PULSE - WHAT COCA COLA'S REBRAND CAN TELL US / CULTURAL DECODING

What Coca-Cola's Rebrand
Can Tell Us.

Coca-Cola's global visual identity refresh aimed to unify its portfolio and use
Al for rapid localization. But the conversation quickly shifted from the
technology behind the design to the design itself. We analyzed the response
to see how consumers are digesting the new look, what it means for Coke
Zero, and what other brands can learn from the rollout. The data shows that
while consumers accept modern production tools, they fiercely defend their

visual habits at the grocery store.
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- 00 EXECUTIVE SUMMARY - ONE PAGE

Al Efficiency Creates Visual Confusion

Coca-Cola set out to unify its portfolio and to employ Al tools such as 'Project Fizzion' to localize assets across 200
markets. We knew entering this analysis that the Coke Zero redesign was gaining attention and that Al usage would
spark some discourse. However, the data reveal that Al integration is widely accepted as a business tool, and the real
cultural friction stems from the final design output. As a bellwether for other brands looking to refresh, this conversation
proves that visual unification can backfire if it erases critical product distinctions. The negative net sentiment is driven
almost entirely by consumers unable to tell Coke Zero from Classic Coke, compounded by a viral meme comparing the
new font to a cigarette brand.

Al is a business story, not a consumer crisis.
Portfolio unification created a severe usability problem at the shelf.
The new typography accidentally revived a cigarette meme.

Retro aesthetics are welcome, but clarity remains king.

STRATEGIC TAKEAWAY

Unification should not mean uniformity. When a master brand absorbs its sub-brands too closely, consumers

lose the visual shortcuts they rely on to make split-second purchasing decisions. Brands watching this rollout

should note that while audiences are open to heritage designs and Al production, they will actively push back if a

redesign makes the product harder to shop for. Clarity must always remain the highest priority in retail

environments.

- 01 THE BRIEF & THE DATA

What We Analyzed and the Shape of the Conversation.

This report decodes the cultural reaction to the new packaging, answering four key questions from the brief. We
investigate how the use of Al impacts how people view the product, and what this retro rebrand tells us about current
design trends. We also outline how Coke can respond to the positive and negative trends emerging from the launch, and
what this rebranding does for the broader consumer market.

We analyzed 3.7K total mentions across social networks, news, blogs, forums, and reviews via YouScan. The dataset
captures posts, comments, subtitles, and extended reposts to build a complete picture of the consumer reaction. To
keep the insights focused strictly on the design rollout, the parameters excluded drug chatter and unrelated Coca-Cola

trends.



The conversation is heavily concentrated around the global rebrand and brand perception, which drives the highest
volume . However, the overall tone is notably strained, landing at a -16% net negative sentiment. This negativity is
not evenly distributed, as it spikes intensely in risk themes surrounding a confusing can redesign and a Marlboro-
esque rebranding . While the brand's technological leap forward was meant to be the story, the audience is entirely
fixated on the physical reality of the new cans.

- 02 FINDINGS - Al & THE PROCESS

Consumers Accept the Al Integration as a Corporate
Efficiency.

The audience treats 'Project Fizzion' as a smart business tool rather than a creative threat.

While we expected discourse around the use of Adobe's Al software, the Al-driven aspects of the rebrand actually drive net
positive conversation . The discussion is heavily anchored in business strategies and Al integration, where the tone is a
healthy +30% net positive . People are talking about enterprise Al adoption, return on investment, and localization
across 200 markets rather than mourning the loss of human design . The audience is treating the technology as a
standard backend production method.

The fear that Al-assisted design would trigger a massive consumer backlash did not materialize here. For other
brands watching Coca-Cola's rollout, the takeaway is that audiences will accept Al as a backend production tool as long as the
final product feels authentic. The technology is not the issue, because the output is what gets judged. If the product looks
good, the consumer market does not care how the brand built it.

- 03 FINDINGS - THE COKE ZERO CONVERGENCE

Unifying the Portfolio Broke a Learned Consumer Habit.

Making Coke Zero identical to Classic Coke created severe navigational friction at the shelf.

Coca-Cola's attempt to elevate Coke Zero by making it visually identical to Classic Coke has resulted in overwhelming
consumer confusion . This is the largest driver of negative sentiment in the dataset, with the specific conversation
around the confusing brand unification plunging to -100% net negative sentiment . Consumers complain that they
cannot distinguish between the new and old designs, and more alarmingly, between regular and zero-sugar options .

The lack of visual distinction has turned a simple grocery run into a frustrating puzzle.

When a brand removes the distinct visual identity of a diet or zero-sugar product, it breaks a learned consumer
habit. The market relies on color-blocking to make split-second purchasing decisions, and erasing those cues creates
immediate friction. Unifying the master brand too aggressively risks alienating the very consumers the redesign was meant to

attract. Shoppers simply do not have the patience to study labels during a routine grocery run.



The confusion is escalating from a design critique into a health and safety concern.

The frustration over the identical packaging is not just about aesthetics - it is about dietary safety. A highly negative cluster of
conversation centers on health and safety concerns regarding the Coke Zero redesign . Critics point out that the only
visible difference is a small zero-sugar label, which is easily missed. This leads to fears that diabetic consumers might
accidentally purchase and consume full-sugar Classic Coke . What started as a branding exercise is now being framed
by some as a potential health risk.

Design choices have real-world consequences when they intersect with dietary restrictions. If a consumer feels
that a brand's packaging could actively harm them through a mix-up, their trust in the brand evaporates instantly. This signals
to the wider market that functional clarity must always override aesthetic purity when health is on the line. A sleek design is
completely useless if it causes genuine anxiety for the buyer.

PLANNER'S TAKEAWAY

Aesthetic purity cannot cost you usability. The data clearly shows that consumers do not want to work hard to

figure out what they are buying. If a rebrand forces the audience to read the fine print just to buy their usual

beverage, the design has failed its primary job. Future packaging updates must prioritize the visual shortcuts that
keep the product easy to grab.

- 04 FINDINGS - THE TYPOGRAPHY & THE MEME

A Font Change Accidentally Hijacked the Cultural
Narrative.

The new custom serif typography immediately triggered a viral cigarette comparison.

The updated font was intended to create a cohesive global identity, but it immediately drew widespread comparisons to the
Marlboro cigarette brand . This association is incredibly sticky, driving a deeply negative -90% net sentiment in
dedicated clusters . The visual similarity has breathed new life into the existing "fridge cigarette" meme, with users
noting that the red-and-white color scheme and serif font perfectly mimic a retro cigarette advertisement [I(s201]. The

conversation is dominated by surprise, humor, and critical observations about the lack of originality.

Cultural memory is difficult to out-design, and a font choice that looks elegant in a vacuum can carry heavy,
unintended baggage in the wild. For Coca-Cola, the "fridge cigarette" aesthetic is a double-edged sword. It generates high
organic engagement and meme traction, but it dilutes the intended messaging of a clean, modern refresh. Brands must test
new visual identities against historical pop culture associations before taking them to market.



Some consumers are leaning into the meme, creating a pocket of ironic praise.

While the overall reaction to the Marlboro comparison is negative, a distinct subset of the audience is enjoying the chaos. A
cluster of conversations shows consumers actively praising the brand for seemingly embracing the "fridge cig" nickname

[C29]]. In these pockets, the sentiment actually flips to a +45% net positive, as users view the rebranding effort as a
significant and hilarious nod to internet culture . They are treating the design flaw as an inside joke.

Brands cannot control how the internet interprets their assets, but they can observe how subcultures adopt them.
This ironic embrace shows that younger, digitally native audiences value humor and self-awareness over corporate polish. While
the brand likely did not intend the cigarette comparison, the meme is doing the heavy lifting of keeping the rebrand culturally
relevant. Embracing this chaos can sometimes be more effective than issuing a formal correction.

- O5 FINDINGS - THE RETRO RETURN

Nostalgia Works When it Feels Authentic to the Heritage.

The return to the 'Arden Square' signals consumer fatigue with corporate minimalism.

The rebrand's shift away from the mid-2010s minimalist era is generating divided but actively engaged discourse . The
conversation around design trends and nostalgia sits at a +19% net positive sentiment . Consumers appreciate the
subtle redesign that leans into the brand's 148-year-old heritage rather than stripping it away entirely . They recognize
this as a move to make the packaging look and feel more authentically Coca-Cola .

The era of flat, featureless corporate logos is losing its appeal across the consumer market. Shoppers are hungry
for heritage, texture, and recognizable brand codes. Coca-Cola's retro elements succeed because they remind the audience of
the brand's legacy, proving that looking backward can be a highly effective way to stand out on modern, crowded shelves. This
move demonstrates that archival design can still feel fresh when applied thoughtfully.



- 06 RECOMMENDATIONS

What to do With This.

| Clarify the Zero Sugar Visual Distinction Immediately.

The massive confusion between Classic Coke and Coke Zero [[s28]] is the biggest threat to the business objective.
Consumers are genuinely struggling to tell the products apart , which risks alienating loyal buyers. Adding high-
contrast secondary labeling or reverting the cap color restores the visual shortcut without abandoning the new core

design. This minor tweak can save the brand from losing frustrated shoppers.

WHO & WHERE TRADE-OFF

Product design teams and retail partners. Sacrifices the pure, unified aesthetic the rebrand aimed for.
SIGNAL OF SUCCESS FIRST STEP

A sharp drop in negative clusters mentioning confusion at Test a high-visibility black band or cap on the Coke Zero

the shelf. bottles in select markets.

) Prepare Customer Care for Health-Related Packaging Complaints.

The confusion is not just an annoyance; it is generating legitimate health and safety concerns for diabetic consumers

[c28]|. If a consumer accidentally drinks a full-sugar Coke due to the packaging , it becomes a severe PR issue.
Proactively addressing this ensures the brand is ready if the narrative escalates into mainstream news. A rapid response
plan will help limit the potential reputational damage.

WHO & WHERE TRADE-OFF
Customer service and PR teams. Requires acknowledging that the current design has a
functional flaw.

SIGNAL OF SUCCESS FIRST STEP
Zero PR escalations regarding sugar mix-ups in mainstream Draft specific response protocols for consumers reporting
media. dietary mix-ups.



3 Pivot the Al Messaging to Highlight Speed-to-Market.

Since the consumer market is largely indifferent to the Al tools, and the business sector is actively praising them ,
the brand should lean into the B2B success story. 'Project Fizzion' is driving positive sentiment around enterprise Al
adoption . Highlighting the efficiency of localizing across 200 markets positions the brand as a technological

leader. This narrative pivot maximizes the positive PR generated by the rollout.

WHO & WHERE TRADE-OFF

Corporate communications and B2B marketing press. Shifts the focus away from the creative artistry of the
design.

SIGNAL OF SUCCESS FIRST STEP

Sustained positive sentiment in business and marketing Publish a case study detailing the ROI of the Adobe

publications. partnership.

/4 Leaninto the Heritage, But Ignore the Cigarette Meme.

The return of the 'Arden Square' and 'Dynamic Ribbon' is working well with consumers hungry for nostalgia m.
However, engaging directly with the "fridge cigarette" meme [[s20] | is too risky for a family-friendly beverage brand. The
best path is to promote the authentic archival inspiration for the typography, letting the meme burn itself out naturally.

Steering the conversation back to historical heritage protects the core identity.

WHO & WHERE TRADE-OFF
Owned social channels (@cocacola, @cokezero). Leaves high organic meme engagement on the table.

SIGNAL OF SUCCESS FIRST STEP

An increase in positive sentiment around the brand's Post archival content showing the original historical uses of
historical legacy. the new serif font.

- 07 WATCHLIST - 90-DAY SIGNALS

What Could Change the Call.

The conversation around this rebrand is highly volatile, driven by meme culture and physical usability issues. If the
confusion at the shelf translates into lost sales, the strategic calculus changes entirely. We are monitoring these five
signals to see if the current friction hardens into long-term brand damage. If any of these triggers hit, the strategy must

be re-evaluated.

# SIGNAL TRIGGER TO REOPEN HORIZON

1 Diabetic and health A dietary mix-up goes viral or gets picked up by mainstream consumer news. NOW
complaints

2 The "fridge cigarette" The joke crosses from TikTok irony into genuine negative PR about promoting 30 DAYS

meme smoking aesthetics.



# SIGNAL TRIGGER TO REOPEN HORIZON

3 Competitor counter- Rival brands launch campaigns explicitly highlighting their clear, easy-to-read 60 DAYS
moves diet labels.
4 Al creative backlash Designers or creators launch a coordinated campaign claiming the Al tools 90 DAYS

cost human jobs.

5 Sales impact of confusion Q3 earnings indicate a measurable dip in Coke Zero sales due to shelf 90 DAYS
navigation issues.

- METHODOLOGY & GLOSSARY

What Discover Does, and What the Labels Mean.

DATA SOURCES AND TOOLS

YouScan ingests comment-level conversation and sentiment across earned and owned streams. Tellagence Discover -
the layer of Contextual Intelligence that brings data into full color - clusters themes, scores momentum, and compiles
the executive output. Clusters roll into stories, and stories roll into themes.

SENTIMENT DEFINITIONS

Total mentions: total record count processed in the cycle. Verified sample: total mentions excluding records without a
determinable sentiment. Positive / Negative Sentiment: percentage of explicitly positive/negative records in the
verified sample. Net Sentiment: Positive % minus Negative %.

CITATIONS

Chips such as trace each claim to the parent_reference of the theme, story, or cluster it came from in the source
data.

COCA COLA REBRAND POWERED BY TELLAGENCE DISCOVER



