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Figure 10: UK value and volume sales of fruit juice, juice drinks and smoothies, 2013-23
Value sales expected to grow
Demographic changes will help and hinder the market
Figure 11: Forecast of UK sales of fruit juice, juice drinks and smoothies, by value, 2013-23
Figure 12: Forecast of UK sales of fruit juice, juice drinks and smoothies, by volume, 2013-23
Forecast methodology
MARKET SEGMENTATION
Fruit juice volumes decline but value sales stabilise
Figure 13: Forecast of UK sales of fruit juice, by value and volume, 2013-23
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Juice drinks see slump in sales
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LAUNCH ACTIVITY AND INNOVATION
Fruit and vegetable blends gain share of launches
Figure 24: New product launches in fruit juice/smoothies including vegetables as a flavour, share of total launches, 2014-18
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Strong interest in cold-pressed variants…
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Figure 28: Perception map of attribute performance of cold-pressed fruit juices in comparison to fruit juices that are not cold-pressed in the UK fruit juices market, April-November 2018
Figure 29: Examples of launches of cold-pressed juices, 2018
Drinks with added health benefits are a big theme
Figure 30: New product launches in the UK fruit juice, juice drink and smoothies market carrying a functional claim, share of total launches, 2014-18
Many launches are highlighting vitamins and minerals
Figure 31: Examples of launches of fruit juice, juice drinks and smoothies with added vitamins, 2018
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Figure 32: Examples of health-boosting shots launches, 2018
L/N/R sugar claims mostly refer to no added sugar
Figure 33: New product launches in the UK juice drinks market carrying L/N/R sugar claims, 2014-18
Reformulation sees most juice drinks fall below SDIL threshold
Capri-Sun looks to stevia, Sunny D focuses on 100-calorie limit
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Figure 34: Examples of new launches making L/N/R sugar claims, 2018
New flavours aim to drive differentiation
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Ethnic-inspired ‘street drinks’ range from Rubicon
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Figure 35: Examples of new flavour launches in fruit juice, juice drinks and smoothies, 2018
ADVERTISING AND MARKETING ACTIVITY
Advertising spend looks set to increase on 2017
Figure 36: Total above-the-line, online display and direct mail advertising expenditure on fruit juice, juice drinks and smoothies, 2014-18
Figure 37: Total above-the-line, online display and direct mail advertising expenditure on fruit juice, juice drinks and smoothies, by advertiser, 2014-18
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Britvic increases support for J2O
‘Find you mojo’ campaign for J2O
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Vimto brings ‘Refreshingly Different’ slogan to life
Nielsen Ad Intel coverage
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Figure 38: Attitudes towards and usage of selected brands, August 2018
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Brand attitudes: Tropicana has strong association with consistently high quality
Figure 40: Attitudes, by brand, August 2018
Brand personality: Innocent is seen as the most ethical brand
Figure 41: Brand personality – Macro image, August 2018
Tropicana is deemed the most delicious brand
Figure 42: Brand personality – Micro image, August 2018
Brand analysis
Tropicana is the most strongly associated with consistently high quality
Figure 43: User profile of Tropicana, August 2018
Innocent is seen as the most innovative brand
Figure 44: User profile of Innocent, August 2018
Naked’s standout features are being seen as innovative and ethical
Figure 45: User profile of Naked, August 2018
Ribena is seen as the most traditional brand
Figure 46: User profile of Ribena, August 2018
Oasis strongly associated with being refreshing
Figure 47: User profile of Oasis, August 2018
Robinsons Fruit Shoot among most accessible and fun brands
Figure 48: User profile of Robinsons Fruit Shoot, August 2018
THE CONSUMER – WHAT YOU NEED TO KNOW
Eight in 10 people use these drinks
More than a quarter make their own juices/smoothies
In-season fruits and British ingredients have strong appeal
Strong interest in Fair Trade ingredients for juices
Three in 10 interested in ingredients that reduce food waste
A quarter are interested in protein ingredients in juices/smoothies
References to fruit varieties offer a way of adding differentiation
Nearly half would like more fruit and vegetable blends
‘Mocktail’ positioning offers route for driving interest
Fruit juice from concentrate has an image problem
USAGE OF FRUIT JUICE, JUICE DRINKS, SMOOTHIES AND COCONUT WATER
Eight in 10 people use these drinks
Figure 49: Usage of fruit juice, juice drinks, smoothies and coconut water, August 2018
Half drink fruit juice at least once a week
Figure 50: Frequency of drinking fruit juice, juice drinks, smoothies and coconut water, August 2018
Scope to grow usage
Ageing population poses a challenge
Juice drinks usage shows heavy bias towards younger people
More than four in 10 drink smoothies
Young people see smoothies more positively than older
USAGE OF FRESHLY MADE FRUIT JUICE/SMOOTHIES
More than a quarter make their own juices/smoothies
Figure 51: Drinking of freshly made fruit juice/smoothies, August 2018
A fifth drink juice/smoothies from juice bars
Figure 52: Drinking of fruit juice/smoothies freshly made in front of you, August 2018
Four in 10 people think it is worth paying more for freshly squeezed
BEHAVIOURS RELATED TO FRUIT JUICE, JUICE DRINKS AND SMOOTHIES
In-season fruits and British ingredients have strong appeal
Four in 10 think foods ‘in season’ are healthier
Promoting British ingredients is rare in juices
Figure 53: Behaviours related to fruit juice, juice drinks and smoothies, August 2018
Strong interest in Fair Trade ingredients for juices
Strong interest in self-service machines and refill services
More than half interested in squeezing juice in-store
Interest in refilling empty bottles indicates anti-plastic backlash
INTEREST IN TRYING PRODUCTS
Three in 10 interested in ingredients that reduce food waste
Figure 54: Product concepts of interest in fruit juice, juice drinks and smoothies, August 2018
A quarter are interested in protein ingredients in juices/smoothies
References to fruit varieties offer a way of adding differentiation
ATTITUDES TOWARDS FRUIT JUICE, JUICE DRINKS AND SMOOTHIES
Breakdown of sugar content wanted on labelling
Figure 55: Attitudes towards fruit juice, juice drinks and smoothies, August 2018
A role for plant-derived sweeteners
Nearly half would like more fruit and vegetable blends
‘Mocktail’ positioning offers route for encouraging more buying
ATTRIBUTES ASSOCIATED WITH FRUIT JUICE, JUICE DRINKS AND SMOOTHIES
Fruit juice from concentrate has an image problem
Figure 56: Correspondence analysis of qualities associated with fruit juice, juice drinks and smoothies, August 2018
Less familiarity with cold-pressed juices
Figure 57: Qualities associated with fruit juice, juice drinks and smoothies, August 2018
Smoothies seen as top for being nutritious
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