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Introduction: 
   Looking at the market's economic structure, competitive edge, dynamic trends, and historical patterns are all part of a thorough analysis of the company's external environment. External analysis encompasses a wide range of disciplines, including macroeconomics, world politics, social factors, demographic study, and technological evaluation. The primary objective of an external review is to determine what possibilities and threats exist for a certain market segment in terms of increased profitability, growth, or volatility. Many different schools of marketing thinking exist for this reason, and they all stress somewhat different things. Since marketing is grounded on the idea of competition, it is affected not solely by the firm's activities and the external environment, as well as by the marketing tactics of the firm's rivals. Our marketing strategy takes into account both our own and our rivals' capabilities and resources. We provide a theoretical framework that considers the interplay of the firm's internal sources (marketing and non-marketing), external environmental factors, and competitors' resources. (Ibrahim et al., 2020).
  Coca-Cola has been operating for almost 120 years, and yet it is still the most popular soft drink in the world, with an incredible 1.9 billion servings drunk daily in over 200 countries. The organisation has always been enthusiastic about exploring new ways to interact with its customers. Coca-Cola is the largest producer and supplier of non-alcoholic beverages in the world, thanks in large part to the company's tremendous marketing strategy that has energised the general public for decades.  
Globalisation:
  Many large U.S.-based companies have learned over the years that going global is the only way to take an organisation from being profitable to becoming a phenomenon on a worldwide scale. Coca-Cola accepted this truth early on, and its globalisation efforts ever since have followed suit.
   Coca-Cola now operates in over 200 different countries and has 500 different brands, each of which is designed to appeal to the tastes and dietary customs of a certain region. Coca-Cola has been able to ensure its continuous financial success by expanding in line with the growth of markets across the globe because to its massive global presence, which has grown by considerable amounts over the duration of the previous seven decades (CoSchedule.com, 2022).
Coca-Cola’s Marketing Strategy:
  The company's primary demographic consists of people aged 10 to 35 (Arun, 2023), who are economically active and have disposable income. As of the year 2023, the company's advertising department makes extensive use of well-known people, such as actors, musicians, and athletes. Coca-Cola may be more well-known among the youth of today, but it is also enjoyed by many senior citizens. However, they don't like the diet version since it doesn't adhere to their rigorous dietary requirements owing to age and disease. 
At initially, Coca-Cola didn't differentiate between its consumers via its targeting. In an attempt to gain more traction in the target market, it has recently began to adapt its products to the local culture. There is a balance between the two primary types of advertising methods (direct and indirect). Direct communication with the target audience is made possible via private channels. For the sake of this article, "non-personal marketing channels" includes both online and offline mediums including TV, newspapers, billboards, social networking sites, magazines, emails, marketing initiatives, radio, etc.
.
Product Strategy:
   Coca-Cola sells more than 500 unique products. It markets its soft drinks using a marketing mix and has global distribution networks. Its beverages, which include Coca-Cola and Minute Maid, Diet Coke, Light, Coca-Cola Life, Zero from Coca-Cola, Sprite Fanta, and others, may be purchased in a broad range of sizes and packaging styles. They contribute heavily to the total income, and their contributions are large.
Place Strategy:
  Coca-Cola's success may be attributed to the company's wide-ranging distribution system, which is supported by a sizable group of independent bottlers. The company may now ship to almost any part of the world it pleases. Coca-Cola has an extensive distribution system in place. It has six regions it operates in, covering all of North America, all of South America, all of Africa, all of Europe, all of Asia, and all of Eurasia. The corporation's bottling partners handle production, packaging, and distribution to sales representatives. Then, the agents physically transport the goods to the stockist, the distributor, the store, and finally the ultimate user. Coca-Cola also has a sizable system of inverted supply chains for collecting empty glass bottles for reuse or recycling. Money and materials are spared as a consequence. Almost everywhere that sells sodas will have Coca-Cola in stock..
Price Strategy:
  Coca-Cola's five-cent-per-can price has been unchanged for close to seventy-three years. The company's increased level of competition from rivals like Pepsi necessitated a more fluid approach to pricing. It avoids both drastically lowering its price and raising it in an unjustified way, which might lead to consumers losing faith in the product and switching to a rival.  
Promotion Strategy:
  Coca-Cola, in order to remain competitive with its formidable rivals, employs a wide range of advertising and marketing strategies. Advertising its name in both traditional and unconventional channels might cost as much as $4 million annually for the company. As a consequence of technological developments, digital channels of communication like social media have become an integral part of Coca-Cola's marketing mix. It uses Facebook, Twitter, YouTube, Instagram, and Snapchat, among others, as part of its digital marketing strategy and shares photos and videos there on a regular basis.  Coca-Cola's marketing approach places an emphasis on SEM, e-mail publicity, content promotion, and marketing via videos. The ubiquitous brand identification that has resulted from these comprehensive marketing and sponsorship operations has allowed Coca-Cola to maintain its stranglehold on the soft drink market. (Arun,2023).
Coca-Cola’s Image Monitoring:
  The business makes use of brand monitoring and trend analysis. Telegram is integrated with Coke's systems so that the company is alerted instantly whenever the company's name is referenced online. This kind of surveillance is so helpful that it often eliminates the need for the employee to physically be there at work. 
People's fascination with the iconic Coca-Cola truck is only one such instance. People don't use it to inquire where it is or when the event will be; instead, they write comments, which the marketing team then responds to fast and effectively. Social media are also a part of this surveillance. Coca-Cola's personnel may track and respond to any user-generated material, such as photos, videos, and comments.
(Teselko,2022).
PESTLE Analysis on Coca-Cola
  The PESTEL study plays a significant role in the management of the company. Every firm must do thorough study on the local climate in a new country before deciding to expand their operations there. They need to find out about any outside influences that might affect their business. They need to make sure these standards are fulfilled in all the countries where they do business. These might help them spot both opportunities and threats. They might come up with strategies to hide their true destructive intent. It might help them ensure their progress, which is a good thing.
  Political Factors
  Coca-Cola's products are subject to FDA oversight (Frue, 2016). Having their products on store shelves is a requirement under federal regulations. Coca-Cola is a product that depends heavily on governmental restrictions on the use of sugar and caffeine. As a consequence of these and other considerations, lawmakers are becoming more severe in their requirements, and as a result, Coca-Cola is being forced to alter the chemical components included in its drinks in certain areas. This is because of an overall decline in health. Countries whose governments haven't chosen how they'll react to these kinds of worries are likewise likely to undergo change (Farooq, 2021).
Coca-Cola may lose the ability to continue distributing its goods if the current restrictions are altered. This may happen if the rules regulating labour, accounting, and internal marketing were to alter (Frue, 2016).

Economic Factors
  The manufacture of Coca-Cola requires a large volume of water, which has several implications for the business. As a result of the water shortage, the company must allocate a significant percentage of its resources towards finding solutions to water-related issues and meeting its water needs. Coca-Cola is still seen as a luxury item in many parts of the world, thus the company has been struck particularly hard by the current economic downturn. When the market is unstable, luxury product sales often fall (Farooq, 2021).
Socio-Cultural Factors
  Since expanding into so many different countries, Coca-Cola must take into consideration the preferences of its customers there. Over thirty unique tastes have already been dispersed over Japan. By trying out new flavours like these, they could potentially be able to increase sales (EdrawSoft., 2021).
  Coca-Cola is perhaps the most recognisable brand in the world and is often cited as a marketing benchmark. Various social issues have been prioritised across the branding and lobbying process. As a result, the company's chances of attracting new customers improve as its standing in the market grows.
  There are several culturally important issues that are associated with Coca-Cola as well. The brand's reputation for being especially detrimental to the environments in which its consumers live and make a livelihood has led many people in developing nations to reject it. Several countries in the Middle East continue to restrict access to the brand since it is made in the United States. To this day, developing nations and their markets remain the primary focus of Coca-Cola's expansion ambitions (Farooq, 2021).
Technological Factors
While there may not be a direct correlation between technical issues and the growth of beverage firms, there are other technological factors that might indirectly affect the evolution of beverage brands. Coca-Cola has been able to increase both the quality and quantity of its products thanks to the usage of numerous pieces of technology. Coca-Cola has many factories in the U.K., all of which are equipped with state-of-the-art machinery to provide both rapid production and reliable distribution (Frue, 2016). Brands need research in order to develop their products. They will be better able to conduct high-quality research if they have more resources to invest in expanding their infrastructure.  One effect of technological progress has been the meteoric rise in smartphone usage. The company might use social media for advertising and marketing purposes, which could raise brand recognition among consumers.  They may also do market research in the form of online questionnaires to learn about new products, consumer preferences, and service feedback. They may be able to save costs on R&D and new product introduction as a result (EdrawSoft, 2021).
Legal Factors
The primary problem Coca-Cola has in the legal sphere is conforming its business practises to the regulations of each country in which it exists. The laws in different countries regarding sugar and caffeine use are quite different from one another. The maker is responsible for ensuring that these regulations are followed wherever the product is sold. As a result of differences in the caffeine content of Coca-Cola beverages between countries, the company has been sued and needed to make settlements in the past (Farooq, 2021). The firm must give serious thought to the working conditions of its employees and put a premium on moral hiring practises. If they underpay their employees and don't provide a healthy and secure work environment, they might face legal repercussions. It's well-known that the company doesn't treat its employees properly and pays them less than the going rate in the country where they operate. Because of this, several different labour groups have spoken out against Coca-Cola. Upholding the highest levels of corporate ethics is now a top goal for the company (Farooq, 2021).
Porter’s Five Forces
  The approach referred to as Porter's Five Factors isolates and examines the top five elements of competition in every given market. The strengths and weaknesses of a certain sector may be better understood with the help of this framework. The "Five Forces" analysis is often used to establish business strategy by looking at the composition of an industry. The Porter Five Forces Model may be used in any business sector to assess the level of competition within a market and improve a company's long-term profitability. Harvard Business School professor Michael E. Porter is widely credited as the original developer of the Five Forces framework (Investopedia Team, 2022). Dobbs (2014) defines "five forces" as "the risks that a company faces as a result of intense competition, strong customers, powerful suppliers, possible new entrants, and alternative goods.
The threat of New Entrants
   Coca-Cola remains one of the most profitable beverage brands due to its global customer base, extensive distribution, and well-known brand name. Brand awareness is very high for Coca-Cola, as shown by the fact that "Coca-Cola" is second only to "OK" on the list of the most commonly used phrases in the world. While Coca-Cola is well-positioned to take on new competitors on a global basis, smaller regional players may prove challenging. Reason being, the beverage industry is very competitive, preventing new entrants from enjoying the same economies of scale as larger, more established corporations like Coca-Cola. They lack the knowledge and experience to create a soft drink formula that can compete with Coca-Cola, and they may also be at a significant technological disadvantage compared to Coca-Cola (MBA Skool, 2022).
Threat of Substitutes 
The firm faces a substantial threat from potential alternatives. To receive the same level of enjoyment as Coca-Cola, consumers may pick from a broad array of different soft drink options on the market. This is because there is not much variety among soft drinks; most are priced similarly and taste similarly. You may swap out your regular soda with anything from Sprite to Mountain Dew to Pepsi to Fanta to 100 Plus, and so on. Coca-Cola isn't the only beverage that may satisfy a consumer's need for a refreshing or sweet drink; consumers may also turn to alternatives like tea, coffee, juices, and other sugary drinks. There are also many additional options for beverages other than soda (Peninsula College, 2019). 
Bargaining Power of Customers
Coke is widely available in grocery stores, superstores, vending machine makers, cafes, gas stations and fast food restaurants. The distribution of Coca-Cola would not be possible without these people. Due to the similarity of competing soft drink brands, consumers are free to switch from Coca-Cola to another brand if they so want. As a result, clients may easily swap providers. When it comes to fast food, everyone knows that McDonald's is Coca-Cola's client (MBA Skool, 2022). This is because McDonald's offers combination meals that include something to drink, and that beverage is virtually always Coca-Cola. 
Bargaining Power of Suppliers
  Raw materials for the Beverages - Soft Drinks industry may be sourced from a wide variety of vendors. Suppliers in a dominant position might reduce profit margins for The Coca-Cola Company. The dominant providers in the Consumer Goods market are able to demand higher prices from businesses in the Beverages - Soft Drinks sector. The financial viability of the beverage and soft drink business declines as the bargaining power of suppliers rises.
Business could protect against rising costs in key inputs by developing an efficient supply network with an array of different vendors, creating reliable vendors who are unable to operate without the business, and testing out new material arrangements during product development.
Ansoff Matrix
  The Ansoff Matrix, sometimes called the Grid for Product and Market Expansion, is used by executive teams and industry analysts to map out and evaluate growth strategies. In particular, the tool gives stakeholders a conceptual framework for assessing the potential dangers of various development strategies.
Market Penetration
  Coca-Cola uses the popularity of various cultural events as a springboard into new consumer segments. Coca-Cola's signature red cans and bottles have become synonymous with the winter holidays. Competitors are further reduced when a company buys another. It comes in a wide range of bottle and container sizes to accommodate various clientele preferences. Coca-Cola uses sales promotions like discounts and bundles to boost revenue during special occasions. The company uses sports and community sponsorship to boost awareness of its products and improve its public image (Khankasi, 2020).
Market Development
  The first Coca-Cola was made in the United States. It is presently available in a wide variety of nations. An emerging international market. The introduction of Vanilla Coke was a success in the United States. After its first success, it was introduced to the British market (Ahmed, 2021).
Product Development 
  A good example of how products evolve is the release of Cherry Coke in 1985. This is Coke's first major international push. Another example is the Fanta Icy Lemon flavour. To increase its market share in existing regions, Coca-Cola developed this product. Coca-Cola Zero in the flavours Raspberry, Peach, and Cherry, in addition to Coca-Cola Energy, were introduced (Ahmed, 2021).
Diversification 
  Coca-Cola has expanded into a wide variety of new markets and product categories. Coca-Cola's vitamin water is an entry into the energizer drink market.  Disconnected diversification would be selling Coca-Cola t-shirts and refrigerators. The company can expand into new non-carbonated beverage areas thanks to its horizontal diversification strategy.
Conclusion
  
Coca-Cola, the most popular soft drink in the world, has widespread success thanks to its broad popularity and high brand recognition. Coca-Cola's strategy is designed to be universally applicable. As the soda industry has expanded, however, more local and global competitors have arisen, cutting into Coca-Cola's grip on the market. Therefore, Coca-Cola requires new approaches to advertising. Coca-Cola, in its pursuit of expanding its global market share, would do well to adopt the philosophy of "think globally, act locally" in order to penetrate local markets more thoroughly.
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