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Research Pro Forma 
 
Author Griseri, Paul. Seppala, Nina 
Title Business Ethics and Corporate Social 

Responsibility 
Publisher/publications ‘Cengage Learning EMEA’ 
Date 2010 
Chapter/Article  
Heading 

‘Chapter 1 Understanding Corporate 
Social Responsibility’ 

Subject/Key Points 
 
 
 
 

Innocent’s founders struggled to find 
funding to set up Innocent and with its 
astronomical success and expansion 
holds a dominant position in the 
smoothie market. 

Quotation ‘The entrepreneurs behind Innocent 
had difficulties in finding funding for 
their business idea, but the company 
soon became successful and held 20 
per cent of a market worth £20 
million’ (P.7) 

Useful Illustrations and Other 
References 

Fig A Business ethics and corporate 
social responsibility in context 
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Author Dahlén, Micael. Lange, Fredrik. 

Smith, Terry 
Title Marketing Communications:  

A Brand Narrative Approach 
 

Publisher/publications John Wiley and Sons 
Date 2009 
Chapter/Article  
Heading 

Part 2 ‘Analysis And Planning For 
Marketing Communications’ 

Subject/Key Points 
 
 
 
 

Talks about an association with a 
brand name and how it can mean so 
much more than that and hold this 
great power that that consumer can 
communicate with. 

Quotation ‘The extreme of the rational/emotional 
continuum sees ‘brand-obsessed 
shoppers [who] have adopted an 
almost fetishist approach to 
consumption in which the brand 
name acquires a talismanic power’ 
(P.54) 

Useful Illustrations and Other 
References 

Blackwell, Miniard and Engel (2001) 
Klein (2000) 
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Author Cordock, Parkes, Richard 
Title Profit Upgrade 
Publisher/publications Enterprise Leaders 
Date 2008 
Chapter/Article  
Heading 

‘Innocent Drinks’ 

Subject/Key Points 
 
 
 
 

Here it explains how Innocent know 
how to make consumers love and 
engage with them and how its 
practice builds to Innocent’s brand 
loyalty. 

Quotation ‘Their products are personalised 
excellence and are true to the 
values that the founders set, which 
is to use pure, fresh fruit served 
with greener than green 
credentials’ (P.78) 

Useful Illustrations and Other 
References 

The profile of an excellent company 
(P.77) 
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Author McLoughlin, Damien. Aaker A. David 
Title Strategic Market Management: 

Global Perspectives 
Publisher/publications John Wiley and Sons 
Date 2010 
Chapter/Article  
Heading 

‘Chapter 9 Building and Managing 
Brand Equity’ 

Subject/Key Points 
 
 
 
 

Associations of brands that make and 
distinguish it from competitors and 
moral conduct, identifying a ‘trend’ of 
doing things differently and using that 
to the best it can. 

Quotation ‘Innocent smoothies could be linked 
to healthy living, having fun at work 
answering banana phones, grass and 
cow vans, helping to meet the five-a-
day requirement, smoothies, 
thickees, and juice. All these 
associations potentially serve to 
make Innocent interesting, 
memorable, and appealing to its 
customers’ (P.179) 

Useful Illustrations and Other 
References 

Fig 2.4 The Brand Loyalty Matrix: 
Priorities 
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Author Schroeder, E, Jonathan. Mörling, 

Salzer, Miriam. Askegaard, Soren 
Title Brand Culture 
Publisher/publications Taylor & Francis 
Date 2006 
Chapter/Article  
Heading 

EJM 40,7/8 

Subject/Key Points 
 
 
 
 

Consumers have to relate with not 
only the product but with the 
company. Consumers now want to 
know more about the ins and outs of 
a company to safeguard reputation. 

Quotation ‘Consumers want to know more not 
only about the company’s products, 
but also about the company itself. 
Gray and Balmer (1998) argue that 
the corporation’s reputation can 
influence the willingness of 
consumers to either provide of 
withhold support from the company 
and its products’ (P.832) 

Useful Illustrations and Other 
References 

Gray and Balmer (1998) 
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Author Logan, David. King, John 
Title The Coaching Revolution: How 

Visionary Managers Are Using 
Coaching to Empower People and 
Unlock Their Full Potential 

Publisher/publications ‘Adams Media’ 
Date 2004 
Chapter/Article  
Heading 

The “Sell Out” 

Subject/Key Points 
 
 
 
 

This page talks about how values that 
once started of in making a company 
are lost in the goal to become bigger, 
better and successful. This seems to 
be a factor of many companies, in a 
way ‘cheating’ on their principles to 
gain more power, forgetting how it got 
there in the first place. 

Quotation ‘In many companies, the commitment 
to Core Values goes right out the 
window as soon as work gets 
complicated. Managers begin looking 
for shortcuts to near-term 
achievement (they push that rock 
harder), or they violate one or more of 
the company’s stated Core Values in 
attempting to reach a challenging 
goal’ (P.115) 

Useful Illustrations and Other 
References 
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Author Miller, Roger. Jentz, Gaylord 
Title Fundamentals of Business Law: 

Summarized Cases 
Publisher/publications ‘Cengage Learning’ 
Date 2008 
Chapter/Article  
Heading 

‘Making Ethical Business Decisions’ 

Subject/Key Points 
 
 
 
 

Compiling with the right ethical 
solution for a business can benefit 
everyone. When decisions have to be 
made thoughts and contradictions are 
stirred. 

Quotation ‘Instilling ethical business decision 
making into the fabric of a business 
organization is no small task, even if 
ethics “pays”. The job is to get people 
to understand that they have to think 
more broadly about how their 
decisions will affect employees, 
shareholders, customers, and even 
the community’ (P.70) 

Useful Illustrations and Other 
References 
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Author Calagione, Sam 
Title Brewing Up a Business: adventures 

in entrepreneurship from the founder 
of Dogfish Head 

Publisher/publications John Wiley and Sons 
Date 2005 
Chapter/Article  
Heading 

‘Consistency of Message’ 

Subject/Key Points 
 
 
 
 

Here Sam talks about the 
relationships with a brand and that 
service from a small company is more 
of a satisfaction to buy from. Big 
companies don’t give the feeling you 
are getting something ‘personal’ and 
that is just on a large scale. 

Quotation ‘They realize that paying less for 
something made by a giant, faceless 
corporation is often less rewarding 
than paying more for something 
made by a smaller company’ (P.78) 

Useful Illustrations and Other 
References 

‘Discovering who you are’ (P.20)  
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Author Hassanien, Ahmed. Dale, Crispin. 

Clarke, Alan. 
Title Hospitality Business Development 
Publisher/publications ‘Butterworth-Heinemann’ 
Date 2010 
Chapter/Article  
Heading 

‘Case Study: Repositioning at 
McDonalds’ 

Subject/Key Points 
 
 
 
 

Here it talked about Innocent Drinks 
to trial drinks at the fast food giant 
after a time when McDonalds has 
received a lot of negative press about 
its unhealthy food and at the time 
McDonalds was overhauling its 
identity with still bad views about it, 
not identifying with Innocent’s. 

Quotation ‘McDonalds also formed partnerships 
with ethically orientated brands. This 
included the smoothie company, 
Innocent Drinks, to trial its drinks in its 
North East England outlets’. (P.77) 

Useful Illustrations and Other 
References 

Fig 3.2 The sector life cycle 
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Author Jansen, Michael 
Title Brand Prototyping: Developing 

Meaningful Brands 
Publisher/publications ‘Kluwer’ 
Date 2006 
Chapter/Article  
Heading 

‘2.5 Summary’ 

Subject/Key Points 
 
 
 
 

This represents how Innocent’s fast 
moving approach must incorporate 
the small business idea of how it 
communicates with its drinkers. 

Quotation ‘To maintain the relationship, the 
brand must continually invest in the 
relationship. By developing the value 
proposition and the various types of 
communication on the basis of its 
identity, the brand remains dynamic 
and vital because it retains its 
relevance to the relationship with the 
consumer and keeps itself distinct 
from the competition’ (P.27) 

Useful Illustrations and Other 
References 

The meaning of the brand (P.13) 
Figure 1. The basic principles of the 
brand 
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Introduction 
 
Mentions of ethical/green responsibilities of businesses can be dated back 
before pre-70’s last century. However business practice of these issues didn’t 
happen too much later. Influences from the government are no longer enough 
and driving forces come from business managers to plat much more of an 
important role. Topics of green/ethical issues are being drawn too much more 
nowadays and it’s up to organizations to satisfy consumer needs. The content 
of this document will focus on Innocent Drinks, focusing on its brand identity 
this will be contrasting to where The Body Shop has lost those credentials, 
with comparisons to companies choosing to ‘sell out’ and company credential 
being lost. The synopsis will also look at identity value and morel of company 
perception effects. Innocent Drinks is now a well loved and known lifestyle 
brand that provides brilliantly designed, healthy and fashionable under its 
brand identity. So what decisions, marketing and morel have made it 
success? 
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Brand identity, power and differentiation  
 
 
Three Cambridge graduate friends, Adam Balon, Jon Wright and Richard 
Reed started up Innocent Drinks in 1999. They developed a range of premium 
smoothies containing 100% natural fruit. The British based company now is 
one of the best-loved and fastest growing businesses in Britain. The company 
has a range of different recipes and is distributed via supermarkets (including 
Tesco, Sainsbury’s and The Co-operative), coffee shops (including Starbucks) 
and health cosmetic retailers (including Boots) they are also expanding into 
other countries with drinks being sold in France, Germany and Belgium. The 
company has become known of its credentials, such as that it pays a premium 
for fruit, recycles its bottles and probably most significantly, Innocent’s profits 
are donated to charity each year and into The Innocent Foundation. However 
it was a difficult start up, Griseri 1 points this out: 
 

‘The entrepreneurs behind Innocent had difficulties in finding funding 
for their business idea, but the company soon became successful and 
held 20 per cent of a market worth £20 million’ 

 
The word branding is thrown around liberally in different contexts. So what 
exactly is a brand? It’s a set of associations that consumers make with a 
product or company. These associations may be from marketing/identity or 
even out of a company’s control. Brands with symbolic embodiment such as a 
logo, symbol, font and colour may be developed to represent implicit values. 
Although an Innocent drink is essentially just a drinks product, the item comes 
under the sheer might of trust in the Innocent brand.  An ethical brand 
enhances a business reputation and credential. However, any unethical 
behaviour can severely damage or destroy an organisation. Ethical branding 
provides companies with an advantage as a growing number of consumers 
are becoming more ethically conscious. 
 

‘The extreme of the rational/emotional continuum sees ‘brand-
obsessed shoppers [who] have adopted an almost fetishist approach to 
consumption in which the brand name acquires a talismanic power’ 

 
Dahlén 2 suggests brands are built on emotional platforms that build powerful 
characteristics. Brands have been inexistence for over a thousand years. 
However now branding today is revolutionised, brands are imbedded in 
aspects of consumer life, and it’s a lifestyle. With ever continuing 
advancements in technology, many consumer products have become a 
commodity, in other words there are fewer tangible differences between 
competing offers.  
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‘Brand name’ is often used interchangeably with ‘brand’ although more 
specifically used to define elements of a brand. In this context ’brand name’ 
constitutes a trademark, Innocent, is identification to the brand and instantly 
portrays a positive image. In line with the brand name, the logo puts across 
the perception of ‘innocence’, by using a piece of fruit with a halo above it. 
Cordock’s 3  view is that: 
 

‘Their products are personalised excellence and are true to the 
values that the founders set, which is to use pure, fresh fruit 
served with greener than green credentials’ 

 
A visual and verbal identity of Innocent, arguably its strap line “Nothing but 
fruit” is just as important as the brand name in reflecting its identity. Desires to 
have emotional connections with brands are forcing them to be more creative 
with their approaches. The language and humour that Innocent uses is an 
approach that serious marketers would not have even dreamed about doing 
not so long ago. The name ‘Innocent’ one is such a strong term and Innocent 
has managed to express that through their verbal and visual identity. It has 
been an important tool for the brand in differentiating themselves and 
containing the truth about Innocent’s identity. Innocent’s reputation has been 
built on healthy drinks, although the brand is so much more than that, the 
image of the ‘innocent family’ of always talking to its drinkers and weekly 
funny emails. Innocent has a very non-corporate set-up to it, for example its 
customer care line is called ‘the banana phone’ and its head offices are called 
fruit towers. Associations that are attached to the firm can be real assets, 
assets that are ever directly or indirectly linked in an Innocent consumer’s 
memory of the brand. 
 

‘Innocent smoothies could be linked to healthy living, having fun at 
work answering banana phones, grass and cow vans, helping to meet 
the five-a-day requirement, smoothies, thickees, and juice. All these 
associations potentially serve to make Innocent interesting, 
memorable, and appealing to its customers’ 

 
McLoughlin 4 argues that corporate attitude, attributes and customer benefits 
are the associations that have relevance for consumers to become brand 
loyal. When reading about the brilliance of Innocent’s branding, marketing is 
considered ethical because it gives away money to charities and has its own 
foundation (The Innocent Foundation) Innocent has a warm, friendly tone from 
products to its website to its festivals.  
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The benefit of having a respected brand name has allowed Innocent to charge 
a premium for its products, it may sell at a higher price but for what Innocent 
has done and its revolution of business practice it adds value.   
 

‘Consumers want to know more not only about the company’s 
products, but also about the company itself. Gray and Balmer (1998) 
argue that the corporation’s reputation can influence the willingness of 
consumers to either provide of withhold support from the company and 
its products’ 

 
Schroeder 5 agrees that consumers now want to know more about a 
company from beginning to end, having something really great, but the 
journey of the product to get is not can automatically extinguish respect. 
Innocent choosing to appear less corporate, this has been one of the factors 
that have helped them build more of a personal relationship with customers 
and over the years Innocent has managed to stay true to their brand values 
and is still run buy its founders. Its position as a healthy, ethical/green identity 
plays through all their branding, using a straightforward simplistic approach, 
that communicates fresh and natural.  
 
Innocent’s advertising has grown from four posters on the London 
underground to national campaigns. Over the years (particularly 2006) began 
the television adverts, stating Innocent’s principles and what they believed in, 
which is clear and emotive, a concept which has made the brand trustworthy 
and respectable in the market. 
 
 
Sell out, a loss for once it stood for 
 
 
Innocent’s unique brand management approach has led the company into 
what it is today. With its success came the buyout offers and the successful 
one, Coca-Cola. In 2009, Innocent agreed to sell them a stake of shares in 
the company for £30m. Global drinks giant Coca-Cola is famous for its sugary 
unhealthy drinks, being the dominated drinks manufacture they are, they have 
a high environmental impact and their goal to try and be the earth’s favourite 
little healthy food and drinks company could be put into jeopardy with 
Innocent’s natural, clean and ethical brand associations.  
 
The link up with fizzy drink giant Coca-Cola seems to be a smart move to 
growth but also a smart one, which can be argued that it wants to be the most 
visual smoothie on the shelf. Coke’s success of brands and worldwide 
distribution scheme combined with Innocent’s ethics are a sure chance for 
success. Collaborations with brand partners are deemed to be a ‘future vision’ 
for a brand and its future direction.  
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The collaboration partner should also be aligned with a company brand 
image.  Undoubtedly the collaboration with Coca-Cola creates the gap 
between brand image and strategic vision. 
 

‘In many companies, the commitment to Core Values goes right out the 
window as soon as work gets complicated. Managers begin looking for 
shortcuts to near-term achievement (they push that rock harder), or 
they violate one or more of the company’s stated Core Values in 
attempting to reach a challenging goal’ 

 
Logan 6 suggests that once a company has built a successful platform and 
looks to grow, what built that respect and identity can change overnight. So 
why may Coca-Cola’s investment in the British firm be an issue? Undoubtedly 
the tie-up with Coca-Cola will help with the expansion of the brand, but could 
seem to go against what it stood for. The Coca-Cola company has often been 
criticised for alleged health issues, aggressive marketing and exploited labor, 
to name a few. Issue’s which put the name ‘Innocent’ to not being Innocent at 
all. Innocent has joined a long line of companies that have started small, built 
and established themselves on values, only then to sell/partly-sell to the kind 
of business they might once have defined themselves. An example of this is 
The Body Shop. 
 
The Body Shop is a franchise of retail outlets selling beauty products and a 
business founded on an environmental and social agenda. The Body Shop 
was as much a campaigning organisation as that of a seller of beauty 
products. Founded by Anita Roddick in Brighton, 1976, it sells body care 
products to environmentally and ethically aware consumers. By building this 
niche brand image up of high moral ethical values, they set themselves for a 
cataclysmic fall. In 2006 the business was sold to cosmetic giant L’Oreal for 
£652m; press damned it a ‘sell out’. The decision was condemned by many, 
but one of a controversial topic, L’Oreal, the world’s largest cosmetic brand, a 
wise move for The Body Shop? It appears especially at first, not so. 
 
‘Instilling ethical business decision making into the fabric of a business 
organization is no small task, even if ethics “pays”. The job is to get people to 
understand that they have to think more broadly about how their decisions will 
affect employees, shareholders, customers, and even the community’ 
 
What Miller 7 suggests is how decisions will affect everyone and controversial 
debate in seeing a right decision for its identity is questionable. The main 
reason, L’Oreal has a history of animal testing, a value combined with their 
brand image, that The Body Shop had that made it the success it was. 
Overnight the company’s ethical rating plummeted. So what is fundamentally 
wrong about a big company like L’Oreal buying a smaller ethical business? 
Calagione 8 points out, is that smaller is better and stays true to values. 
 
‘They realise that paying less for something made by a giant, faceless 
corporation is often less rewarding than paying more for something made by a 
smaller company’ 
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Could we see Innocents’s identity questionable in the next few years? Will it 
play role to backlash like The Body Shop had? The answer could be possibly 
yes. With Innocent’s strategy to expand the business thanks to Coke’s 
investment, chances of seeing Innocent become just ‘another mega brand’ 
and no longer the little friendly company we have known to trust posting a real 
danger to Innocents fans. 
 
Due to the Innocent Drinks positive brand image. The company decided to 
trial their kid’s smoothies in McDonalds. Innocent stated that the collaboration 
would achieve getting more fruit into people, especially kids, since Innocent’s 
smoothies for kids would serve as a healthy alternative to fizzy coke.  
 
‘McDonalds also formed partnerships with ethically orientated brands. This 
included the smoothie company, Innocent Drinks, to trial its drinks in its North 
East England outlets’. 
 
Hassanien 9 talks about McDonalds restructuring at the time, after it had a 
backlog of negative press about its unhealthy food and these views were still 
part of McDonalds representation.This decision in one they seemed later to 
regret, Innocent should have chosen their business strategy more carefully. 
The paradox is that, when a brand is more successful, the more likely its 
brand strategy will become ethically questionable. The first responses were of 
strong emotions and a general feeling of betrayal. With views they were 
selling out on ethical and value stance. When it comes to identity approach, in 
Innocent’s case, is it smoothies consumers want, or responsibility and 
lifestyle? What Innocent’s customers want seems to be the latter. This brand 
partner can be viewed as the opposite within identity approach. 
 
‘To maintain the relationship, the brand must continually invest in the 
relationship. By developing the value proposition and the various types of 
communication on the basis of its identity, the brand remains dynamic and 
vital because it retains its relevance to the relationship with the consumer and 
keeps itself distinct from the competition’ 
 
Jansen 10 makes a point that is similar to Innocent. The non-corporate 
relationship the business has with its consumers will change as the 
company grows; retaining that approach is what differentiates it from 
competitors. 
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Conclusion 
 
 
The Innocent brand has been a successful story and has achieved 
considerable growth and success over the past eleven years. Throughout the 
Innocent Drinks structure it’s clear to see the culture is to keep things simple, 
this makes the image of the brand clear and have a classified position in the 
competitive marketplace. In this document, questions to whether collaborative 
partnerships with contradicting brand identities leading to disloyalty and 
consumer trust questionable by the foundations it once grew upon. A 
company has to create a successful brand image and reputation to get 
consumer trust, Innocent have a good public image because they are sticking 
to their core principles. It’s clear that Innocent’s customers will take further 
convincing that the business is not showing signs of just becoming another 
corporation. If Innocent did ever decide to sell all of the company it would 
most certainly loose its soul. Thus the brand will have to innovate and be able 
to keep the relationship with the consumer meaningful and this is a stable 
factor for the brand and consumer. So is Innocent just about to become 
another brand? Money-focused giant Coca-Cola and global expansion ahead, 
it well could be. 
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