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Element 1: Sustainable brand extension: Poster
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Company introduction
The chosen brand for the new extension is Coca-Cola. As per Langton, (2026), it generated a revenue of $47.9 billion (2025), proving a dominant position in the beverage industry. The brand puts significant focus on sustainability approaches. To support its extensive supply chains, it operates in more than 950 production facilities worldwide (coca-colacompany, 2026).
Sustainable requirement
The existing PET bottles are majorly based on fossil fuels and result in carbon emissions, especially at end-of-life (Meng et al., 2024). Investors, Consumers, and even regulatory entities are increasing expectations for sustainable packaging. It aligns with the brand’s aim of using 35 to 40% of recycled materials in primary packaging to reduce petroleum use (coca-colacompany, 2026).
Brand extension: (Agro-Bottle)
The new extension of Agro-Bottle is made from mono-material plant-based plastic. Materials are sourced from industrial sugarcane waste and not crude oil. It will have the same performance as existing PET bottles.
Appeal to the market
A survey on the beverage industry revealed that 43% consumers are willing to pay extra for sustainable packaging, while 62% aim for sustainable product alternatives (packagingtechtoday, 2025). Young consumers will also be greatly impacted through sustainability in terms of purchasing patterns. It aligns with Coca-Cola’s aim to cut environmental harms. For investors, it will develop long-term value and potential.


Element 2: A new Segmentation, Targeting, Differentiation, and Positioning analysis for the chosen Agro-Bottle brand extension for Coca-Cola
The proposed brand extension of Coca-Cola is Agro-Bottle that mainly focuses on maintaining balance with the brand equity of Coca-Cola across the globe and keeps focus on rising sustainable packaging demands. Through ensuring efficient STDP focus, the new extension can align with consumers who are more concerned with packaging sustainability concerns and want other alternatives to reduce waste and emissions. One of the surveys revealed that consumers across the world are willing to pay an average premium of 9.7% for products made with sustainability consideration or sourced ethically, regardless of rising cost-of-living pressures (Pwc, 2024). This trend has developed a major potential for Coca-Cola and its Agro-Bottle that aligns with changing market expectations.
2.1 Segmentation
The Agro-Bottle market can be segmented via geographic, psychographic, demographic, and behavioural factors. In terms of geographic perspective, figure 1 added that the extension is especially relevant to the regions with most environmental regulations and sustainability awareness, including Western Europe, North America, and some urban markets in Asia region (King, 2024). These regions have developed stronger policies on plastic reduction and recycling, contributing to their positive sustainability focus and encouraging businesses to adapt sustainability alternatives.
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Figure 1: Gen Zs and Millennials impacting purchasing habits through sustainability focus
(Source: Marks, 2024)
In relation to the demographic segmentation, the potentially most effective group for the proposed extension can be 18-40 age group consumers, mainly focusing on the Generation Z and Millennials group. These groups are more prone to support initiatives and approaches of companies that can showcase environmental responsibilities. It is further highlighted that approximately 63% of Millennials and 64% of Generation Z are willing to pay extra or more for environmentally conscious products (Deloitte, 2024). These segments also include the upper-middle-income and middle-income consumers who are also willing to pay a bit of a premium for aligning with environmental benefits without hindering quality.
Psychographic segmentation is based on consumers who are more aligned to aspects like sustainability, social responsibility and ethical consumption of products. As per the ideas of Halibas et al. (2025), these individual groups are more aligned to companies that can meet their personal values. This customer segment specifically focuses on adapting innovations by brands that can reduce environmental harms. In this case, the Agro-Bottle extension is directly aligned to this perspective as it transforms agricultural waste into recyclable packaging and ensures continence maintenance.
Finally for behavioural context, the new extension targets consumers who regularly purchase soft drinks or showcase positive attitudes for sustainable products. This is mainly for the fact of how consumer purchasing habits are being more impacted through sustainability aspects. In support of this, surveys have shown 59% of consumers in Germany consider sustainability factors while making purchasing decisions (Consultancyeu, 2025).  Agro-bottle is, therefore, relevant for environmentally conscious consumers who want practical environmental benefits through their consumption habits.
2.2 Targeting
The main focus of targeting of the brand extension of Coca-Cola will be based on a  differentiated targeting approach, with a focus on environmentally conscious millennials and Generation Z consumers who live in urban and suburban areas. These audiences are more engaged with sustainability aspects and digitally connected, especially through how they share their brand experiences online, allowing for better advocacy of innovative products like Agro-Bottle. The primary target consumers, as identified previously are individuals aged 18 to 40 with moderate to high disposable incomes. They should be related with frequent cold drinks buyers and actively support environmentally responsible approaches.  As shown by Rohm et al. (2026), nearly 70% of studied Gen Z is focusing on reducing their impact on the environment, supporting the choice of this targeting strategy for Agro-Bottle. Inspired by the ideas of Taramsari and Hoffenson (2023), as Agro-Bottle can be recycled through existing systems, it can offer the same functional benefits as regular PET bottles. It also reduces barriers for adapting sustainability innovation. The extension will also focus on a secondary target market which includes institutional consumers like universities, offices, entertainment venues, and even airports who want to enhance their sustainability impact. Companies like these are increasing their focus on environmentally responsible suppliers and sustainable business conducts, especially for how consumers increased their focus on sustainable brands (Buell and Kalkanci, 2021).
2.3 Differentiation
The Agro-Bottle extension is focused on differentiating through its key packaging innovation and will not make any changes to the beverage itself. The study of Pilapitiya and Ratnayake (2024) has shown how plastic bottles are mainly produced through fossil fuels and are resulting in major plastic waste generations. Therefore, Agro-bottles uses plant-based materials gained through industrial sugarcane wastes, allowing it to reduce dependency on petroleum resources while developing value for agricultural by-products which would have been discarded. This extension also offers other functional differentiation, especially as consumers gain the same product quality, bottle durability and recycling conveniences that they found with regular Coca-Cola packaging. The extension also gains benefit through Coca-Cola’s pre-existing 950 and over production facilities across the globe with a major brand reputation as a beverage company (coca-cola company, 2026). Regardless of introducing similar concepts, competitors can still face issues as they will not be able to properly match Coca-Cola’s visibility and reach in an international context.
[image: ]
Figure 2: Global plastic generated through fossil fuel oils
(source: Pilapitiya and Ratnayake, 2024)
2.4 Positioning
The Agro-Bottle extension will be positioned as a sustainable packaging innovation which combines environmental responsibility with everyday convenience factors. The positioning statement will be:
“For environmentally conscious consumers seeking practical ways to reduce environmental impact, Coca-Cola Agro-Bottle offers the same refreshment with a recyclable plant-based bottle made through agricultural waste, supporting a circular future”
This positioning statement is aligned with consumer expectations and solidifies Coca-Cola’s sustainability focus on using 35 to 40% of recycled materials in their packaging (coca-cola, 2026). With a focus on brand focus, trust developments, innovation, and sustainability, Agro-Bottle has the potential to develop a more different market position that can be better aligned to stakeholders and even consumers.


Element 3: Marketing Mix (4Ps)
A properly developed marketing mix will be crucial for supporting Agro-Bottle to be more than packaging innovation and also become a commercially viable and scalable growth strategy.
3.1 Products
The product strategy is mainly based on managing the key Coca-Cola beverage while focusing on a sustainable, innovative packaging design. As inspired by the ideas of Taramsari and Hoffenson (2023), Agro-bottle is manufactured through plant-based plastic sourced from industrial sugarcane waste and designed as a recyclable mono-material bottle. In terms of marketing perspective, the product delivers emotional and functional benefits. In terms of functional context, consumers gain the same taste, quality, and conveniences from Coca-Cola as a traditional focus (coca-cola, 2026). This is crucial as consumers often resist sustainable alternatives if they consider it being less quality or to provide inadequate performance. So, through ensuring the same functionality as traditional PET bottles, Coca-Cola reduces risks and encourages usage.
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Figure 3: new brand extension logo
(Source: self-made)
In terms of emotional factors, the extension will allow consumers to participate in environmentally responsible behaviours through everyday purchasing approaches. Nearly 70% of all consumers are willing to pay extra for sustainable products while a NielsenIQ’s report showed 73% of consumers would change their habits to reduce their environmental impact (Hernández, 2025). These results have shown how consumers are raising their expectations for higher environmental value in products. Agro-bottle addresses this expectation while aligning with wider Coca-Cola sustainability commitments. Packaging design is based on showcasing environmental benefits through visible, clear labelling, sustainability certification, and in-depth details of the use of agricultural waste. Transparency is crucial as consumers have also started to increase scrutiny of sustainability claims and expect proper evidence in these environmental claims. Considering Coca-Cola’s challenges as a major plastic polluter and rising greenwashing concern, this Agro-Bottle expansion aims to overcome these barriers and ensure a transparent market image, improving brand equity (Laville, 2022).
3.2 Price
The pricing decision is based on affordability, competitiveness and additional costs for sustainable materials. A value-based pricing approach is most suitable in this case as consumers can evaluate the sustainable products based on functional performance and also on perceived environmental benefits (Sheykhan et al., 2024). Although the production costs for plant-based materials can be initially high compared to traditional packaging, as identified previously, various consumers are willing to pay a little more for sustainable products. This is mainly influenced through their focus on perceived sustainability benefits and can also develop opportunities for Coca-Cola to overcome the issues related to high initial costs without hindering demand. During introduction, Agro-Bottle should be priced slightly higher than a regular Coca-Cola bottle to manage these concerns. Loyalty programs and limited-time sales can also encourage first-time purchasing and reduce risks for Coca-Cola in financial contexts (Hasan et al., 2025).
3.3 Place
The place strategy is focused on ensuring wider availability while showcasing the sustainability focus of the product in the supply chain. With distribution channels in over 200 countries, Coca-Cola can gain a major advantage for launching their Agro-Bottle extension in the chosen North America, Western Europe, and selected urban markets in Asia markets (Novak, 2026). The product should initially be launched in environmentally conscious urban markets where the demand for sustainability is higher. As major cities across the chosen regions have better consumers with higher environmental awareness, this place strategy will be more effective for Agro-bottle (King, 2024). The distribution should focus on utilising existing partnerships of Coca-Cola in those selected regions, including often supermarkets, convenience stores, vending machines, online platforms and others. Via a focus on using pre-existing channels, will also support reducing operational disruption and costs and ensure faster market penetration. Sustainability considerations should not be based regarding the bottle, as Coca-Cola will need to prioritise sourcing from agricultural waste and from responsible suppliers to reduce emissions. Pham et al. (2023) showed that logistics and transportation are a crucial contributing force for global greenhouse gas emissions, making supply chain efficiency crucial. Therefore, partnerships with recycling companies, waste management entities and other relevant organisations can enhance the circular economy model, which is a key factor showcased through this new extension of Agro-Bottle. These partnerships can support packaging materials to be effectively recovered while reintroduced in the production context to improve sustainability claims of the brand.
3.4 Promotion
As per Zhao et al. (2023), promotion is crucial for educating consumers for Agro-bottle and communicating its environmental benefits. Due to the fact that the beverage does not change, marketing should be mainly focused on the innovations done in packaging and sustainability focus. Therefore, the integrated marketing communication strategy will be focused on collaborating digital marketing, social media, influencer partnerships, in-store promotions and public relations. In this approach, it is essential for Coco-Cola to focus on considering digital channels as the key marketing and promotional manner for Agro-Bottle.
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Figure 4: Marketing focuses of Agro-Bottle
(Source: self-made)
The approach of choosing digital channels is mainly due to the fact that research showcased that Generation Z and Millennials are highly engaged in digital channels and often consider these as a medium to connect with brands (Wandhe, 2024). This generation group, also being the target segment, will thus allow gaining a rapid reputation and an increase in product awareness through digital channels. The promotional channels should focus on key themes like reduced dependency on fossil fuels and converting agricultural waste into crucial packaging materials. Another key source of effective marketing would be influencers and sustainability advocates. As per Hahl (2023), influencer partnerships can effectively influence the younger generations especially in terms of marketing. These influencers can expand awareness and allow positive word-of-mouth communication related to Agro-Bottle purchasing. The promotional strategy needs to educate, engage and inspire consumers while focusing on the practical advantages gained through the Agro-Bottle. The use of Coca-Cola’s strong brand presence and reputation will also support rapid expansion of product awareness, contributing to market acceptance in targeted regions.


Element 4: Reflection
Developing the sustainable brand extension marketing strategy for Coca-Cola’s Agro-Bottle was a highly crucial and valuable learning journey for me that enhanced my knowledge regarding how sustainability can be integrated into brand development. First, I considered sustainability as a just environmental responsibility yet as I started to analyse consumer trends, packaging innovations and corporate sustainability goals. I understood that sustainability can also develop competitive advantage and long-term business growth. This experience supported me to understand the cruciality to align consumer expectations, brand values, and business objectives while proposing for new extensions or even products. The process showcased how marketing decisions need to be supported through evidence and market trends.
As I developed the STDP analysis and marketing mix, it improved my capability to apply the marketing theories in real business situations. I was able to develop better research skills through industry report analysis, academic report evaluation, and company data comparisons to justify claims and the proposed extension. I enhanced my analytical skills through market opportunity analysis and identifying a realistic target audience for the Agro-Bottle extension. In this experience, one of the key insights for me was how successful brand extensions need more than creativity, as they also need commercial viability, consistency with parent company and the capacity to meet the changing consumer demands, allowing my experience enhancement in strategic marketing.  
The poster presentation also provided a solid base of understanding, as considering a large amount of data in a clear visual format was very challenging for me, as I was required to choose only the most relevant and engaging points. This allowed me to improve my skills for communicating complex perspectives in a concise and focused manner. Based on the complete experience, I can say that the project, from marketing to poster presentation, positively supported me in my professional and personal development aspects. I gained keen skills for an in-depth appreciation for sustainable marketing, while the experience enhanced my research and communication capability. I am now more capable of delivering and presenting strategic recommendations with better confidence levels. Based on this complete experience, for future similar projects, I would like to enhance my data analysis skills more through more primary research data and even try to gain consumer perspectives. In terms of presentations, I will work on my visual design approaches and presentation techniques to make visual information more engaging and complete. Through these focuses, I will be able to provide better marketing strategies and communicate them more efficiently in academic or even professional contexts.
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