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Element 1: Company, Segmentation, Targeting, Differentiation and Positioning 
Company
Diageo is a multinational alcoholic beverage company headquartered in London, United Kingdom. The business initiated operation with the vision to be the best performing, respected and most trusted organisation in the sector. With over 200 brands, the organisation currently operates across 180 countries (Diageo, 2025a). They have over 110 manufacturing sites across the globe. Some of its best-performing brands in the market are Johhine Walker, Baileys, Smirnoff and many others. This study aims to propose a new brand concept for Diageo in terms of changing the beverage preference of consumers.  
[image: ]
Figure-1: Brands of Diageo (Source: Diageo, 2025)
New Brand Concept and Justification
Diageo, from its inception, has operated as a pure alcoholic beverage company. However, there is a rising trend of alcohol free drink consumption habits among the people. The UK and the US are the two largest operational regions of Diageo. A survey in the U.S shows that 29% of the people are using alcohol-free or low-alcohol drinks, while 33% of the people are aiming to reduce alcohol consumption (Buss et al., 2025). Similarly, in the UK, the percentage of the population aiming to cut down their alcohol consumption has risen from 35% to 44% between 2020 and 2024 (BMJ Group). In the marketing strategy pitch, it was further identified that the total size of the U.S vitamin-based energy drink market is going to reach $21 billion by 2026 (Stellarix, 2024). This emerging consumer trend indicates a situation of reduced alcohol consumption and higher intake of energy drinks. 
Diego is set to take this opportunity to expand business into the non-alcoholic energy drink market. Under the new brand name "SPARKA", Diageo will introduce vitamin and natural fruit-based energy drinks. The product will be prepared with natural ingredients like herbal extracts, glucose and natural sweeteners to support the health consciousness of the users while allowing the consumers to make a smooth transition from alcohol to non-alcoholic energy drink consumption. 
Segmentation and Targeting
Market segmentation is the grouping of individuals who share the same characteristics and traits. There are 5 core types of segmentation present, including demographic, geographic, psychographic, behavioural and product-related factors (Camilleri, 2017). According to the market reports, men between the ages of 18 and 34 consume most of the energy drinks (National Center for Complementary and Integrative Health, 2025). Another report has further identified that in the US, the people who have an income of $75,000 to $150,000 consume most of the energy drinks across all of the existing brands (Telford, 2025) (refer-to-figure-2). The demographic segmentation is the approach where users are categorised based on their age, income and other demographic values. Hence, SPARKA will emphasise the demographic segmentation strategy only. The targeted audience will be the Gen-Z and Millennials, based on this energy drink habit. In particular, the people in the 18-34 age group will be targeted as consumers in all operating regions.   
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Figure-2: Energy Drinks by consumer income (Source: Telford, 2025)
Differentiation
The existing energy drinks have a deep negative impact on people’s health and growth, specifically for the young people, because they are the major consumers of energy drinks. The traditional energy drinks contain large amounts of caffeine, which is used to boost young people’s energy. Unfortunately, this regular caffeine consumption further contributes to sleep problems, heart problems, high blood pressure and many other negative health conditions (Harvard Health Publishing, 2025). Concerning Porter's generic strategies, differentiation is the one that emphasises selling unique products or services (Ali and Anwar, 2021). By targeting this ongoing problem with traditional energy drinks, SPARKA will eliminate every form of caffeine from the products. Instead of caffeine, the product will be developed with Vitamin-B, Yerba mate, Matcha, Kombucha and many other healthy alternatives (Eagle, 2023). As a result, a strong differentiation from the existing energy drinks will be created to ensure a successful launch and consumer attraction towards the product. 
Positioning
The marketing strategy pitch on this topic has identified that the vitamin and healthy ingredient composition of SPARKA is the main gain creator for the consumers. Although many energy drink companies are already available in the UK, the majority of them are unhealthy. As a result, the UK government has banned the purchase of energy drinks for under-16 citizens (Campbell, 2025). These include Monster, Red Bull and many other energy drinks, which contain harmful chemicals and drive sleep irregularities and obesity related issues.  
Targeting this problem context, SPARKA will only include healthy, natural and vitamin-based ingredients so that it continues to promote the health and nutritional value of young people. Hence, the new brand of Diageo will be positioned as one of the most healthy energy drinks in the operating market for both the young people and adults. It will eliminate the traditional barrier of energy drink access for young people under 16 years by including health-centric ingredients. 
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Element 2: Marketing Mix 
The 4Ps of marketing is the model used to define marketing and promotion strategy for a product. These include product, price, place and promotion. The detailed analysis of the 4Ps of marketing is performed below.
Product
The product is the no-alcohol, caffeine-free and vitamin-based energy drink offered by Diageo under the brand name of "SPARKA". In the marketing strategy pitch, it was specified that the product will be introduced as an alternative to caffeine-based energy drinks and alcoholic beverages to the millennials and Gen-Z consumers. The main feature of the product will be the healthy herbal substrates and vitamin elements to support the nutritional needs of young people. According to De Sanctis et al., (2017), a rapid and high level of caffeine consumption through energy drinks causes multiple negative health impacts. These can include high heart rate, speech problems, blood pressure issues, gastric secretion and other adverse health conditions. Hence, the existing energy drinks create a series of health illnesses for the consumers. SPARKA is going to tackle this problem by offering caffeine and alcohol free energy drinks. In particular, Yerba mate, Guarana, Matcha, Adaptogens, and Vitamin B6 and B12 ingredients will be applied. These ingredients are a natural source of energy to boost the productivity of individuals (BevSource, 2025). Hence, the product-oriented strategy of replacing caffeine, sugar and alcohol substances with the natural ingredients will support the brand differentiation strategy because many potential competitors like Red Bull, Monster and others use the Caffeine to boost consumers' energy. 
These health-related factors of the product will be displayed during the advertisements and marketing process of the new brand concept. At present, UK consumers are becoming more health-conscious and are demanding plant-based and organic beverages (Credence Research, 2025). Hence, promoting this health-related aspect of the SPARKA beverages will support in attracting this potential consumer group for sales and profitability. 


Price
Pricing strategy is essential for every business involved in the production of consumer goods. It gives a cue about the brand and its product because the pricing structure has often been considered as a critical criterion to make purchase decisions by the consumers (Faith, 2018). There are various types of pricing strategies identified, and one of the most important ones is the value-based pricing strategy. The value-based pricing strategy uses the value that a service or product will deliver to the target consumers as the primary factor for setting prices (Faith, 2018). It is superior to any other pricing strategy because it has the potential to manage the business profitability adequately. 
The proposed product under the new brand name of SPARKA is positioned as the healthiest alternative to the existing energy drinks. As per reports, a 250ml can of energy drink contains 80mg of caffeine, whereas the average ratio of sugar in that same amount of energy drink can go upto 27g (UK Parliament, n.d.). Hence, a rapid consumption of these drinks causes a negative health impact on the young population of the UK. The product offered by SPARKA contains natural herbal extracts and plant-based ingredients and excludes sugar as well as chemically produced caffeine and alcohol. As a result, the product is eliminating the long-standing issue of unhealthy energy drinks in the UK and other operating regions. This health-centric value of the product ensures that value-based pricing is a perfect choice. A possible pricing of the product is provided in the table below. 

	Quantity (ML)
	Price Range (£)

	250 
	3

	500
	5

	750
	6


Table-1: Product Pricing (Source: Self-Created)

Place
In the marketing mix framework, place refers to the channels and logistics through which the product or service will reach the consumers. In other words, place refers to the distribution on which firms need to decide actions related to the movement of the goods from the producer to the consumers (Išoraitė, 2016). Regarding the product manufacturing and distribution purpose, a combined application of vertical and horizontal integration strategies will be applied. Vertical integration is the process of consolidating two or more tiers within the supply chain (Beal-Partyka and Laureano-Paiva, 2024). It means that a single business group or the firm itself controls multiple stages of the value chain. Hence, vertical integration can improve the performance because of the coordination benefits associated with the process of internalising the multiple tiers of the value chain. Hence, this strategy will support SPARKA to optimise product delivery and inventory management for the new product adequately. The brand's internal department will control the sourcing, production and packaging activities.
Then, regarding the distribution purpose, the horizontal integration strategy will be applied. Horizontal integration is the strategy where businesses merge or acquire another firm in the same value chain. Concerning the marketing strategy pitch, SPARKA will use the online marketplaces such as Amazon to sell its product directly to the consumers. The main benefit of this horizontal strategy is that it allows adequate resource administration, promotes strategic decisions and optimises logistics (Rampling, 2021). Hence, upon maintaining the combined form of vertical and horizontal integration, SPARK will ensure high-quality service and appropriate inventory management.  

Promotion
Promotion, as the name suggests, is the strategy involved in communicating with the targeted audience groups. SPARK will primarily emphasise social media marketing and promotion strategy. The target audience of the brand is Gen-Z and Millennials within the age group of 18-34 years. In the UK, social media has the largest population among the Millennials and Gen-Z, as they have the highest usage statistics (Dixon, 2024). Hence, social media marketing is a perfect choice to create brand awareness. Particularly, the influencer marketing strategy will be applied through forming partnerships with famous UK influencers like "Kayla Itsines". This influence marketing strategy is beneficial for new brands to attract consumers because influencers have the potential to influence the attitude and behaviour of the followers (Leung, Gu and Palmatier, 2022). Hence, it will be an effective strategy for SPARKA to engage a series of new consumers with the product because the selected person is a fitness influencer and the new beverage is targeting health-conscious people in the UK, US, etc.  
Once the primary engagement and awareness of consumers is created, the user-generated-content (UGC) marketing strategy will be applied. In this process, consumers will be encouraged to share their honest and satisfied review with the brand through the website, email or social media posts (Mohamed, 2025). That review will further be used in Instagram/Facebook stories to maintain the trust-based relationship with consumers. As a result, long-term engagement and high lifecycle value of consumers can be experienced by SPARKA. 
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Element 3: Marketing Strategy Pitch 
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Element 4: Reflection 
Experience in developing the new brand concept
At the initial moment upon receiving this task of new brand concept and marketing strategy development, I found it very challenging. The process of identifying an original brand concept to exploit a market opportunity was the most critical challenge because large companies are already exploring the possible opportunities. Overall, it was a great experience to participate in this activity. Once I had all relevant sources and clarity on the market opportunity, I found the task an opportunity to not only test the theoretical knowledge on marketing mix but also an opportunity to learn concepts of forming a new brand under an existing company. 
Experience in preparing and delivering the marketing strategy pitch
I believe that my communication skills are not up to the mark, as I was tense at the time of delivering the presentation. The negative experience in delivering the marketing strategy pitch was that I failed to clearly make alignment between the market opportunity and marketing strategy because of my poor verbal communication. As mentioned by Sumaiya et al., (2022), communication involves the use of adequate words, maintaining appropriate body language and tempo to clearly state the pitch or message. Unfortunately, during the presentation, my choice of words was not adequate, which led to issues of an unclear link between the problem statement and marketing strategy.
Skills and Insights gained
I became aware of the fact that in the UK and the US, the majority of the people are now preferring alcohol-free drinks, which creates an opportunity for Diageo to introduce a new energy drink made with natural ingredients and vitamins (Buss et al., 2025; BMJ Group, 2025). Another critical insight I received from this task is that existing energy drinks in the market contain a high percentage of caffeine, which has multiple negative and harmful impacts on human health. 
The two most critical skills I developed from this assignment are written communication, strategic thinking and descriptive analytics. In descriptive analysis, data collected from external and within the organisation are used to describe the possible scenario of a context (Hair, Harrison and Risher, 2018). Similarly, to describe and interpret the scenario of changing consumer behaviour in the beverage sector, I applied the descriptive analytics skills, which helped identify the market opportunity for Diageo. On the other hand, written communication and strategic thinking further helped to justify the marketing strategy within the subject of consideration. 
Enhancement of approach and performance
I would like to improve my communication and time-management skills to deliver a pitch adequately. While pitching new business ideas, the interest of the audience is driven by the perceptions of the presenter, the story and trustworthiness (Landry, 2020). Hence, in future assignments, I will emphasise commenting on the most critical points in the pitch, such as statistics related to user behaviour. Meanwhile, I will promise to tell a story by picturing a real-life scenario of the problem context. In such ways, I aim to improve my communication and time-management approach during future similar tasks.  
Conclusion
In conclusion, the activity of marketing pitch and new brand concept development becomes a critical opportunity for my personal growth and development. I understand that my communication skill needs further improvement. I learnt new insights from this activity, such as changing behaviour of consumers in the alcohol sector and others.
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E-Commerce: US Energy Drinks Brands by Consumer Income.
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