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Introduction:
[bookmark: _GoBack]The modern day businesses that exist in the present world focus upon value generation of the organizations with the help of their marketing strategy. The marketing strategy is focused upon the value generation for the customers that helps to fulfill the expectations of the customers and thus by generating value for the customers, the organization earns revenue with the help of which they are able to satisfy and generate value for the other stakeholders as well (Babin et al., 2015). But it is believed by many scholars such as John Burnett (2008) that marketing is more than just creating value for the customers as most of the organizations tend to satisfy their customers in order to make them loyal towards the business which can generate repeated sales for the organization. Thus, in order to increase the organizational sales, some of the companies nowadays are focusing upon touch point of the customers (Stein et al., 2016). The touch point of the customers are the ways with the help of which the businesses are able to establish connection with the customers and this can include online ads, products of the organization in the retail stores, customers visiting the website and also customers able to contact with the company through customer service centre. But while focusing upon these aspects, some organizations tend to forget the end to end journey of the customers which is the most significant aspect for the long term business success. The customer touch point though can increase the sales for short term but misses long term end to end journey of the customers and thus can organizations nowadays should focus upon end to end customer journey (Grønholdt et al., 2015).
This particular report will deal with the end to end journey of the customers of Coca Cola Company which is the largest company and non alcoholic beverage producer in the world and they also produce; market and are the largest retailer of soft drinks worldwide.
Background to the company:
Coca Cola is an US multination brand that was founded exactly 131 years ago in 1886 with their headquarters based in Atlanta in Georgia, US. The company has been named and famous for the flagship creation Coca Cola that was invented by John Stith Pemberton who was a pharmacist and Asa Griggs Candler in the year 1889 bought the formula form John in order to start the new company in 1889 (www.coca-colacompany.com, 2018). Since 1892, the distribution system of Coca Cola started and they operated in franchised model with the help of selling their non alcoholic beverage in various bottles all around the world. At present, Coca Cola is Billionaire Company and the present revenue of the company as of 1st quarter of 2017 amounts to US$ 35.410 billion and also employs more than 61,000 people working in the company in their worldwide operations.
Though Coca Cola has a lot of rivals in the worldwide market, they still hold the top position in terms of sales, revenue and also in terms of market shares and some of the top rivals of the company are Pepsi which is the largest competitor of Coca Cola due to the offerings of the products are same in the industry (Gillespie et al., 2015). They also directly compete with Dr. Pepper Snapple Group as well. Coca Cola also follows a competitive pricing strategy in relation to their competitors which provides them an advantage over the other competitive soda brand s in the market.
Main Analysis:
The innovation of the products are nothing new to the business as, for the purpose of catching the customer demand, the businesses in the 21st century is focusing upon the demands of the customers and as a result, the product innovation is the newest strategy that has been adopted by the business (Madsen et al., 2015). But in reality, the product innovation strategy can help the business to differentiate their products form that of the competitors for a very short time now and the competitors finds a way to create that product in a short period of time due to innovative technologies in business nowadays. Thus, customer touch points are no use in the long run for the business nowadays and they are required to focus upon diverse aspects of the business which can provide them with competitive advantage in the long run. The end to end journey of the customers is something the business should focus upon in order to gain competitive advantage over the rivals. 
Most of the companies that are there nowadays are focusing upon the touch point of the customers in order to increase the customer value. The perceived value of the customers is something which is increased by the organization with the help of the business offerings and also when the customers come in contact with the organization (Yi et al., 2013). The companies that exists in the present business world including Coca Cola tries ensuring that that the customers are happy when they come in touch with their products and sales employees and also with the blogs, ads in social media, services provided to the customers and so on. But this force the company to much larger issues that exists in the environment which has the potential to drop down the sales in the long run and that is end to end customer journey.
The end to end journey of the customers can only be understood when the business is able to look at their organization form the point of view of the customers and the journey of the customers is related to the things that happen before the customers are buying the products, while they are buying and also after experience when the product is already bought by the customers (Rawson et al., 2013). The journeys of Coca Cola customers are stretched across various customer touch points and also across various marketing channels and supply chain. When the businesses nowadays are unable to address these issues, it can have negative or adverse effect upon the organization which can contribute towards loss of sales, loss of revenue and also loss of customer satisfaction and loyalty in the long run.
There are various ways with the help of which Coca Cola will be able to increase the value for their customers and will also be able to focus upon their end to end journey which begin from before buying decisions that are made by the customers and ends at after buying satisfaction of the customers and those steps are mentioned below throughout the analysis part of the report:
Analyzing the customer demand:
In order to provide products as per the requirement of the customers, the businesses should at first analyze and understand the demands of the customers (Kotler, 2015). For the purpose of understanding customer demand Coca Cola uses various tactics which include market survey, taste and preferences of the customers, customer feedback and so on. With the help of gaining data about the preference of the customers, the organization is able to create an idea regarding the customer requirements from the business and is able to design the products accordingly with the help of their innovative techniques. Coca Cola makes innovation in terms of the bottles, brings out newer products in the market in order to satisfy the demand of the customers in the market.


Marketing Mix:
Nowadays it is not enough for the company to suffice the demands of the customers just by innovating new products as per the requirements of the customers but it is also significant to form a strategy for the purpose of marketing those products. Marketing mix is the process with the help of which several elements of marketing are put in one model that can help the organization to market their products well to the customers and increase organizational sales (Armstrong et al., 2015).
Product:
There are more than 3300 products that are in the portfolio of the company and it is by far the largest product portfolio of any beverage company in the industry (www.coca-colacompany.com, 2018). Moreover, it is also regardless to say that the products are results of research and development of the company and are introduced with a motive to satisfy the customer demand in the market. The product line of Coca Cola include real fruit juices, diet category, water, soda, energy drinks, coffee, tea and aerated fruit drinks. Some of the products of Coca Cola are Limca, Fanta, Diet Coke, and Thumps Up and so on. 
Place:
The company has worldwide presence in more than 200 countries and with the help of FMCG distribution strategy; Coca Cola distributes their products in all over the world. It is the largest aerated drink company in the world market and also the largest in terms of market share (De Mooij, 2013). The Coca Cola products are also available in the online retail stores like Amazon and also follows an intensive distribution strategy in the market which the help of which they also reach the rural areas of the markets where they operate.
Price:
Coca Cola operates in an oligopoly market where the buyers are there in large numbers and a few companies are there. Moreover, as there are a large number of products that are there under the brand, the pricing of diverse range of products are done according to their geographical segmentation and also as per the availability sometimes in the market. But most of the times, the pricing of the items are done based upon the pricing of the competitors and Pepsi Co. being the top competitor of the company, most of the products of Coca Cola are priced as per their competitors pricing. 
Promotion:
The promotion is the way with the help of which the company reaches their customers in the market (Fill et al., 2016). Coca Cola adopts every kind of traditional and non-traditional promotional strategies to reach their customers in the market. They use television ads, radio and newspapers ads for reaching the customers of the organization. They also use hoardings, leaflets and so on to gain their customers’ attention and lastly, social media marketing is also done by Coca Cola for the purpose of gaining the customer attention. Moreover, with the help of their CSR strategies, they are able to gain an emotional touch in the minds of the customers that also helps them to promote their brand in the market.

Segmentation, Targeting and positioning:
The segmentation, targeting and positioning is also used by Coca Cola in order to create division of their market based on their customers and target them as per the strategy that are established by the business.
Segmentation:
Segmentation is the process with the help of which the market is divided by the organizations as per the capabilities of the consumers and various other forces in the market so that the customers in niche various niche segments can be provided with the exactly the products that they want (Tanner et al., 2015). Among four kinds of segmentation, Coca Cola use three type of market segmentation and they are geographic market segmentation where they divide their market as per the climate and regions. There is also demographic market segmentation that helps them dividing the market as per the gender, age income and family size. Coca Cola products are for every age group and also for every gender with low income family to higher segment and also for all types of family sizes. In addition to this, Coca Cola also makes use of psychographic segmentation and this is related to the social class of the customers and their lifestyle. Generally, all types of customer lifestyle can consume Coca Cola and also every class in the society can consume Coca Cola as well. 
Targeting:
Targeting is the way with the help of which the segments that are most profitable for the company is selected in order to supply the products (Gbadamosi, 2013). Coca Cola targets their customers by creating diverse range of advertisement for every segment that are there under the company and the most profitable market that is targeted by the company include the customers at the age group of 10-25.
Positioning:
Positioning is the strategy with the help of which the company place themselves in the minds of the customers. Coca Cola use the phrase “Fun and Happiness” in order to place themselves as a brand which focus upon bringing happiness when consumed. They also focus upon thinking in a global way and acting as a local products or brand in the market. Moreover, they also follow a marketing approach that is global in nature.
Market Offerings:
There are two types of offerings that are made by the companies in the market and they are naked solutions as well as discretionary offerings. 
Naked Offerings:
The naked offerings are the products or the services that are valued by every segment of the customers that are there under the company (Hoberg et al., 2014).
Discretionary Offerings:
These are the types of products under the brand which are valued by only some of the segments that are present under the brand. 
Due to the fact that Coca Cola products are for all age consumers and their product are valued by all the segments present under the brand, Coca Cola falls under naked offerings market segment.
Brand Strategy for Coca Cola:
Due to the fact that the taste of consumers has evolved for years, Coca Cola has also changed their products with the help of their innovation strategy. There is a new trend in the world which focuses upon healthy living and for the purpose of living a healthy life, it is significant to consumer healthy foods. Due to the fact that Coca Cola and other aerated drinks has high amount of sugar content, Coca Cola has recently lowered their volume of sugar content in their products throughout the world and thus has tried to capture the consumer demand with the slogan, “One Brand” strategy (Holt, 2016). Moreover, with the help of their advertisement strategy, they will also provide their customers with full information related to their products in the market. in UK market, they have recently launched three variants of Coca Cola newly which focus upon their classic variety of Coca Cola, Zero Sugar variety and also No Sugar variety of the product.
During the traditional times it was believed that Coca Cola three branding strategies for their brand and they are affordability, acceptability and availability, while the new branding focus of the brand is upon providing price value to the customers by pricing their products as per the competitive marketing strategy and providing products to each segment of the customers as per their preference in the market,. Moreover, Coca Cola also focus upon pervasive penetration which help them to build a good brand image in the minds of the customers and the brand also connects very well with the customers of the organization and thus the image of the brand created in the minds of the customers is superior to that of their rivals and thus they are able to reach high amount of sales in the market. 
Brand Communication for Coca Cola:
Coca Cola is a company that also use brand communication in order to attract the customers towards their products and thus it helps the organization to gain more sales on the part of the organization (Singh, 2013). There are various types of communication strategy used by the brand in order to attract the customers which include traditional and non-traditional.


Traditional forms of communication:
Coca Cola use public relation in order to attract the customers and in their public relations strategy they organize press conference every year in order to publish their annual report and also communicate with the customers of the brand with the help of newspaper ads, television ads, leaflets, hoardings, radio ads and so on.
Non-Traditional forms of communication:
The non-traditional forms of communication include the communication that is done with the customers with the help of internet (Kohli et al., 2015). In order to communicate with the customers they use their social networking sites to reply to the query of the customers and also posts daily news of their new products and offer in order to attract the customers. They also promote their brand with the help of pay per click and pay per view ads in the social media sites and this help them to maintain an effective communication channel in order to communicate with the customers of the brand. 
The above mentioned things are the strategies that has been established by the brand before the customers buys a product from the organization and while they are buying the products from the organization the extended part of the marketing mix can be described which can enhance the experience of the customers’ end to end journey:
Extended Marketing Mix:
In order to enhance the experience of the customers and so that the customers are supplied with products and services that can satisfy them during their purchase, the extended marketing mix can be described which consists of people, process and physical evidence:




People:
In order to provide a good experience to the customers while they consume their bottle of Coca Cola, the company hires top professionals from the industry and also with the help of motivation provided to the employees in forms of financial and non-financial rewards, they uplift the employee performance which helps the employees to satisfy the customers of the organization. Moreover, the employee performance in the company is monitored by the mangers of the organization and an employee is recognized to be performing low in the organization, he is put to training and then again put back at work in order to enhance the employee performance (van den Driest et al., 2014). There are also leaders in the company that guides the employee performance which help them to earn competitive advantage over their rivals by producing the products and packaging in a way that can satisfy their customers.
Process:
Updating the product line from time to time provide the organization with competitive advantage and also provides the customers with enough satisfaction when they consume the products as per their requirements. The products of the company have refreshing taste which helps them in making the customers satisfied and also the packaging of the products are done in a very attractive way that can attract the customers towards the products (Czinkota et al., 2013). Moreover, there are company fridges that are colorful in nature which also attracts the customers towards the products of the company. Furthermore, there are display racks that are designed by the company which are supplied to the retailers for free and once the customer views these racks they automatically feel attracted towards the products kept in those racks which help in increasing the organizational sales.
Physical Evidence:
There is own website that has been developed by the company that provides new to the customers as per the produce launch and also the products that are available in the world market. Moreover, digitization has been highly implemented by Coca Cola in order to capture the new market segment and new generation customers that are fond of internet. Furthermore, due to the fact that the new generation customers are able to order their products from the online retailers, they generally feel satisfied with their orders and with the process of buying (Scott, 2015). 
Thus, Coca Cola uplift the experience of the customers while buying and consuming their products from the market while they tend to increase the level of satisfaction in the end to end journey of the customers. Lastly, the after sales service provided by the brand to the customers has also benefits towards improvement of the end to end journey of the customers and in order to improve after sales service, the actions taken by Coca Cola are mentioned below:
Feedback:
Coca Cola focus upon taking effective feedback from the customers of the organization in order to gain their opinion regarding the products and services of the organization and make effective changes in their products if they gain negative reviews related to their products (Piercy, 2016). Moreover, they also follow the review regarding their products in the online retail stores and also in the comments that are done in the social networking sites like facebook, instagram and twitter in order to work for the betterment of their products so that the customers can be satisfied with the help of betterment of their products.
Customer Relationship:
Customer relationship is the process with the help of which a cordial relation is maintained with the customers of the organization so that the organization can focus upon increasing the sales of the organization (Trainor et al., 2014).
Coca Cola focus upon keeping a cordial relation with their customers with the help of providing them with discounts through the retail stores which keeps supplies of the company. Moreover, the three main objective of Coca Cola CRM policy is to acquire, enhance and retail. After Coca Cola acquires their customers, they try to enhance their experience with the help of the company products and also thus they are able to keep their valued customers in the organization with the help of their CRM strategy.
Thus, with the help of a long cycle of acquiring the customers, enhancing the customer experience, Coca Cola is able to retail their customer in the organization and thus it can help them to gain competitive advantage over the other organization with the help of which they are able to maintain their top position in the worldwide market.
Conclusion:
From the above discussion it can be concluded that though customer touch points are necessary to be followed in the business, but following customer touch points can provide the organization with competitive advantage for a very short time. Instead, the organizations should focus upon the end to end journey of the customers which can provide them with a competitive advantage for a very long time in the business environment that is at present very competitive in nature (Edelman et al., 2015).
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