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1. INTRODUCTION
	The following paper is trying to analyse the current situation of Coca Cola business considering the recent pandemic effects, to identify the key surviving factors and to propose a strong marketing strategy in order to regain their position in the challenged market.
Ever since the end of the 19th century, the two most dominant players in the soft beverages market worldwide have been these giant companies, Coca Cola and Pepsi. Even if Coca Cola has been in front of Pepsi in case of sale income, profits and market contribution, Pepsi has played an important role in Coca Cola’s progress and pushed it to develop new products and expand globally. 
The Coca Cola soft drinking company is an US business corporation established in Atlanta, Georgia in January 1892 by Dr. John Pemberton. The company is carrying out important activities in producing and commercializing soft beverages and syrups; it is regarded to be the most popular drink in the industry. (Pendergrast, 2000)
	Recent studies reported by Beverage Digest have brought to the attention that Pepsi has lost its second place in the preferences by Diet Coke. This was considered to be the most important success of Coca Cola in the ongoing battle with Pepsi. 
In 2019, thanks to its well established distribution, Coca Cola business has reported revenues of almost £30 billion and a net income of £8 billion.
Also, Coca Cola has always been a company that was set to meet the needs of its loyal customers and has focused to bring innovations and improvements to the product, such as taste, bottle design and ingredients. Besides its famous fizzy drink, the company has produced other beverages, like Powerade – designed for consumers in the sport segment – or Illy Caffe – that is looking to attract coffee fans. (Coca Cola official website)

2. IMPACT OF COVID

Due to the fast development of Covid 19 virus that originates in Wuhan region China, together with thousands of serious cases reported daily, the World Health Organization was forced to declare a pandemic and immediately apply strict restrictions, which eventually affected most of the industries and also the worldwide economy. (Schumacher, 2020). 
The most important player in the non-alcoholic market, Coca-Cola was directly influenced and altered, and has reported that only ¾ of their merchandise was consumed in the world.
The Coca-Cola business has specified that the volume of product units represents the number of drinks that are commercialized by the company and its associates to their target customers. In the last trimester of 2020 the business has declared that the net revenues have dropped by 1% to approximately 9 billion dollars. 
Ever since the pandemic started, the authorities have elaborated a series of safety regulations in order to slow down the spreading of the virus, examples like to confine the people to leave their homes, to reduce the volume of group customers in restaurants or to restrict the free circulation in most of the industries.
These restrictions have further led to a rapid decreasing trend in the labour sector as the customers will suffer a serious deprivation of their favourite disposable good. Above all of that, due to health concerns and safety restrictions, people were more likely to remain in their houses and order products instead of going out to consume their favourite food.
In the years that have preceded this devastating Covid 19 pandemic, the Coca Cola business has provided to the drinking market a significant number of original beverages together with important innovations. This intelligent marketing strategy of the company has resulted in almost 5% increase in its sales at the beginning of March 2020. In contrast, in the Asian continent, where the Covid 19 has produced a large number of casualties, Coca Cola has reported a 7% decrease in their sale revenues.
This considerable decline is a direct consequence of the health and safety restrictions that have limited people’s liberty to move and the things have gotten worse once with the fast spreading of the virus.
In the near future, because of the damages produced by this unexpected virus, the global economy will be affected and will cause financial problems to most of the businesses, as well as Coca Cola that was not prepared for this hard test.
On the other hand, for a long-term strategy, Coca Cola could profit of this situation and start acquiring or merging with businesses affected by the pandemic, attracting new customers, develop their market portfolio, which will result in a real success (Mialon et al., 2021).







3. COCA COLA MARKETING MIX

	The Coca Cola marketing strategy is composed of 4 stages that will be further presented following Kotler’s principle. (Kotler and Armstrong, 2016).

	3.1 PRODUCT
	One of the most renowned company in the world, Coca Cola is producing and commercializing a broad range of fizzy drinks, as well as non-carbonated beverages – fruit juice, coffee or tea.  
	Coca-cola has approximately 500 products. The company has a large list of available products, almost 500, from which it is worth to mention Coca Cola, Schweppes, Diet Coke, Coke Zero, Sprite, Fanta, and even energy drinks. They contribute a significant share and generate enormous profits. 
	All of these products are representing an important part of market share and are producing huge sale revenues. Having their products commercialized in more than 200 countries, Coca Cola company value is strong enough to keep its place in the first ten most valuable brands in the world. 


	3.2 DISTRIBUTION
	Coca Cola business has a solid distribution strategy, having its products delivered worldwide through an impressive number of retail shops, restaurants, schools and even vending machines.
	The company is manufacturing also various bottled water, Kinley for example, that could be distributed to other segments of the market. 
	Coca-Cola is following an interesting distribution process that focuses on commercializing the products to targeted segments of population such as culture, habit and environment. For example, in US, the Coca Cola beverages is consumed by senior people as well. 
	On the other hand, the product specially designed for the Asian market, is containing more sugar that in other countries. So, Coca Cola will significantly develop their productivity if they would manage to determine a higher consumption among their customers. 

	3.3 PROMOTION
	In order to resist to the increasing competition in the industry, Coca Cola company was forced to adapt and used various marketing advertising strategies. The company has to invest millions of pounds every year to develop a proper promotion of its renowned brand. 
	During time, Coca Cola has employed different celebrities as a help to promote and advertise their merchandise and also has shifted their attention to the young part of the population, which is more likely to consume their products.
	The company is an important sponsor for different sport or music events that are another way to grow the visibility of their products and also was a main contributor to charity associations. 

	3.4 PRICE
	For almost 75 years, Coca Cola company has kept a fixed price for its famous drink. Unfortunately, once the competition has begun to increase, facing a rival like Pepsi, the company was needed to adopt a flexible price strategy. 
	This behaviour means that the price doesn’t have to decrease too much, neither to be really high, as the customers can easily choose an alternative is they doubt the quality of the product. (Golan et al., 2000)


4. SWOT ANALYSIS

4.1 STRENGTHS
– first of all, the company has a very long history in the non-alcoholic drinking market, has managed to establish a diverse and large production with the help of a good management and this led to stronger cooperation of suppliers with Coca Cola. (Bhasin, 2019)
– during the pandemic, when a large number of small business were forced to close, Coca Cola was not affected, which makes it convenient to the company to continue to develop
– another important asset of the business is represented by the powerful distribution strategy, based on the substantial mark that Coca Cola brand has left in every corner of the world. The company was able to create an important distribution network, with almost 10 billion people consuming their products every day and also being commercialized in about 250 countries.
– with the advantage of having their own distributors, Coca Cola manages to control the costs, but also to produce new drinks and immediately supply any type of supermarket or convenience store.
– thanks to their original drink and proper promotion campaigns, the company has managed to have a significant number of loyal customers that are unlikely to try other drink and will continue consuming the product even if the pandemic might affect the demand of buying the drink.

4.2 WEAKNESSES
– a delicate problem for Coca Cola has always been the strong rivalry with Pepsi; but, Coca Cola would not be the most important player in the industry without the existence of Pepsi. During this pandemic, the company will have to deal with an intense competition as the rivals are expected to release new drinks.
– another important concern is regarded to be the major component of the soft beverages, sugar; well-known that is the main cause of serious medical problems such as diabetes, hypertension, obesity; observing the health problems caused by the pandemic, the population has begun to understand how unhealthy are the fizzy drinks and became more aware of their own medical condition.
– the Coca Cola business has managed to negatively affect the environment as it has provoked water shortages within their factories and made significant waste due to the plastic bottles. (Walsh and Dowding, 2012)
– also, during the Covid 19, Coca Cola has been facing important difficulties that are caused by scarcity in product innovation, poor management or risk of increasing costs. The company has reported significant losses due to the higher costs of the raw materials, such as aluminium, oil, sugar, corn starch and was also forced to put a big part of the employees on leave pay.

4.3 OPPORTUNITIES
– diversifying the soft drink market by releasing a new beverage (non-fizzy) or healthy products could represent a very good opportunity for the business to satisfy the needs for its loyal customers and also to make their entrance in other relevant markets;
– could easily expand their list of customer by establishing new factories and offices in developing Middle Eastern or African countries; 

– online marketing – considering the safety restrictions implemented due to the pandemic, with people forced to purchase their favourite products through the internet, Coca Cola could take the opportunity to get involved into e-commerce that will finally produce a significant increase in their sales;
– difficulties of their rivals – the Covid 19 virus spread has forced the authorities to impose a total lockdown and the population was advised not to exceed their consumption and were not permitted to leave their homes. This tough situation has forced other small competing businesses to reduce their operations or to close offices. Coca Cola Company could find this very convenient for business development by merging or even buying these companies in trouble.

4.4 THREATS
– low quality or forged products – the increased demand caused by the pandemic restrictions, has offered the opportunity to various businesses or questionable manufacturers to attempt to counterfeit the drink. Because these products will be commercialized at a lower price, which will be more convenient for customers with lower income, the Coca Cola company will suffer important losses in their revenues;
– a recurrence of the pandemic – because this virus was not eradicated and has suffered many modifications, there is an existing threat of a return, which will cause unemployment or lower income. This will lead to a decrease in purchasing commodities and will eventually affect Coca Cola revenues from selling their products. As it can be observed, the consumer is playing a very important role and can become a decision maker in the fate of a company;
– new competitors in the market, such as manufacturers of bubble tea drinks or freshly brewed coffee could seriously tremble the position Coca Cola has established in the market; this could represent an important threat as these fizzy drinks have always been proven of causing health problems; 








5. PESTLE ANALYSIS

5.1 POLITICAL FACTORS 

– Coca Cola is subjected to several laws and regulations by regional authorities and as well as by the US government during every step of the business process – manufacturing, storage, management and promotion.
– in a relevant US official document – Soft Drink Interbrand Competition regulation – being a non-alcoholic drink producer, Coca Cola is permitted to manufacture, commercialize and distribute their product in a specific area only if there is an existing strong competition with other beverages from the same segment of the market. The Coca Cola business could seriously take advantage from this regulation and reduce their potential expansion for producing bottles and actually make a considerable profit, as the company currently has a high cost of producing bottles (Terhune, 2003).
– there are also other important political factors that could negatively influence the company’s profits, such as : reliability in politics, contract completion in legal terms, regulations for taxes, prices and incomes together with important requests for labelling the products.

5.2 ECONOMICAL FACTORS
– when discussing about the economic part, Coca Cola is required to consider a number of elements that are affecting business and how the prices are presented to the customers: the inflation, quality progress or economy indicators. Also, as any respectable business, Coca Cola should consider that is really important to analyse the value of employees and production, training level, interest rate or steps in business development.
– starting from the outburst of Covid 19 virus in 2020, millions of people have lost their lives or become unemployed, and the situation became delicate during that year. As a consequence, the economy was seriously affected, as well as Coca Cola business started to suffer and was forced to pay off a large number of employees. This can be summarized as an important decrease in Coca Cola sales. (Garcia and Proffitt, 2021)

5.3 SOCIAL FACTORS
– all the health recommendations outlined because of the virus, the population has started to be more concerned about their medical condition, with serious attention to their eating habit problems. Because the beverages commercialized by Coca Cola contain a high amount of sugar and also other unhealthy components, a part of the customers have the tendency to stop drinking them and consume more water, coffee, milk or tea. This behaviour could led to a decrease in the company’s sells.
– also, in terms of social segment, Coca Cola is mandatory to understand and meet the needs of its targeted public and to elaborate a successful marketing promotion strategy in order to maintain the leading place in the market. The business has to pay attention to the culture, social status, and regional demographics.

5.4 TECHNOLOGICAL FACTORS
– if the company is focused towards a developing future, it should really consider a technological analysis of the market – understanding the way technology is affecting the manufacturing process of the drink, the price, the value chain system, and the demand, 
– Coca Cola has been using a well-established marketing strategy, following modern technologies such as TV, social media or electronic gadgets to promote and sale their products. 	Also, thanks to the significant investments in their research and development department, Coca Cola has made serious improvements with the packaging, the taste and the bottle shape and if they will continue to follow this path it could bring them more customers. 	Furthermore, the company has introduced new technologies in their existing production which resulted in spending less money and reporting an increase of the manufacturing process.

5.5 LEGAL FACTORS
– Coca Cola company is holding every right regarding their business, together with the old and new products that are manufactured through a patented procedure;
– in the past, the business went through a lot of legal difficulties because of the high amount of caffeine contained in drinks produced in different regions;
– over the history, Coca Cola company faced a lot of accusations and protests from workforce syndicates, because of the low salaries and deficiency in dealing with employee’s needs; the number of difficult situations like this have increased during the pandemic lockdown. 
– Within the Coca Cola business, there are also other legal issues such as large water consumption, package mislabelling – a case where a beverage actually containing grape and apple juice was delivered as it was having blueberry and pomegranate; 



5.6 ENVIRONMENTAL FACTORS
– ever since the Coca Cola company has started to produce its drinks, it has always had problems with access to water, which is the main component of a soft beverage; during their development, they have become the largest consumer of the global water and even face a series of accusations in India of emptying their water sources; 
– the company is also aiming to compensate these issues, and also to providing an eco-friendly environment by reducing gas emissions to 0. 
– Coca Cola business could consider establish future factories and promote their products in regions with wet climate, as potential consumers will be more likely to taste the cold and tasty drink. Countries in developing regions where the competition is almost non-existent would be a very good idea for the Coca Cola company. 
– as an example, in Fiji, the business has moved their attention to utilizing solar energy in the manufacturing process; 
– they should start replacing the current plastic bottles with eco-friendly materials or use appropriate technology for an improved waste management and better recycling process – this could be useful for the company to compensate for previous bad impression 


6. PORTER’S FIVE FORCES

	As Porter stated (Porter, 2008), a proper marketing strategy is composed of a well-defined structural industry together with the placement of a product. Moreover, the organization of the industry is determined by five forces than can influence the level of competition and profitability in any industry.

6.1. BARGAINING POWER OF SUPPLIERS
– the business benefits of a large number of supplying companies and also has a really low costs in case of switching
– Coca Cola can easily move from one supplier to another whenever feels like, this meaning they have such a small power of bargaining with Coca Cola and wish to keep their biggest customer;
– in Coca Cola case, there will always be a significant number of suppliers available to provide the company with the necessary raw materials, corn starch, sugar, colouring agents, no matter the availability in the market.
	6.2. BARGAINING POWER OF CUSTOMERS
– generally, a single client will purchase only retail amounts and will keep their attention to more than one brand; a customer of this type can find and consume similar beverages sold by other companies (Pepsi), unless he is truly a fan of Coca Cola; 
– considering that Coca Cola drink is still the first choice of fast foods or cinemas, these business will not benefit of a high power of bargaining
– Pepsi and Coca Cola have succeeded to keep an important number of loyal customers, although the cost of replacing is quite low

	6.3. THREATS OF NEW ENTRANTS
– within this market of beverage manufacturers has always been hard to establish a monopoly, considering the minimum entering capital together with the low switching costs; due to those factors, there is a no opposition for new competitors to enter in the battle with Coca Cola giant
– in the same time, if a closer look is taken, it is really hard for new brands to survive and grow a brand overnight as large investments need to be done immediately

	6.4. THREAT OF SUBSTITUTES
– Coca Cola company was never relieved of fear of competition, as in this drinking market there was always a demand for coffee, tea, fruit juices, milkshakes or even other fizzy drinks with a minimal replacing cost.
– These continuous threats could be exceeded through a series of improvements to the existing production line – developing non-fizzy beverages or by becoming more oriented to providing quality service as the company should focus more on needs of the consumers;

	6.5. COMPETITIVE INDUSTRY RIVALRY
- the competition within the beverage industry is quite limited, considering the reputation and history of Coca Cola, thanks to the long-term and considerable promotional strategies. Looking from another angle, Coca Cola has had a considerable rivalry with the other big brand, Pepsi. 	Both businesses are very much alike when we look at company structure, dimension, final product and marketing strategy. Considering there is not a huge difference between them two, there will always be a constant rivalry pressure. (Yoffie and Kim, 2011).


7. CONCLUSIONS

	The purpose of this study was to analyse the current situation of Coca Cola business considering the recent pandemic effects, to identify the key surviving factors and to propose a strong marketing strategy in order to regain their position in the challenged market.
	The paper has revealed that the soft beverage industry was governed by the two big companies, Coca Cola and Pepsi. There were noticed important novelty elements and strong product promotion that led to a success marketing of Coca Cola. 
	Also there were identified serious health concerns coming from the high content of sugar in the soft drinks, that together with the in global economy decline caused by the pandemic, have slowed down the development in the industry.
	A brief analysis of SWOT factors have indicated that the Coca Cola company has a more strength points than weaknesses, which also proves that the business is one of the biggest in the beverage market.
	Moreover, having access to today’s advanced technology, it is easier for the consumers to stay in contact with latest information and recommendations and can opt for healthier produce.
	The company must immediately make a use of the strengths and start speculating the advantages available in oversea markets and move their attention into producing healthier drinks. 
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