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Adding Fuel to the Juice: 

A self-funding digital program
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Who is JOE

GROWTH OPPORTUNITY THOMAS
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”Our vision is that in 5 years  80% of 

customer transactions happen in the app. 

Joe will be a digital company.”

G E N E R A L  A T L A N T I C

With new PE ownership, 

Joe & the Juice needs to 

scale from 300 to more 

than 1,000 stores. 

T H E  C H A L L E N G E

2.6X
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How can we reward our 

shoppers rightfully?

C U S T O M E R  O P P O R T U N I T Y
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How can we maximise 

our store productivity?

B U S I N E S S  O P P O R T U N I T Y
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Demand Spaces

T H E  V I S I O N
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Multi-disciplinary discovery across markets, touchpoints, typologies 

One starting point.

Two areas of focus.

T H E  S O L U T I O N

One continuous feedback loop.

Two parallel working tracks.
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To drive immediate commercial impact, the Quick Wins track transformed 

the journey of subsequent purchases to be more proactive vs reactive

T H E  S O L U T I O N  F O R  T H E  S H O R T  T E R M
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Switching store list 

and map screens on 

the ordering process. 

An intuitive reorder 

option in the menu

1 2 3

A/B
We developed A/B testing 

flows to optimize results.

T H E  S O L U T I O N  F O R  T H E  S H O R T  T E R M

An intuitive reorder function 

was integrated directly into 

the store finder, 
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from cart
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The quickest half million 

dollar revenue in a month

T H E  I M P A C T  O F  Q U I C K  W I N S
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T H E  S O L U T I O N  F O R  T H E  L O N G  T E R M

Two insights drove our ideation for 

a re-imagined digital experience
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To secure long-term success, we revamped the loyalty program and 

introduced a marketplace along with subscriptions

We changed the game for customers. 

New motivations, new rules, more 

clarity, more freedom of choice. 

Enabling JOE to tap into demand 

spaces, optimize reward spend and 

relevance.
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We refreshed the app and introduced new, dynamic mechanics 

T H E  S O L U T I O N  F O R  T H E  L O N G  T E R M

We streamlined the app with a 

fresh take on design and 

integrated  features for dynamic 

challenges and promotions, 

effectively entering new demand 

spaces



E m p a t h y  L a b P r o p r i e t a r y  &  C o n f i d e n t i a l .E m p a t h y  L a b P r o p r i e t a r y  &  C o n f i d e n t i a l .

To achieve this, a new loyalty 

proposition was needed. And 

to support IPO, the entire 

technology landscape 

needed to be upgraded.

T H E  S O L U T I O N  F O R  T H E  L O N G  T E R M

”Our vision is that in 5 years  80% of customer 

transactions happen in the app. Joe will be a digital 

company.”

G E N E R A L  A T L A N T I C
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Elevating our brand 

means driving more 

personal experience 

across every touchpoint

Prospect New Customer Loyal Customer Evangelist

to the world

Guests experience

speed or savings
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Prospect New Customer Loyal Customer Evangelist

Identity
Guests  make it part of 

who they are and project 

to the world

Emotional
Guests experience

a sense of belonging, 

recognition, uniqueness 

Transactional
Guests experience 

reduced effort, increasing 

speed or savings

Elevating our brand 

means driving more 

personal experience 

across every touchpoint
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App - What’s coming next?
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