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This report will be dedicated towards recognising the main industry trends affecting the beverage company, Coca-Cola, along with conducting a critical analysis of the current innovation approaches of the firm by integrating the Innovation Ambition Matrix. Additionally, the digital transformation initiative undertaken by the firm would be emphasised, and a customer journey map would be developed. The impact of the transformative process in fostering value creation for the company will also be investigated in this study.
[bookmark: _Toc216788248]Introduction of the chosen organisation 
In this report, the company Coca-Cola has been selected, which operates within the beverage industry in the USA and is considered to be a global giant. Moreover, the company has been bringing new innovative products to the market by constantly transforming its portfolio, along with reducing added sugar within the drinks (Coca-colacompany, 2025). In the UK, Coca-Cola offers a broad portfolio which includes Coca-Cola Original Taste, Coca-Cola Zero Sugar, Fanta and others, with a growing range of options regarding the low-to-no sugar options. The variants of Coca-Cola include Coca-Cola Cherry, Caffeine Free Coca-Cola, Vanilla, Lime and others (APPINI et al., 2023). The company has been able to maintain a dominant market position through continuous innovation in marketing, consumer engagement and packaging. Coca-Cola ensures this process by operating through strong partnerships across the retail supermarkets, along with the food-service channels. The Coca-Cola European Partners (CCEP) within the UK manages the manufacturing and distribution of its products, followed by the support of advanced logistics and data-driven insight into customer demands. The CCEP states that the most popular flavours of this company include cherry and vanilla, while the company also produces caffeine-free variants for customers who prefer less caffeine (Cocacolaep, 2025). Coca-Cola Company has been effective in the market due to its popularity among consumers, thus making the firm a universally dominant brand which showcases high performance in the market. In September 2024, Coca-Cola and Oreo collaborated in order to introduce limited-edition products, which included items such as Oreo Coca-Cola and Coca-Cola Oreo Zero Sugar flavoured cookies (Market.us, 2025). In essence, the classic Coke tends to maintain its own base while the other flavours introduced have been able to capture the taste buds of the consumers, which increases the financial performance of the firm. 
[bookmark: _Toc216788249]Identifying the key trends, data and industry that affect Coca-Cola  
It is worth mentioning that the beverage industry of the UK is driven by increasing demand for low-sugar, healthier drinks due to the improved public awareness regarding health and well-being, as well as the requirements of the UK soft drink industry levy (SDIL). According to research, the SDIL provides incentives for reformulating drinks so as to reduce sugar consumption of the overall UK population, motivated by the plans of the UK government in addressing the increasing trends of childhood obesity (Cobiac et al., 2024). In addition to that, consumers have started to increasingly prioritise sustainability and are thus seeking out brands which actively work to reduce plastic usage and promote recycling. This has led to growth estimates of the eco-friendly packaging market reaching 498.29 billion USD by 2034, and a 7.6% compound annual growth rate (CAGR) (Packnode, 2025). Additionally, digital engagement trends surrounding mobile ordering, personalised marketing, and data-driven loyalty programmes have helped in transforming the interaction process of customers with beverage brands. Apart from that, intense competition from energy drinks and flavoured water, accompanied by health-oriented alternatives, also poses a challenge for Coca-Cola to continuously innovate. Nestlé SA was the leading worldwide beverage firm in 2024 in terms of sales, followed by AB In-Bev and Coca-Cola (Statista, 2025). 
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Figure 1: Leading beverage companies
(Source: Statista, 2025)
This further shows that Coca-Cola is required to highly differentiate its capabilities to sustain market edge in the competitive industry. The size of the ready-to-drink (RTD) packaging market was estimated at 125.10 billion USD in 2024, with projections to reach 216.79 billion USD by 2033, driven by rising demands for convenience and on-the-go consumption (Grandviewresearch, 2025). The projection of the financial performance of the company tends to amplify the overall effectiveness of Coca-Cola in the soft drink industry. 
[image: ]
Figure 2: RTD packaging market
(Source: Grandviewresearch, 2025)
All these trends collectively influence the strategic approach of Coca-Cola to innovation, digital transformation and customer experience within the UK market. The company tends to leverage the effectiveness of AI, big data and machine learning. It has helped Coca-Cola to increase customer insights with the supply chain optimisation and innovative campaigns. The use of digital media has helped Coca-Cola to transform gloriously in the market. The digital mix of Coca-Cola has been 30% in 2019, which has developed to an amount of approximately 65% of our total media spend in 2024 (Investors.coca-colacompany, 2025). 

[bookmark: _Toc216788250]Part 1: Analysing the current innovation approaches of Coca-Cola 
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Figure 3: Matrix of Innovation Ambition
(Source: Self-created)
It is worth mentioning that Coca-Cola strives to balance the core, transformational and adjacent innovation to maintain a competitive edge in the UK. Research has mentioned that the Innovation Ambition Matrix allows characterisation of the various innovation stages, corresponding to adjacent, core and transformational innovation (Stachel and Musante, 2022). Reducing the content of sugar in the soft drinks may help Coca-Cola to improve its manufacturing process, thus delivering the consumers a better version of the soft drink. In this context, the core innovations of the company emphasise fostering a reformulation of the products to ensure sugar reduction, improving operational efficiency, and leveraging the sustainability of packaging solutions. In addition to that, adjacent innovations foster product development and expansion into energy drinks, flavoured waters, and zero-sugar categories. Coca-Cola is constantly assessing and refreshing the lineup of drinks, which has helped in the introduction of Smartwater Alkaline 9.5+ pH, including anti-oxidant, expansion of the Cappy juice platform, doubling of sales of the lineup of cold-brewed and unsweetened teas in Authentic Tea House in China, along with experimentation and expansion of the Alcohol RTD category footprint (Coca-Cola Company, 2025). Developing new flavours for the company has enabled the firm to ensure an effective strategy that increases the operational features of the firm in the market. 
The company has been taking active measures to improve the product lineup, both the core innovation and adjacent innovation, to leverage market edge within the highly competitive beverage industry. This has been combined with the adoption of digital retail and vending technologies. Apart from that, transformational innovations correspond to exploring advanced data analytics, AI-powered marketing, future-ready automation, and circular packaging systems. In addition to this, developing AI systems and big data, along with other technologies, may help Coca-Cola ensure its effectiveness in the industry to manufacture and market its products. Research has observed that Coca-Cola has made significant investments in digital technology for enhancing customer experiences, streamlining business operations, and driving firm growth (Khan, 2023). The transformational innovation has encompassed comparatively fewer investments in higher-risk areas, with potential for substantial future growth. Effective transformational operations may help the company to create an effective market for Coca-Cola in the future by catering to the needs and preferences of the customers while evolving the circular packaging system. This blend helps in ensuring that Coca-Cola properly addresses the short-term customer preferences and demands, as well as the market shifts in the long run. It has thus been demonstrated by the Innovation Ambition Matrix that Coca-Cola investments have been heavy in fostering core improvements, with a gradual rise in focus on sustainability and digital-driven transformation. 
[bookmark: _Toc216788252]Visualising a Customer Journey Map (CJM)
	Stages
	Awareness
	Consideration
	Purchase
	Retention
	Advocacy

	Needs
	Adequate information regarding the products offered by Coca-Cola
	Striking comparisons with the benefits and prices of soft drinks of other beverage firms
	High accessibility of the Coca-Cola products
	Good post-purchase customer service
	Loyalty programs and discounts for repeat customers

	Activities
	Coca-Cola advertisements mostly feature the involvement of local people and usage of local motifs (Deliceırmak, 2022)
	Coca-Cola ensures product availability in restaurants, convenience stores, supermarkets and vending stores
	Coca-Cola provides bundling offers, discounts and subscriptions on both its online website and retail stores (Yourcoca-cola, 2025)
	The company hires skilled customer executives to provide improved customer service
	Brand campaigns, digital loyalty programs by retailers and seasonal marketing, along with  partnerships with sports and music, are carried out by Coca-Cola

	Feelings
	Curious
	Interested
	Excited
	Delighted
	Loyal

	Gain points
	The localisation marketing strategy helps in fostering brand trust and competitive advantage 
	The efficient distribution network of Coca-Cola helps in leveraging accessibility everywhere (Smilevska, 2024), which improves convenience and trust
	Customer convenience is increased, leading to improved trust and brand reputation
	Brand reputation and ethical perception are increased
	Customer loyalty enhanced

	Pain points
	Concerns regarding high sugar content
	Coca-Cola is considered the biggest plastic polluter in the world and is accused of greenwashing (Lin, 2022)
	Inconsistencies in the store environment and product display
	Limited personalisation of the products 
	The widely publicised environmental issues of Coca-Cola impact product advocacy

	Opportunities for improvement 
	Coca-Cola would need to leverage investments in R&D to develop a lower-sugar product range
	The company would need to integrate sustainable and recycling practices to address greenwashing 
	Coca-Cola should strive to improve customer experience by leveraging the effectiveness of the touchpoints 
	Coca-Cola should incorporate product personalisation categories
	Corporate Social Responsibility (CSR) improvements might enhance overall brand reputation and customer loyalty


Table 1: CJM of Coca-Cola
(Source: Self-Developed)
The Customer Journey Map (CJM) is a visual story, which presents the customer experience based on consecutive steps such as actions, thoughts, feelings from the first awareness and post-purchase loyalty, which helps Coca-Cola in identifying the pain points, improving interactions, and others. The inclusion of the CJM has supported Coca-Cola in deploying more customer-centric strategies, which include different stages, such as needs, activities, feelings, gain points, pain points, and opportunities for improvement. Different touchpoints have been identified within the customer journey, which is crucial, as touchpoints reflect on different points of interaction with customers (Okeke et al., 2024). The UK journey of Coca-Cola starts with high-visibility advertising, branding and sponsorships, which would help in developing strong brand awareness across physical and digital channels. In this context, the consideration stage has recorded the activities of high product availability in retail stores, restaurants and more to foster improved product access. Bundled offers and subscription facilities influence the purchase stage, where customers demonstrate the need for improved brand consistency and convenience. Post-purchase loyalty is reinforced with the help of seasonal marketing, music and sport partnerships, digital loyalty programmes and so on. Additionally, the pain-points correspond to concerns regarding high sugar, limited personalisation and plastic packaging pollution, leading to greenwashing challenges. Gain points include high availability, customer convenience, brand trust, and competitive advantage. On the other hand, in the UK journey, Coca-Cola’s existing brand advocacy strategies, such as the inclusion of digital programmes, enhance the operational efficacy. In addition to that, opportunities for improvement of the existing strategies in Coca-Cola facilitate boosting the Research and Development (R&D)  to boost the investments, and improve the product personalisation categories, among others. 
[bookmark: _Toc216788253]Part 2: Digital transformation initiative and its impact on adding value to Coca-Cola 
[bookmark: _Toc216788254]Proposing Digital Innovation Concept for Coca-Cola  
The initiative proposed in the Coca-Cola Flavour Studio, which is a digital platform utilising AI to help foster personalisation and co-creation of combinations of new flavours by customers. Coca-Cola has to follow the Flavour Studio initiative, which positively influences the operation, while utilising AI support to boost the operational efficacy. In addition to that, the initiative positively reflects on increasing the business periphery in the international range, and it helps in streamlining new product development for existing and new markets. Technology innovation based on AI, as well as molecular gastronomy, influences instrumental tools in refining the flavour profiles and meeting the expectations of customers (Hashmi, 2024). Several aspects associated with the innovative concept of flavour studio in Coca-Cola include data-driven innovation, accelerating the Research and Development (R&D), predicting the success, and others. The initiative positively helps Coca-Cola in creating value in the operation by accelerating flavour development, creating personalisation in the food experiences of customers, optimising the operational process, and more. Integrated AI into sensory analysis represents a transformative advancement in technology and science, enabling a deeper understanding of customer expectations and sensory perception (Cosme et al., 2025). In this context, by using a mobile app or website interface, customers would be capable of providing inputs regarding personal taste preferences, moods, and dietary considerations, which would in turn allow the AI engine to generate flavour profiles tailored to individual tastes. Research has highlighted that AI-driven personalisation is capable of transforming user interactions via automation of processes which normally depend on manual curation, thereby providing scalable and dynamic solutions which cater to individual needs (Nwanna et al., 2025).  This would enable users to experiment with virtual blends, unlock exclusive limited-edition samples via digital vending machines or participating retailers. Additionally, this Studio may allow users to vote on community-associated options, thereby fostering improved customer engagement. Personalisation and convenience strategies are referred to as effective measures by which customer conversion and retention might be increased, which would stimulate positive user responses (Rodríguez-Ardura et al., 2025). 
The platform may encourage creativity, exploration and product innovation after thorough consideration of gathered data. By improving understanding of the varied customer needs, businesses might develop target strategies to foster satisfaction, which is directly related to driving revenue growth (Ali and Alfarobbi, 2025). This would support the ongoing shift in intention of Coca-Cola towards customer-led development of flavours, which might be beneficial for strengthening interactions and curating a continuous feedback loop, which in turn might leverage brand loyalty and market relevance in the long run. 
[bookmark: _Toc216788255]Ways in which the Initiative Adds Value to Coca-Cola 
The initiative of Flavour Studio may help in enhancing the value proposition of Coca-Cola by transforming the passive consumption process into a personalised and interactive experience. Moreover, this initiative may also help in increasing the overall customer journey of Coca-Cola, followed by the integration of the ability to create new flavour combinations. In this regard, Coca-Cola meets the different needs of its different customer groups by deeply understanding the needs of the consumers while offering multiple flavours and healthy options (Li, 2025). Additionally, the customer-generated data enables this company to identify the emerging flavours and trends regarding the preferences of the customers, which leads to optimisation of the product development, thereby adding value to this company. By implementing the trends and patterns of the customer's choices, the company Coca-Cola may be able to reduce the overall risks in terms of launching products and flavour variants within the UK market. Additionally, this initiative may also help in strengthening the loyalty of the customers to this brand, followed by its offerings. The loyalty program is improved by the automated customer feedback followed by the innovative dynamic reward systems (Zandi and Sekhavat, 2024). 
The management of Coca-Cola, with the help of the studio initiative, is able to accelerate flavour development, which helps in enhancing the satisfaction of consumers effectively. In addition to that, Coca-Cola’s current initiative of the flavour studio may create value through a personalised experience to consumers, which positively influences the operation by offering more satisfaction. The application of AI to improve the application of the digital flavour studio supports in analysing sentiments as well as preferences of consumers, while virtual assistant technology improves the user experiences (Potdar, 2024). In addition to that, the Flavour Studio may help in improving customer value by identifying the emerging trends and customer demands, and by creating value through saving time and resources. This includes the rewards systems for creativity by providing points, limited edition releases, and exclusive early access features, thereby leading to enhanced experience and loyalty of the customers. In addition to this, the retail partners within the UK also benefit from the increased store visits regarding the sample redemption codes provided by Coca-Cola. On the other hand, the digital vending machines, along with the AI-powered mechanisms for mixing different flavours, may also offer a dynamically personalised option for enhancing the customer experience. By providing orders within five minutes or less, it is suggested that vending machines are able to save its users 75% to 83% of time (Yusof et al., 2025). Therefore, by offering these benefits, the Flavour Studio initiative helps in adding value to Coca-Cola, drives a higher customer engagement, and positions this firm as an innovation leader within the competitive market in the UK. 

[bookmark: _Toc216788256]Enhanced Customer Journey Map 
	Steps 
	Awareness 
	Consideration 
	Purchase 
	 Retention 
	Advocacy 

	Needs 
	Coca-Cola needs to provide information and benefits regarding the application of Flavour Studio 
	Customers may compare the efficiency and the speed of the application 
	AI recommendations, creating different blends of flavours 
	Providing testing tokens in-store, along with post-purchase services, may enhance retention 
	The customer may conduct repeat purchases and share their experience with family and friends regarding the feature of mixing different Coca-Cola flavours 

	Activities 
	Coca-Cola may create digital awareness through social media and influencers 
	The in-store and smart vending machine token collection system 
	Coca-Cola may increase the perceived value by offering personalised flavour bundles 
	By launching limited-edition products, along with providing rewards points 
	Customers may provide feedback and write reviews on social media

	Feelings 
	Curious 
	Intrigued 
	Happy 
	Elated 
	Satisfied 

	Gain points 
	May enhance the overall perception of the brand and the application 
	This may increase the willingness of the customers 
	May improve engagement and use of the application 
	This will strengthen long-term brand reputation 
	This will reflect the perception of the customers 

	Pain points
	Customer concern regarding data safety 
	Complexities of using smart vending machines for token collection  
	Low AI literacy among the users affects the AI recommendations (Passi and Vorvoreanu, 2022)
	Lack of efficiency in handling community programs 
	These digital security concerns may impact advocacy 

	Opportunities for improvement 
	Coca-Cola may leverage security measures and fraud detection, which may lead to reduced operational loss (Eckert et al., 2022)
	Provide instructions regarding collecting the tokens 
	Partner with digital teams and organisations to ensure the efficiency of AI 
	Participate in effective management programmes 
	Coca-Cola may actively engage with customers to resolve the painpoints 


Table 2: Enhanced Customer Journey Map
(Source: Self-assessed)
Based on the enhanced customer journey map, the management of Coca-Cola needs to be more active in digital media to increase awareness regarding the new flavour studio initiative, while offering testing tokens may help in increasing curiosity regarding products among consumers in some real-life stores. In addition to that, different activities should be included in the operation of Coca-Cola, such as digital awareness based on social media and influencers, including smart vending machines, increasing perceived value by offering personalised flavour bundles and others, which enhance awareness, consideration and purchasing interest. On the other hand, pain points, such as complexities in smart vending machines, gaps in skills to access technology-based community programmes, and others, may exacerbate issues among customers. The customer journey map enhances the value of customers, while the importance of customer experience is high to improve the business operation because of the rising attention (Hollebeek et al., 2023). The enhanced customer journey map highlights that the Coca-Cola Company may be able to enhance the overall awareness and consideration of the customer by promoting the Flavour Studio application through social media. Social media acts as a marketing and advertising medium for decision-making and assessing surveys on the target consumers (Infante and Mardikaningsih, 2022). Moreover, the company may enhance customer satisfaction by providing exclusive and limited-edition products. 


[bookmark: _Toc216788257]Measuring Success of the Initiative 
The success of this mentioned initiative of AI-powered Flavour Studio may be measured by a combination of engagement metrics, innovation outcomes and commercial performance. Moreover, Coca-Cola may be able to assess the success by identifying the changes and shifts in customer engagement along with the overall behaviour. In terms of identifying the patterns and behaviours of the customers, the company may integrate digital analytics, which may be effective in tracking the active users and voting activities. The businesses are able to enhance the overall customer experience by anticipating the customer's needs, along with offering proactive services and products by harnessing the predictive analysis process (Usman et al., 2024). Moreover, this may also enable this company to assess the time spent by the customers on the platform, along with identifying the process and emergence of the unique flavour creation. Furthermore, the Coca-Cola Company may also implement the conversion metrics to evaluate the effectiveness of this firm in converting the online audiences into its paying consumers. SMEs drive sales and conversions and measure the effectiveness of the social media campaigns by integrating the conversion metrics, such as the conversion rates and the click-through rates (Ijomah et al., 2024). Therefore, the company may integrate the conversion metrics, including store visits and sample redemption rates, along with the sales uplifts for its co-created and personalised flavours, to assess the success of the Flavour Studio. 
In addition to these, the Coca-Cola Company may be able to identify the success of this initiative by evaluating the overall sentiment and the willingness of customers to repurchase. The company may integrate the in-app surveys along with the social listening to seek feedback from the customers, which may help Coca-Cola in assessing the sentiment and willingness. For a firm, customer feedback allows for enhancing the overall facilities and services of the organisation, which is provided to its clients, and is considered to be extremely important (Patel et al., 2023). Moreover, by collecting feedback from the customers, this company may be able to identify the way this initiative may align with the demands and current trends while also pointing out its weaknesses. In addition to that, the Coca-Cola Company may also incorporate the tool for analysing the operational performance, which may include the operational KPIs. The operational KPIs, including times for order fulfillments, inventory turnover rates, and the manufacturing defect rates of an organisation, help in enhancing the efficiency and effectiveness of operations (Aithal and Aithal, 2023). In this regard, the operational KPIs of this company may include reduced cost for development of the flavours, faster testing cycles, along with improved accuracy of forecast by utilising data of customer preferences. 
The feedback collection from customers is highly required because it positively influences the satisfaction of consumers, which positively influences the operational efficacy. On the other hand, evaluation of issues may be possible through the feedback collection process for customers, while it helps in gaining success through bringing improvement by deploying different strategies or filling the gap in products or services.  In different digital platforms, reviews need to be monitored, and it helps in increasing customer engagement and showing value to each interaction, which enhances the success by competing with other rival companies, by executing the flavoured studio-based plan successfully. Entrepreneurs are leveraging AI to analyse the feedback of customers, identify different preferences, and adapt different products accordingly, which leads to a more customer-centric and agile approach to innovation (Usman et al., 2024). Moreover, by evaluating the long-term indicators, Coca-Cola may also be able to identify the success of the Flavour Studio initiatives by reflecting on the long-term purchasing behaviour and engagement of the consumers. Therefore, by assessing the increased participation of the customers within the loyalty programs and identifying the number of repeat purchases, Coca-Cola may be able to demonstrate the contribution of this initiative in ensuring success. Additionally, by evaluating the growth of the share of each category of the products of Coca-Cola, the company may also be able to identify the success of this company within the UK, driven by its effectiveness. 
[bookmark: _Toc216788258]Conclusion 
This report was carried out by initiating the process of evaluating the approaches of innovation and the initiatives of improving the customer journey of Coca-Cola. Moreover, the key trends along with the current innovation approaches of this company were also assessed within this report to illustrate the industry and customer behaviours towards this organisation. Additionally, the report also has current innovation approaches of Coca-Cola, developing a CJM, which has been updated in the next section, where the digital transformation initiative, namely the Coca-Cola Flavour Studio, has been proposed. In this context, the impact of the strategy has been adequately established by referring to the value addition process of the digital platform, along with providing proper measurements regarding the success of the initiative for Coca-Cola in future. 
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