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Coca-Cola Company and Global Marketing
Currently, Coca-Cola is among the globally known companies. The company's journey of growth and development continues to rise day by day. The company has been ranked as the largest beverage company globally; globalization has enabled the company to push its global market share through its marketing initiatives. The company is currently operating in more than 200 countries, lead by 84000 supplies and more. Globalization has diverse the company earnings, with over 70% of its income being generated from other countries exclusive of the US. One century has made Coca-Cola company grow to multi-billion business. Despite being successful, there are various challenges associated with globalization which has impacted the company. This paper will discuss how Coca-Cola is pursuing its aims and goals within the current global market.   
  	Today, global marketing has led to the world's shrinking; this has been facilitated by the fast digital communication connecting every part of the world. Services and products produced in one country such as Netflix video services, Coca-Cola products, MacDonald's products, Samsung electronics, and motor car companies have found their market in other countries with at least 100 countries selling their products and services. Many companies are now multinational, with Wal-Mart being ranked as the world's largest company based on sales, assets, profits, and market value. However, globalization has affected various companies even with their marketing initiatives (Armstrong, et al., 2014). 
The impacts of globalization on Coca-Cola 
Kotler and Armstrong define globalization as a process of developing social, political, and economic connections and integration among different people from different cultures. Advancement in transportation and information technology is the primary basis of globalization, which has made people communicate and move across borders (Kotler and Armstrong, 2013). Exchange in ideas, increased internal trade, and diversification of the culture are among the issues resulting from globalization. Coca-Cola is among the company that has significantly advanced due to globalization with its business borders expanding. Currently, Coca-Cola is operating in over 200 countries in the world, attending to millions of consumers (Samiee, 2019). 
Stakeholders are individuals or organizations that are directly or indirectly impacted by the decision of the company. Coca-Cola's primary stakeholders are employees, suppliers, customers, and the community; globalization has impacted this individual in several ways, both positive and negative.  Customers are the primary and most sensitive stakeholders in Coca-Cola Company; it is the company's obligation to uphold its consumers' necessities to continue operating in a market with many competitors.  Globalization has enabled the company to deliver its product on time and at the most convenient places. This is due to branches that have greatly influenced their launching, thus reaching every consumer regardless of the physical location. 
Besides, competition is a result of globalization. Competition has led to reduced product prices due to competitive advantages which the competitor tries to implement. With globalization connecting different countries, the engagement of the consumers has been increased (Meyer, 2017). Thus, consumers comment on the product and how they want it to fit their preferences and tastes.  With advancements in technology, consumers are now searching the Coca-Cola webpages, thus influencing their decision-making processes. On its negative impacts, globalization has affected Coca-Cola Company to launch a different product using its brand equity, thus reducing quality in some countries. 
Employees are the company's crucial group and the affected group in Coca-Cola Company by the current global market. Globalization has led to the growth of the market niche, which corresponds with the increased revenue and profitability. Due to this, the wages and the salaries of the employees tend to rise to satisfy their welfare for improvement in services and product delivery.  Also, globalization has led to the amalgamation of the labor market to other countries hence exposure. With globalization, cultural interaction and integration have positively and negatively impacted the employees (Witt, 2019). For example, the employee has learned different languages and cultures; this plays an advantage in serving other consumers regardless of the cultural differences. On the other hand, globalization has led to culture dilution where the employees learn different cultures, thus forgetting their own. Wages and salaries of employees have been affected with Coca-Cola Company reaching out to cheap labor. This has denied the professional and qualified skilled personnel opportunity to bargaining their wages, which has insecure their job opportunities.  
How Coca-Cola positions itself in the global market 
Positioning is defined as what the consumers know about the product and how they can differentiate it from competitors (Kotler and Armstrong, 2013). The organization tends to position them through developing a concept of their companies to their consumer. This among strategies has enabled Coca-Cola Company to remain the leader of beverages in the world. Coca-Cola has positioned itself within the global market with its strategy mentioned to stay standing in the future. "Think global, act local" is among the principles utilized by the Coca-Cola Company; although willing to make their coke product remain, the company is adapting offers to local needs. The Coca-Cola Company has implemented the same principle globally to build the same picture in all its channels. The customers' initiative has built loyalty and trust, thus making the product purchases automatic. Also, Coca-Cola has been using unique selling prepositions, including "Live the coke side of life" related to joy and happiness, making the consumers connect the feelings with the brand (Nadube and Didia, 2018). 
The company has also associated its product with specific events, groups, and cultures, which can be defined as the Strategy of Attitude Change. To position itself on the Indian culture, the company attached its product with cricket and Bollywood, which are the hearts of the Indian context. After the company was knocked out due to Foreign Exchange Act, it implements a campaign to sponsor a cricket cup which made them renew their position in the Indian market. Afterward, the company launched the   “Thanda Matlab Coca Cola," which has been the most successful (Chandana, n.d). This has made Coca-Cola remain the most enjoyed drink in the Indian context.
Coca-Cola has developed different initiatives in Morocco to reach the young generation; one of the approaches includes associating with the Moroccan scorer, the most famous in Africa and attended by the biggest youth population. This made the company develop its units in Morocco and Africa at large. To influence the youth generation, the company implemented its most popular slogan, "The Coke Side of Life," which is associated with feelings such as happiness, fun, color, and life. Afterward, the company joined hands with the musician Imane Mrikh "El Donya Helwa" (The World is Beautiful). This positioned the company as beautiful and with the best feeling to its consumers (Shuie, 2019).    
Coca-Cola market 
The Coca-Cola Company is a global business operating on a local scale in all communities of their operations. Coca-Cola's strength makes it able to create global reach with the local focus. The company is not simple as it operates on multiple local channels. The services and the product delivery start with the company which manufactures and sells syrups and concentrated non-alcoholic drinks. The company owns the brands, and consumer brands are its responsibility. The company works in two ways; first, the bottling partners create, pack, merchandise, and distribute beverage brands to the consumer. Secondly, vending partners sell the products directly to the consumers (Acosta et al., 2019). The bottling partners work with restaurants, grocery stores, movie theaters, convenience stores, and parks to establish and implement its initiatives. The rate of serving per day is 1.9 billion. 
Coca-Cola Company operates on an oligopoly market structure. The oligopoly can be defined as an industry where there are few organizations. Oligopoly makes the firms depend on their policies and other firm's policies as this makes them remain operating in such sectors. To maximize the profit, the oligopoly market leaders can use either a high-price strategy or a low-price strategy (Kotler and Armstrong, 2013). In the beverages industries, Pepsi and Coca-Cola are the leading competitors. Pepsi and Coca-Cola's operation involves homogeneous products; this makes them have control of the price (Hong and Li, 2017). However, when they like to change the price, the companies check their products.       
     Coca-Cola competitors 
Pepsi
Pepsi is the largest and the closest rival of Coca-Cola. The company arch-rival was made in 1965 after Frito lay joined together with Pepsi. In, 2017 the brand has reported organic revenue growth, with a 20 billion dollars brand in its portfolio. In the US, Pepsi sells more products and operates in a large market as compared with Coca-Cola. Pepsi's net revenue was $63.5 billion and $28.8 billion gross profit in the year 2017. Both Coca-Cola and Pepsi sell similar products such as energy and health drinks, sod beverages, bottled water, and juices (Hermann, 2018).  Pepsi is named the most formidable competitor of Coca-Cola, with their rivalry being termed Cola wars. 
Red Bull
Despite its low product portfolio, the company rises as the primary competitor of the Coca-Cola energy drinks. The company operates in 171 countries and is looking forward to increasing its boundaries in Western Europe and the USA. Red Bull reported its 6.3 billion sales of the can worthy 6.282 billion Euros in 2017 (Wesness et al., 2017). Pepsi's main boundaries were Turkey, India, Netherlands, Northern Europe, and the United Kingdom. Coca-Cola receives huge competition in their energy drinks from Red Bull. 
Dr. Pepper Snapple 
The company has more than 50 portfolios on refreshing brands. Its brands include teas, mixers, carbonated soft drinks, water, and juices. Pepper operates in the US market, thus competing with Coca-Cola. 90% of its $6.4 billion was earned from the US market in 2017 (Wang, 2020). The company's strategic acquisitions' future growth will be influenced, aiming to develop its customer base and grow its business. 
Nestle 
Although this company doesn't directly compete with Coca-Cola, it sells bottled water which is a huge competition to Coca-Cola Company (Navaneetha et al., 2017). Dasani, a bottled water brand of Coca-Cola, receives competition from Nestle Pure Life and Poland Spring, Nestle's brands. 
Parle
Parle is a brand from India which competes with Coca-Cola bottled water and juices. The major brands which compete with Coca-Cola are Frooty, Appy, and Bailey (Shetty et al., 2021).
  In conclusion, many businesses have survived in the current world, with others increasing their boundaries. For instance, the Coca-Cola market has gained much development from going wide into the world, a situation defined as globalization. Despite growth influenced by globalization, the company has received criticism from the different populations due to globalization. In the US, Coca-Cola has tarnished its image of health drinks, with everyone avoiding Coca-Cola drinks. This has to be a resultant of advancement in technology which has made the information of unhealthy Coca-Cola brands go viral. Despite this, globalization has impacted the stakeholders of the Coca-Cola Company. One of the most impacted stakeholders is the employee; globalization has enabled the company to locate other employees from different countries who offer the same services at a low cost. This has affected the employees' job security. Although learning different cultures makes them easy to deliver the services and products, the employee has forgotten their culture, leading to culture dilution. Consumers have also been greatly affected by globalization, with competition arising. Competition leads to a change in pricing strategy; although some may favor the consumers; some are set high beyond the consumer's income. 
Globalization through advanced technology has improved the consumer's decision on the products of the company. With web pages and social media, the consumer has communicated their tastes and preferences, which Coca-Cola has taken into consideration. Globalization has resulted in developing other companies, with Pepsi, among others playing as the toughest competitor of Coca-Cola. To accommodate the global market, the Coca-Cola Company has implemented various campaigns such as "The Coke Side of Life," associated with feelings including happiness, fun, color, and life. The campaigns have helped the company create an image for the public, thus increasing its productivity and profitability. The company has also joined hands to sponsor events and groups such as Morocco football to create youths' awareness. To answer the cultural factors, the company has implemented various initiatives, including “Thanda Matlab Coca Cola” in India. Coca-Cola Company can therefore be termed as a successful global company.      
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