

[image: ]



Student Name: Resvy Ahmed
Student ID: 2504376

Programme: Master of Business Administration
Module Name: Marketing Management 
Module Code: LCMB7024_ London
Lecturer: Dr Laila Maazouz 
Word Count: 2664









Contents
Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis	1
Introduction to the Company and Brand Concept	1
Segmentation Analysis	2
3. Geographic Segmentation	3
Targeting Strategy	3
Differentiation Strategy	4
Positioning Strategy	5
Element 2: Marketing Mix (4Ps)-	5
1. Product Strategy	6
2. Price Strategy	7
3. Place (Distribution) Strategy	8
b. On-the-Go and Fitness Channels	8
4. Promotion Methodology	9
Element 3: Presentation	11
Element 4: Reflection	12
Conclusion	15
Reference	16


18

[bookmark: _Toc216097267]Element 1: Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis 

[bookmark: _Toc216097268]Introduction to the Company and Brand Concept

Coca-Cola is one of the world’s most conspicuous refreshment companies, working over more than 200 nations with a portfolio that incorporates carbonated drinks, juices, waters, vitality drinks, and sports refreshments. Over the final decade, Coca-Cola has progressively moved toward more beneficial and utilitarian refreshment categories to reply to advancing buyer desires (Smith, 2021). With rising concern almost sugar admissions, resistance, hydration, and wellness, the company has differentiated essentially to incorporate items like Vitamin water, Smart water, and different low-sugar choices (Kotler & Armstrong, 2022).
[image: ]
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In arrangement with these patterns, the proposed modern brand Coke Reviva™ speaks to Coca-Cola’s section into the utilitarian hydration and vitamin-infused drinks portion. Coke Reviva™ is defined with fundamental vitamins, common natural product extricates, and electrolytes to back vitality, resistance, and ordinary hydration. This modern brand beverages Coca-Cola’s solid worldwide dispersion capacity whereas reacting to current shifts toward health-focused and clean-label refreshments. The concept is centred on advertising buyers a reviving drink that combines taste, hydration, and useful benefits, assembly the request for refreshments that contribute to by and large well-being (Baines et al., 2021).
Coke Reviva™ requests to the current showcase for a few reasons. To begin with, customer conduct appears a clear inclination for low-sugar, normal, and braced refreshments as portion of more beneficial ways of life. Enquire about highlights fast development in useful drinks due to expanded mindfulness of resistance, wellness, and mental wellness, especially taking after the widespread (Solomon, 2023). Moment, more youthful customers, particularly Millennial and Gen Z, look for refreshments with included wellbeing benefits, comfort, and straightforwardness in fixings, making utilitarian drinks exceedingly alluring to these sections (Ferrell & Hartline, 2023). Third, competitive weight is rising as brands like Vitamin water, Prime, Body Armor, and Gatorade grow their useful offerings. Hence, an item like Revive™ reinforces Coca-Cola’s competitive position in this fast-growing showcase.
[bookmark: _Toc216097269]Segmentation Analysis

To get it the openings for Coke Reviva™, the advertise can be portioned utilising statistic, psychographic, geographic, and behavioural factors.
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1. Demographic Segmentation
The useful refreshment category is emphatically impacted by more youthful customers matured 18-40 who tend to organise wellbeing, wellness, and comfort in their everyday schedules (Kotler et al., 2023). This statistic incorporates understudies, youthful experts, and wellness devotees. Wage moreover plays a part, as these buyers are willing to pay a premium for improved wholesome esteem and imaginative flavours.
2. Psychographic Segmentation
Customers progressively adjust their obtaining conduct with way of life and wellness objectives. Psychographic components such as a crave for self-improvement, dynamic living, and careful utilisation essentially impact the category (Solomon, 2023). Numerous customers look for drinks that offer execution benefits, normal fixings, and transparency aligning closely with Reviva™ esteem suggestion.
[bookmark: _Toc216097270]3. Geographic Segmentation

Request for useful refreshments is most noteworthy in urban and semi-urban districts where active schedules and get to retail outlets, exercise centres, and comfort stores are far reaching (Baines et al., 2021). These areas too have tall selection rates of wellness patterns and modern item advancements.
4. Behavioural Segmentation
This centres on utilisation conduct, such as the required for speedy hydration, low-sugar drinks, and utilitarian benefits like vitality, centre, or resistance back. Numerous shoppers effectively look for substitutions for sugary delicate drinks and lean toward refreshments advertising viable wellbeing changes (Smith, 2021).
[bookmark: _Toc216097271]Targeting Strategy

Based on the division examination, the essential target group of onlookers for Coke Reviva™ will be health-conscious youthful grown-ups matured 18â��35, counting understudies, fitness-focused people, and urban experts. This gather illustrates tall engagement in wellness culture, social media wellness patterns, and utilisation of useful refreshments (Kotler & Armstrong, 2022). They moreover appear solid dependability to brands that provide realness, maintainability, and substantial wellbeing benefits.
The auxiliary target gathering of people incorporates shoppers matured 35â��50 who look for helpful hydration choices to bolster active ways of life, work schedules, and in general well-being. This portion values utilitarian sustenance and clean fixings and is likely to embrace Reviva™ as a more advantageous elective to conventional delicate drinks.
Coke Reviva™ will moreover target wellness spaces such as exercise centres, sports clubs, and wellness occasions. This environment gives coordinate get to to buyers who as of now lock in with hydration and useful drink categories. Investigate appears that buyers in dynamic settings are more open to performance-enhancing refreshments (Ferrell & Hartline, 2023).
[bookmark: _Toc216097272]Differentiation Strategy

To succeed in a competitive useful drinks, advertise, Coke Reviva™ must clearly separate itself. The brand separates through four key zones:
1. Functional Benefits
Reviva™ gives an adjusted mix of vitamins, electrolytes, and normal natural product extricates. Its clean-label definition with diminished sugar adjusts with modern desires for more advantageous refreshments (Smith, 2021).
2. Brand Trust and Global Reach
Coca-Cola’s existing notoriety, dissemination organise, and promoting control offer a noteworthy competitive advantage over developing brands. Customers regularly believe set up companies when choosing useful refreshments that guarantee wellbeing benefits (Kotler et al., 2023).
3. Sustainability Commitments
Reviva™ will utilise recyclable lightweight bottles and maintainable bundling, adjusting with developing buyer intrigued in moral and eco-friendly items (Baines et al., 2021).
4. Flavour Innovation
The brand will present special, reviving flavours propelled by characteristic fixings, giving both hydration and taste separation from competitors who depend on conventional sports drink profiles.
[bookmark: _Toc216097273]Positioning Strategy
Coke Reviva™ will be situated as a premium useful hydration drink that bolsters day by day vitality, resistance, and wellness for dynamic, advanced ways of life. The situating centres on reviving your day through common hydration and basic supplements, adjusting with shopper want for refreshments that offer both wellbeing and satisfaction. The centre situating articulation is:
For health-conscious and dynamic buyers, Coke Reviva™ conveys reviving hydration with fundamental vitamins and common supplements, making a difference you remain stimulated, adjusted, and prepared for the day.
This situating highlights useful benefits, passionate association, and way of life alignment three components found to drive buy eagerly in present day refreshment markets (Solomon, 2023). 
[bookmark: _Toc216097274]Element 2: Marketing Mix (4Ps)- 

As Coke Reviva™ could be a product-based brand, the 4Ps framework Product, Cost, Put, and Promotion is utilised to plan a coherent promoting methodology. Each component bolsters the in general brand objective of situating Reviva™ as a premium, utilitarian hydration drink custom fitted to health-conscious and dynamic shoppers. The promoting blend guarantees that the brand concept, separation, and target showcase adjust easily, fortifying competitive advantage and long-term development.
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[bookmark: _Toc216097275]1. Product Strategy
The item procedure is the centre establishment of Coke Reviva™, because it influences customer recognition, esteem conveyance, brand separation, and rehash buy conduct. Within the useful refreshment industry, buyers anticipate veritable wellbeing benefits, clean names, engaging taste profiles, maintainability, and comfort. Coke Reviva™ is hence created with a solid centre on dietary esteem, enhance innovation, design, and convenience.
a. Product Features and Benefits
Coke Reviva™ could be a vitamin-infused hydration drink containing Vitamin C, B-complex vitamins, electrolytes, cancer prevention agents, and normal natural product extricates. These components back insusceptibility, mental clarity, hydration, and energy all of which are progressively vital for more youthful customers. The detailing is moo in sugar, free from manufactured colouring, and adjusts with better-for-you refreshment patterns.
The item will be accessible in a few enhance variants such as Citrus Burst, Berry Resistance, Tropical Energise, and Mint-Lime Cool to fulfil assorted taste inclinations. Tangible request is pivotal since shoppers regularly compare utilitarian refreshments not only based on wellbeing benefits but moreover on flavour, aftertaste, and drinkability.
b. Packaging and Design
Bundling may be a key differentiator for Coke Reviva™, and it'll highlight a present day, smooth bottle plan with dynamic colour coding for each enhance. Straightforward naming underlines fixings, vitamin substance, and maintainability truths, building believe and improving genuineness. Also, the bottle will be lightweight, completely recyclable, and made from 30-50% reused plastic to adjust with Coca-Cola’s maintainability commitments.
c. Branding and Emotional Value
The brand communicates refreshment, imperativeness, and every day restoration. The trademarked title Reviva™ typifies vitality and restoration, fortifying the useful benefits. The enthusiastic esteem determines from advancing an dynamic, adjusted lifestyle positioning the drink as a companion for workouts, consider sessions, commutes, or mid-day boosts. The brand tone remains young, enabling, and wellness-oriented.
In general, the item procedure fortifies Coca-Cola’s advertise pertinence and bolsters the situating of Reviva™ as a premium utilitarian hydration drink.
[bookmark: _Toc216097276]2. Price Strategy
Estimating choices must adjust reasonableness, seen esteem, competition, generation costs, and Coca-Cola’s key targets. Coke Reviva™ will receive a value-based estimating procedure that reflects its useful benefits and premium situating.
a. Pricing Level
Coke Reviva™ will be estimated somewhat over standard hydration drinks like Smart water but competitive with other utilitarian refreshments such as Vitamin water, Prime Hydration, and Body Armor. The cost premium is legitimised by the consideration of vitamins, characteristic extricates, and improved fixings. This cost point strengthens the discernment of quality without restricting get to for the centre target bunch matured 18-35.
b. Psychological Pricing
Costs will take after the .99 pattern for case, £2.49 rather than £2.50 making the item show up more available whereas keeping up premium signals. Multi-pack rebates and trial bundles will energise first-time buys.
c. Price Tiers and Versions
To extend the brand’s reach, Coke Reviva™ will present:
· Single bottles for convenience purchases
· Multi-packs (4 or 6 bottles) for domestic or office utilisation
· Exercise centre accomplice pricing with slight rebates to increment trial
· Promotional introductory estimating amid the primary 3 months
· These methodologies offer assistance enter the showcase speedier whereas building brand recognition and dependability.
d. Competitive Positioning Through Pricing
The estimating methodology guarantees that Reviva™ is not one or the other seen as a cheap elective nor an inaccessible luxury thing. Instep, it points to make a adjust that signals affordable premium consistent with Coca-Cola’s broader portfolio procedure.
[bookmark: _Toc216097277]3. Place (Distribution) Strategy
Coca-Cola’s broad worldwide dissemination arrange gives a major competitive advantage. The put technique guarantees Coke Reviva™ is broadly open in areas adjusted with shopper ways of life and obtaining propensities.
a. Retail Distribution
· Coke Reviva™ will be dispersed through:
· General stores (Tesco, Sainsbury, Asda, Aldi)
· Comfort stores (Co-op, Fight, petrol stations)
Distributing machines in colleges, workplaces, aeroplane terminals, and exercise centres
Drug stores and wellbeing stores such as Boots and Holland & Barrett
This multi-channel approach guarantees tall perceivability and easy accessibility.
[bookmark: _Toc216097278]b. On-the-Go and Fitness Channels

As Reviva™ targets dynamic customers, conveyance in health-related situations is basic. Associations with exercise centres, wellness studios, yoga centres, and sports clubs permit the item to be set in perfect utilisation minutes. Cold accessibility in these areas moreover upgrades the recognition of refreshment.
c. Foodservice and Hospitality
Coke Reviva™ will be included in Coca-Cola’s benefit assertions with eateries, cafe, fast-food outlets, and college canteens. These channels permit the item to reach a broader statistic and advantage from motivation buys.

d. E-Commerce Channels
Reviva™ will moreover be accessible through:
Amazon
General store online stages
Coca-Cola’s direct-to-consumer entrance
Membership bundles (Hydration Box)
Conveyance accomplices like Delivered, Uber Eats, and Fair Eat
As online basic need shopping proceeds to develop, joining Reviva™ into computerised marketplaces improves availability for shoppers who lean toward domestic conveyance or bulk buying.
[bookmark: _Toc216097279]4. Promotion Methodology
Advancement is central to making mindfulness, teaching clients around the useful benefits, and building long-term brand devotion. The communication procedure combines conventional and computerised approaches with an accentuation on youth-targeted engagement.
a. Digital Marketing and Social Media
Coke Reviva™ will leverage:
· Instagram, TikTok, YouTube, and Snapchat
· Influencer collaborations with wellness coaches, competitors, and wellness makers
· Short-form recordings highlighting benefits such as hydration, resistance, and vitality
· Hashtag campaigns like Revive Your Day and Drink Revive
Social media plays a pivotal part as the essential source of brand disclosure for Millennials and Gen Z.

b. Influencer and Ambassador Programmes
Brand envoys will incorporate micro-influencers in wellness, way of life, and nourishment. Their true proposals can increment believe and drive trial. Collaborations with sports identities or wellness specialists advance fortify the products utilitarian situating.
c. Experiential Marketing
· Examining will be conducted at:
· Major exercise centres and wellness expos
· College campuses
· Marathons and sports occasions
· Outdoor festivals
· Experiential promoting empowers coordinate interaction with the item and boosts trial changes.
d. Traditional Media and Out-of-Home (OOH)
Announcements, computerised screens at transport centre points, transport covers, and cinema advertisements will complement advanced advancement. Informing centres on refreshment, sustenance, and day by day vitality.
e. Packaging as a Promotional Tool
Clear naming, dynamic colours, and supportability messages on the bottle act as silent advertising, fortifying believe and empowering buys at retail focuses.


[bookmark: _Toc216097280]Element 3: Presentation
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Creating a modern brand concept and making a showcasing procedure for Coke Reviva™ was a profoundly quick and challenging involvement. This venture permitted me to combine hypothetical showcasing information with down to earth application, centring on division, focusing on, separation, situating, and the 4Ps showcasing blend. Through this prepare, I picked up a few key abilities and experiences that are profitable for both scholastic and proficient development.
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1. Strategic Thinking and Market Analysis
One of the foremost critical learning results was improving my capacity to dissect markets and recognise rising trends. Researching shopper inclinations within the utilitarian refreshment segment, understanding wellness and health-oriented practises, and fragmenting the showcase made a difference me appreciate the significance of data-driven decision-making. I learnt that fruitful brand advancement requires a profound understanding of target gathering of people needs, competitive elements, and societal patterns.
2. Creativity and Brand Conceptualisation
[bookmark: _GoBack]Making the concept of Coke Reviva™ required an adjust between development and common sense. I created abilities in conceptualising an item that not as it were meets showcase needs but too adjusts with Coca-Cola’s brand values. The method of planning useful benefits, enhance alternatives, and bundling procedures reinforced my capacity to think imaginatively whereas considering operational possibility and shopper request.
3. Integrated Marketing Planning
Creating the showcasing blend permitted me to apply key promoting systems in a cohesive way. I learnt how item highlights, estimating, conveyance, and limited time exercises must complement each other to back by and large situating. This fortified the significance of consistency in informing, esteem conveyance, and buyer encounter over all showcasing touch points.
4. Communication and Pitch Preparation
Planning the showcasing methodology pitch was a fundamental skill-building work out. I learnt how to abridge complex showcasing plans into brief, enticing informing reasonable for a live or advanced introduction. Organising the pitch to highlight brand benefits, target group of onlooker’s arrangement, and vital separation made strides my capacity to communicate professionally and certainly.
5. Critical Reflection and Evaluation
Reflecting on my approach uncovered zones for enhancement. For illustration, whereas the promoting methodology was comprehensive, I might improve its affect by joining more quantitative information such as advertise share projections, estimating flexibility thinks about, or potential ROI gauges. Furthermore, coordination more shopper behavioural experiences through studies or drift investigations seem reinforce evidence-based choices.
6. Teamwork and Feedback (if pertinent)
In spite of the fact that this was a person work out, I perceived the esteem of peer input in refining thoughts. Locks in with others seem give elective viewpoints, challenge suspicions, and upgrade inventiveness in brand improvement.
Generally, the extend fortified my promoting information, vital considering, imagination, and communication abilities. Creating Coke Reviva™ and its related promoting arrange strengthened the association between hypothesis and down to earth application, highlighting the significance of an all-encompassing, consumer-centric approach. The reflection prepares moreover illustrated the esteem of ceaseless change, empowering me to refine investigate, introduction, and explanatory aptitudes in future brand improvement and promoting technique ventures.


















[bookmark: _Toc216097282]Conclusion
Coke Reviva™ speaks to Coca-Cola’s vital passage into the useful hydration and vitamin-infused refreshment showcase, tending to advancing shopper inclinations for wellbeing, wellness, and comfort. Through nitty gritty STDP investigation, the brand targets youthful, dynamic, and health-conscious customers, separating itself through utilitarian benefits, enhance development, maintainable bundling, and Coca-Cola’s trusted notoriety. The 4Ps showcasing blend fortifies this situating, guaranteeing item quality, available estimating, multi-channel conveyance, and locks in advancement. Creating and pitching this methodology improved my aptitudes in showcase investigation, imaginative considering, and key communication. By and large, Coke Reviva™ embodies how consumer-centric development can drive brand development and reinforce advertise significance.













[bookmark: _Toc216097283]Reference
 1.	Grand View Research (2025) Functional Drinks Market Size To Reach USD 248.51 Billion By 2030. Available at: https://www.grandviewresearch.com/press-release/global-functional-drinks-market  (Accessed 27 November 2025).
2.	GlobalGrowthInsights (2024) Health Drink Market Insights & Forecast 2025–2033. Available at: https://www.globalgrowthinsights.com/market-reports/health-drink-market-114402  (Accessed 27 November 2025).
3.	IndustryResearch.biz (2025) Functional Beverage Market Trends. Available at: https://www.industryresearch.biz/market-reports/functional-beverage-market-109081  (Accessed 27 November 2025).
4.	ResearchAndMarkets (2025) Functional Beverages Market Report 2025‑2034. Available at: https://www.globalgrowthinsights.com/market-reports/functional-beverages-market-108235 (Accessed 27 November 2025).
5.	ResearchAndMarkets (2025) Functional Beverages Market Focused Insights Report 2025‑2030. Available at: https://www.businesswire.com/news/home/20250505785463/en/Functional-Beverages-Market-Focused-Insights-Report-2025-2030  (Accessed 27 November 2025).
6.	Reanin.com (2024) Functional Beverages Market Size, Share & Trends. Available at: https://www.reanin.com/reports/global-functional-beverage-market  (Accessed 27 November 2025).
7.	Arizton (2024) Functional Beverages Market Size, Product Demand: Energy Drinks, Sports Drinks, Fortified Juice. Available at: https://www.arizton.com/market-reports/functional-beverages-market  (Accessed 27 November 2025).
8.	Bonafide Research (2025) Global Functional Beverage Market Outlook, 2030. Available at: https://www.bonafideresearch.com/press/250129251/global-functional-beverage-market  (Accessed 27 November 2025).
9.	PackagingDive (2025) Coca‑Cola reports jump in packaging deemed recyclable. Available at: https://www.packagingdive.com/news/coca-cola-2024-environmental-update-packaging/760832  (Accessed 27 November 2025).
10.	Coca‑Cola HBC (2024) Our sustainability journey – packaging and circular economy efforts. Available at: https://www.coca-colahellenic.com/en/a-more-sustainable-future/our-sustainability-journey-at-a-glance  (Accessed 27 November 2025).
11.	VerifiedMarketReports (2023) Vitamin Drinks Market Size, Insights, Research & Forecast 2033. Available at: https://www.verifiedmarketreports.com/product/vitamin-drinks-market/  (Accessed 27 November 2025).
12.	The Coca-Cola Company (2025) Simply Pop Prebiotic Soda Launch Announcement. Available at: https://www.foodandwine.com/coca-cola-simply-pop-prebiotic-soda-11681044 (Accessed 27 November 2025).
13.	The Guardian (2024) Coca-Cola accused of quietly dropping its 25% reusable packaging target. Available at: https://www.theguardian.com/environment/2024/dec/03/coca-cola-accused-dropping-reusable-packaging-target  (Accessed 27 November 2025).
14.	Ghobbe, S. & Nohekhan, M. (2023) Mental Perception of Quality: Green Marketing as a Catalyst for Brand Quality Enhancement. arXiv preprint arXiv:2312.15865. Available at: https://arxiv.org/abs/2312.15865  (Accessed 27 November 2025).
15.	Mohammadi, E., Barzegar, M. & Nohekhan, M. (2023) The Green Advantage: Analyzing the Effects of Eco‑Friendly Marketing on Consumer Loyalty. arXiv preprint arXiv:2312.16698. Available at: https://arxiv.org/abs/2312.16698  (Accessed 27 November 2025).
16.	He, Y., Zuo, Z., Alissandratos, Y., Willson, P., Kazmi, S., Brogan, A. P. S. & Guo, M. (2025) Beyond the Expiry Date: Uncovering Hidden Value in Functional Drink Waste for a Circular Future. arXiv preprint arXiv:2511.18573. Available at: https://arxiv.org/abs/2511.18573  (Accessed 27 November 2025).
17.	AP News (2024) With ‘functional’ beverages, brands rush to quench a thirst for drinks that do more than taste good. Available at: https://apnews.com/article/8493fbe5d838bde849768446bea98483  (Accessed 27 November 2025).
18.	Grand View Research (2024) Functional Drinks Market Size, Share & Trends 2025–2030. Available at: https://www.grandviewresearch.com/industry-analysis/functional-drinks-market  (Accessed 27 November 2025).
19.	Baines, P., Fill, C. & Page, K. (2021) Essentials of Marketing. Oxford: Oxford University Press.
20.	Kotler, P. & Armstrong, G. (2022) Principles of Marketing. London: Pearson.

image2.jpeg




image3.png
Demographic

Geographic Psychographic

Behavioral




image4.png
Product

|

Promotion





image5.jpg
MARKETING ST!

FOR COKE REVIV.

Cotetntais s noutunctiond hyrsontrond deviopediormest ising
emantor wckrioin-anihed bovaroges{ e 024, 1.
combines ectyes, ol iaine, e exvoct hlow-
g ol st ot st welnss: ocumedcoerers. Wit
Ut pckoging et susainois el o' expans o
ol ool o the st rowing sionl ks sagment. g
eheting ovydoy rosibmond(itson®, 2020
L ————
‘o et boerager Wit s s arin,seclycs
il it v, v v o oo, o
o, 1 sttt pockaging nd vctieflavous aioresencts

i anoremensal conacous ostve cnaiestye- s ormrars
ecing sy woines sotion{cora-ColaCarmpemy 928 Hoeos

SEGMENTATION




image6.jpg




image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




