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How Innocen

The drinks brand is
going from strength
to strength with the
aid of a weekiy online
newsletter -inis
individual, quirky
glyle. By Adam Woods

Few brands would be brave enough to ask their customers
whal neétw products they should launch and even
fewver would be willing to admit that they don't
actually know the ratum on investment from
iheir marketing. But, then, Innocent Drinks
|s rot your average brand.

In jusl ower seven years, founders
Richard Reed, Adam Balon and Jon
Wright have built one of Britain's
maost distinetive and popular drink
brands, all the while i,gnnring those
who sald they were breaking evesy
promen business mule, This year, the
firrn will hawe & projected 1urmaser
af £50 mil i,

Uintil a faw years ago, Innocent i
did very little marketing and didn't
even have an ad agency on board,
bt it did preduce a weekly email
newsletier, with which it communicat.
ed wilh Iriiends and family, and Lhen
with the growing ammy of fans of its o=~ %
ganic: fruit smoothies, who it now affec- '\
tionately refers to as the ‘innocent Family'.

systemcwriting it in plain text, putting theemail
addresses in the *boc’ boes and prassing 'send”,
Even with just 5 000 people on the list, it was too
big a job for the Innocent team on their own
“Wimen we first started the newsietter, about saven
years ago, it was sent 1o 11 people, at least 50 per cent of
whom wene mums of the people who workad al InAgoent,”
says communications manager Dan Shrimpton. "It was & cou-
ple of stories of a lew lines each, saying ‘oh, we sold into a
shap todey' and 'fon put in his expenses’.
“Cver the years, a5 wa've had moe going
on as a business, the emall has 3 lok
mare substance, but we've always
tried to maintain that light-hearied
approach,” he adds.

Innocent hes clearly managed
that as its most recent email
begins: Bubemn is inescapably
approgching, Thare's plenly of it
to love — crunchy leaves, drink-
ing tea with purpose and gatting
your jumpers out fram under the

Ded. Make sure you gel oul far

some bracing walks, even if it

Means you miss a coupls of these
email updates. Off you go.”

‘gi (4]

At the and of 2004, the firm was still send- ﬂ""
Ing out this newsletier from its own Outlook
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’ mention that the LN Inter
national Day of Peace is com-

ing up and it supplies a link to the
arganisers’ Peace One Day web site. Then,
theee paragraphs into Lthe email, there is & cursary
atlempt Lo promole Innocent’s Deand new Blackeur-
rant and gooseberry smoothie, which tails ofl inlo @
rather tall tale about 18th Century ‘gooseberry chubs’,
where people would, allegadly. congregate to compare the
fruit they grew,

Then, these's mention of the fact that Watford FC has
started stocking the drinks, followed by 2 suggeston thal
thelr form should pick up immedately {“they"ve aot \Wigan
on Saturday — thmee paints in the bag without a doubt,

Erian'), and then an offier of bobbies to anyone who has

failad o find ary to make their Supergran hats.

The newsletter goes an o

Invaluahle tool

To an outsider, the e-newsletier may seem a bit of
Tun, with o real sales objectivg o busingss valus,
but it has proven to be & crucial tool for the
brand. Cver the last couple of years. in partice
lar, it has helped the company to oad test
evarything fram TV ads to new drink flavours.
Sent out every Wedneszday lunchtime, the
newsletter has about 50,063 recipients.
By Shrimpton's admission, Innocent has
never quite got round to doing, the usassl
standard things Iike calculating ROI
| While many companies might have de-
cided ke outsgurce the whole thing by
rgw, e email copy is still mainky writ-
ten by Innocent’s long-serang head of

creative, Dan Genmain.

But, two years ago, when the emall list startad to become too
big to manage, Innocent realised it reeded some professional
help, so It turned to email specialist Pure 360, * Dbviously,
when it pot to & certain point, it becama a masswve pain be-
cause, whoaver sent out the email would have their machine
churn away for hours,” explains Shrimptan. *Alsa, by the time
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