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INTRODUCTION
This presentation will explore the brand extension strategy of Coca-Cola, which is an internationally recognised brand of drinks, which has a good brand image and emotional attachment of consumers. With its logical brand communication and innovation, Coca-Cola has preserved its relevance in the online age (Armutlu, 2023).

BRAND EXTENSION
The extension to be successful is Coca-Cola Energy+ Hydration, a functional drink, which has a combination of essential vitamins, natural caffeine and hydration. This extension is taking advantage of the brand equity of Coca-Cola to venture into the rising functional drinks market. Good brand extensions could empower consumer acceptance provided they are in line with the already established brand identity (Zhang, Guo and Qu, 2025).

BRAND  EXTENSION
AND SUSTAINABILITY
Coca-Cola Energy+ Hydration is aimed at claims of sustainability due to the use of recyclable packaging, less sugar in it, and natural products. These activities relate to the sustainability objectives of Coca-Cola and build the brand image. Customers also trust and stay loyal to the sustainability driven strategies (Ling et al., 2023).





BRAND EXTENSION AND CURRENT TRENDS


This extension is a reaction to the growing demand among the consumers to buy health-conscious, low- sugary, and functional beverages. The consumers in modern days would be interested in products that have extra features like energy and wellness. Brand extensions that have a proper fit with the lifestyle of the consumer and trends greatly enhance purchase intention (He, Xiang and Wang, 2024).



CONCLUSION
Coca-Cola Energy+ Hydration Extension takes advantage of high brand equity that enables it to respond to changing customer demands. It follows the health trends, promotes sustainability, and improves long-term customer loyalty, which preconditions the future development of Coca-Cola.
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