
Hey Siri…
Take me to 

sustained growth.









ü If you’re a founder / marketer: assess your brand’s 
situation, and the key things to focus on to grow.

ü If you’re an investor, wholesaler, or retailer: where the 
puck is going, and how to evaluate investments, 
acquisitions, and opportunities.

For today:
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13%

16%
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# of kids in HH
1.8 avg

HH Composition (Avg 2.8 people)

Spouse or 
Partner

Kid(s) Parent,
Grandparent,
Siblings, other 

Relative
Roommate / 

Tenant / 
Other

Locality
Suburb
45%

Rural
24%

City
31%

Gender

Male
48%

Avg Age
44 Years Old

Med HH Income
$50,000

Avg SES Self-
Perception

5.5 / 10

Female
52%

Caucasian / 
White (non-Hispanic)

Ethnicity (Select all)

Hispanic /
Latino(a)

African 
American / Black

Asian / Pacific
Islander

Native American / 
Multi / Other

Gen Z  (18-27)

Young Millennials
(28 – 33)

Older Millennials
( 34– 43)

Generation

Gen X (44 – 59)

Boomers (60 - 75)

Live alone

This represents the U.S. 
general population.
’24 n = 1,500, 
total database ~45,000



We measure 

psychology.





Our job as Human Insights 
at The Coca-Cola Company 
is to help answer questions 
we know our consumers 
can’t directly answer…

because they don't know 
the answer themselves.



We can measure what we 
already know, but how 
can we uncover what we 
might be missing?



We were looking for 
deeper insights 
across our key 
markets to 
accelerate growth…

We were looking for 
deeper insights across 
our key markets to 
accelerate growth…



INTEREST

ACTION

&



0

50

100

150

200

250

0 50 100 150 200 250

Exploration

Routine

Promised Land

ACTION

IN
T

E
R

E
S

T

No-Man’s Land

BEV50 BRANDS



0

50

100

150

200

250

0 50 100 150 200 250

Exploration

Routine

Promised Land

ACTION

IN
T

E
R

E
S

T

No-Man’s Land

1
2

3



0

50

100

150

200

250

0 50 100 150 200 250

Exploration

Routine

Promised Land

ACTION

IN
T

E
R

E
S

T

No-Man’s Land

1
2

3Make them 
TRY

Earn their 
CHOICE Keep them 

LOYAL
(Don’t get 
disrupted.)



AriZona

Olipop

Mtn Dew

Prime Energy

Bubly

BODYARMOR SportWater

La Colombe

Gatorade

Aha

Powerade

Lipton

Starbucks Frappuccino

Pure Leaf
Coke Zero

Diet Dr Pepper

Pepsi Zero 

Diet Coke

Coca-Cola

Alani Nu

Sprite

7-Up

Monster

Dunkin Iced Coffee
C4

Propel

Pepsi

Starry

La Croix

Rockstar

Snapple

Red Bull

Sparkling Ice

Mug Root Beer

Dr. Pepper

Gold Peak

BODYARMOR  

Bang

Dr Pepper Zero

Poppi

Ghost

Prime Hydration

Hoist

Jones Soda

Gatorade Water

Electrolit

Diet Pepsi
Fanta

Canada Dry

Vitaminwater

Liquid Death

Celsius
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3TRIAL

CHOICE

LOYALTY

• Hammer the FEELS.
• Apply classical conditioning.
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TRIAL:
Hammer the FEELS.

just-drinks.com



How it FEELS is just as – or more – important than what it does.

80

85

90

95

100

105

110

115

120

Explore new 
sensory discoveries

Do what makes 
rational sense



+15% Interest 
vs. Olipop



TRIAL:
Apply classical 
conditioning.



TRIAL:
Apply classical 
conditioning.

But then…
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Evolve the emotional 
reward.



CHOICE:
Evolve the 
emotional reward.







CHOICE:
Evolve the 
emotional reward.
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CHOICE LOYALTY
• Minimize ‘cost’.
• Drive ongoing 

Interest via 
‘variable reward’.
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LOYALTY:
Minimize ‘cost’.



LOYALTY:
Minimize ‘cost’.

Discovery: Infrequent users feel more 

time pressure.



LOYALTY:
Drive ongoing 
interest via 
‘variable reward.’
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1. Make them TRY
• Hammer the FEELS.
• Mean one thing, 

everywhere.
2. Earn their CHOICE
• Evolve the emotional 

reward.
3. Keep them LOYAL
• Minimize ‘cost’.
• Drive ongoing Interest via 

‘variable reward’.


