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[bookmark: _Toc195529173]Introduction
Brand extension is when an existing brand works to launch a new product that will be under the same brand name but different from the original offering of the brand. Essentially, it is about building on the established status of the brand. Coca-Cola maintains its position as a worldwide beverage market leader through over 130 years of refreshment history. The company maintains a wide product range of carbonated soft drinks and juices sports drinks and teas with water offerings serving over 200 markets across the globe. The company stands out because of its well-known brand identity which includes refreshment values alongside happiness and the feeling of being together. Unlike its flagship beverage Coca-Cola, the company expanded through various acquisitions including Minute Maid in addition to Dasani and Powerade thus increasing its consumer product diversity (Van Hoof, Kroemer and Peters, 2020). To meet increasing consumer preferences for health-conscious choices Coca-Cola works on delivering products which follow present wellness movements. Through Coca-Cola Fresh brand extension the company released its plant-based sparkling juice range which blends organic fruits along with vegetables and herbal extracts with soft fizz. The product line presents refreshments and natural hydration to people concerned about their health who want something better than conventional sugary sodas (McClements, 2019). This document evaluates Coca-Cola Fresh's potential as a new brand extension through an analysis of its market alignment alongside specific approaches for audience group selection and product placement within the market. The existing brand equity of Coca-Cola serves to attract health-conscious consumers as the company expands into plant-based beverages for a new market segment.
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Description of the Proposed Brand Extension: The Coca-Cola Fresh brand delivers plant-based sparkling drinks for customers who want healthier refreshments. Customers will find a range of beverages at Coca-Cola Fresh which produces sparkling drinks from organic blends of fruits, vegetables and herbal extracts including Cucumber-Mint Sparkle and Tropical Kale-Pineapple and Ginger-Lime Fusion (Foster and Vasavada, 2023). The beverage products within this line are enhanced with their natural supply of vitamins, minerals and antioxidants and deliver hydration and immune function support along with no artificial elements or sugar content typically found in regular soda drinks.
Alignment with Coca-Cola’s Brand Values: The product Coca-Cola Fresh upholds all crucial brand values found at Coca-Cola including refreshment and creative development alongside customer connexions. As a company with extensive experience in delivering high-quality refreshing drinks the new product line allows expansion into wellness beverages that maintain traditions of the heritage (Maksi et al., 2024). Through its well-deserved reputation for delivering fresh enjoyable beverages, Coca-Cola is ready to introduce a refreshment product that promotes both health benefits and wellness. Coca-Cola has accomplished innovation by extending its product line successfully through Coca-Cola Zero and Minute Maid. Coca-Cola Fresh emerges naturally as the company progresses toward new consumer demands that have shaped its evolution throughout history.
How It Adds Value to the Brand: Coca-Cola Fresh entered the functional beverage market segment to pursue its target of achieving $208.13 billion in sales by 2026 according to Fortune Business Insights (2023). The plant-based Coca-Cola Fresh appeals to customers searching for healthier drink alternatives which meet their preference for eco-friendly products. The new extension solves a critical business opportunity since customers now want non-traditional soft drinks in the sparkling juice market (Kotler, 2022). Millennials and Gen Z consumers choose Coca-Cola Fresh because the beverage line provides healthful tastes combined with plant-derived ingredients and useful elements. Through Coca-Cola Fresh, the company increases its role as an industry leader in beverage innovation by providing products that blend refreshment benefits with healthy ingredients.
Meeting an Emerging Need: Plant-based beverages that offer hydration benefits continue to grow in demand because younger consumers choose these health-oriented choices. The data provided by Mintel in their 2023 study shows that about 40% of people choose beverages which contain both natural elements and wellness advantages (Simkin, 2023). This product offers consumers an excellent solution who wish to replace basic sodas with refreshing yet nutritious beverage options.
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Figure 1: STP for the New Brand Extension
Source: (Gandy, 2020)
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The marketing segment of Coca-Cola Fresh divides its consumer base through demographic specifications along with geographic analysis and psychographic characteristics together with behavioural data elements. The comprehensive analysis guarantees the brand expansion reaches target consumers who represent high business potential and represent its core values.
Demographic Segmentation: The target population for Coca-Cola Fresh consists mainly of adults aged 18 to 45 years who belong to both millennials and Gen Z groups because these generations seek plant-based diets that support wellness. Beverage consumers aged 18 to 45 demonstrate high receptiveness toward functional drinks because they possess dominant spending power. 72% of millennials specifically look for foods containing health advantages from vitamins and organic substances (Simkin, 2023). The target audience consists of men and women but the product will receive minor marketing directed at women since they tend to buy health-oriented beverages more frequently.
Geographic Segmentation: The initial consumer audience for Coca-Cola Fresh consists of urban residents throughout North America as well as Europe and Asia because these regions feature mostly health-conscious and environmentally minded inhabitants. The markets show greater popularity for plant-based food consumption and functional beverages among their population (Borden and Kotler, 2021). This segment also happens to be well-acquainted with Coca-Cola products which allows the extension to use current brand assets and existing distribution channels. The launch markets of New York together with London and Tokyo are fundamental because their residents demonstrate intense interest in wellness products.
Psychographic Segmentation: The segment consists of people who value sustainable products while emphasising their well-being along with preferring natural ingredients. Coca-Cola Fresh caters to health-conscious people who belong to the increasing minority of conscious consumers. People in this consumer segment seek merchandise that fits their life approach by looking for vegetarian diet items combined with physical activity and mental health programmes (Gandy, 2020). The environmental and health-conscious segment will find Coca-Cola Fresh appealing since it matches their purchasing criteria of sustainable sustainable and value-aligned products.
Behavioural Segmentation: The drink targets consumers focused on wellness through target segments of functional well-being seekers looking for anti-oxidation benefits and hydration functions. The product specifically seeks customers who participate in fitness and wellness activities routinely (Bragg et al., 2019). The behaviour of health-conscious consumers shows they will seek beverages exceeding hydration function because they want drinks that enhance their energy while supporting digestion needs.

[bookmark: _Toc195529177]2. Targeting
The marketing strategy of Coca-Cola Fresh directs multiple customer segments toward distinct messaging through its segmented approach. Young health-conscious urban professionals aged 25–40 constitute the main consumer segment for Coca-Cola Fresh because they seek accessibility to nutritious options. The target market presents a high possibility of buying health-oriented beverages while showing a willingness to invest in premium functional products. Wellness-oriented individuals among millennials reach 51% and these consumers now choose drinks that contain organic and natural components (Bragg et al., 2019). Past-workout enthusiasts and environmentally conscious consumers will be among the target audiences for Coca-Cola Fresh since the beverage serves both fitness recovery needs and sustainability values. Coca-Cola Fresh gains market appeal toward premium segment consumers by delivering both a refreshing beverage with natural ingredients and health-based qualities. The company targets specific market segments effectively because this strategy helps Coca-Cola deliver customised marketing strategies to distinct consumer sectors. This strategic approach serves both consumers who seek healthy beverages and Coca-Cola by expanding its product range and innovation capacity in the beverages market.
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Coca-Cola Fresh positions itself as a premium plant-based carbonated beverage which gracefully unites natural components with ordinary drink benefits for refreshment satisfaction. Customers can choose Coca-Cola Fresh as their plant-based sparkling drink to gain hydration benefits and strengthened immunity through its innovative formulation.
The clear positioning statement for Coca-Cola Fresh is:
“For health-conscious consumers who want a refreshing, plant-based, and functional beverage, Coca-Cola Fresh offers a naturally sparkling drink that revitalizes and nourishes, without the sugar or artificial ingredients found in traditional sodas.”
The product differentiates itself from competitors Spindrift Fresh and Health-Ade Kombucha and Suja Organic drinks through the advantages of Coca-Cola brand recognition and worldwide distribution (Measham, 2021). As part of its product assortment Coca-Cola Fresh delivers plant-based hydration with sparkling refreshment through a distinctive beverage the market has yet to witness. Because of Coca-Cola’s trusted name, the company can easily gain customer trust which positions Coca-Cola Fresh as an upscale beverage that brings refreshment and health-minded benefits for contemporary consumers who value quality products.
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The San Francisco-based Software Engineer Jack Roberts receives an annual salary of $85,000 while being 28 years old. Jack who holds a Bachelor’s degree in Computer Science belongs to the millennial generation while he resides in San Francisco which has established itself as a health-conscious city. Due to his moderate to high income level Jack Roberts represents an excellent customer group for Coca-Cola Fresh.
Psychographic Profile
	Attribute
	Details

	Values
	Health-conscious, sustainability-driven, values convenience

	Lifestyle
	Active (yoga, running, gym), tech-savvy, and busy

	Attitudes
	Prefers clean, plant-based, and natural ingredients, avoids sugary drinks

	Buying Behavior
	Invests in premium, functional, and eco-friendly products

	Aspirations
	Maintain work-life balance, focus on mental and physical well-being


Jack makes purchasing choices in favour of products made naturally from sustainable sources which match his active way of life. The type of healthy beverages combined with transparent information and functional advantages attract him to purchase. The wellness-focused items in Jack's purchasing behaviour make Coca-Cola Fresh appeal to him as an appropriate option for his need for natural hydration along with plant-based elements.
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Figure 2: Marketing Mix Strategy  (7 Ps of Marketing)
Source: (Maksi et al., 2024)
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Coca-Cola Fresh makes healthy sodas using plant-based sparkling juice. Organic veggies and fruits and herbal extracts provide hydration immunity and vitality boosts. The range offers three tastes, including Cucumber-Mint Sparkle Tropical, without sugar or artificial chemicals. Kale-Pineapple-Ginger-Lime. The new product extension targets health-conscious millennials and Gen Z who desire functional beverages. 38% of current customers want functional drinks with natural ingredients (Measham, 2021). The new Coca-Cola Fresh product combines delicious Coca-Cola with health-conscious ingredients to provide an upmarket, affordable option.
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Premium pricing helps Coca-Cola Fresh build brand value and reflect higher quality and health advantages. Due to its natural ingredients and benefits, Coca-Cola Fresh costs $2.50 to $4 each bottle. Since plant-based beverages cost $2–$6, Coca-Cola Fresh's price suits the functional beverage market. Regional customers who want healthier drinks may afford Coca-Cola Fresh at a price point between standard sodas while maintaining buying power. Functional beverage market auction will be worth $208.13 billion by 2026 (Maksi et al., 2024). Regular delivery of Coca-Cola Fresh products to natural beverage consumers would provide convenience and new income for Coca-Cola agents.
[bookmark: _Toc195529184]3. Promotion
Food, beverage, and snack companies are increasingly promoting their brands on multiple social media platforms that are popular among adolescents and young adults. Emphasising social media interaction, influencer relationships, and retail promotions, Coca-Cola Fresh's marketing plan will call for both online and physical outlets. These techniques will be applied:
· Campaigns in social media: Targeting health-conscious millennials and Gen Z on Facebook, Instagram, and TikHub via means of sponsored content and influencer partnerships.
· Influencer Partnerships: Working with health influencers, fitness professionals, and environmentally concerned bloggers who can highlight Coca-Cola Fresh's functional advantages and fit with sustainable living helps to support the brand (McClements, 2019).
· In-Store Sampling: Coca-Cola Fresh should be placed in busy retail sites and given free samples in metropolitan supermarkets and health-conscious cafés.
· Advertising: Starting focused campaigns on wellness websites and digital billboards in metropolitan regions where the target audience is probably to be located (Bragg et al., 2019).
These advertisements will highlight Coca-Cola's long-standing reputation for innovative drinks, but with a health-forward twist, Coca-Cola Fresh will be positioned as a premium yet accessible alternative for health-conscious customers.
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Direct-to-consumer methods as well as retail alliances will help Coca-Cola Fresh be delivered. This will guarantee that the brand is accessible online and in physical stores where the target market shops.
· Online Sales: Let customers purchase Coca-Cola Fresh straight to their homes using the Coca-Cola website, Amazon, and other e-commerce sites (Bragg et al., 2019). The marked growth in social media–based marketing may greatly increase overall exposure to food, beverage, and snack ads, particularly among youth.
· Retail Channels: Retail channels include grocery shops, health-conscious businesses (like Whole Foods, and Sprouts), and fitness centres where people who value their health purchase (Maksi et al., 2024).
· Exclusive Partnerships: Coca-Cola Fresh may also form unique partnerships with healthy food delivery firms or fitness app developers to provide combined deals or special promotions. 
Coca-Cola Fresh will initially be accessible throughout large metropolitan areas such as New York, London, and Tokyo thanks to the worldwide reach of Coca-Cola's distribution network; thereafter, demand will drive Coca-Cola Fresh to smaller cities and regional markets.
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The delivery of Coca-Cola Fresh to customers will be simplified using subscription-based e-commerce systems. Coca-Cola Fresh will have both mobile apps and websites which provide simple and efficient ordering methods.
· Subscription Service: The Subscription Service enables automated home delivery of Coca-Cola Fresh products that users can manage through the specification of favourite flavours and scheduled order times.
· Retail Experience: Through retail locations, customers can discover Coca-Cola Fresh by viewing displays and sampling stations which lead them from discovery to checkout point for purchasing the product (Gandy, 2020).
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To ensure an outstanding consumer experience Coca-Cola Fresh will deploy both competent customer service professionals and brand representatives. The company will instruct its brand ambassadors to deliver product information in establishments featuring health-related activities such as gyms and wellness facilities (Foster and Vasavada, 2023). Customer service representatives will answer questions from consumers about product use instructions along with listing the product contents and advantages. The company's broad marketing group will sustain uniform brand messaging across all company portals so consumers sense a direct connection to the health-oriented brand values.
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The premium positioning of Coca-Cola Fresh will be supported through eco-friendly packaging which displays the natural ingredients in each drink. The packaging design for Coca-Cola Fresh presents its sustainable packaging methods through recyclable materials while displaying obvious plant-based information for each product (Borden and Kotler, 2021). The brand image focused on health and premium will be supported through physical evidence that includes displays in stores as well as website web designs and social media posts. The inclusion of transparent labelling in product packaging enables consumers to trust in the natural and organic elements.
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Product extension is a keen marketing strategy for any business looking to extend its reach. When achieved successfully, a brand extension strategy can see brands launching themselves into new and alternative markets, improving their brand image, and gaining a new target market. Coca-Cola Fresh serves the company as a strategic chance to build new product categories while entering the fast-growing market for functional beverages. The global functional beverage market is projected to surpass $208.13 billion by 2026, according to Fortune Business Insights. Consumers are increasingly seeking beverages that combine natural ingredients with wellness benefits and vibrant flavours.​ Coca-Cola Fresh satisfies the market trend by combining plant-based ingredients and sparkling refreshments into a distinct beverage brand. Thanks to its existing brand popularity and worldwide distribution management Coca-Cola Fresh can rapidly attract health-focused millennial and Gen Z consumers. The market segments now select products which benefit their wellness while expressing their care for sustainability and authenticity (Simkin, 2023). The recommendation for Coca-Cola involves expanding digital marketing using social media platforms combined with influencer sponsorship to advertise Coca-Cola Fresh's functional benefits to customers. The brand's sustainable packaging combined with its high-quality positioning will help the brand establish unique market positions relative to competitors Spindrift and Health-Ade. As Coca-Cola Fresh addresses a market opening in wellness beverages it supports Coca-Cola's dedication to customer health and innovation which will sustain its position within the developing beverage sector.
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Persona: Jack Roberts


Living Situation: Shares an apartment in San Francisco, California 


Education: Bachelor’s degree in Computer Science 


Gender: Male 


Age: 28 


Occupation: Software Engineer 
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