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Executive summary
This report is aimed at analysing the response of organisations that are in the UK beverage industry to the macro-environmental forces that are external to the organisations in terms of strategy. The following report is aimed at two tasks. Task 1 critically analyses the macro marketing environment, and looks at how both the technology and the environment present both opportunities and threats. Task 2 measures the responsiveness of these organisations in a strategic manner, applying the Matrix and the Generic Strategies developed by Ansoff and Porter, respectively. The report ends with the recommendation of the value of environmental scanning and responsive strategic actions.
The strategic responses of pioneer companies show how the first movers established the standards in the industry through becoming proactive in incorporating technology and sustainability within the long-term growth models. On the contrary, the followers will be seeking a pragmatic integration of sustainability, which is in line with economic constraints and the needs of the regulatory and consumers.
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1. Introduction
Strategic marketing management demands that firms know the broader environment in which they are operating because external forces are influential in market opportunities, competition behaviour and the potential for future growth. Through the examination of these macro-level forces, organisations can develop informed marketing plans to help them increase their competitiveness and react better to the changes in the industry. The macro-environmental analysis is important since it identifies factors that include technology, sustainability requirements, regulatory change, and shifting consumer expectations that directly affect product innovation, pricing decisions, supply chain structures, and positioning of the brands. Success for both pioneer and follower organisations is determined by how they can make sense of these forces and match their internal capabilities with external realities. A critical analysis of opportunities and threats to pioneer companies like Coca-Cola and Red Bull and follower companies like PepsiCo and Monster has been done. 

[bookmark: _Toc214547897]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc214547898]2.1 Overview of the Macro Marketing Environment
PESTEL is a fundamental model of analysing the macro marketing environment since it assists organisations to interpret the effect of political, economic, social, technological, environmental, and legal pressures on strategic decisions (Ahmed, 2025). Product innovation, pricing, and positioning over the long run are influenced by macro-environmental forces, which define the opportunities and limitations companies need to enter. These forces hit the beverage sector in the UK, since it is a fast-growing business with a valuation of more than USD 25.32bn as in 2024 (Expert Market Research, 2025). As shown in figure 1, the CAGR between 2025 and 2034 is estimated to be @4.88%, which is likely to reach USD 40.77 Billion by 2034. Competitive behaviour is influenced by the macro environment that is changing consumer expectations, new technologies and sustainability policies. 
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Figure 1: Growth analysis of the UK soft drinks market
(Source: Expert Market Research, 2025)
As an example, the low-sugar and zero-sugar drinks have been reformulated at a rapid rate in the UK, with now over 67% of the carbonated drinks sold (Report Linker, 2025). Another essential impact is the shift to digital technologies, which means that AI-based analytics and personalised marketing are dramatically changing how consumers make their decisions (Prabhuraj, 2025). Paiva (2025) added that competitive forces are influenced by sustainability pressures as the number of environmentally conscious consumers to whom sustainable brands and recyclable packages become a reward grows. With the current sustainability and digitalisation levels on the rise, companies have no choice but to keep on changing their strategic marketing strategies to stay competitive.

[bookmark: _Toc214547899]2.2 Selection of Two External Macro Marketing Actors
The selection of both technological and environmental aspects is informed by the fact that they immensely influence the beverage industry of drinks in the UK. Advocacy of technology is transforming production, marketing, and distribution channels, more so as more beverage companies continue adopting AI, automation, and digital supply chain applications to make them effective. The digital transformation in the UK is accelerating among the beverage companies, and online beverage sales are growing at a rate of over 25% between 2022 and 2024 (IMR, 2025). It illustrates the direct effects of the activities of technology to the market behaviour and positioning. The environmental forces are also crucial because the sustainability expectations and weather-related problems are critical towards defining consumer behaviour, and the regulatory frameworks. 
The beverage industry applies a lot of pressure on the environment particularly due to the fact that it is reliant on water, sugar and packaging. The consumers of the UK have one of the highest sustainability orientations in the European region, with more than 70% of them claiming that they would rather use eco brand drinks (Mordor Intelligence, 2025). This makes environmental performance one of the determinants of competition. These two dimensions are therefore of great relevance since they offer unique challenges and opportunities to the innovative companies like Coca-Cola and Red Bull, and copycat companies like PepsiCo and Monster.

[bookmark: _Toc214547900]2.3 Critical Analysis of Each Actor
A. Technological Factors
Different strategic results emerge for innovators and imitators because of technological development. An example is Coca-Cola, which has been heavily investing in AI-powered marketing and digital vending technology. As shown in figure 2, partnering with Microsoft and investing $1.14bn in AI cloud and AI-optimised supply chain are now able to scale consumer experience (Hale, 2025). This kind of early adoption gives Coca-Cola a consumer engagement and market responsiveness edge.
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Figure 2: Investment of Coca-Cola in AI
(Source: Hale, 2025)
Red Bull also uses digital content ecosystems and data-driven sports media to maintain its premium position, and is thus a first-mover in brand-owned digital marketing strategies (Paiva, 2025). The dynamics are different to the followers. PepsiCo is more and more implementing such tools, including AI-powered personalised Pepsi Max promotions and more distribution via e-commerce. As per Ahmed (2024), this is reactive in relation to the proactive innovation of Coca-Cola. 
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Figure 3: influencer-based marketing used by Monster
(Source: Trackandtactic, 2025)
Monster, on the other hand, uses social media analytics and influencer-based online interaction to target the niche youth hours. This is affordable, but less grand and technologically profound than the pioneer organisations (Trackandtactic, 2025). Technology also has the potential to produce threats. The cost of investment is very high, hence increasing competitive disparity between early adopters and late adopters, since the transformation brought by digital requires constant capital injection. The UK beverage companies are estimated to boost their expenditure on digital infrastructure by more than 14% every year until 2026 (Report Linker, 2025). Lower capital intensity followers might not be able to keep up, at which point, market share growth may be at a disadvantage. The technological pressure also reduces the duration of the product innovation cycle and forces the companies to constantly improve the accuracy of supply chain forecasting and segmentation, which adds strategic pressure to the followers. All in all, technological forces enable the pioneers to uphold the differentiation and the followers to concentrate on the imitation or incremental innovation.
B. Environmental Factors
The beverage industry is being redefined by environmental pressures as greenness stands out as a major buying requirement. The programme of Coca-Cola called World Without Waste and the creation of plant-based bottles are examples of how innovators employ sustainability to support brand leadership (Peattie et al., 2025). The sustainability initiative of Red Bull, spending on full recycling of aluminium cans and carbon-neutral events, can also make the company appear a sustainability innovator (Tian et al., 2025). Respondents are also retaliating, though on a different level. The PepsiCo sustainability agenda, Pep +, is among the most powerful corporate environmental initiatives in the industry, incorporating a transition to regenerative farming and decreasing the quantity of plastic (PepsiCo, 2021). As shown in figure 4, it has made value chain more circular.
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Figure 4: Pep+ approach of PepsiCo to showcase sustainable packaging efforts 
(Source: PepsiCo, 2021)
Monster is progressively enhancing recyclable packages to fulfil the environmental requirements of the UK and the EU, but its actions are not as wholesome as those of innovators (Mordor Intelligence, 2025). There are serious environmental threats. Sugar-reduction requirements that made companies reformulate products raised the cost of operation of the UK Soft Drinks Industry Levy (Expert Market Research, 2025). The water shortage due to climate change and the unstable agricultural production also raise the cost of production in the beverage industry (IMR, 2025). Moreover, the tightening of UK packaging, such as taxes on plastics, puts pressure on companies to invest in new materials and solutions of the circular economy. Such pressures increase the cost of R&D and necessitate strategic change, especially in the case of the less resourceful followers. Environmental forces, therefore, formulate strategic requirements for reformulation that are eco-friendly, innovative at zero sugar percentage and packaging differentiation with innovators in a better position to lead and followers forced to change fast.
[bookmark: _Toc214547901]3. Task 2: Strategic Responses of Pioneering and Follower Organisations 
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The proactive and innovation-driven strategies of leading organisations like Coca-Cola and Red Bull are usually a reaction to macro-environmental pressures based on a firm's market leadership. Putri et al. (2025) state that pioneers also use the mechanism of constant scanning of the environment in order to predict the external changes and implement them into long-term strategic planning. The Growth Matrix, explained by Ansoff, can be used to evaluate the reaction of Coca-Cola to the technological and environmental forces. Market penetration involves personalised promotional and marketing campaigns like the Share a Coke one, where data-driven segmentation is used to engage a larger number of consumers (Dholakia et al., 2025). As shown in figure 5, Red Bull has a comparable penetration with sports event marketing across the globe, employing Formula 1 and Red Bull Air Race as the means of maintaining the air of a premium brand that cuts across the markets (Aryal, 2025). 
[image: ]
Figure 5: Red Bull increasing its popularity by organising Formula 1 racing sphere
(Source: Aryal, 2025)
Under the product development dimension, Coca-Cola speeds up reformulation with its Coca-Cola Zero Sugar, as a reaction to customer obesity and sugar-related regulation pressures. Red Bull does the same by launching new products under its Red Bull Editions, which are sugar-free and flavour-based alternatives as a response to changing lifestyle requirements (Kotovs et al., 2025). These dockets enable innovators to be technologically pertinent and handle viability requirements.
Market development is also very important to pioneers. Coca-Cola has diversified in the emerging markets by developing branding programs that are locally adapted to the local culture. It has allowed this pioneer brand to expand in regions where there is an increase in the consumption of beverages. Red Bull has implemented a lifestyle-based growth strategy and has ventured into Africa and South Asia by supporting extreme sports personalities that are highly attractive to young people (Reppel and Beninger, 2025). Diversity also enhances pioneer resistance. The acquisition of Costa Coffee is a strategic move in the global hot beverages industry by Coca-Cola, which is in line with the long-term portfolio diversification. Red Bull has gone into media and entertainment activities, relying on Red Bull Media House to strengthen brand values and introduce new sources of income (Ananthian and Rajasekaran, 2025).
Pioneer behaviour can also be explained with the help of Porter's Generic Strategies. The leadership approach of Coca-Cola is the differentiation one, which is justified by brand heritage, global distribution, and significant investment in digital marketing abilities. As seen from the findings of Toyoshima (2022), Red Bull employs focused differentiation in which lifestyle identity, involvement with extreme sports, and media ownership support its distinctiveness. These are some of the strategies that can assist pioneers in overcoming environmental difficulties. Sustainability-oriented strategic reactions are also motivated by environmental pressures. The food and drink industry in the UK is estimated at more than one hundred and twenty-five billion pounds every year, and environmental compliance is a significant competitive factor (FDF, 2025). The recyclable aluminium cans of Red Bull and events that are carbon neutral resemble its environmental trends, whereas Coca-Cola shows that its investments in sustainable packaging are in line with the sustainability trends. Sustainability-led innovation is becoming the characteristic of competitive advantage as described by Verma and Diwan (2025), which prompts the pioneers to invest in the models of the circular economy. The efforts of technology are also very powerful. The non-alcoholic drinks market in the UK is steadily increasing, and is expected to rise to in excess of GBP 28 billion by 2030, which is increasing digital-first marketing pressures (Grand View Research, 2025). The first movers embrace the use of AI-based personalisation, digital vending solutions, and logistics forecasting in order to stay at the forefront of this growing market. 
[bookmark: _Toc214547903]3.2 Follower Organisations’ Strategic Responses
The response of organisations like PepsiCo and Monster is different because of their market positioning. Competitive imitation, progressive development of innovation and cost-effective adaptation influence their strategic behaviour. Strategies that followers tend to adopt to the changes in the macro-environment are usually fast-reactive strategies, which are based on efficiency and competitive pricing. By 2033, the UK food and beverage market will grow to exceed GBP 122 billion, and competitive positioning will be more vital to the follower brands (IMRC, 2025). Under market penetration, PepsiCo uses pricing, mass promotions, and retail alliances to promote Pepsi Max aggressively to confront the market dominance of Coca-Cola. By enlisting the services of Coca-Cola bottlers globally, Monster can easily enter the UK convenience stores and supermarkets (Manturov, 2024). Such strategies help the followers to compete by being visible and accessible as opposed to being innovative. Product development is also important to the followers. PepsiCo is proactively developing its low-sugar product line to match the health-conscious consumer behaviour and legal requirements. Monster presents new functional drinks and flavoured ones to remain relevant among younger audiences. As per the ideas of Kotovs et al., (2025), this type of incremental innovation enables the followers to be competitive without having to take the burden of R&D that was taken by the pioneers.
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Figure 6: Global energy and sports drinks market size
(Source: Manturov, 2024)
Regarding the market development, PepsiCo uses digital media to access more customers by collaborating with online shopping platforms and food delivery services. Monster is still expanding its presence in the UK by venturing into new retail formats, especially in the convenience and petrol station markets, where the consumption of energy drinks is greatest (Haase, 2025). Follower strategy is also associated with diversification. The acquisition of Walkers snacks by PepsiCo makes service-to cross-category marketing and bundle promotion more competitive against Coca-Cola. Monster also has a range of alcoholic energy drinks, including The Beast Unleashed, which indicates a shift into the related drinks (Ananthian and Rajasekaran, 2025). Such choices are in line with the follower strategies to capitalise on the new revenue streams and still capitalise on new brand equity. The market of the global energy and sports drinks is estimated to grow to $256.3bn in next 3 years (Manturov, 2024). Positioning of followers is explained in the Generic Strategies by Porter. PepsiCo is a hybrid company that is investing in differentiation in the form of product innovation, yet cost leadership in terms of scale efficiencies. Monster applies cost focus and brand-based differentiation. As per the ideas of Reppel and Beninger (2025), these are based on its high recognition in extreme sports and youth culture. With such approaches, followers can compete with each other by being adaptive and efficient, but not pioneering. Following the redesign of the industry due to the application of new technologies, there is a rise in the uptake of AI-advanced promotion tools and more efficient supply chain systems by the followers to stay relevant. The follower behaviour is also influenced by sustainability expectations. The UK consumers are highly attracted to environmentally friendly brands that encourage followers to enhance the sustainability of their packaging and minimise the environmental impact (Grand View Research, 2025). 
[bookmark: _Toc214547904]4. Conclusion
It is seen in the analysis that the macro-environment factors play a crucial role in the competition and development of organisations in the UK beverage industry. Two of the strongest external players that were identified to shape strategic behaviour were technological improvements and environmental pressures. Innovations in the form of innovation-led approaches, heavy investment in digital capabilities, sustainable packaging, and product diversification are proactive measures that pioneering organisations like Coca-Cola and Red Bull implement. Differentiation and focus differentiation help them to establish the industry standards and build the brand leadership over the long term. 
PepsiCo and Monster are examples of follower organisations that apply more responsive but flexible approaches to stay competitive. Followers use the opportunities generated by pioneers by exploiting the same environmental conditions through selective diversification, aggressive entry into the market and cost-focused innovation. The strategic instruments employed, the Matrix of Ansoff and the Generic Strategies of Porter, show the difference in the magnitude, velocity, and concentration of the reaction of pioneers and followers. Generally, the results support the need to do permanent environmental scanning in strategic marketing management. Those organisations that are successful in decoding technological changes, sustainability concerns, and changing consumerism expectations are in a better position to develop resilience, remain competitive, and experience sustainable growth in an industry landscape that is dynamics.
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Monster Energy's marketing strategy combines digital innovation and local partnerships to achieve success in both global
and Indian markets. Here's a quick summary:

Global Impact: Launched in 2003, Monster Energy holds a 5.9% global market share, with annual revenues of
40,000 crore.

Target Audience: Focused on 16-25-year-olds, especially fans of extreme sports, gaming, and fitness.

Digital Presence: Over 85 lakh Instagram followers, 2.5 crore Facebook fans, and 31.6 lakh YouTube subscribers
drive strong online engagement.

India Success: Tailored campaigns like the video (14 lakh YouTube views) and partnerships with
Indian influencers and stunt teams resonate with local audiences.

Coca-Cola Partnership: A 19.3% stake and distribution collaboration boosted sales globally and in India.
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