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By Jerry Reeves
One of my favorite drinks of all time is the chocolaty drink, 

Yoo-hoo.  For many years, I collected nothing but Yoo-hoo 
memorabilia so I have a sizeable collection honoring this delight-
ful chocolate goodness. But, how did it originate?  Why doesn’t it 
need refrigeration like chocolate milk?  Well, Yoo-hoo didn’t start 
out as chocolate as most people suspect.  Yoo-hoo was invented 
back in the1920’s, by a man named Natale Olivieri from New 
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Jersey. At the time, he was bot-
tling a line of freshly squeezed 
fruit drinks named Yoo-hoo.  
He always thought a chocolate 
drink would be nice to offer but 
at the time nobody had come up 
with a way to prevent spoilage.  
Brownie and a few other com-
panies were already offering 
chocolate drinks but consumers and store owners were constantly complaining 
of spoilage.  If Mr. Olivieri couldn’t offer the best drink with natural ingredi-
ents, with no preservatives and chemicals, he wouldn’t offer anything at all.  

He pondered about this for quite some time and one day while watching his 
wife can tomatoes he got the idea that a similar process might enable him to 
bottle a chocolate drink that would remain stable and not spoil. He gave 
her several bottles to throw in with the tomatoes, and surprisingly half 
the bottles didn’t spoil! He knew he was onto something.  He could finally 
offer a chocolate drink that required no refrigeration.  He realized that while 
time and temperature were the two main factors in the process, agitation 
was also necessary in order to achieve uniform heating of the product.  
This led him to purchase a rotating pressure machine which allowed 
him to process large, com- mercial bathes of chocolate.  Once Mr. 
Olivieri perfected his Yoo- hoo processing secret, he started selling 
the drink with moderate suc- cess.  He quickly dropped his line of fruit 
flavors and began concen- trating on nothing but his new flavor 
creation, Chocolate Yoo- hoo.  The company took a big turn when 
Mr. Olivieri’s son met a man named Yogi Berra at the White Beeches 
Country Club one day. Over several rounds of golf, Mr. Berra heard all 
about Yoo-hoo and became very interested in this drink. He helped 
Mr. Olivieri get investors and before you knew it Yoo-hoo had a major production 
facility which included a Webster steril- izer from England. The Webster Sterilizer 
was a continuous sterilizer as opposed to a retort and the bottles would come out 
cool.  This finally eliminated the problem of having hot bottles processing through 
the plant.  Newer models of the Webster Sterilizer are still used today.

Yogi was instrumental to Yoo-hoo’s newfound success.  In the old commercials 
Yogi would say “Yogi goes Meehee for Yoo-hoo.” Yogi’s interest didn’t stop there. 
He enlisted fellow Yankee greats, such as Mickey Mantle, to endorse the drink in 
advertising, promotions, as well as on the packaging itself. Soon thereafter, all the 
Yankees were endorsing the chocolate delight.  This was indeed the beginning of 
Yoo-hoo’s glory days. Yoo-hoo didn’t stop there.  They expanded into Yoo-hoo 
chocolate ice cream bars, chocolate syrup, and even penny candy.  
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The Yoo-hoo brand changed hands several times over the years.  
In the late 1950s, B.B.C. Industries, who were distributors for Yoo-
hoo in the Bronx acquired the Yoo-hoo Beverage Company. A sugar-
free version of Yoo-hoo was test marketed at this time.  Under B.B.C. 
Industries, Yoo-hoo continued to grow and expand and eventually 
invoked the interest of Iroquois Brands, Ltd., a corporation with 
interests in brewing, drug and chemical production, and specialty 
food processing.  In May of 1976, Iroquois 
Brands, Ltd acquired the company and held 
it until July 1981.  At that time, a group 
of private investors acquired Yoo-hoo 
from Iroquois Brands.  Strawberry and 
Coconut Yoo-hoo were added as fla-
vors.  Under the 1980s ownership, Yoo-
hoo ventured West, gaining distribution 
throughout the United States.   

Several new product introductions 
were key factors in the brands growth, 
such as the 8 oz. drink box, 15 oz. can, 
various sizes of cardboard containers 
and the 15.5 oz. Wide-Mouth bottle.

They also introduced a line of Yoo-
hoo Mix Ups; Chocolate-Strawberry, 
Chocolate-Coconut, Chocolate-
Raspberry, Chocolate-Mint, Chocolate-
Banana, Chocolate-Orange, and 
Chocolate-Cinnamon.  These flavors 
were only around for a short time but 
the promotion got a lot people inter-
ested in Yoo-hoo again.  A short-lived 
Yoo-hoo candy bar was also intro-
duced.  Strawberry was re-formulated as Wild Strawberry 
and Coconut was re-launched as Island Coconut!  

Matter of fact, Coconut Yoo-hoo was my best friend’s (Shawn 
Doggette) drink of choice when we were kids.  A bottle was once 
consumed by him on the way back from my grandmother’s around 
1987.  When we arrived home, he placed it on my shelf and there 
it has sat for 20 years!  There really wasn’t any other drink like it.  
Sadly, coconut soon fell by the wayside, frustrating many loyal fol-
lowers however it soon re-emerged under a different company under 
the name “Koko Blanco” and was found mainly in liquor stores as a 
mixer.  Unfortunately, its demise came in 2006 and it was discontin-
ued nationwide.

In 2001, Yoo-hoo was sold to Snapple. This led to an increased 
awareness of the once popular beverage. The new management 
expanded distribution while it introduced new products and flavors. 

We saw the arrival of Cookies & Cream Yoo-hoo, only available in 
drink boxes, but it was discontinued within a year. Yoo-hoo Lite, 
Yoo-hoo Double Fudge and Yoo-hoo Mocha also debuted. Yoo-hoo 
enjoyed renewed interest and growth by reaching out to the young 
fan base by sponsoring the Vans Warped Tour and Ozzfest, touting 
Yoo-hoo as the official beverage.  Limited edition Warped Tour cans 
were released and a Limited Edition Ozzfest Yoo-hoo bottle was even 

given away at the shows. Yoo-hoo skateboards 
and snowboards were given away as prizes.  
Yoo-hoo was spotted several times at Daytona 
Beach for Spring Break.

A wildly popular promotion on the bottles 
enabled consumers to get their hands on the 
much coveted Yoo-hoo Loot (t-shirts, boxers, 
caps, swatches, etc.).   In 2004, Yoo-hoo was 
taken over by Cadbury Schweppes, and its 
marketing efforts have dwindled to nearly 
nothing.

No new flavors or promotions have been 
introduced since that time. Nonetheless, 
I’ll continue to support this chocolaty 
delight that is reminiscent of my child-
hood.

Yoo-hoo memorabilia is known as a 
double collectible.  Its collectability is 
enjoyed by two different groups of col-
lectors; baseball memorabilia collectors 
and soft drink memorabilia collectors.  For 
this reason, sometimes a piece may fetch 
far more than what it ‘books for’ because 
there are two different interests in the piece.  
Without a doubt, Yoo-hoo has produced 

some very interesting items over the years and many of them are 
hard to find.    

Yoo-hoo remains close to its New York area roots, with a plant in 
Carlstadt, NJ. Two additional company-owned plants are located in 
Hialeah, FL and Opelousas, LA.

Today, Yoo-hoo continues to thrive under the ownership of Plano, 
Texas-based Cadbury Schweppes Americas Beverages (CSAB), a 
subsidiary division of Cadbury Schweppes plc (NYSE:CSG). CSAB 
is one of the largest producers of soft drinks and premium beverages 
in the Americas.

On a closing note,  I hear a Vanilla Yoo-hoo existed at one point.  
I have never seen this flavor and welcome any bottles, pictures or 
information any of you may have.  You can contact me regarding this 
or any other article at: wonkapete@aol.com


