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Executive Summary
In this report, a digital marketing strategy has been created for Coca-Cola Zero Sugar aimed at growing its current relevance with a newly defined consumer group of young adults aged 18–35 that are fitness-focused and looking for healthier beverages that are enjoyable with fewer calories. This plan has been developed using a traditional marketing theory approach based on Segmentation, Targeting & Positioning (STP), Brand Positioning Theory, 7Ps Marketing Mix, Integrated Marketing Communications (IMC), Digital Consumer Buying Journey, Relationship Marketing and Customer Lifetime Value (CLV).
The strategy employs a market development approach where Coca-Cola Zero Sugar will re-position their current product toward an active lifestyle-appropriate market through communication about “Enjoyment with zero calories”, “Fits with your active lifestyle”, “Convenience”, and “Two-for-One refreshment value”. The communications plan will be implemented via a digital-first strategy leveraging channel types including social media, influencer partnerships, brand-built content platforms, mobile engagement, retention pathways for CRM and search discovery. The plan will measure effectiveness based on engagements, trial, repeat purchases, loyalty participation, cross-category activity and lifetime value metrics., reflecting the principle that digital marketing should drive long-term behaviours, not short-term promotional sales (Kotler & Keller, 2020).





Introduction 
Coca-Cola Zero Sugar is currently available through many retailers across Ireland, benefiting from strong corporate branding recognition; however, consumer purchasing behaviour indicates that a significant number of young, fitness-focused adults are still nervous about consuming sugary drinks and are more likely to purchase bottled waters, energy drinks and functional beverages. While zero sugar offers a calorie-free product, its previous offerings have not always tried to directly associate the product with a lifestyle identity for an active customer; therefore, many consumers only perceive this product as just a diet beverage alternative and not as a legitimate lifestyle beverage choice. By targeting and repositioning through digital engagement, this gap represents an opportunity to enhance penetration in the marketplace.
The rationale behind focusing on this segment is rooted in the alignment of marketing strategy. There is a growing number of young Irish adults involved in gym development, recreational sports, outdoor activities and Fitness lifestyle behaviours. Young Irish adults typically rely on the mobile and social media environment to develop preferences related to what they consume, how they consume it, where they purchase it, etc. Based on this dynamic and applying the Market Development logic developed by Ansoff, (Guilheres & Mendes, 2023) this segment has significant potential for growth since an existing product may be leveraged to create new behaviours defined by this newly identified consumer segment and supported by differentiated communication versus modifying the product itself.
Theory in digital marketing further supports this philosophy by confirming that beverage brand preferences are significantly influenced by a brand's online presence, social engagement with consumers, peer associations with beverage brands, and lifestyle signals sent to consumers through social media; thus, digital channels provide a highly effective means of developing customer perception and, ultimately, choice at various stages along the consumer decision journey. As a result, the campaign is intended to create a clear lifestyle relevance, strengthen a unique differentiation of the brand in the marketplace, and maintain consistent communication coherence all based upon established core marketing principles (Chaffey, 2023).
Market analysis and segmentation are based on demographic, geographic, psychographic and behavioural attributes. The demographic target for this segmentation is young adults, ages 18-35, who have an ongoing commitment to exercise or participate in physical fitness or recreationally participate in sports. The geographic focus is on urban centres and their immediate adjoining regions such as Dublin, Cork, Galway and Limerick where density of gym membership and participation in fitness is at its highest. Psychographic information points to the fact that this consumer group is looking for improvements in self-image, self-confidence about their bodies, positive active identity, as well as the ability to easily consume the products they need and to be informed when consuming products.
From a behavioural perspective, this group of fitness-oriented young adults are digital natives and use digital platforms to communicate with other fitness-focused individuals, order products on mobile devices, and consume brand-based lifestyle content (Smith & Zook, 2016).
A differentiated targeting strategy is selected for this segment of young adults as they have distinct needs and motivations from the mainstream soft drink consumer base. Fitness-oriented young adult consumers are looking for products that help them control calories, provide refreshing drink options to daily meals, and align with their active lifestyles, while mainstream soft drink consumers are seeking products to indulge in or reminisce about.
The STP Theory supports the practice of using concentrated resources towards segments of the market that demonstrate a strategic compatibility and growth value potential (Kotler & Keller, 2020).
Insight from the marketing research provides direction for Coca-Cola Zero Sugar by identifying competing beverage products to bottled water, flavour-enhanced hydration drinks, and energy drinks with zero calories. By positioning Coca-Cola Zero Sugar as a socially acceptable refreshing beverage that is a product of a healthy lifestyle and is available in a zero-calorie format, Coca-Cola Zero Sugar can create a distinct identity from that of the competing beverage products by allowing Coca-Cola Zero Sugar to meet social needs and meet the established lifestyle goals of the fitness-oriented young adult consumer group, thus creating a stronger connection between enjoyment and discipline than competing beverage categories.
Positioning Strategy & Value Proposition
The following is a proposed positioning statement for the brand campaign:
For young adults in Ireland living healthy, active lifestyles, and seeking enjoyment from a refreshing beverage, Coca-Cola Zero Sugar provides the traditional Coca-Cola taste and refreshment in a zero-calorie format, supporting the daily fitness routines, social engagements, and modern wellness choices, conveniently accessible to where you live, work, or train.

The proposed positioning strategy highlights the zero-calorie value, the lifestyle fit of Coca-Cola Zero Sugar, the product's convenience, and the emotional experience of enjoying Coca-Cola Zero Sugar, while maintaining the core brand identity features of an iconic taste and worldwide brand trust; the value proposition of Coca-Cola Zero Sugar can be expressed based on four attributes that are aligned with marketing theory's frameworks. Functional value refers to the formulation of zero-calorie product and ease of access, while economic value refers to the ability to pay for the product at a reasonable price and as part of a multi-pack. Emotional value means feeling confident about yourself, fitting in with your identity and having fun socially without feeling guilty. Experiential value comes from an established brand, tasting refreshing and positive drink experiences (Kotler et al., 2013). 
The brand positioning theory is an important aspect for marketers when creating brands and should provide an opportunity for consumers to create a brand perception that is distinctly different than their competitors and other substitute products. The Coca Cola Zero Sugar marketing campaign provides a soft drink option, Coca Cola Zero Sugar is differentiated from other product types because of its compatibility with active lifestyles, not as a “diet” or compensatory option. The continued reinforcement of this message across various channels builds clarity, saliency and memory connections (Ries and Trout, 2001).
Digital Marketing Strategy 
The digital communication plan was created based upon the Integrated Marketing Communications (IMC) framework to ensure consistency in tone, imagery and messaging through all customer touchpoints. IMC theory developed around the synergy of various channels and how they support each other’s messaging instead of acting independently from one another (Kitchen & Burgmann, 2015). The overarching theme of the Coca-Cola Zero Sugar digital marketing campaign demonstrates the idea that Coca-Cola Zero Sugar is an ideal beverage choice to enhance one’s active living. Coca-Cola Zero Sugar provides an option for a beverage to drink after a workout, with friends at a party or as part of one’s daily routine of getting from point A to point B.
The Digital Consumer Decision Journey (DCDJ) provides a structure for organising various marketing activities throughout the process of becoming aware, considering, purchasing and maintaining loyalty for a product. The Digital Consumer Decision Journey begins with DCDJ’s initial phase: Awareness, which shows that Coca-Cola Zero Sugar’s preferred usage exists within “fitness related” environments, positioning Coca-Cola Zero Sugar as an “authentic” lifestyle beverage. In the second phase, the consideration phase, the DCDJ shows, Coca-Cola Zero Sugar provides consumers with a clear understanding of its zero-calories credentials, flavour reassurance and product availability by presenting information regarding these key consumer evaluation criteria for consumers who are interested in products due to their healthfulness. In the next DCDJ phase, the consumer makes the final purchase by taking advantage of retailer visibility, mobile locator for store locations and bundle pricing offers on part of the retailer to encourage trial use of Coca-Cola Zero Sugar. Habit formation and repeat consumption post-purchase phase is advised through CRM activities, implementation of loyalty incentives, and community-based digital engagement (Lemon & Verhoef, 2016).
The manner of communication remains positive, energetic and benefit-focused on enjoyment (refreshment) and compatibility with one's lifestyle, rather than providing nutritional instructions or restricting messaging. This is consistent with marketing-communications best-practice principles of an emphasis on consumer benefits and situational relevance (Ryan, 2020).
Marketing Mix (7Ps)
Execution of campaigns is guided by the 7Ps Marketing Mix, ensuring coordinated strategic alignment of the product, price, place, and promotion, people, process and physical evidence.
The product element is Coca-Cola Zero Sugar (single and multi-pack formats), with messages regarding taste consistency, zero calorie credentials, and pack size for active lifestyle compatibility. The pricing strategy provides value to the customer while supporting promotional multi-packs and specific price incentives aimed at fostering habitual purchase behaviours. The place dimension uses Coca-Cola's distribution network in Ireland to ensure product visibility within convenience outlets, supermarkets, gyms, petrol stations, and quick-service restaurants (Kotler & Keller, 2020).

The promotion element utilises an integrated digital IMC strategy across multiple channels; this includes social media platforms, influencer partnerships, search visibility, content marketing, event-linked exposure, and CRM messaging; ensuring consistent positioning amongst the IMC channels. The people dimension includes brand-ambassador programmes, retailer staff training and partner-brand collaborations, ensuring that the messages delivered to the consumer regarding value are articulated correctly. The process dimension focuses on facilitating seamless experiences for consumers when interacting with the brand via mobile content, in-store purchases and loyalty programme engagement. The physical evidence component of Coca-Cola Zero Sugar's marketing plan includes packaging cues, point of sale displays and in-store promotional material that support active lifestyle brand links and perceived premium refreshment value (Kotler et al., 2013).
The 7Ps framework provides Coca-Cola Zero Sugar with an approach that ensures all contact points throughout the consumer journey and experience deliver repositioning messages and support the strategic alignment of the repositioning.
Measurement & Evaluation of Performance
The performance-evaluation method for Coca-Cola is based on digital marketing metrics, relationship-marketing theory, and customer lifetime value (CLV) strategy assessments. Engagement indicators include the level of social interaction with the Coca-Cola Zero Sugar brand, the length of time spent viewing Coca-Cola Zero Sugar content, increases in search interest in Coca-Cola Zero Sugar, and total traffic to the Coca-Cola Zero Sugar website. These metrics indicate the early phases of brand awareness and relevance within the upper funnel of purchase behaviour (Srivastava & Sharma, 2021).
The behavioural metrics used to assess Coca-Cola Zero Sugar's success include behaviour related to initial trial purchases, repurchase frequency, multi-pack purchasing and usage of cross-channel store-locator services, all of which indicate the effectiveness of consumers converting from trial to repurchasing and the adoption of Coca-Cola Zero Sugar (Srivastava & Sharma, 2021).
The evaluation of purchase behaviours includes the amount of involvement with the Coca-Cola Zero Sugar loyalty program; the response patterns of Coca-Cola's customer relationship management (CRM) systems towards Coca-Cola Zero Sugar consumers; the frequency of consumption of Coca-Cola Zero Sugar products in the same time period; and the typical modes of consumption for different occasions. These behaviours are consistent with the emphasis of relationship marketing theory on sustained behaviours through relationship reinforcement (Malthouse et al., 2020). Financial metrics that will quantify Coca-Cola Zero Sugar's long-term impact on Coca-Cola's overall financial performance include the incremental revenue generated by the Coca-Cola Zero Sugar market segment; the profit contribution of Coca-Cola Zero Sugar; the increase in retention rates of Coca-Cola Zero Sugar consumers who participate in the Coca-Cola Zero Sugar loyalty programme and estimates of the CLV of Coca-Cola Zero Sugar consumers. These metrics together will allow Coca-Cola to measure the long-term impact of Coca-Cola Zero Sugar marketing rather than focusing on short-term campaign-driven sales returns (Kumar & Shah, 2022).
The information and insights provided by the analysis of performance will facilitate Coca-Cola's continued optimisation of audience targeting, messaging emphasises, and channel allocation strategies to meet the principles of marketing and performance improvement.




Conclusion
The Coca-Cola Zero Sugar Digital Marketing Plan has been developed using a framework based on sound marketing theory and will demonstrate how Coca-Cola Zero Sugar can be positioned for success within the young adult fitness-oriented market in Ireland. Coca-Cola Zero Sugar is being positioned within the fitness-oriented young adult market through using STP segmentation and positioning; implementing IMC-based communications and utilising the Digital Consumer Decision Journey; developing 7Ps Marketing Mix; and measuring Coca-Cola Zero Sugar's performance using Customer Lifetime Value-oriented metrics. Coca-Cola Zero Sugar is reframed as a truly credible, fun, enjoyable and zero-calorie beverage that fits within an active lifestyle.
This strategy strengthens Coca-Cola's position within the health-conscious beverage industry while remaining true to the brand's attributes of great taste, trust and distribution access. The integration of digital communication, relationship-oriented engagement and performance-driven optimisation support growing Coca-Cola's market development of sustainable customer loyalty and strategic brand growth in a rapidly changing beverage industry in Ireland.
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