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[bookmark: _Toc228490971]1. Brand Extension Overview
Coca-Cola is a well-established brand company that has many distribution outlets worldwide, good brand equity, and has an established record of innovation. It has continuously offered brand extensions to dynamically changing consumer tastes and preferences via product differentiation, enabling a strong brand to launch new products and capitalize on consumer loyalty and reduce market exposure (Zhong, 2024). The suggested line of growth, Coca-Cola Energy+ Hydration, is an attempt to enter the functional drinks segment, which would incorporate hydration, energy, and wellness using low-sugar formulations, essential vitamins and natural caffeine. This is in reaction to the increasing demand of healthier alternatives especially by the younger generation who are more health conscious (Li, 2025). It is also an addition to the sustainability strategy of Coca-Cola that is concerned with ecological packaging, resource-saving options, and climate-resistance (The Coca-Cola Company, 2023; The Coca-Cola Company, 2026). Green increases brand awareness and has a bearing on buying patterns, particularly with consumers who are eco-conscious. Moreover, the product indicates the trends in the industry, where the functional and low-sugar drinks are becoming wider. Using its brand dominance and the ability to innovate, Coca-Cola can address evolving consumer demands, as well as guaranteeing long-term growth and competitiveness.
[bookmark: _Toc228490972]2. STDP Analysis
[bookmark: _Toc228490973]2.1 Segmentation
A segmentation strategy of Coca-Cola Energy+ Hydration revolves around demographics, geography, psychography, and behavioural attributes to guarantee proper market alignment. The demographics of the product are 18-35-year-old people and more than 60 percent of the energy drinks are taken by them, especially students and young professionals who need continuous energy (Li, 2025). Such consumers also possess an average level of disposable income, and they can afford high-end health-focused drinks (Li, 2022). Geographically, there is concentration on the city-based markets, like the United Kingdom, the majority population of which are urban with excellent access to the retail and digital markets. Urban consumers are more involved in the health trends and functional beverages, which are beneficial to the adoption rates (Huse et al., 2022). The target group is psychographically healthy people who value fitness, wellness and productivity. This is important because this segment constitutes more than 70% of younger consumers who regard health and sustainability in their buying decisions (Chenjeri, 2024). On the behavioural side the target is consumers of both energy and functional drinks that are shifting to the low-sugar category. 
[bookmark: _Toc228490974]2.2 Targeting
Coca-Cola Energy+ Hydration assumes differentiated targeting and aims to consider high-potential groups of consumers. The key customers will consist of young professionals and university students who need easy ways of staying energetic and staying hydrated. This group is very active on online platforms, with more than 90% of them active social media users, becoming accessible, as shown by unique digital marketing plans (Li, 2025). They have busy schedules with high workloads, and it makes them in need of functional drinks which promote their productivity. The secondary target market will be a group of fitness enthusiasts and health-conscious individuals who value wellness and exercise. This segment has become very strong as over 15% of people are engaging in the fitness-related activities year in year out and this has been as a result of growing awareness about health and well-being (Bartram et al., 2024). These customers are performance, recovery and hydration oriented without jeopardizing health and thus they fit in this brand extension. A rich distribution with more than 200 countries is also part of the targeting strategy in which the company sells its products, which supplies about 1.9 billion servings of coca-cola a day (Zhong, 2024). This will give the ability to reach and engage effectively with various consumer groups. 
[bookmark: _Toc228490975]2.3 Differentiation
Coca-Cola Energy+ Hydration is important in a competitive market environment that is dominated by the conventional types of energy drinks. Traditional products are commonly associated with high sugar content and artificiality, which are getting denounced by health-conscious consumers. Conversely, the product will highlight the natural ingredients, less sugar, and nutritional value, making it a healthier choice (The Coca-Cola Company, 2026). The additives of vital vitamins, natural caffeine, and hydration factors embodies an individual value that unites health and vitality. This two-fold capability is what makes it stand out among both energy drinks and sports drinks since they normally provide only one of the advantages. Multifunctional beverages enjoy high market potential with demand increasing by approximately 20% over the past few years (Li, 2025). Sustainability also enhances differentiation, with Coca-Cola being concerned with packing recyclable materials, and with resource optimization where by within the target of 2030, all bottles that are sold by the company are supposed to be recycled (The Coca-Cola Company, 2023). These actions promote the brand image and attract eco-minded buyers (Jia and Ma, 2022).
[bookmark: _Toc228490976]2.4 Positioning
The positioning of coca-cola energy+ hydration is as a product of superior quality, yet a functional drink that combines a balanced energy, hydration and health outcome. The positioning strategy focuses on a comprehensive well-being aspect as opposed to the instant stimulation, and it makes the product unique compared to conventional energy drinks. This strategy is in line with the changing consumer preferences, with over 65 percent of the consumers engaging in selections of healthier drinks (Li, 2025). The product is marketed as a convenient product to be used by active individuals such as students, professionals and those individuals who engage in fitness. The product aims to attract consumers who might have been reluctant to use energy drinks in the past because of health problems posed by them by concentrating on natural ingredients and practical use. This increases the target market and adoption. Emotional branding is important to positioning by making a good relationship with consumers, Coca-Cola has a history of using emotional establishments to create a good relationship with consumers. People will tend to connect more with brands that extend their values, especially concerning health and sustainability (Chenjeri, 2024). Positioning is further enhanced with introduction of sustainability messaging which aligns the product to environmental responsibility. The product is also placed in the fast growing functional beverage sector that will see a tremendous growth by the next few years. 
[bookmark: _Toc228490977]3. Marketing Mix (7Ps)
[bookmark: _Toc228490978]3.1 Product
The Coca-Cola Energy+ Hydration product strategy aims at providing a high quality functional drink that fulfils the emerging consumer demands of a healthy, convenient, and a high-performance drink. The product will hydrate, provide a value of energy as well as wellness with the combination of natural caffeine, essential vitamins, and hydrating substances. This is consistent with the rising trend on functional and low-sugar drinks, which has been on the rise by approximately 20% over the last few years (Li, 2025). There is a growing trend among consumers towards consuming products that promote long term health as opposed to stimulants in the short term. The formulation is also designed in such a way that it is concerned with the high sugar and artificial additives and therefore makes the product sound out to be healthier than traditional energy drinks. This strategy can be supported because consumers who think that some products are natural and beneficial will move to them (Li, 2022). Also, small, portable packaging increases relevance to hectic city living. One of the important elements is sustainability where Coca-Cola has adopted recyclable and refillable packs to minimise impact to the environment. These activities are consistent with the principles of a circular economy and enhance the brand image of companies with ecologically conscious consumers (Ahlstrand, 2025). The appeal of the product is also enhanced with the broader sustainability commitments of the company (The Coca-Cola Company, 2023).
[bookmark: _Toc228490979]3.2 Price
The pricing strategy is based on value strategy which is associated with premium position of the product and its functional advantages. Customers will accept a slight popularity of paying 10-20 per cent more regarding healthier and sustainable products, which promotes a price that is slightly higher than typical soft drinks (Li, 2022). Pricing is competitive in the energy drink category and with an added value of health and sustainability features. The high brand equity also serves as a reason to set premium prices since buyers relate quality and reliability to Coca-Cola as a brand (Zhong, 2024). The promotional tactics like opening prices and packages can be used to increase reach to target groups especially the students and young professionals to be able to offer them at affordable prices and make profits.
[bookmark: _Toc228490980]3.3 Place
The strategy of distribution capitalizes on the fact that Coca-Cola has a global network presence, being served in more than 200 countries and making an average of 1.9 billion serves per day (Zhong, 2024). The product can be found in supermarkets, convenience stores, gyms, and online assuring accessibility on a range of consumer touchpoints. The retail outlets and fitness centres in the cities in the UK can especially help in targeting consumers with health concerns. Online purchasing behaviours also translate to increased convenience through online distribution channels. An effective logistics and supply chain system will be used to guarantee the stability of product supply and delivery and reinforce penetrations to the market and the competitive edge of Coca-Cola (Shao, 2025).
[bookmark: _Toc228490981]3.4 Promotion
Coca-Cola Energy+ Hydration has a price strategy that utilizes the value pricing strategy considering that the product is premium and offers functional values. This product is in the functional category of the soft drinks market, contrary to the more common functional market that uses traditional soft drinks, which are priced below those of the functional beverage category, as customers are more willing to pay higher prices to obtain the benefits of added health. Research demonstrates that customers would be surprised to pay a 10-20% higher price on healthier and greener products, as this would back this higher price but stay competitive compared to the energy beverages of the market (Li, 2022). The high prices reflect the results of the benefits of the product such as energy, hydration and nutrition which increase the perceived value. This perception is further reinforced by sustainability elements, like green packaging, since more than 70% of younger consumers consider environmental issues when making purchasing decisions (Chenjeri, 2024). Nevertheless, the prices should be affordable to young professionals and students. Trial and adoption can be achieved through promotional measures like discounts and offering of a package. Premium pricing also suits Coca-Cola well, as people will be more positions to pay more to the brands that they have a strong brand equity (Zhong, 2024). Generally, the strategy is a balance of profitability, competitiveness, and accessibility.
[bookmark: _Toc228490982]3.5 People
The people dimension is concerned with employee and brand representatives that play an important role in customer experience. Coca-Cola uses trained personnel, brand-ambassadors to market the product and inform the customers, especially retail and event marketing. These communications create trust and make people purchase the products. Another important role is played by the influencers and fitness advocates that enable reaching younger audiences and boosting credibility. Employee engagement on internal level makes sure that employees are on the same page in respect of what the brand represents, which helps guarantee consistent delivery of services and the brand image. Clients have stronger relationships with the organization and can remain loyal to the brand in the long run due to the management of people properly (Smilevska, 2024).
[bookmark: _Toc228490983]3.6 Process
The process strategy focuses on efficiency in production, distribution as well as customer service. Large-scale production with quality and consistency is achieved through the advanced supply chain implemented by Coca-Cola. Digital technologies optimize the work of the company and make it more convenient to customers, in particular, by ordering and delivery on the Internet. Sustainability is incorporated in processes, and it has initiatives that aim at the minimisation of carbon emission, efficient use of resources, and decreased waste. These initiatives contribute to environmental objectives as well as improving operational efficiency and risk management (Mrozek, 2023). With effective procedures, it guarantees that the product is within consumer demand whilst it is of high quality and sustainability.
[bookmark: _Toc228490984]3.7 Physical Evidence
Physical evidence consists of physical aspects that bring perception to consumers and brand experience. Coca-Cola Energy+ Hydration has up to date visually appealing packaging which is in line with the premium and practical positioning. Environmentally friendly materials will support the pledge of sustainability and see to the boost of the brand reputation. Regular branding items like logos, colours, and design reinforce the awareness and trust amongst consumers. In store displays and place in the retail also matters in attracting attention and as well as contributing towards purchase. Decently composed physical evidence will aid in adding perceived value to it and boost the overall product positioning (Smilevska, 2024).
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In the course of creating the brand extension strategy, I learnt useful information about how marketing theories and concepts can be applied in practice. A crucial lesson was the need to align brand extensions to both consumer trends as well as organisational capabilities. I also understood that creative ideas alone cannot be successful in making brand extensions because there must be understanding of the market need, brand awareness, and strategic fit. Through this process, the importance of companies like Coca-Cola innovating constantly to keep up with the dynamic markets especially following the growing consumer concern with the issue of health, wellness and sustainability. I also gained a better insight on segmentation, targeting, differentiation and positioning. The implementation of the frameworks demanded critical thinking and consideration of the various consumer segments. The issue of identifying the most suitable target market proved to be very difficult, particularly since it involved a tradeoff between the demographic and behavioural and psychographic factors. Also, the creation of an original value proposition about Coca-Cola Energy + Hydration made me grow aware of how differentiation is crucial in a very competitive market. My realization of the current marketing defining a modern marketing further reinforced my perception of sustainability incorporated into the strategy where environmental responsibility has emerged as a major driver of consumer decisions (Jia and Ma, 2022). The poster development experience was very difficult as well as fulfilling. It involved simplifying complicated concepts in a small size and a format that is easily understood and visualized in order to keep it educational. Among the key challenges, it is important to note choosing which information was the most important and displaying it in a concise way. The experience was a great way to enhance my communication and visual presentation skills as I realised how important it is to prioritize the key messages and create the informative and captivating content. The other significant difficulty was with regard to research and synthesis of information on different academic sources. It took a lot of effort and time management to analyse various opinions and combine them into a strategy to make sense. Nevertheless, this process boosted my research, analytical, and critical thinking abilities. I felt more confident about assessing sources, finding important insights and putting them into practical use to present my arguments. This assignment in general has helped me gain personal and professional development. It helped me be better at processing theory into practice and enhance my problem-solving and decision-making capabilities. In the future, I sought to better incorporate more data-driven analysis and experiment with other strategies to continue to improve the richness and quality of my work.
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Coca-Cola Energy+ Hydration: A Strategic Brand

Extension for the Functional Beverage Market

INTRODUCTION

This presentation wil explore the brand extension
strategy of Coca-Cola, which is an infemationally
recogised brand of chinks, which has a good brand
image and emotional atachment of consumers. With
its logial brand communiation and. innovation,
Coca-Cola has preserved s relevance in the online
age (Amnuth, 2023).

BRAND EXTENSION AND CURRENT TRENDS

s extension s a reaction to the growing demand among the consumers to buy health-conscious, low-
sugary, and functional beverages. The consumers in modem cays would be interested in products that have
xtra features like energy and welines. Brand extensions that have & proper fit with the ifestyl of the
‘consumer and trends greaty enhance purchase ntention (He, Xiang and Wang, 2024).

CONCLUSION

Coca-Cola Energy+ Hyclration Extension takes acvantage
of high brand equty that enables it o respond to
changing customer demands. t folows the heath trends,
promotes  sustainabiity, and improves _long-term
customer loyalty, which preconditions  the _future.
development of Coca-Cola.

BRAND EXTENSION

The extension to be successful s Coca-Cola Energy+
Hycration, functional cink, which has 2 combination of
essential vitamins, natural caffeine and hydration. This
extension is taking advartage of the brand equity of
Coca-Cola to venture into the rising functional crinis.
market. Good brand extensions couid  empower
consumer acceptance provided they are i fine with the
aiready estabished brand identity (Zhang, Guo and Qu,
2029),

References

BRAND EXTENSION
AND SUSTAINABILITY

(Coca-Cola Energy* Hydration s aimed at claims of
sustainabiity cue to the use of recydable
packaging, less sugar i i, and natural products.
These actiities relate to the sustainabity
objectives of Coca-Cola and buld the brand image.
Customers aiso trust and stay loyal fo_ the
sustainabifty driven strategies (Lig et 2023).

Coca-Cola Market Share Comparison
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