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EXECUTIVE SUMMARY  

This report has conducted a strategic analysis using models SWOT, PESTLE, 5 Forces, Porter Generic, BCG, and Stakeholder Analysis on Coca-Cola. These analyses were used to identify the strategic plan and implementation of the company as well as used to identify the strategic options and influencers when making decisions.   
This report has also highlighted the benefits and the disadvantages of using these models and tools when gathering information. Based on the evaluation, it was able to analyse how Coca-Cola has been growing and expanding its operation therefore showing where Coca-Cola is now.
It also shows the influences on decision-making in Coca-Cola based on the models analysed.  
The report also looked at the mission/vision statement to see if Coca-Cola made any significant changes to the statement or had followed through with the mission statement. It has been shown through analysis that Coca-Cola has been successful and committed to this statement as Coca-Cola is one of the largest suppliers of beverages globally, this is also shown through its brand image.  
Coca-Cola is expanding its operations and supply chain by acquiring bottling facilities and focusing on environmentally sustainable ventures. This expansion allows the company to gain market share and compete in other regions. Coca-Cola uses Porter's generic model to determine its strategic drivers and options, aligning with its mission statement. By offering low prices and easy access to products, Coca-Cola maintains a loyal customer base and expands its market share. This strategy is driven by stakeholder influence and cost leadership in Porter's generic model. However, given the current climate issue, Coca-Cola will have to focus more on the environmental impact it is having in all the regions they operate in as their beverages are greatly consumed around the world.
It was found that Coca-cola uses positioning schools' strategy to implant its plan. They have also been shown to use a growth strategy by expanding its customer base by operating in different regions and expanding its supply chain through acquisitions.
Coca-Cola can globalise. Revenue may increase by diversifying its portfolio and activities. Coca-Cola's approach grew it. In the current global economic slump, inflation will hinder its growth, but Coca-Cola may focus on its complex distribution network and expand its enterprises where growth is possible by collecting data from its businesses. It can also reduce its carbon impact and start new climate change projects. If competitors provide healthier options, Coca-Cola confronts more competition. Rethink their growth plan. 
The disadvantage of Coca-Cola's current strategy based on strategic analysis is that Sugary carbonated drinks like Coca-Cola are unhealthy. Obesity, diabetes. Coca-Cola creates most fizzy drinks. Sodas are unhealthy. Company struggle. Coca-Cola drinks haven't improved. Packaging Pollutes: Coca-Cola was labelled as one of the top 4 consumer corporations contributing towards global warming and carbon emissions by utilizing single-use plastic bottles by Tearfund in 2020. Coca-Cola cannot water the planet. Alternative shoppers will reduce the company's revenue.
A suggestion was also given in areas of improvement. 
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1.0 [bookmark: _Toc139525603]Introduction 
This report will look at The Coca-Cola Company and its strategic development in the last five years. This report will also contain brief background information and has there been any changes to its vision/mission statement over time. 
Swot, Pestle, 5forces, Porter's generic, BCG and Stakeholder analysis will be used to create a strategic analysis for this report. Through evaluation will be able to identify where is coca cola now as well as its influencers and drivers.
This report was asked by the CEO of Coca Cola Mark Smith, head of operations, on the 12th of April 2023, to be submitted by Badsa Miah on the 7th of July 2023. 
This report was compiled using websites, journals, books, and articles.


[bookmark: _Toc139525604]2.0 FINDINGS
[bookmark: _Toc139525605]2.1 OWNERSHIP AND HISTORY OF COCA COLA
Thousands of global shareholders own the ownership of Coca-cola, but the largest shareholder is Warren Buffet Berkshire Hathaway 9.2%, the second being Vanguard Group 8.5%, and the third is BlackRock 7.2%. (Franek, 2023)
Stakeholders regularly impact goals, decision-making and objectives, profitability, operational costs, , sales, and challenges in an organisation. Owners have the greatest influence since they choose what the business does in addition give it the funds to start and expand. Specific strategic goals may need their input to kickstart, and they can refuse to fund the organisation's project if their objectives are not met. Such as the company not focusing on environmental issues and recyclable products, the customers can also have an effect if organisations do not invest in renewables as they can stop buying from them hence negative publicity and a reduction in sales. (Post, et al. 2002)
The Coca-Cola Corporation is well-known for its soft drink, in addition it is a retailer, producer, and marketer of non-alcoholic beverages. When Atlanta pharmacist Dr John S. Pemberton developed a flavoured syrup with a unique flavour in 1886, the history of Coca-Cola officially began. The corporate portion of the business, which was established in 1892, is based in Atlanta, Georgia. North America made more than 1/3 of the Coca-Cola Company's revenue in 2021. However, the Asia Pacific region is where Coca-Cola's sales amount rise is most visible.
A substantial market share in sector of the non-alcoholic beverage is attained by The Coca-Cola Company thanks to its marketing, strong brand equity, innovation, and research. The corporation is investing in better options, such as coffee, sports drinks, and sparkling water. On these lines, noteworthy additions include the release of Coca-Cola Plus Coffee, Coca-Cola Energy, Powerade Power Water, and Powerade Ultra. Beverage goods from soft drinks to energy drinks are part of the company's range. Along with its sparkling soft drinks, the company also offers a wide variety of still beverages, such as water, juices, improved water and juice drinks, sports drinks, coffees, ready-to-drink teas, dairy drinks, and energy drinks. The majority of the company's alcoholic beverages are produced, marketed, and sold by independent bottling partners. The segments that Coca-Cola currently breaks down its operating results into are Europe, Middle East, and Africa; North America; Asia Pacific; Latin America; Global Ventures; Bottling Investments; and Corporate. This shows that Coca-Cola operates as a strategic business unit. (Macrotrends, 2023) 
[bookmark: _Toc139525606]2.1.1 COCA-COLA MISSION STATEMENT
The goal statement of Coca-Cola is "to refresh the world in mind, body, and spirit, to inspire moments of optimism and happiness through our brands and actions, and to create value and make a difference." ref Coca-Cola is a corporation that prioritises making a lasting impression everywhere it operates. The company places high value on improving people's lives and communities while also allowing them to savour the delicious flavours of its products. 
It is crucial to keep in mind that mission statements can differ slightly based on the source and the particular year in question. Nevertheless, throughout the history of Coca-Cola's mission statement, the overall concepts of refreshing the world, igniting optimism, producing value, and making a difference have remained constant. The current mission statement is to Refresh the world. Make a difference. (Richard et al. 2023)
Coca-Cola has stated that its vision is to create beverage brands and selections that people adore and value, reviving them physically and mentally. Moreover, carried out in a manner that builds a further sustainable organisation and a better shared future that improves people's lives, the environment, and communities. This vision for Coca-Cola has only just been improved over time because as Coca-Cola has grown globally, the company has a more monumental effect on the environment as well as the communities it operates in. (Purpose & Company Vision 2023) 
However, over time it seems that Coca-Cola has changed its outlook. They have adopted a clearer view of how they look at society and focused on the environment as well as started to give more back to the environment by investing in more recyclable ventures, stating that giving back to the community this is adding to the mission statement it can still see to be focusing on its vision, and still delivering on its strategic aim. Moreover, businesses today are more likely to succeed if the mission /vision is clear. This allows them to keep a focus on the strategic plan. 
However, if a business fails to use its vision and mission statements hence bad strategy, follow-ups, and lack of clarity, it can fail. If managers are not in line with the business environment changes or its strategic plan, this can steer the company in the wrong direction, But with Coca-Cola, they have shown to have a strong mission and vision statement over the years committed to its statements, and this has helped them to grow and increase its market share globally where the employees and customers like and believe in its values. 
A company's mission statement is a brief explanation of the company's Purpose of existence. That also details the company's primary goals. The mission statement is used to express the company's Purpose and direction to its stakeholders (including customers, employees, and vendors). For organisations, this can help formulate their strategic plan (Mannino, S., 2020)
Moreover, businesses that are in line with their vision/mission statement have been successful. 
If the organisation's mission statement needs to renew to reflect any significant changes that have been made. More minor changes might not have a considerable influence on the objectives or mission of the company, but more significant changes, when entering a new market, must be shown. This means the strategic aim may change due mission/vision statement changing. An example is Coca-Cola, as the company has to become more environmentally friendly due to the expansion and growth of the company by it becoming a global giant therefore having a greater effect on the community it inhabits. This is also shown by Coca Cola vision "Our vision is to craft the brands and choice of drinks that people love, to refresh them in body & spirit. And done in ways that create a more sustainable business and better shared future that makes a difference in people's lives, communities, and our planet.". 
It has shown that mission statements and vision are still a crucial factor in building grounds for organisations to be transparent and the direction it is heading. It also reassures its employees and stakeholders of its long-term plan. (Coca-Cola, 2023)


[bookmark: _Toc139525607]2.2 PROFIT/LOSS
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This shows that Coca-Cola has been profitable from 2021 to 2022 (Macrotrends, 2023)  
[bookmark: _Hlk138250215]Coca-Cola and other beverage firms have had difficulty with startup brands despite having spent a sizable quantity of money to acquire them. Coca-Cola thought it had struck gold when it paid $5.6 billion for the sports drink Body Armour in 2021. Sales of the product have recently decreased as Coca-Cola combined the brand with its other sports beverage, Powerade. In the most recent few months, this led to a loss in Coca-Cola's market share for sports drinks in the U.S., according to a Goldman Sachs analysis of Nielsen data. Coca-Cola's CEO, James Quincey, told the Wall Street Journal (WSJ) that the company needs to bounce back in the wake of the setback. "We have to make that double act work well. Since there were some hiccups in 2022 when we integrated those two things, we need to get better. (Firstpost, 2023)
This decrease in Coca-Cola sales was due to the sports drink having negative publicity due to its ingredients which raised concerns in its targeted market, such as sports and athletes. (Guardian, 2014)
Coca-Cola reportedly reported a 7% gain in global revenue during the most recent quarter. The soda industry reported a 12 per cent gain in international price/mix after taking into consideration price increases, changes in package sizes, and retail sales channels. The decision of Coca-Cola to stop operations in Russia caused a 1% decline in the company's overall sales volume. The global sales volume declined for the first time in at least four quarters.
The company expects sales growth to decline, with organic revenue growth falling from 16 per cent in 2022 to between 7 and 8 per cent. (Firstpost, 2023)



[bookmark: _Toc139525608]2.2.1 Market Share by CSDs (Consumers of Soft Drinks)
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(Maverick, 2022)
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The market capitalisation of a firm, occasionally known as the market cap, is the sum of the market values of its outstanding shares of stock. To calculate a company's size, it is typically utilised by investors and experts. Compared to sales or asset totals, it frequently provides a more accurate picture. (Kumar, V., & Shah, D. 2009)
In comparison to its competitor PepsiCo, Coca-Cola has risen higher than PepsiCo in March 2022's market share. This showing that Coca-Cola has remained the most popular soda brand in many countries as well as the U.S. Although Coca-Cola has shown to have a more significant brand value than PepsiCo, PepsiCo has shown to have a higher market share from July 2021 to Jan 2022. In Jan 2022 Coca Cola have shown to have risen above PepsiCo. (Maverick, 2022)


[bookmark: _Toc139525609]2.2.2 Brand Value
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(Julia Faria, 2023)

A manufacturer's brand value appeals to consumers on an emotional level, appeals to its business clients rationally, and makes visible its operational effectiveness as a vital component of the value it offers to both consumers and business customers (Parment, 2008). In a cutthroat market, a brand can create demand for its products by providing these 3 various sorts of value to its clients. In order to satisfy the demand created by brand value. (Gupta, et al, 2020)


[bookmark: _Toc139525611]2.2.3 Strategy of Coca Cola
What is strategy? 
Business strategies are organisational master plans. Management makes and executes this plan to attain strategic goals. A business plan is a strategic roadmap for a corporation.
This long-term sketch will define the strategic and tactical decisions a corporation must make to achieve its goals. This corporate strategy will guide management.
Management must live by this framework. It ensures that departmental decisions support the company's broader direction by bringing departments together. This avoids silos and teams operating in opposite directions.
Business strategy and mission statement are distinct. Amazon's "to be Earth's most customer-centric company" is a vision that guides the strategy's development. (Drummond, et al. 2007) 
It has shown that Coca-cola uses and Complex and dynamic strategy for growth.
In its mission statement, to refresh the world.
This also helps them to focus on their resources and cost. Such as sales and usage data collected in different geographical locations to expand its markets. Coca-Cola has a large global distribution network and emerging markets.
They do this by acquisition for example, buying a company to push their vision to expand their beverages in the market worldwide.
Coca Cola scope is to become the leader of the soft drink beverages industry in the world and control its share of the market. 
Their plan to expand has always been the mission therefore, they have always maintained its goal for the long term. Its stakeholder influence was used to penetrate broader markets. This shows that their strategy is a strategic fit.
The Coca-Cola Business made 24 investments and 8 acquisitions. Over $9.40 billion has been spent by the business on purchases. The Coca-Cola Company has made profitable acquisitions in numerous industries, including MOJO beverages in 2018, Vitaminwater in 2007, Costa in 2018, Topo Chico in 2017 and Smart Water in 1996. (Coca-cola, 2021)
Acquisitions — Coca-Cola has made many profitable acquisitions, including Costa Coffee, Fairlife (Milk Products), AdeS, Fuze Tea, and others. Coca-Cola added ready-to-drink beverages with these purchases.
[bookmark: _Toc139525612]2.2.4 SWOT Analysis

Coca-Cola Opportunities—External Strategic Factors
Increase presence in developing nations - Hot climates use the coldest drinks. Thus, expanding into Middle Eastern and African markets can be beneficial. 
Logistics and supply chain support Coca-Cola. Transportation and fuel prices rise. Thus, more complicated distribution networks may be an opportunity. Expand through Acquisition - Different sectors provide attractive expansion prospects but entering them rapidly is tough. Costa Coffee and Aha effervescent water can revive Coca-Cola. It can buy emerging market startups and SMBs and exploit their potential. (Maciek and Parker, B., 2023)  

Coca-Cola Threats—External Strategic Factors
Economic Uncertainty - Recent events have hurt corporate operations, supply and distribution chains, and revenues of many multinational organisations. Due to the worldwide recession, restaurants, theatres, and other venues that make up half of Coca-Cola's income shuttered in 2020, lowering revenues.
[bookmark: _Hlk139408148]Health-Consciousness — Customers are becoming healthier in addition to avoiding unhealthy products. Health-conscious customers may switch to healthier brands, cutting Coca-Cola's sales. (Maciek and Parker, B., 2023)  
Upon completing a SWOT analysis, this tool helped to identify critical factors in the strategic planning and prioritise their strategic alternatives and help build a road map to where an organisation is heading and where they are now. It highlighted areas where Coca-cola should look at when it is making critical decisions in planning for its growth. (Helms, et al, 2010)




[bookmark: _Toc139525613]2.3 PESTLE
Environmental Factors: Coca-Cola's PESTLE Analysis lists the following environmental factors:
Coca-Cola's taking of India's groundwater has caused significant criticism. World's largest freshwater consumer. These issues have been addressed, and its carbon footprint has been reduced.
It used water-efficient farming methods including RAIN and CARE. In Fiji, Coca-Cola uses solar energy to create drinks. In their 2018 sustainability report, they pledged to work towards a world without waste and set 2020 goals like increasing water efficiency by 25% from 18%.
Finally, the Coca-Cola PESTLE Analysis shows how many factors affect the company's performance. This insight helps brands assess the importance of external business issues. (Team, M.S., 2020)
Economic Factors in Coca-Cola's PESTLE Analysis:
Coca-Cola controls about 50% of the carbonated beverage market. In quarter 3 of the 2019 financial year, net revenue rose 8% despite tariffs.
Acquisition of Chi Ltd. in Nigeria hurt margins. The company supports the new US-Mexico-Canada trade deal for fair trade. Customers now want low-calorie drinks. Diet Coke and Zero Sugar sales grew 8% for Coca-Cola. Coke Zero, Sugar's CEO, said 2018 was its best year and fastest growth. As consumers become more health conscious, demand for these items will climb. (Team, M.S., 2020)
Advantage of PESTLE 
Organisations must conduct a PESTLE analysis ongoing basis so they can have a competitive advantage as they spot trends before others and decide on the actions to be taken as well as specific issues that can be observed. (CIPD, 2023)
Disadvantage of PESTLE 
Pestle Analysis can provide an understanding of the external influences in the market however, it cannot provide a complete picture as it is an external perspective of the business. Therefore, when used for analysis it will only offer one side of story. (Frue, 2020)


[bookmark: _Toc139525614]2.4 5 FORCES
Threat of replacements
Alternatives to Coca-Cola include fruit juices, Pepsi, and hot and cold beverages. Numerous Coca-Cola products exist. There are several juices and other drinks on the market. Client switching costs are low. Replacement goods generally have high quality. Substitutes are dangerous because of these factors. (Khan & Jayadi, 2020).
Competition between the current players:
Coca-Cola and Pepsi are the two most prominent companies in the soda sector. The two key players are intensely competitive. There are some minor companies, but they do not pose a significant threat to the market. The two major players are almost the same size, and their products and business models overlap. Because there is little difference between the two brands, there is fierce pricing competition. The Cola Wars between the two are already well-known. Therefore, the existing enterprises' level of competitive rivalry is a powerful factor.
Coca-Cola keeps a consistent presence on social networking platforms like Twitter and Facebook. Coca-Cola uses social networking to experiment advertising strategies and spread the news about brand new products. (Khan & Jayadi, 2020)
Porter's five forces model has a few flaws. For example, it does not consider external factors that could change or disrupt the industry. It also does not consider how the competitive forces interact and give feedback on each other, nor how different and complicated competitor behaviour can be. It also does not consider how industry boundaries can blur and move. (Goyal, A. 2020) 

[bookmark: _Toc139525615]2.5 Porters Generic
Michael Porter describes three different strategies as ways to get a competitive edge. These tactics include cost leadership, differentiation, and market segmentation (or emphasis). 
Cost leadership is the main generic tactic employed by Coca-Cola. Several major international brands that dominate the market use this tactic. A hugely successful tactic for brands to swiftly grow their market share and appeal is cost leadership. (Blocher et al., 2013)
Coca-Cola uses the differentiation competition strategy to promote its core competitiveness, customer loyalty, brand recognition, and value awareness to dominate the market. (Nazari et al, 2022)
Therefore, it is highlighted by the amount of investment Coca-Cola has shown to put in beverages. 
Based on the Porter analysis, cost leadership was the best way to gain its competitive edge over its rivals, being a global brand valued by households. Connecting its consumers to its quality product
[bookmark: _Hlk139512070]Porter's generic can help businesses create a sustainable competitive advantage and assist with the company's profitability and growth. (Nazari et al, 2022)




[bookmark: _Toc139525616]2.6 BCG  
The BCG Matrix: What Is It?
The market share of the BCG matrix sometimes referred to as the Boston matrix or growth matrix, was founded by the international management consulting firm known as BCG.
Since 1968, firms have utilised the BCG Matrix to analyse their business models and gain a better understanding of their most outstanding products.
From there, it can improve the company's competitiveness by utilising chances for market share expansion. The matrix also assists businesses in identifying prospective areas for growth and future-wise investments.
A Boston matrix model, which has a layout of four squares and two vertical axes with the horizontal axis representing market share and growth, will primarily analyse the following strategic business units (SBUs). (David, 2011)
Diet Coke and Minute Maid are Question Mark goods in Coca-Cola's BCG matrix example because they cater to a small but growing market.
Because they are market leaders in the U.S. and Europe and do not appear to be slowing down, the bottled water companies Kinley and Dasani are Stars.
The conventional Coca-Cola, on the other hand, is a Cash Cow due to its high market share and modest growth rate. Nevertheless, when demand for carbonated soft drinks declines, demand for healthy substitutes or low-calorie beverages like Diet Coke rises.
This famous beverage will probably fall into the Dog category and have a low market share if these characteristics keep rising. This is because the rise of health issues related to sugar intake and government legislations and warnings would hinder its growth in U.K. and Europe because of the tighter restrictions in the market. Therefore, consumers are moving away to healthy alternatives. However, there is a significant rise in consumers in other geographical locations and fewer restrictions. This means they would still be profitable in those regions. 
The BCG Matrix can provide a business with a good sense of where the direction of the product is heading, whether it is going to be a cash cow or turning to dog. (David, 2011)
Having a significant share of the market does not always mean making much revenue. A high market share also comes with high costs. Profitability can be seen in more ways than just growth rate and relative market share. This model does not consider or pay attention to other signs of success. (Juneja, 2023)




[bookmark: _Toc139525617]2.7 Stakeholder Mapping Analysis
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Why should Coca-Cola be concerned with stakeholders?
Organisations must understand stakeholder expectations. (Johnson, et al. 2006) define stakeholders as individuals or groups that depend on an organisation to achieve its goals and on whom the organisation depends.
Stakeholder types
Stakeholders are categorised. (BPP Learning Media, 2010) A list of three sorts of stakeholders in an organisation:
Internal stakeholders, Connected stakeholders, and External parties.
Management and staff are internal stakeholders. Connected stakeholders include fanciers, customers, shareholders, and suppliers. Finally, external stakeholders include the  government,  the community, and pressure groups.
Understanding stakeholders is stakeholder mapping. It helps business planners grasp political agendas and stakeholder expectations and power (Johnson, et al, 2006). Stakeholder map:
As shown above, shareholder power and interest vary. Thus, corporations should tailor their communication tactics to stakeholder power and interest.
Stakeholder mapping/analysis benefits
Organisations gain from stakeholder analysis. Stakeholder analysis helps companies determine their most and least significant stakeholders. The study can uncover unfavourable stakeholders and their possible impact on a project. Stakeholder expectations vary. Employees want welfare, good pay, and promotion, while shareholders want profits and dividends. The company's local hiring will also interest the community. Organisations must identify stakeholders and their expectations. Stakeholder expectations sometimes contradict. Stakeholder analysis benefits all organisations.
Coca-Cola values stakeholder analysis. First, it discusses key stakeholders and how they may affect the company. It will understand its surroundings and function better.
Stakeholder analysis helps Coca-Cola identify risks and opportunities. This information helps it make better decisions and prepare for changes. Finally, stakeholder analysis can help it communicate with stakeholders and serve their interests. (Rahman, 2023)
[bookmark: _Toc139525618]2.8 How Coca-Cola use the thinking school of Henri Mintzberg
It has highlighted that Coca Cola strategy is more focused on corporate as they follow the mission/ vision statement.  
When planning Coca Cola have shown to be influenced by schools and Henry Mintzberg's strategic schools of thinking 
Coca-Cola adopts various methods for its complex and dynamic strategy to succeed. 
Coca-Cola has been shown to use positioning schools as well as the power culture.
To influence Coca-Cola's planning, it has shown that positioning schools were used by showing strategies they have used to be identifiable in the marketplace. (Blankson, C. 2016).
Coca-Cola stands out from its competitors by using a unique positioning approach. Coca-Cola's positioning looks at how its products will compare to its competitors, who offer the same goods and services, in the market and customers' thoughts. A good placement makes a product stand out and makes people consider buying it.
Coca-Cola tries to reach young people between the ages of 10 and 35 by using names in their ads and running campaigns in schools, colleges, and universities. They also offer Diet Coke to middle-aged and older people who are on a diet or have diabetes. (Blankson, C. 2016)
Coca-Cola has also been shown to have an outside-in approach on business-level strategy, such as Gathering information that preferences to the customers. Since an outside-in approach puts the needs and wants of the customer first, customers may feel like a business has their best interests in mind. This good review of the company can make people appreciate how it puts the customer first and make them more loyal to it. These customer attitudes can help the company get a good reputation, bringing in more customers and making the business even stronger. (Almandoz, 2023) Coca-cola strategy is the mix of both deliberate and emergent, it adapts to changes in the market as well as consumer preference emerge.

[bookmark: _Toc139525619]2.9 Key influencers
From the stakeholder's analysis, it has identified that Coca-cola is continually expanding its operations and supply chain by acquiring bottling facilities where they can distribute there product far more efficiently, this ultimately shows its expansion to take more of the market share to its rivals as well as focusing on making a gain on co-creating an environmentally sustainable venture for its partners and consumers  In other geographical regions their startup would be costly there for acquiring already set up businesses to push the brand into more locations. 
Therefore, this also helped when looking at Porter Generic when they need to compete in those locations understanding the wants and desires of that location and what is needed to penetrate that market to gain brand leadership and make sure it is cost-effective in those regions.
The stakeholder influence shown by stakeholder analysis shows that Coca-Cola makes sure that when deciding its strategic driver and options that stakeholders such as investors and customers are pleased as well as fulfilled due to this aligning with the mission statement. 
Through the use of Porter's generic model, it was able to show that Coca-Cola is where it is now because of its cost leadership by them making sure they are low price, having easy access to its products this making customer base loyal and expand which has shown to be a driver for Coca-cola current strategy. This means that Coca-Cola are using stakeholder influence through a cost leadership strategy in porters generic model to expand. 
            



[bookmark: _Toc139525620]3.0 Coca-Colas current strategy
The current strategy is focused on Growth strategy.
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The above table shows Coca-Cola Company's net operating revenue and operating profitability have changed throughout the past decade. Income is revenue minus company expenses, while revenue is a business' total income from selling goods and services. Both financial data peaked in 2012 at 48.02 and 10.8 billion U.S. dollars, respectively and still strong. (Ridder, M. 2023)
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The advantage of Coca-Cola is that it has the opportunity to grow its global share of the market further. Expanding its businesses and operations in other geographical locations, which could see its revenue increasing further, and building on its portfolio. Coca-Cola's strategic aim has helped its growth until now. Still, however, given this economic recession all countries are facing, inflation will slow down its growth for the time being there for Coca-Cola can focus more on its complex distribution network and expand its businesses where there is growth by collecting data from its businesses furthermore, it can also focus more on its environmental issues such as reducing its global carbon footprint developing new initiatives to tackle climate change. If Coca-Cola does not invest in healthy options, it will face more fierce market competition if its rivals do more for its consumers. Their current strategy must be assessed again if they want to grow continually. (Ridder, 2023)

Disadvantage
Through the strategic analysis, it has shown that Coca-Cola has health concerns as carbonated drinks are the main source of sugar. It may lead to obesity and diabetes. Coca-Cola makes most fizzy drinks. Health experts have said that these soft drinks should not be sold. It is a fight inside the company. Coca-Cola has not found a way to make its drinks healthier yet. In addition, another disadvantage is that its packaging hurts the environment: A 2020 Tearfund study found that Coca-Cola is one of the top four consumer brands that add a lot to global warming and carbon emissions by using single-use plastic bottles. These disadvantages will cause Coca-Cola to fail in its mission statement as this will lead to consumers not buying their product, therefore not hydrating the world. This will also decrease the company's revenue by consumers looking for other alternatives. (Gower, R., 2021)


 
[bookmark: _Toc139525621] Conclusion
The most successful Coca-Cola strategy in today's environment was cost leadership; Porter's generic was also good in its strategic implementation. It was also shown that using the SWOT model helped identify its opportunities in the market, allowing Coca-Cola to grow and expand. It also helped to identify its threats which helped them to plan its strategy to be successful in today's environment. The areas where Coca-Cola can improve are the sustainability of its products and providing the consumer with healthier alternatives. This is required in organisation strategy as this will be the only way to move forward in the future. As resources are becoming scarce and the climate is changing, organisations are being asked to reduce their carbon footprints. Secondly a good online marketing strategy can help Reach out to its customers further.
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Coca-Cola Strengths—Internal Strategic Factors
Coca-Cola is one of the most valuable brands. Coca-Cola is the 6th best worldwide brand in 2021, according to Interbrand. Apple, Amazon, Microsoft, Google, and Samsung round up the top five. 
Coca-Cola dominates the beverage segment's soft drink market. Coca-Cola grows most with Coke, Sprite, Diet Coke, Fanta, Limca, and Maaza.                                                                                                                                                                                   Coca-Cola boasts the world's most efficient and broad distribution network. The corporation has roughly 225 bottling partners and 900 factories worldwide. (Maciek and Parker, B., 2023)  
Coca-Cola Weaknesses—Internal Strategic Factors
Coca-Cola's main competitor is Pepsi. Coca-Cola would have led the beverage market without Pepsi.
Health concerns—Carbonated drinks are a primary sugar source. Obesity and diabetes result. Coca-Cola makes most carbonated drinks. Health experts have banned these soft drinks. It's a company controversy. Coca-Cola hasn't found a healthy solution yet.
Environmentally Destructive Packaging - Coca-Cola was identified as one of the four top consumer brands in the 2020 Tearfund study that contributes greatly to global warming and carbon emissions by utilising throwaway plastic bottles. 
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Supplier bargaining power:
The Coca-Cola company's suppliers have little negotiating strength. Because there are many suppliers and Coca-Cola has cheap switching costs, this is the case. While Coca-Cola is able to swap suppliers with ease, no supplier is able to leave Coca-Cola with the same ease. Any of the suppliers may suffer losses as a result of this. Despite the fact that there are many providers, each one is either tiny or somewhat large in size. Furthermore, the majority of its suppliers see forward integration as a remote possibility. The number of suppliers is still substantial even though there are no alternatives for basic ingredients like sugar. Therefore, the following are the primary elements that have become apparent regarding suppliers' bargaining power: (Khan & Jayadi, 2020)
Vast array of vendors
Small to somewhat sized providers individually.
Suppliers have a more challenging time with forward integration.
Coca-Cola's switching costs aren't too high.
Consumers' negotiating power.
In the case of Coca-Cola, individual customers have little negotiating power. Individual clients typically make little purchases, and neither are they concentrated in any particular markets. Pepsi and Coca-Cola differ little from one another, though. They primarily offer comparable flavours. Customers do not incur significant switching fees, and yet both brands enjoy high levels of brand loyalty. Coca-Cola customers are not cost-conscious. Customers, whether they are big retailers or individual customers, cannot use backward integration. If a store develops some negotiating leverage, it is solely because of the volume of its purchases. However, the general level of client bargaining power is low.
Threat of new competitors
There are a number of things that deter new brands from entering the beverage sector. One cannot build a brand overnight. There are big investments that need to be done. Every aspect, from operations to marketing, requires a large expenditure. Even though some local firms may begin on a lesser scale, marketing and employing qualified people nonetheless need significant financial outlays. The industry has a moderate level of consumer loyalty, and it will take time for any brand to develop that level of loyalty. Therefore, while new entrants can compete with well-known companies like Coca-Cola on a smaller or local scale, doing so would need a massive investment of both money and trained labour. (Khan & Jayadi, 2020)
Threat of replacements
Fruit juices, Pepsi beverages, and various hot and cold beverages are the primary alternatives to Coca-Cola products. There are several Coca-Cola product alternatives. In the market, there are a variety of juices and other hot and cold beverages. For the clients, switching expenses are minimal. In addition to that, the quality of the replacement goods is often excellent. In light of these elements, substitutes pose a serious threat.
Competition between the current players:
Coca-Cola and Pepsi are the two biggest companies in the soda sector. The two key players are fiercely competitive. There are several minor firms as well, but they do not pose a significant threat to the market. The two major players are almost the same size, and their products and business models overlap. Because there is little difference between the two brands, there is fierce pricing competition. The Cola Wars are already well-known. Therefore, the existing enterprises' level of competitive rivalry is a powerful factor.
Coca-Cola keeps a consistent presence on social networking platforms like Twitter and Facebook. Coca-Cola uses social networking to test advertising strategies and spread the news about new products.
With the freestyle dispenser, you may mix and match more than 100 different drinks to make your own cocktails, unlike traditional soda fountains. The dispenser collects data on consumers' beverage preferences and delivers it back to Coca-Cola for market research. (Khan & Jayadi, 2020)
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Top Selling CSDs
The top-selling CSDs in the U.S. in 2021 were:?
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Market Share and Market Cap

Both Coca-Cola, Inc. and PepsiCo have risen by around 14.5% over the
trailing twelve months through Q1 21022. Coca-Cola had a market cap
of $268.4 billion and PepsiCo had a market cap of $229.3 billion. Bl

) W v
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| PepsiCo, Inc. $165.73 +$20.92  114.45%
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Global revenue and financial results of the
Coca-Cola Company from 2010 to 2022
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Revenue distribution share of the Coca-Cola Company worldwide in 2022, by operating
segment
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SWOT Analysis for the Coca-Cola Company
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Political factors

Coca Cola products are at the mercy of the FDA. They must meet regulations, given by the
government, to put products on store shelves.

Changes in established laws may prevent Coca Cola from distributing drinks. Accounting, taxes,
internal marketings, and changes in labour laws can affect Coca Cola in this way.

Economic factors

Coca Cola products are distributed to hundreds of countries. These countries have different customs,
cultures, tastes, and desires. Coca Cola has changed and updated how it handles its products by
creating new Flavors to accommodate these customers.

They have $80+ billion worth of equity. The majority of that comes from the beverage industry. And
their income (roughly 70%) is from countries outside the United States.

But people are looking for healthy alternative drinks. Coca Cola is making minimal efforts to move in
that direction.

Social factors

Coca Cola distributes the majority of its products in cultured countries. And they meet the demands
of these customers. In Japan, they created 30 alternative Flavors to appeal to Japanese consumers. In
China, they are making similar efforts.

But in America, people focus on their health. They’re swapping sugary drinks for waters and teas.
Because these drinks are better for their health. Coca Cola needs to respond to these needs by
creating a product the healthy American public will respond to.
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Technological factors
Machinery have helped Coca Cola manufacture products in better and higher quantities. Coca Cola
has factories in Britain with top of the name machinery to ensure fast delivery times and quality
product development.

Coca Cola has used social media technology to connect with audiences. When they launched their
name campaign — putting real names on their bottles — customers lined up to take photos of
bottles with their name on it. These photos trended on social media sites like Facebook, providing

social proof and encouraging Coca Cola sales.

Legal factors
Coca Cola retains all rights related to their business, including past and future products developed
with a patented process.

Environmental factors

Coca Cola is affected by water accessibility. Water is necessary for soft drink development. But
should something happen, like climate change, the company may be under fire.

This affects their competitor, Pepsi, as well. But since Coca Cola’s products are primarily soft drinks,
with a water accessibility issue, the company will suffer losses.

Coca Cola has to adhere to environmental laws as they manufacture their products. If anything is
amiss, it can affect how they distribute products — or stop production completely.

Additionally, they can take advantage of humid climates who would enjoy Coca Cola drinks as a
means to cool down. This works well in developing countries where Coca Cola would have very little
“premium” competition.
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CocaCola annual/quarterly gross profit history and growth rate from 2010 to 2023. Gross profit can be defined as the
profit a company makes after deducting the variable costs directly associated with making and selling its products or

providing its services.

« CocaCola gross profit for the quarter ending March 31, 2023 was $6.663B, a 4.11% increase year-over-year.

« CocaCola gross profit for the twelve months ending March 31, 2023 was $25.267B, a 4.48% increase year-over-
year.

» CocaCola annual gross profit for 2022 was $25.004B, a 7.32% increase from 2021.

= CocaCola annual gross profit for 2021 was $23.298B, a 18.98% increase from 2020.

« CocaCola annual gross profit for 2020 was $19.581B, a 13.54% decline from 2019.




