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The Coca-Cola Company is one of the popular multinational companies founded in 1892. It mainly belongs to the beverage industry and key products of this brand are various drinks and beverages, such as sparkling drinks, coffee, tea, water, energy drinks, juice etc. which are offered in over 200 countries. Also, the company offers carbonated drinks, like Coca-Cola, Sprite, Fanta, and Diet Coke, as well as water brands like PowerAde, Minute Maid etc. (The Coca-Cola Company, 2025). According to the reports, in 2024, the company generated revenue of approx. 47 billion U.S dollars worldwide and in 2023, has amounted to a brand value of 98 billion U.S dollars (Ridder, 2025). Additionally, every year this company has significant market growth, in 2024 it grew by 6.41%, in 2023 by 2.86% and in 2022 by 6.39%, which indicates that the company has a powerful brand reputation globally (The Coca-Cola Company, 2025). 
Though Coca-Cola is already a popular company in the world, however, to increase its revenue, brand value, customer engagement and profitability more effectively, the company needs to extend its brand by offering new products or services. In this assessment, by using STP analysis and Marketing Mix strategies, how the company can develop a new product for extending the brand, will be discussed. In addition, identification of the product demand, preferences of consumers, targeted consumers, and position of the brand and main competitors of the company will be done in this following assessment. 
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Description of the proposed new brand extension
Brand extension refers to a marketing strategy which helps a company to develop a brand name for introducing a new product or service, belonging to a separate category than the company’s previous offerings. It also strengthens the company’s existing brand loyalty, customer engagement and brand reputation, to obtain acceptance and success for the new product or service (Loken et al., 2023). 
As Coca-Cola is an already grown-up multinational beverage company with a great number of revenue and brand value, to extend its business, the company is required to launch an effective product category to increase its profitability. In particular, the company can launch licensed snack food items, such as popcorn or pretzels with its unique flavour coatings or seasonings by collaborating with manufacturers of snack foods or fast-food chains. 
Alignment with the existing brand values and market position of the new brand extension
Study shows, that in the year 2024, the company had a brand value of 106.45 billion U.S dollars and had a significant spot in the list of "Top 15 most valued global brands", which indicates that Coca-Cola has a significant brand value and market position globally (Faria, 2024). Also, the company offers and supplies its products in more than 200 countries, which shows that it has a notable network of distribution (The Coca-Cola Company, 2025). In addition, the brand has some values, like efficient leadership, accountability, quality, diversity and collaboration (Ling et al., 2023). Launching snack food products can also help the company enhance its brand values and will help the company increase its brand reputation. Additionally, the company already has a significant position in the global market, producing snack food products will also help the brand maintain its position in the market and increase customer engagement (Colicev, 2023).  
As there is an immense demand for snack food items in the UK (Statista, 2025), therefore by using its powerful brand value, market position and distribution network, Coca-Cola can do a new brand extension by launching snack food products.
Adding value to the brand, filling a market gap or meeting an emerging need
Based on the reports, in recent years, the demand for snack food products has significantly increased and in 2025 it is expected to generate a revenue of US$4.04bn and an annual growth of 4.88% (Statista, 2025). 
In the UK, the demand for various snack items, such as popcorn, biscuits, fruit snacks and snack bars is increasing (Statista, 2025). Hence Coca-Cola can take advantage of this market demand and can do brand extension by launching such products. By doing brand extension by supplying snack food products, the brand can increase its profitability, revenue, customer engagement and brand value, which will ultimately lead to enhanced brand reputation and brand loyalty (Robertson et al., 2022). 
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Segmentation
Demographic
Demographic segmentation divides a market into several groups, like gender, age, education, size of family and occupation, mainly based on the notable characteristics for tailoring marketing efforts of the brands for certain groups (Thomas and George, 2021). According to the reports, in the UK age group of 10-24 years, mainly women prefer snack food items (Wunsch, 2022). 
By understanding the demographics of consumers, the brand can provide products or services according to their preferences or needs and can build impactful strategies to be successful in the market. Demographic segmentation helps brands increase market effectiveness, and conversion rates, improve the development of products, and enhance consumer loyalty (Brochado et al., 2022). Therefore, by knowing the demographics of the UK snack food market, Coca-Cola can do its new brand extension effectively.  
Geographic
London, Edinburgh, Liverpool, Bath, and Manchester, are some most popular places in the UK, which have a significant population (Thomas Cook, 2025). Companies can choose these places for launching new products of snack food items, to have significant sales growth, profitability and successful launch. 
In addition, the geographic segment will provide various benefits to Coca-Cola, such as increased efficiency, encouraging stronger relationships with consumers, and tailored effective marketing strategies for particular locations. Through this segmentation, the company can understand consumer preferences and requirements, create campaigns, enhance product offerings and improve customer loyalty and satisfaction which will be effective for the brand extension (Li et al., 2021).
Psychographic
Based on the reports, consumers in the UK, mostly prefer sweet snacks, such as chocolates and candies, and salty snacks, like popcorn, pretzels, crackers and chips (Statista, 2025). 
This segmentation will help Coca-Cola improve its product development, build strong brand loyalty, do targeted and customised marketing and understanding customer’s values, profiles and motivations (Smith et al., 2021). 
Behavioural
Study shows, that in the UK consumers purchased snack food times very frequently. At Least 4 to 5 times a week and consumed regularly (Statista, 2025). 
Behavioural segmentation also has various advantages, such as improved accuracy for targeting, enhanced customisation, increased customer engagement and better allocation of resources. Through this segmentation, Coca-Cola will be able to understand customer purchasing behaviour, which will lead to higher conversion rates and customer satisfaction (Jenkins et al., 2021). 
Targeting 
Differentiated Marketing 
Differentiated Marketing is one of the popular marketing strategies, which focuses on customer segmentation and customer relationship with the company (Panus et al., 2016). As a widely known largest beverage company, Coca-Cola can use this strategy, as it will help the brand to increase brand loyalty by understanding and identifying the unique requirements of consumers, reduce price competition by focusing on benefits, features and value propositions, and greater profitability through higher price and reduced price competition (Tojiri, 2023). In addition, differentiated marketing can also help the brand gain a competitive advantage by creating a unique identity and standing out from competitors, and targeted marketing by offering reasonable products to consumers (Putra, 2018). Therefore, Coca-Cola should adopt this strategy to target the customers of age between 10-24 years to have various benefits in brand extension.  
Positioning  
Positioning Statement
For individuals looking for unique flavoured snack food items, the Coca-Cola company has a wide range of snack food products with unique flavour coatings or seasonings, that deliver innovative and healthier alternatives so they can get more innovative snack food items, lower calorie options and traditional carbonated beverages as a part of their daily life, because Coca-Cola focuses on customer preferences and requirements and offers products based on that at an affordable price, hence the company has a significant position in the market. 
Competitors
By analysing the below positioning map, it can be stated that Coca-Cola has several competitors, such as PepsiCo, Lucozade, Monster Energy etc. Coca-Cola will launch a new product category of snack food items for its new brand extension. PepsiCo also provides snack food products at a high price, but Coca-Cola will offer high-quality snack food products at an affordable price, this will benefit the company to gain more customer engagement compared to its competitor. In addition, Monster and Lucozade are also competitors of Coca-Cola in the UK, but these companies do not offer any snacks or food items (Monster Energy, 2025). Therefore, the company will benefit from it and can have a more successful brand extension in comparison with its competitors.

  High Quality
  Low Quality
 Low Price

 High Price

Figure 1: Positioning map of the Coca-Cola Company
(Resource: Self-created)
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	Demographic
	Age
	21

	
	Gender
	Female

	
	Income
	Average £11.44/hour

	
	Occupation
	College student, and also do a part-time job in a cafeteria in the UK.

	
	Education
	Bachelor's in English language and currently doing a Master's in English language.

	Psychographic
	Values
	In the field of food consumption, Amelia mainly prioritises convenience, taste, and affordable food items over long-term health. Also, she finds healthier options are costly than snack food products and focuses on her cravings for foods. 

	
	Attitudes
	Amelia prefers salty snack foods like popcorn, pretzels, crackers and chips. Also, she likes sweet snacks, such as chocolate, cookies or cakes. 

	
	Lifestyle
	She tends to consume snack foods in the afternoon, typically from 3 pm to 8 pm, as a comfort food, especially in those days, when she had not had a fulfilling lunch (Bashir, 2025).

	
	Buying Behaviour
	Amelia mostly buys snack food products three to four times a week and spends around £30 (Statista, 2025).

	
	Aspirations
	Since Amelia is a college student and also works at a restaurant, she has a very busy schedule and does not like to spend time cooking and mainly goes for easily accessible foods. Also as she has an income source, she can purchase snack food products as per her choice.  
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Product
Core 
According to the reports, consumers of the UK snack food market, mainly prefer sweet and savoury snack foods. In sweets, they prefer chocolate, biscuits and other sweet products, and in salty snacks, mostly prefer pretzels, crackers and chips (Statista, 2025). 
Actual 
When it comes to the beverage industry, Coca-Cola is one of the most popular companies in the UK. It already provides a wide range of beverage and energy drink products, to do a brand extension the company will provide various snack food products, like popcorn or pretzels in some authentic Coca-Cola flavours. 
Augmented	
As a famous brand in the UK, Coca-Cola will offer good customer service, such as free delivery for Plus members, online and offline payment methods, gift cards, and easy returns or replacements of products. Also will provide several helpline numbers, e-mail addresses, Chabot’s etc. 
Price
Competitive pricing strategy refers to setting prices based on the competitor's pricing. Also through this, a brand can align its prices with the market to attract more consumers and increase market share (IAROSC, 2018). The Coca-Cola Company can adopt this pricing strategy for its new brand extension plan by launching snack food products, to have benefits like increasing sales volumes and profitability and attracting new consumers (Nadia, 2023). 
Promotion
To extend their brand successfully, the Coca-Cola Company will adopt several effective promotional strategies, such as social media marketing, content marketing and influencer marketing.  
Social media marketing describes, promoting products or services through social media platforms, such as Facebook, Instagram, Twitter etc. to connect with the consumer more effectively (Kaur, 2016). The company can use this strategy to promote its products and to have benefits like increased profitability, brand awareness, enhanced customer engagement, real-time customer feedback and cost-effective marketing (Chiang et al., 2019).             
Content marketing is a marketing strategy, which describes, creating and sharing videos, blogs and social media posts to promote products or services (Vinerean, 2017). By adopting this strategy, the company will be able to improve SEO visibility, enhance customer relationships and can build trust and credibility (Kee et al., 2015). Hence the company should adopt this strategy to have success in its brand extension. 
Influencer marketing strategy is a significant marketing strategy, which uses influencers with a strong social media following for promoting brands or products to their followers. Through this, a brand can increase its brand awareness, sales and customer engagement (Ponirah, 2020). The Coca-Cola Company should adopt this strategy to promote its product and to have a booming success in its brand extension.                                                                                                                                                                                                                                                                                                                                                                                 
Place
The Coca-Cola Company can sell its snack food items through major supermarkets, smaller local shops, larger grocery stores, online retailers and snack bars, as through these stores customers can easily buy their products (Warde and Yates, 2017). 
Process
To start its new brand extension, the Coca-Cola Company can start the process through market research and analysis of the market demand for snack food items. After that, it should start product development and start promoting the product. Afterwards, the company should launch the product in the market through various offline and online stores, gather feedback from consumers and make required improvements, to successfully extend the brand (Vukasovič, 2012). 
People
For its new brand extension, the Coca-Cola Company should provide various training to the employees, as this is one of the most important things. By concentrating on the new product, aligning with the existing brand and how the product fits into the brand's overall strategy, the company can offer hands-on training, resources and support to its employees. These can help in increasing customer satisfaction, employee engagement and smooth launching of the new product (Tumi et al., 2022). 
Physical Evidence
Additionally, the company can do packaging in various ways, like innovating packages with limited edition designs, packaging by infusing architectural elements, harmonising packages with the essence of the product, and sustainable packaging by maintaining a distinct brand identity, to attract more consumers (Bou-Mitri et al., 2021). 
[bookmark: _Toc196316240]Conclusion 
From the following discussion, it can be concluded that the Coca-Cola Company is one of the largest multinational beverage companies globally. It operates in more than 200 countries and provides a wide range of energy drinks, like Coca-Cola Energy, Diet Coke, Coca-Cola Energy Cherry etc. Also, the company offers sparkling water, flavoured water beverages, and various types of tea and coffee. By producing various innovative products and by using effective marketing strategies, the company already has come a long way in the beverage market and has become a key player in the industry. However, now to generate more profitability and revenue, increase customer engagement and brand value and enhance brand reputation and sales growth, the company needs to do a new brand extension. To have a successful brand extension, the company can launch snack food products such as popcorn or pretzels with its unique flavour coatings or seasonings by collaborating with manufacturers of snack foods or fast-food chains. By targeting specific consumers, and promoting the product by using strategies, like social media marketing, content marketing and influencer marketing. Additionally, the company can use a competitive pricing strategy, sell the product in offline and online stores, train their employees and innovatively do the product packaging. Moreover, the Coca-Cola Company can use a differentiated marketing strategy, launch its products in the most popular places of the UK, like London, and a proper positioning statement, to have a remarkable brand extension in the UK market. 
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