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   According to Kotler and Armstrong, “marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.”  This definition was developed based on important marketing concepts that are closely related to each other. These are shown in Figure 1 below. (Kotler et al, 2005, p.6)   
[image: ]   Peter Drucker stated that it is important to know the customers and to know what kind of products suit them and thus the sales will increase and will be easier. He believes that the purpose of marketing is not to make as many sales as possible, but to make them less important and focus on what customers want. (Kotler et al, 2005, p.6)
 
  There are several types of needs but the basic ones of people are those of food, clothes, safety, affection, knowledge and expression. Desires refer to people's preferences, even if it is about the need for food, for example, a person prefers to eat something expensive that comes only from certain parts of the world while another person can eat vegetables from his garden. Demands occur when purchasing power is high and depending on what they want and the resources they have, people ask for things that give them maximum satisfaction. (Kotler & Armstrong, 2016, p.30)                                   Fig.1- Core marketing concepts
	(Kotler et al,2005, p.6)
   Marketing benefits society by educating and keeping people informed, managing expectations and shaping their behaviour, and in addition, marketing also has an economic benefit. Marketing provides information about purchases, such as address, phone number, web addresses, but also about how certain products work. In addition, it helps customers find the right products for them and by understanding their behaviour, it can create ads that attract them. (Hartman, 2019) 
   A good skill acquired by those who deal with marketing is to create and manage brands. Trademarks are actually names or symbols that identify the manufacturers or sellers of a product or service. For a product, the brand is quite important, as it can add value to it. Nowadays, almost everything has a brand, from the usual things to even food. The brand helps people identify products and choose them based on it and the quality it proves. One of the advantages offered by branding is that the product of a brand is legally protected by it so that it cannot be copied by other competing brands. Another advantage is market segmentation, for example instead of selling general products to people, you can offer products under different sub-brands. Therefore, the brand has an important role for a product because it reveals its qualities to people. (Kotler & Armstrong, 2016, p.263)
[bookmark: _Hlk60875928]   The company I chose for my project is Coca Cola and was created in 1886 by Chandler in Atlanta. It is a company recognized in the world and maintained its first place between 2000-2013, and today it is on the third place as one of the top brands in the world. In the beverage industry, Coca-Cola has about 48%, while Pepsi, which is the top competitor of this company, owns only about 20%. (Ahmed et al, 2016)
[image: ]   Every business needs to grow and succeed, and that is why the Ansoff Matrix tool must be used, which helps to evaluate the company's situation in relation to existing or new products and markets. Coca Cola uses this evaluation strategy and thus the success achieved can be observed. The Ansoff Matrix tool includes market penetration, market development, product development and related or unrelated diversification. (Oakley, 2015)
                                                                                                     Fig.2 – Ansoff Matrix- Coca Cola
                                                                                                                                                   (Oakley, 2015)
 Coca Cola uses market penetration and refers to the existing market and existing product, through aims to achieve an increase in market share in the existing industry by applying various methods such as selling more products or gaining more customers. The company uses this strategy every year, especially at Christmas, considering the famous Coca Cola advertisement during this period, which brings a pretty big increase in sales. (Oakley, 2015)
   Product development refers to the existing market and new products, which means bringing new products to the existing market to offer customer satisfaction and exceed the products of competing companies. For example, in 1985, the first cherry-flavoured Coca Cola product was launched, which aroused customers' curiosity to try it, and so the company was successful and has launched products with different flavours. (Oakley, 2015)
   Coca Cola uses the market development strategy that refers to the new market / new customers who buy an existing product. For example, in 2005, a new product was launched, Coca Cola Zero that does not contain sugar and has fewer calories, being like Diet Coke, both being successful. (Oakley, 2015)
   The fourth strategy of the Ansoff Matrix tool used by Coca Cola is related / unrelated diversification and consists in obtaining a new market and a new product. Related diversification refers to the launch of new products that have a certain connection with the existing market, on a new market. For example, due to the decline in Coca Cola products, the company analysed the situation and believes that people are increasingly favouring products that contain less sugar and calories, so in 2007 it bought Glaceau and its healthy drinks Vitamin water, wanting to include in their sales and healthy drinks. Unlike related diversification, the unrelated one refers to the sale of new goods in a new market but without any specific connection with the existing market. Thus, Coca Cola has come to sell a wide range of products from different types of drinks to pens, glasses and even fridges, proving the success and strength of this brand. (Oakley, 2015) 
   Stakeholders in a company, together, if they try and work hard can bring success to it. Stakeholder analysis helps to identify problems more easily within a company, obtain the support of the best stakeholders and improve what the company offers to individuals and communication between them. (CMI, 2014)
   According to the Chartered Management Institute, the term "stakeholder" refers to an individual or group of individuals who have a common interest in the activities of a company and through which they may affect or may be affected by them. Stakeholders are of two types: internal and external. Through this process, the stakeholders are identified and the relationship between them and the company is analysed, to build strategies to be able to improve it. (2014)
[image: ]   Internal stakeholders refer to one or more persons within a company, such as employees, owners, members of certain departments within the company or managers, and are also referred to as primary stakeholders. They can influence and can be influenced by the success or failure of a company directly and are important for its existence. External stakeholders refer to one or more persons outside the company such as shareholders or investors, customers or suppliers and who may be indirectly affected by the operation of a company. They are also called secondary stakeholders and may also include the government, the media, social groups, commercial organizations or legal authorities. (CMI, 2014)


                                                                                                          Fig. 3- Internal/ external Stakeholders
                                                                                                                                (CMI, 2014)	
   Being a large and recognized company, Coca Cola has many partnerships and benefits from stakeholders from all over the world. Some of the company's stakeholders are employees, customers, suppliers, consumers, investors, communities and government. Suppliers are an important factor in a company especially for Coca Cola for which they have a major role to play in its diversification management strategy. They believe that both their customers and consumers are involved in improving the local community while there is long-term growth and competitive advantage for Coca Cola. In 2019, the company has invested nearly eight hundred million dollars in suppliers and aims to spend one billion dollars by the end of 2020. (Coca Cola, 2019)
   In 2019, Coca Cola spent approximately $ 5 million on community recycling education and recycling and collection infrastructure and built many partnerships for recycling programs, involving more than 1.2 million people and raising funds. over 60 thousand tons of plastic bottles.  The company has many partnerships with their customers throughout all their business units in the world. For example, the company has partnered with customers in South Africa such as "Pick n Pay" to implement a reusable bag project in the area. Thus, approximately 43 tons of recyclable bottles were collected and created from them almost one million plastic bags. (Coca Cola, 2019)
   In terms of industry, Coca Cola has partnered with various companies on sustainability or even environmental issues. For example, in 2019 the company participated in a global meeting of the 2030 Water Resource Group held in Peru. The company's involvement in this action represents its belief that water is an important resource in human life and that people are committed to finding and supporting effective methods. (Coca Cola, 2019)
   The employees are one of the most important stakeholders of the Coca Cola company, being also passionate about helping the community. They joined the United Way campaign, which provides support to communities with poverty, homelessness or illiteracy, and worked more than 2,000 hours, raising about $ 500,000 for people in need. Coca Cola also collaborates with governments around the world. For example, the company took part in certain activities at the opening of the United Nations General Assembly, where company leaders had the opportunity to meet with senior officials and attended events to talk about Coca Cola's actions in relation to women's empowerment. a world without waste and packaging innovation. (Coca Cola, 2019)
   Coca Cola is also engaged in partnerships with NGOs around the world, such as the Last Mile project in partnership with the US Agency for International Development, the Global Fund to Fight AIDS, Tuberculosis and Malaria and the Bill & Melinda Gates Foundation. In 2019, at The Global Fund's Replenishment Conference hosted by the French government, Coca Cola committed $ 2 million to expand funding for the Last Mile through 2024 project. (Coca Cola, 2019)
   Coca Cola uses SWOT analysis to analyse its internal and external environment through weaknesses, strengths, opportunities and threats. One of the strengths of the company is that it is a very well-known brand in the world and with great power. Most customers and consumers prefer Coca Cola to Pepsi. Because it has many partnerships in the world and a wide range of products, the company knew how to stay among the first places in the world but also to maintain a strong relationship with its partners. (Ahmed et al, 2016)
   A weakness of the company is the fact that it depends a lot on its partners, as it does not include in its activities the manufacture of its own bottles. For example, in Pakistan it has happened several times that Coca Cola is not valid on the market because its suppliers did not have enough supplies of bottles, which proves that the company is not as prepared and efficient as Pepsi, and this is certainly a weakness of his. (Ahmed et al, 2016)
[image: ]   One opportunity of the company is that it has partnerships with various hotels and restaurants around the world, and in these places, the demand for drinks is quite high. For example, Coca Cola products are found in many restaurants in Pakistan, where people often go out to eat in the city. This is a good opportunity for the company and should take advantage of it and continue to create alliances with different places. Another opportunity is that he can promote and sell his products through various marketing platforms. (Ahmed et al, 2016)   
[bookmark: _Hlk60920606]A big threat for Coca Cola is represented by competing companies that are fighting hard to enter the market and gain market share. For example, companies such as Gourmet, which is seen as a direct competitor of Coca Cola, have entered the Pakistani market. Many people have started consuming healthier drinks and so the demand for Coca Cola products could have a future effect. There are many companies that produce healthy drinks and are against soft drinks such as Coca Cola or Pepsi, and that is why this can affect the company.                                             (Ahmed et al, 2016)                                                                          Fig. 4 – SWOT Analysis- Coca Cola	                                                                                                                                          (Ahmed et al, 2016)
   Porter's five forces analysis is a tool used to identify a company's competitive environment, help it find strategies to solve these problems and includes existing rivalry, threat of new entrants, threat of substitute products and bargaining power of buyer. (Ahmed et al, 2016)
   In terms of existing rivalry, Coca Cola's biggest competitor is PepsiCo. Although Coca Cola is a bigger company than Pepsi, Pepsi Colas is successful and controls the US market. There are quite a few beverage companies but none of them have managed to get the position of Coca Cola or PepsiCo that dominates the market. Both Coca Cola and PepsiCo have almost similar SWOT analysis. (Ahmed et al, 2016)
   The threat of new entrants is weak because Coca Cola is a famous and quite strong brand in the world. There are many barriers to new entrants into the distribution channel, but Coca Cola distributes worldwide, so competing companies are struggling to catch up with this brand, which has a large investment in manufacturing and a good transportation and distribution network. (Ahmed et al, 2016)
   The threat of substitute products is very high for Coca Cola substitutes such as juices, tea, coffee, energy drinks. Many market trends focus on health so people prefer to drink for example water, energy drinks and juices more popular with this trend because they consider these drinks healthier than soft drinks. Caffeine is included in soft drinks and tea is also a substitute. More and more varieties are being introduced in these drinks to change the tastes of consumers. (Ahmed et al, 2016)
   Coca Cola has a weak supplier power, being the largest beverage company in the world and its suppliers are bottling producers, the company having certain stakeholders in many bottling components. They can be easily manufactured by other suppliers, so the bargaining power of suppliers is weak. (Ahmed et al, 2016)
[image: ]   Coca Cola has a great purchasing power because the drinks produced by this company are sold in supermarkets, cafes, restaurants and shops at a reduced price. For demand and sales to be high, the buyer must be offered many discounts. For example, supermarkets and stores that buy large quantities of products receive a much lower price. (Ahmed et al, 2016) 









                                                     Fig. 4- The five forces that shape industry competition
                                                                           (Ahmed et al, 2016)


   In conclusion, Coca Cola is a world-renowned company that has easily achieved success and used effective strategies to attract customers, thus placing itself at the top of the beverage industry. There are many people in the world who love their drinks and some are really addicted to them. I consider it a company that has overcome any obstacle and has tried to earn its place in the world that it fully deserves. It will certainly remain the same in the future and will maintain its place due to the high demand for products and the fact that they come up with new ideas and products that arouse people's curiosity to try them. In addition to all this, the fact that they participated in events for the benefit of the community make her stronger and more appreciated by people.
  From my point of view, I recommend Coca Cola to improve its strategies used against competitors to always be one step ahead of them, to continue to strive to achieve their goals and not to give up participating and even create events that help communities around the world.
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