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GLOBAL INNOVATIONS

The Art of Innovation

From entire meals to skin (eek!) in a bottle, the beverage world is just brimming with
new ideas. BY ANDREW KAPLAN AND HEATHER TODD

15 one of the oldest 1ales in the book: The

older guy—many years successhul—

grows overconlident, lazy and sluggish.
Then, suddenly, he is joined by a yvoung
upstart withour much 1o lose and bursting
with energy, enthusiasm and, perhaps
most imporantly, new ideas.

Who ends up the winner?

While Hollywood movies might
have you believe the new kid on the
block has the advanage, we'd like 10
suggest that both can come out win-
ners, The title of this story is “The Arn
of Innovation” not only because the
process ol successful  innovation
itsell can be much like an art—as the
examples that follow will show—hu
because there is an inherent beauty
in the way that innovation creates a
competiive environment that, over
time, benefits the entire industry

Il the “older guy” is Coke or
Pepsi, then it is the young upstarn—
the Jones Soda or the Innocent Drinks—
that is keeping the old-timers on their
toes and pushing evervone to reach for
that next big idea.

Turkey & Gravy & Bubbles?
Thats right, there was actually a soda
launched in the US this past November
called Turkey & Gravy And it was one of
the biggest beverage stories of the vear. (And
you thought you knew vour consumer?!)
Speaking to Peter van Siolk, the presi-
dem and CEO of the Jones Soda Co.
(Seattle, WA, USA) is a rather unigue
expericnoe. While his skaweboard-dude
persona might be a bit unorthodox for
the boardroom, his love and devotion to
the beverage business could just be
unsurpassed in the industry 1oday:
“What can be more fun than launching
a favor belore Thanksgiving, Turkey &
Gravy, when it actually tasies like wrkey
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and gravy?™ he says with a chuckle, “This is
about looking m the beverage industry the
way it should be looked at. Its a fun indus-
try. Its not aking ourselves too seriously:
Were selling beverages, we're not salving
P I.I'H.“-' .'ﬁ'-;:rlt]'ﬁ problems.” .
f True, but with the 5100
that a single bottle of Jones
Turkey & Gravy is reported-
Iy selling on Ebay these davs,
van Stolk probably could
ered up with more money
than the United MNations, if
he so chose. Hows that for
the rewards ol mnovation?
(Van Stolk says he actually
came up with the idea for
the Mavor himsell while sit-
ting in an Outback sieak
house r1alking with This
Michigan distributors over a
g Bloomin' Onion. )

Now this is where the an
comes in, While Van Seollks enthusiasm for
the indusiry might be unsurpussed, so
might his genius when it comes to marker-
ing, He understood that, sure, a wrkey and
gravy lavored soda isnt necessarily poing 1o
b the beverage of choice for any consumer
(Do 1 think people want to walee up in the
mcrming and pound down a wrkey and
gravy soda? No,” he says emphatically:) Bue
thats never what he had in mind. He says
the [ree press that Turkey & Grawvy
received-—Katic Couric pulped one on
the Today show and mdio station DJs
tuwoughout the US were all abuzz
about it—is estimated 10 be
around 512 million at least

“We really have the new
sodla thing down to an ar
nowy, and thar's really wani
we want o do,” he says,
pointing out that this past
Valentine’s Day the companys
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Chocolate Fudge Soda received a similar
enthusiastic welcome from the media.
Expect many more such surprises from
Jones in the future. Only don't expect to
lind Turkey & Gravy anywhere in the
stores anymore. That was a limited run
just for Thanksgiving,

Will the much-hyped Mavor make
another appearance later this year? Van
Stolks not so sure. “We don't want to
overdo our welcome,” he says, “Turkey
&r. Gravy was amazing and I'm sure
somebodys going 10 try 10 copy it But
how can they copy it? In the beverage
industry, evervbody copies everybody,
but its hard 10 copy a company thats
coming out with Turkey & Gravy."

seeds for thought:

A pomegranate story

I all those who thought there was noth-
ing new under the sun when it came 1o
fruit juice, the litde red pomegranate
recently rolled onto the scene and has
been turning shoppers heads ever since

Much of the credit for that can go 10 the
innovative look of the Pom Woncderful glass
bottle, designed, as Fiona Posell, the brands
director of COrporle  Comimunications,
1:.!-'.[1-|:Ii11:-1 “to look like two [Pomegranaies
stacked one on op of the other”

First launched in Southern California
in September of 2002, Pom
Wonderful—named aflier the
“Wonderlul® variety of pome-
granate found in Calilormias San
Joaquin Valley that the compa-
ny uses o make its drink—is
now available throughout the
Usin five Navors: plain pome-
granate, and pomegranate with
langerine, mango, chermy or
blueberr

The idea Tor the brand was
a natural outgrowth, Titerally,
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