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1. [bookmark: _Toc196353463]Introduction
Coca cola is an American beverage company that manufactures and sells a wide range of drinks including still and sparkling soft drinks and water, fruit juices, dairy, plant-based drinks, teas and coffees. The brand has a presence across 200+ countries through 200 brands in its portfolio. (The Coca-Cola Company, 2025a). Figure 1 shows key financial figures for the company, as of the last quarter of 2024.
	Net Sales
	$11.54 billion (6% increase)

	Net Revenue
	$11.54 billion (6% increase)

	Operating margin
	23.5%


[bookmark: _Toc196078791][bookmark: _Toc196353447]Figure 1: Coca Cola Financial Highlights Q4 2024 (Lucas, 2025)
For the same period (Q4 2024), figure 2 shows the percentage change in Coca Cola’s operating income. As compared to the consolidated change of 19%, change in Asia Pacific was recorded at 24%. In the Asia Pacific region, India is one of the key markets for the company. During the year 2024, Coca Cola India’s revenue was recorded at 47 billion Indian rupees, 4.2% higher than the past year, however, profit fell 42% mainly due to high marketing expenditures (Statista, 2024; The Economic Times, 2024). Currently the company sells in India through its major brands including Coca-Cola, ThumsUp, Limca, Sprite, Maaza and Minute Maid. However, the evolving preferences of Indian consumers, increasingly leaning towards healthier beverages, present an opportunity for Coca Cola for a strategic brand expansion in this region. 

[image: ]
[bookmark: _Toc196078792][bookmark: _Toc196353448]Figure 2: Percentage Change in Coca Cola's Operating Income as of Q4 2024 (The Coca-Cola Company, 2025b)
Against this backdrop, this report proposes a new brand extension for Coca Cola in India, Coca Cola AquaEssence: a line of herb infused hydration beverages. The report will outline the rationale behind this extension, the target market and consumer persona, and finally, the marketing mix strategy to ensure a successful launch and sustained growth.
2. [bookmark: _Toc196353464]Brand extension
The proposed brand extension, Coca Cola AquaEssence envisions a new product line of hydration drinks infused with natural herbs and electrolytes in subtle flavors. This line would move beyond traditional and more pronounced sports drinks that are usually infused with fruit based flavors. The emphasis would be on natural and subtle flavors, zero sugar content and infused electrolytes. Packaging would also reflect this positioning, featuring sleet transparent bottles with Coca Cola’s brand logo, clearly distinguished from existing packaging of sports drinks that often comes in bright colors.
This brand extension strategically aligns with Coca Cola’s existing brand values of refreshment, optimism, happiness, and value creation. It is also in line with the company’s vision of creating a diverse portfolio of quality beverages that anticipate customer demands and satisfy them (The Coca-Cola Company, 2020). By introducing AquaEssence, the company can add significant value to its brand by showcasing its commitment to innovation and its responsiveness to evolving consumer preferences for healthier beverage options.
Coca Cola AquaEssence directly addresses a market gap and meets an emerging consumer need in India. According to Future Market Insights (2025) the herb infused beverage market is estimated to amount to USD 25.6 billion by end of this year and it is forecasted to grow at a CAGR of 6.2% from 2025 to 2035. As shown in figure 3, the market is anticipated to grow at a rate of 3.5% in India, mainly because of the growing number of health conscious young consumers in India that prioritize healthy drinks over traditional sugary or carbonated drinks. While Gatorade and Powerade are notable sports drinks in India, these are fruit infused with so the herb-infused hydration segment has remained untapped in the Indian market (Bhushan, 2019). By launching the AquaEssence in India, the 5th largest market for Coca Cola (The Economic Times, 2024), the company can target this market gap and address the consumer segment wanting more natural flavored sports drinks. This strategic extension can help Coca Cola leverage the benefits of becoming a pioneer of herb-infused hydration beverages in the small but growing Indian market (Kalicanin, 2008).  
[image: ]
[bookmark: _Toc196078793][bookmark: _Toc196353449]Figure 3: CAGR of Herb Infused Hydration Drinks (Future Market Insights, 2025)
3. [bookmark: _Toc196353465]STP for the new Brand Extension
Figure 4 outlines segmentation, targeting, differentiation and positioning as the four major steps of developing of customer value-driven marketing strategy (Kotler and Armstrong, 2018). This section details the segmentation, targeting and positioning of AquaEssence in India. 
[image: ]
[bookmark: _Toc196078794][bookmark: _Toc196353450]Figure 4: Four major steps in developing a Customer Value-driven Marketing Strategy (Kotler and Armstrong, 2018)

3.1. [bookmark: _Toc196353466]Segmentation
	Segmentation Type
	Segment 1
	Segment 2

	[bookmark: _Toc196353467]Geographic

	
	3 major cities: Delhi, Mumbai and Kolkata
	All urban areas

	[bookmark: _Toc196353468]Demographic

	Gender
	Both male and female
	Both male and female

	Age
	35 – 44
	25 - 34 and 45 - 54

	Income
	Above average income
	Average income

	[bookmark: _Toc196353469]Psychographic

	Lifestyle
	Athletes, fitness enthusiasts, yoga practitioners
	Health and fitness conscious individuals

	Values
	Health and fitness, product authenticity
	Health and fitness, Natural products

	Purchase attitudes
	Highly conscious about brand reputation
	Open to try new products offering health benefits

	[bookmark: _Toc196353470]Behavioral

	Purchase occasions
	Usually after prolonged physical activity
	To stay hydrated throughout the day

	Usage rates
	Occasional
	Daily consumption

	Benefits sought
	Healthy hydration, high electrolytes content
	Natural flavors, low to zero sugar content


Source: (Blow, 2016; Pereira, 2024; Research and Markets, 2024)
3.2. [bookmark: _Toc196353471]Targeting
Based on the market segmentation outlined above, AquaEssence can target two different market segments. 
[bookmark: _Toc196353472]Primary target market
The primary geographical target markets will be Mumbai, Delhi and Kolkata as these are the three cities with the greatest demand of sports drinks in India (Research and Markets, 2024). In these cities, the target segment will be young professionals aged between 35 to 45 years, belonging to upper middle income groups. Figure 5 shows the average monthly salary by age range in India. Based on this data, the primary focus will be on groups with their monthly income falling in the 75% and 90% brackets, as these people are more likely to have the disposable income to spend on premium beverages. For example, according to Mintel (2022), 43% of millennials in India are spending more on healthy options.
[image: ]
[bookmark: _Toc196078795][bookmark: _Toc196353451]Figure 5: Average Monthly Salary by Age Range in India (Tambe, 2023)
This target market is composed of athletes, fitness enthusiasts and yoga practitioners who value health, fitness and natural products, and place a high value on brand reputation. These individuals are likely to make a purchase during or after prolonged physical activity.
[bookmark: _Toc196353473]Secondary target market
The secondary target market will be young urban professionals aged between 25 to 34 years and 45 to 54 years, belonging to middle income groups. These are the individuals who try to prioritize their health and wellness in making daily lifestyle choices such as choosing natural flavored and zero sugar drinks, and are usually open to trying new products that can help them achieve their fitness goals. They may use these drinks on a daily basis to stay hydrated throughout the day.  
[bookmark: _Toc196353474]Targeting strategy 
Figure shows targeting strategies given by Kotler and Armstrong (2018). For AquaEssence, Differentiated marketing strategy is recommended where marketing messages will be tailored to focus on the core health-conscious urban professional segment (primary target market) through an emphasis on the ingredients while the broader consumer segments (secondary target market) will be attracted through experiential selling as well as highlighting the general refreshing aspects and natural taste of the drink.  
[image: ]
[bookmark: _Toc196353452]Figure 6: Market targeting strategies (Kotler and Armstrong, 2018) 
3.3. [bookmark: _Toc196353475]Positioning
The positioning statement of Coca Cola AquaEssence in India will be:
“For health-aware individuals in urban India seeking natural and refreshing everyday hydration, Coca-Cola AquaEssence offers subtly infused water with natural flavors, providing a delicious and healthy way to stay hydrated throughout the day with the trusted quality of Coca-Cola.”
This positioning aims to create a perception of premium and trust worthy option for natural and healthy beverage while leveraging Coca Cola’s existing brand reputation in the Indian market. 
In contrast to competitors that focus more on the niche segment of athletes and Coca Cola’s own brand Powerade that also targets athletes and fitness enthusiasts (Kelly, 2025), AquaEssence will appeal to a broader consumer segment of not only athletes, gym goers and yoga practitioners but also individuals seeking to adopt healthier hydration options in their daily lifestyle. The key differentiators in AquaEssence’s positioning will be Coca Cola’s existing brand reputation in the Indian market and its extensive distribution network as well as the emphasis on zero sugar content and natural herb infusions for a refreshing and subtle taste, in contrast to the already existing fruit infused options.
4. [bookmark: _Toc196353476]Consumer Personal Profile
	Demographic

	Name
	Anika Verma
	[image: IT manager Ayushi Sharma ]
[bookmark: _Toc196353453]Figure 7: Consumer Persona: A young Indian Professional (Kurg, 2024)

	Gender
	Female
	

	Age
	37 years
	

	Education
	Bachelor’s degree
	

	Occupation
	Job
	

	Location
	Urban area
	

	Monthly Income
	INR 30,000
	

	Family status
	Married
	

	Psychographic

	Values
	· Health and well-being
· Convenience
· Brand reputation

	Attitudes
	· Anika prioritizes healthy choices for herself and her family.
· Seeks natural products or those with minimal processing and artificial flavouring.
· When considering alternative purchase options, she places a high value on brand reputation.
· Open to trying new healthy products if they are offered by reliable brands.

	Lifestyle
	· Maintains an active lifestyle.
· Daily routine includes going to the gym for a workout and engaging in physical outdoor activities though her membership in different sports clubs. 
· Health-conscious, therefore, cooks at home and reads the ingredient lists before purchasing food items. 
· Tries to stay hydrated throughout her day.
· Avoids sugar.
· Busy professional who values convenience while shopping. 

	Buying behaviour
	· Shops at supermarkets and online grocery platforms.
· Before purchasing a new product, she researches the ingredients online.
· Influenced by health and wellness blogs.
· Likely to shop from famous brands that can be trusted.
· Willing to pay slightly more for natural and healthy options. 

	Aspirations
	Maintain a healthy and active lifestyle and raise a healthy family.


5. [bookmark: _Toc196353477]Marketing Mix Strategy
Mccarthy (1960) presented the 7Ps of marketing mix to evaluate a company’s current marketing strategies and develop new ones. This section will use the 7Ps to develop the marketing strategy of AquaEssence in the target market.
5.1. [bookmark: _Toc196353478]Product
Coca Cola AquaEssence will be positioned as a premium herb infused drink with subtle flavors. Initially, it is recommended to launch only a limited number of flavors, and based on the success of these flavors in the target market and consumer feedback, new flavors can be introduced later (Regaudie, 2022). Therefore, two flavors will be introduced in the beginning: mint and basil. They key ingredients in these drinks will be electrolytes, natural herb flavors, zero sugar and other ingredients common to all sports drinks.  
A key differentiator can be the product’s packaging. According to Mordor Intelligence (2024) PET bottles are the dominant packaging option for sports drinks in India, with approximately 96% market share. They are suitable for on-the-go consumption and can be recycled to support the sustainability efforts of manufacturing brand. For these reasons, the AquaEssence drinks will come in sleek, minimalist, and transparent PET bottles, available in 2 different sizes of 250 ml and 500 ml, as shown in figure 8.
[image: ]
[bookmark: _Toc196353454]Figure 8: Packaging design for AquaEssence (Author’s own)
5.2. [bookmark: _Toc196353479]Price
To support the premium positioning of AquaEssence, it is recommended to adopt a value-based pricing strategy where the price will be set to reflect the value proposition of health-consciousness, quality and authenticity (Stobierski, 2022). Thus, the following price points are recommended which also match those of the potentially competitor product Gatorade. 
	Price for 500 ml bottle
	₹50.00

	Price for 250 ml bottle
	₹30.00



As indicated by Lucas (2025), this premium pricing can potentially contribute to a favorable mix and result in higher revenues for the company. 
5.3. [bookmark: _Toc196353480]Place
According the KBV Research (2022), the dominant distribution channel in global beverage industry are hypermarkets and super markets whereas online channels also make a significant part now (Figure 9). A similar trend is found in the Indian sports drinks market as well where super markets and hypermarkets formed approximately 57% of the distribution landscape, however, sales through online channels are also showing remarkable growth with the projected growth rate to be 8% from 2024 to 2029. 
[image: ]
[bookmark: _Toc196078796][bookmark: _Toc196353455]Figure 9: Beverage sales by Distribution Channel (KBV Research, 2022)
Based on this data, a multi-channel distribution strategy is recommended for AquaEssence that will leverage Coca Cola’s existing extensive distribution network in India. Initially, the product will be made available at supermarkets and hypermarkets in the three cities selected as primary target markets. After observing the product’s market performance for 6 months following the launch, it will be made available at gyms, online grocery platforms, sports venues such as stadiums and clubs. In the later stages, the product will can also be sold at cafes, vending machines and other places across the broader geographical markets.  
5.4. [bookmark: _Toc196353481]Promotion:
A potentially successful promotional activity for building AquaEssence’s identity can be influencer and content marketing (Galledia, 2024). To target the fitness enthusiasts, AquaEssence can adopt influencer marketing campaigns, as already done for other product lines (Figure 10), while content marketing through social media posts and blogs highlighting the benefits of herb-induced drinks can appeal to a larger market segment. Furthermore, as suggested by ESS Team (2025), Coca Cola can offer free sampling at health and wellness events to convert first time buyers and strengthen direct relationships with the consumers.  
[image: https://lh7-rt.googleusercontent.com/docsz/AD_4nXfxjocLoNsxWeRCTk3atcko1TU5F88Q-7JPd7HkceyGxCWOZBGW1WgEAs91RGLS9YUc7k92ql5j6fQGdXC7xIpDHXeuSPEDA1dfFUDPqJwbTM3zVFO3-toR5_y9wuwIu24iacAhnH0SC-v4L1Op7Il84Euu?key=LHRgd34ZPqq7u4DNU1p5f1WT]
[bookmark: _Toc196353456]Figure 10: Promotion Strategy for Zero Coke: An Example of Coca Cola using Influencer Marketing (Iñigo Biaín, 2024)
5.5. [bookmark: _Toc196353482]Process:
As mentioned by The Coca-Cola Company (2024), efficient and seamless operations across the value chain will be critical for the success of the new product line. The Coca Cola system, as illustrated in figure 11, will be essential to ensure the availability of AquaEssence across relevant channels and as per the company’s quality standards. 
[image: The Coca‑Cola Company and its bottling partners are collectively known as the Coca-Cola system. The Coca‑Cola Company does not own, manage or control most local bottling companies]
[bookmark: _Toc196353457]Figure 11: The Coca Cola System (The Coca-Cola Company, 2024)
5.6. [bookmark: _Toc196353483]People:
The people strategy is recommended to be focused on leveraging Coca Cola’s brand ambassadors to build the credibility and visibility of this new product line. This company has previously used this strategy successfully for other product lines. For example, figure illustrates a campaign in which Coca Cola invited people in China to become its brand ambassador for the AI posters featuring the Zero Sugar Coca Cola (Wang, 2024). Similarly, collaborating with health and fitness advocates as brand ambassadors can help promote AquaEssence in India.    
[image: Credit: Coca-Cola/Weibo]
[bookmark: _Toc196078798][bookmark: _Toc196353458]Figure 12: Coca Cola invites people to be its Brand ambassadors on AI poster featuring the Zero sugar Coca Cola (Wang, 2024)
5.7. [bookmark: _Toc196353484]Physical Evidence:
As for physical evidence, the company website (Coca-Cola, 2025) and social media presence are tangible elements that can reinforce the brand’s positioning and value proposition. In the retail environment, Alemany (2019) mentions that Coca Cola’s packaging and logo make its products easily identifiable on retail shelves, as reflected in figure 13. The same strategy can be adopted for AquaEssence.
[image: A man walks past shelves of Coca-Cola bottles and cans at a Shoprite store inside Palms shopping mall in Lagos]
[bookmark: _Toc196353459]Figure 13: Coca-Cola bottles and cans easily identifiable with the brand logo on the shelves of a Shoprite store (Reuters, 2024)
6. [bookmark: _Toc196353485]Conclusion
To conclude, the report proposed AquaEssence, a line of herb infused hydration drinks, for Coca Cola’s brand extension in India. The recommended extension aims at capitalizing on the growing trend of opting for healthy, sugar-free and natural flavored beverages among the health and wellness conscious consumers in India, and leveraging Coca Cola’s existing brand reputation and presence in the Indian market to appeal to this consumer segment.  
The proposed segmentation and targeting strategy of AquaEssence focuses on young urban individuals with above average disposable income who prioritize health and fitness, engage in physical activities and seek healthy hydration options. They are open to trying new products if they are offered by reputable brands and are also willing to pay a higher price for authentic and healthy beverage options. In this target market, AquaEssence can be positioned as a premium and subtly flavored infused drink, helping the consumers stay hydrated throughout the day with Coca Cola’s authentic quality. 
In order to ensure the successful launch of this new product, the report also details the marketing strategy consisting of the 7Ps. This strategy revolves around creating a product that emphasizes natural flavors and convenient and eco-friendly packaging, a value-based pricing to reflect the product’s premium value proposition, extensive distribution through both offline and online channels, and a multifaceted promotional approach based on influencer and experiential marketing. Efficient supply chain management processes, brand ambassadors, and compelling physical evidence through company website and social media platforms can further strengthen this marketing mix.
While Coca Cola AquaEssence has the potential to not only extend Coca Cola’s brand portfolio in India but also strengthen its brand image as a first mover in herb induced beverages, further market research and consumer feedback will be crucial for maximizing the long-term success of this new venture.  
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