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[bookmark: _Toc34088600]1. Executive Summary
The purpose of this report is to take Coca-Cola as a research object, analyze its role and contribution in corporate social responsibility activities, and adopt corporate social responsibility strategy as a marketing method to achieve corporate value and business goals. By listing the activities of Coca-Cola serving the society in recent years, we can point out and learn that this CSR marketing strategy will not only make the company invest a lot of money, but also increase the company's reputation, get consumer support and love, and form loyalty client, which is a good example for other companies to learn. Also, by listing the related data and figures, it can be clearly illustrated the reduction of carbon footprint and giving back since the CSR activities have been carried out by Coca-Cola company. Therefore, we can draw upon conclusion that the Coca-Cola company uses CSR marketing methods which is quite useful for achieving its business goal and they contributes to develop this approach more and further.
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[bookmark: _Toc34088601]2. Introduction
Nowadays, the numerous environmental and economic problems have come out with the development of economic development in the worldwide (Cox, 2012). Increasing enterprises have integrated corporate social responsibility (CSR) contributions. Even though it is composed by many factors, it is ultimately a selfless act of self-discipline, altruism and higher spiritual realm as a social role.  

In this report, Coca-Cola company will be selected as a research object and then identify organization purposes and specific strategies, analyze the relationship between social responsibility strategy and corporate value chain positioning, and figure out how it contributes to the business goals and the internal connection between CSR strategy and business strategy. In the end, this report will discuss how it demonstrates that its social responsibility strategy strengthens its business strategy and makes its business and society more profitable. 
[bookmark: _Toc26088][bookmark: _Toc20582][bookmark: _Toc34088602]3. Aim of CSR 
In today's society, the company is not only pursuing benefits and meeting his business goals. More attention is put on social influence and social responsibility, and society-oriented to contribute to better services for the society (Davis, 2009). At the same time, enterprises must find a balance to balance the relationship between their own interests and social responsibility on the basis of pursuing their own interests. 
Corporate social responsibility marketing is a form of marketing. Through the company's active social responsibility, it plays an active role, and then spreads and publicizes it through public advertising and media, so as to improve its visibility and corporate image. This is also corporate social responsibility and purpose of the strategy (Frankental, 2011).
[bookmark: _Toc23953][bookmark: _Toc7465][bookmark: _Toc34088603]4. CSR strategies
[bookmark: _GoBack]Motivation for Corporate Social Responsibility: Commercial Benefits of Innovation-oriented Strategies.
If corporate managers realize that corporate social responsibility is of great help in developing new products, they can reach a high degree of cognitive consistency with stakeholders. On the contrary, if the company only focuses on reducing costs and reducing risks, the cognitive consistency between them and stakeholders will be worse. In order to eliminate the gap between managers and stakeholders' views on corporate social performance, companies need to formulate a blueprint that regards corporate social responsibility as a major challenge for their contribution to social and economic development. To do this, the key is to view corporate social responsibility as a challenge related to internal change in the enterprise, rather than as a challenge related to external interests. A this time, stakeholders also need to learn and understand business processes in order to play an active role in driving change.
[bookmark: _Toc1082][bookmark: _Toc34088604]4.1. Established Responsible Marketing Code
Coca-Cola first carried out marketing code and implemented its marketing plan, which is responsible marketing principles. More specifically, it promised that it will not provide or sell Coca-Cola to children under 12 in the school(Gaard, 2011). At the same time, audience will not see Coca-Cola ads on TV channels like Cartoon Channel since the company thought they should protect the safety of children and this behavior gained a lot of positive feedback from children’s parents. Coca-Cola has carried out forward-looking marketing activities around this marketing principle, which can make consumers more enjoy and trust Coca-Cola.
[bookmark: _Toc12843][bookmark: _Toc34088605]4.2. Unifying dominant brand elements 
Coca-Cola unifies the packaging four types of Coke with a distinction in color: Classic(red), Zero(black), Diet (silver) and Life(green)(Hébert, 2018). On the ingredients label of each can, Coca-Cola uses a voluntary front-of-pack nutrition labelling scheme prescribed by the Department of Health, which uses color coding to show the composition of fat, salt, sugar and calories. In March 2015, this label will gradually appear on all product bottles except for pure aquatic products(Pino,2016).


Figure 1 Coca-Cola labeling system
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[bookmark: _Toc23898][bookmark: _Toc34088606]4.3. Media placement
In 2015, Coca-Cola increased marketing costs for low-calorie and sugar-free, calorie-free colas(Misani,2018). For instance, Coca-Cola ads and TV ads will describe the characteristics of each type of Coke. Coca-Cola will also sponsor an international sporting event for the first time: Rugby World Cup 2015, to vigorously promote 4 categories of Coke, and promote an active lifestyles(McEachern,2017).
[bookmark: _Toc24951][bookmark: _Toc34088607]4.4. Community support
The above tactics are strongly related to the Coca-Cola product itself. Yet most of them only resolve the problem of letting customers know Coca-Cola, but they still cannot entirely reflect the brand connotation of company and it hopes to raise people's health awareness. In the UK, more than a quarter of women and a fifth of men exercise less than 30 minutes a week and they are inactive, which became the fourth leading cause of disease. Coca-Cola realizes that the problem of "too lazy to move" is increasingly prominent in Britain. Therefore, around the "Active lifestyle", Coca-Cola (UK) actively supports community activities such as Special Olympics, StreetGames. In 2014, Coca-Cola (UK) partnered with local government agencies to launch the ParkLives project and organized free and fun family sports in more than 70 parks, such as Newcastle, or in the heart of the local community(Kelly,2016). The first year of ParkLives started with 22,500 visitors, which was quite popular(Bauman,2014).
[bookmark: _Toc16715][bookmark: _Toc5646][bookmark: _Toc34088608]5. Evaluate enterprise development	
Recent research demonstrated that company gets involved in CSR has no negative impact on corporate profitability (Mehta, 2014). Therefore, the company can rely on its strong influence and platform to help more people in need and return to society. In addition to what we have discussed above, many companies are committed to addressing the current serious challenges, including global hot issues such as water scarcity, climate change, and the rights of women and girls in developing countries. Since 2009, Coca-Cola has built sustainable development into its business operations.
Like Coca-Cola, the giant companies will definitely integrate social responsibility into their core business without any doubt. This not only puts corporate social responsibility at a higher priority, but also contains the logic of the greater the ability, the greater the responsibility.

Utilizing the scale of the company to fulfill social responsibility
Coca-Cola's size allows itself to play more and more important role in world stage. This is not because of the scale it has owned, but since it owns sub-company in over 200 countries in the worldwide, which allows Coca-Cola to build close connection with organizations and they are able to take advantage of the size and nature of their operating model to a certain extent. In addition, their own distribution network allows to maintain direct contact with 24 million retail customers, which is another key point to add values(Reisch, 2016). 

More is to establish the image of corporate social responsibility. Throughout the world's large enterprises, no company does not maintain sustainable development with a highly socially responsible image. Microsoft invests billions of dollars in social philanthropy every year(Bartunek, 2017). Once the social image of a responsible company is established, its corporate brand and product image will naturally stand up, because a company with a high sense of social responsibility can give customers a high degree of trust and commitment. Social responsibility is accompanied by the whole process of corporate development,which is complementary and indispensable.
[bookmark: _Toc15597][bookmark: _Toc32692][bookmark: _Toc34088609]
6. Implementation and timescale
Coca-Cola firmly believes that they will make success through today's joint efforts and from everyone's simple care. Coca-Cola sees the consumers, distributors and private institutions in the community as partners in creating shared value. Sustainable development is not first time to be proposed by Coca-Cola, so the company gets used to focusing on it has been increasing, especially for water, women and social welfare projects, which have been implemented successfully. 
[bookmark: _Toc3571][bookmark: _Toc34088610]6.1. Timescale
Initially, in 2008, the amount of water used to make beverages was decreased by 52% and reduced the water consumption of over 800 bottling plants, which helped the company achieve the goal of water conservation(Stacey, 2014).In 2012, Coca-Cola and One Foundation launched a water purification program.Then, a 24-hour water purification emergency rescue mechanism was launched in 2013. Compared with the last year, Coca-Cola's water consumption per liter of beverages decreased by 1.5% , and it continued to actively explore and promote new models of water recycling (Carroll, 2019). Next, by the end of 2013, the company established the cooperation with the world environmental organization and Chinese government to protect the water resources globally(Feldman, 2013). So far, the enterprise has been fulfilled some achievement and kept making contribution to local environment and contributing to resolve the problems.

Figure 2 Climate and giving back chart from 2015-2017
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From Figure 2, we can clearly see that since Coca-Cola carried out the ‘drink in your hand’ in 2010, estimated percentage reduction of the carbon footprint has been improved remarkably from 12% in 2015 to 19% in 2017. And as for the giving back, the percentage of the company’ annual operating income invested back into local communities from 1.9% in 2015 down to 1.2% in 2016 and then reaching 1.6% in 2017.
[bookmark: _Toc7503][bookmark: _Toc34088611]7. The success of enterprise
[bookmark: _Toc11752][bookmark: _Toc34088612]7.1. Creating a balance between economic value and social value 
Initial investment may not see immediate results, but it will get much powerful and become a great business in the end. For instance, Coca-Cola developed PlantBottle project, the initial cost is significant, but senior management believes it is well worth it because it helps people achieve their goal of reducing the carbon footprint of beverages purchased by consumers by 25% by 2020(Boynton, 2019). 
[bookmark: _Toc14663][bookmark: _Toc34088613]7.2. Sustainable development opportunities themselves and ethical needs
Today's consumers think enterprise should take on more of the necessary social responsibilities, but advocating sustainable development is also based on business needs and the company's own realities. Corporate ethics belongs to a group of ethics. The more self-constrained the group is, the more closely the corporate ethics plays with his role in society. Then if the contribution of this company to society is greater, we say that the better the moral spirit of this company, the higher the moral level of employees.
[bookmark: _Toc13339][bookmark: _Toc34088614]7.3. The transparency of the organisation in their reporting of the policies
Transparency is rational and ethical, and can improve the efficiency and effectiveness of business operations. But even so, some company executives always manage to block and control information because they believe it is the source of power. Our criterion for evaluating business executives is to see if they can build organizations that are economically, ethically, and socially sustainable. No matter what strategy and tactics they adopt, wise leaders must recognize that transparency is the most important. For example, companies can use modern cloud MES systems to improve corporate information transparency through dashboards, pre-configured reports, and ad hoc reports(Das, 2011). This enables business operators and managers to quickly know the feasibility information. Imagine now that every corporate shareholder has the opportunity to help the company make decisions by obtaining the necessary information to achieve more intelligent operations.

MAIN BODY
More than half (53%) of consumers said they might consider buying a more transparent brand on social networks, but a lack of transparency could result in the loss of 86% of customers(Duhé, 2015). More than ever, 86% of consumers want businesses to be more transparent. Corporate transparency involves multiple aspects, such as cost transparency and process transparency. The direct relevance to marketers mainly refers to the transparency of operations.
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[bookmark: _Toc20341][bookmark: _Toc12155][bookmark: _Toc34088615]8. Conclusion
To sum up, through the analysis of this report, the Coca-Cola Company adopted this CSR marketing strategy, which not only achieved its goal of profitability, but also contributed to society with its own strength and increased its reputation.To obtain profits from society, enterprises must also bear corresponding social responsibilities, so as to enable the sustainable development of enterprises. Under this circumstance, corporate social responsibility marketing came into being and became one of the fastest-growing marketing methods.And clear company policies and procedures will make sure company can play significant roles on social-benefit and ethical activities. 
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