategic segments to distinguish itself in the market.
1. Primary Target Audience: Health-conscious parents who prioritize organic, nutritious food for their children and value convenience. These parents are employed individuals in search of convenience when it comes to preparing meals for their families without having to compromise the quality of the product (Chen, 2023).
2. Secondary Target Audience: Those people who want good quality food or ready meals, which are easy to consume and prepared with organic ingredients. These families give significance to the brand ethical standard and authenticity.
3.3 [bookmark: _Toc196735625]Positioning
To promote the concept of Innocent Kids, a promotion strategy will be devised positioning Innocent Kids as the safe, healthy, and easy option for children’s meals in the UK. The relevant brand attributes will include natural ingredients, simplification of the product image as a children’s brand, and stress on social responsibility.
The positioning statement will be "For health-conscious and busy parents, Innocent Kids offers delicious organic ready-to-eat meals that make healthy eating easy and enjoyable for children, backed by a brand they already trust for quality and care."
This is in good line with the brand image that Innocent has developed over the years, and it also opens up a new and popular segment for the company. Specifically, in the current trend of global trade focusing on food and drinks, it is essential to be clearly positioned in the marketplace and establish an emotional connection with the customers to stand out from the competitors in the ready-meal category (Chen, 2023).
4. [bookmark: _Toc196735626]Customer Persona Profile
	Category
	Details

	Age
	25-45 years old

	Gender
	Predominantly female, but also includes fathers and caregivers

	Income
	Middle to upper-middle income (£30,000–£70,000 annual household income)

	Location
	Urban and suburban areas across the UK, particularly in cities like London, Manchester, Birmingham, and Bristol

	Family Size
	Families with one to three children, typically aged between 3 and 10 years

	Lifestyle
	Busy professionals managing careers and family life; health-conscious; proactive about children's nutrition and well-being; seek convenient and wholesome solutions

	How They Find Us
	Social media platforms (Instagram, Facebook, TikTok) 
Word-of-mouth recommendations from other parents 
In-store promotions and supermarket displays 
Parenting blogs and influencer endorsements

	What They Want to Know
	Nutritional benefits and ingredients of meals 
Sourcing and sustainability of ingredients 
Certifications (organic, eco-friendly packaging) 
Delivery, subscription, and pricing options

	Why They Buy From Us
	Trust in Innocent’s health and wellness brand reputation 
Need for convenient, nutritious, ready-to-eat meals 
Alignment with sustainable and ethical values 
Positive peer and community recommendations

	Pain Points
	Limited healthy RTE meal options for children 
Lack of transparency in ingredient sourcing 
Higher pricing of organic children's foods 
Concerns about food appeal for picky eaters

	What They Don’t Want
	Artificial additives or preservatives 
Complicated or confusing ordering processes 
Inconsistent product quality or taste 
Misleading marketing claims about health benefits

	Service Expectations
	Customer support that is responsive and empathetic 
Quick helpline or live chat service 
Clear, detailed information on products and services 
Friendly brand representatives at public events and promotions


[bookmark: _Toc196735470]Table 2: Customer Persona Profile for Innocent Kids
This persona depicts the most common customer of Innocent Kids targeted at health-conscious parents with active lifestyles wanting quality nutritious foods for their children. They are conscious about what they feed their families and therefore consider brands that have a sustainable and ethical approach. In this way, by reaching the more generalized demographic and psychographic segmentation, Innocent will be able to cover a significant part of the chosen target clientele.
5. [bookmark: _Toc196735627]Marketing Mix Strategies (7Ps)
To ensure that the company creates a perfect market entry plan and to ensure that the brand identity is well established, the marketing mix for Innocent Kids has been carefully formulated as follows. 
	7Ps Element
	Key Points

	Product
	100% organic, natural ingredients
Child-friendly, colorful, eco-friendly packaging 
Clear nutritional information on every meal

	Price
	Premium pricing strategy for organic quality 
Subscription discounts and bundle offers 
Competitive pricing relative to other organic meal brands

	Place
	Supermarkets (Tesco, Sainsbury’s, etc.) 
Online delivery (Ocado, Amazon Fresh) 
Partnerships with nurseries and primary schools

	Promotion
	Social media campaigns (Instagram, TikTok) 
Collaborations with parenting influencers 
School events and healthy eating workshops

	People
	Staff trained in brand values and customer care 
Responsive, empathetic customer support teams 
Brand ambassadors at family-focused events

	Process
	Easy online ordering and subscription models 
Customizable meal plans 
Smooth delivery and flexible rescheduling options

	Physical Evidence
	Eco-friendly, attractive packaging design 
Strong online brand presence and storytelling 
Visible in-store branding and promotional materials


[bookmark: _Toc196735471]Table 3: 7Ps for Innocent Kids
5.1 [bookmark: _Toc196735628]Product
For the Innocent Kids meals, all the ingredients used shall be 100% organic without additives, preservatives or even sugar. Children’s meals will come in bright and colorful packaging to attract the young ones and also add confidence to parents when buying the meals (Junfeng et al., 2024). Every meal pack will have a nutritional breakdown that identifies vitamins, minerals and macros in a simple and balanced manner. Transparent labelling of its products will maintain Innocent’s competitive edge in being a well-known and trusted brand while meeting parental demands for healthy produce.
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[bookmark: _Toc196735468]Figure 6: Child-Friendly Packaging Concept for Innocent Kids Meals
5.2 [bookmark: _Toc196735629]Price
Innocent Kids will employ a competitive premium pricing strategy that will place it at slightly higher price ranges than the average ready-to-eat meals in the market. These pricing strategies are attributed to the use of organic foods, fresh materials and prestigious brands that are able to appeal to parents who want to give their children the best in terms of health (Bhatia et al., 2024). However, there are ways of making the product more appealing to the general audience without sacrificing its exclusivity, for example through family bundle deals and subscription offers.
5.3 [bookmark: _Toc196735630]Place
The distribution strategy will focus on omnichannel accessibility, ensuring availability across multiple platforms. This company will introduce Innocent Kids in supermarkets across the United Kingdom including Tesco, Sainsbury, Waitrose, and online food delivery systems like Amzân Food and Ocado. Innocent will enter into alliances with nurseries and primary schools to elicit basic trust in the customer relationship cycle (Shaw et al., 2024), while directly engaging consumers via Innocent’s recognized website with customized meal plans. 
5.4 [bookmark: _Toc196735631]Promotion
The promotion plan will be developed in several angles. Key relations include social media advertisements on health tips for children and behind-the-scenes aspects of ingredients sourcing, utilizing the concept of influencer marketing through engaging parenting influencers on Instagram and TikTok (Aichouche et al., 2024). Organizing several school events and workshops regarding healthy meals will help to gain people’s trust and create a stir. These promotional appeals will focus on Innocent’s values of health, trust and sustainability endorsed and supported by appealing to emotions and narratives techniques (Ahmed et al., 2024).
5.5 [bookmark: _Toc196735632]People
Management will ensure that frontline employees and customer service representatives are fully educated on Innocent’s brand values of health, transparency, and care. It is important that the staff is capable of conveying the advantages of the products, environmentally friendly initiatives and also offer help through both online and offline platforms (Aduana et al., 2024). Continual training, especially in the areas of customer care, will embrace empathetic characteristics, differential response characteristics and product knowledge to foster long-term customers' relationships.
5.6 [bookmark: _Toc196735633]Process
Certainly, to improve customer satisfaction, the Innocent Kids will adopt some policies with regard to ordering and delivery methods. Delivery of meals can also be made weekly or monthly with the help of an interactive website where the parent signs up to receive meals for their child (Nansubuga et al., 2024). This subscription model opens possibilities for changing the variety of meals at a time, or the frequency of the deliveries, making it easier for a busy family.
5.7 [bookmark: _Toc196735634]Physical Evidence
The brand’s tangible evidence will involve vivid coloring and environmentally sustainable packaging that will inform consumers about the product’s quality and care. Point-of-sale stands will be installed in the supermarkets to make the products easily noticeable and create an impression related to the shelf life and healthy product. This will further add credibility and involve the brand online presence through the inclusion of descriptive product descriptions, customer testimonials and visually appealing content (Qibtiyana et al., 2024). 
Altogether, the 7Ps strategy will guarantee not only Innocent Kids will meet the health-conscious parent market’s needs but also maintain and enhance Innocent’s image within the children’s health food segment.
6. [bookmark: _Toc196735635]Conclusion
Innocent Drinks’ expansion into organic children’s food market with the launch of Innocent Kids is quite a logical attempt at brand extension. To be specific, it is advisable to position a new product line in accordance with the key values of Innocent, which are health, transparency, and sustainability. Selecting the health-conscious and business-oriented parents’ segment, proper positioning, and effective market strategies will help to work out a good entry into the market. The practices of the 7Ps marketing mix such as organic aspects of the product, the use of premium price, distribution at the omni-channel and the use of value-based promotions add bolster to the launch strategy. Key considerations of high importance to consumers should be addressed and aligned with company strategies for providing quality, convenient, and transparent products, which will make Innocent Kids stand out among competitors in the healthy children’s meal market segment. In the long run, this brand extension not only contributes to the strategic goal of Innocent’s growth but also benefits children in the UK market.
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