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1.The role of marketing in creating value for customer according to Coca Cola company
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· What is marketing concept?
Marketing concept is strategy that organisation should analyse the need for their customers and then implement to satisfy the customers' needs, escalate the profits and become better than competitors. In another words, marketing concept represent the strategies and effort that company uses to benefit their customers. The key point that the organization need to look at is what they customers want; how can they develop product that satisfy their customers and how can they stay sustainable in customers satisfaction. To achieve success, the companies must focus on customer preferences and then begin to create the product. After they must focus on those need and satisfaction for long term. (https://robertkatai.com/marketing-concept)
The advantages of marketing concept are:
-Informing and educate customers
-recognition and attention of your target audience (promotion, advertising)
-brand recognition
-improving profits
(https://www.coursehero.com/file/17874286/Advantages-and-Disadvantages-of-Marketing-concepts/)
In this report I am going to analyse Coca-Cola marketing concept and how can the company create value for their customer. The marketing concept for Coca-Cola are production, product, selling, marketing and societal.
· Production concept –The production concept holds that consumer prefer easily accessible and affordable products. The company distribution channel allows their products available everywhere in the world. The prices of the products depend on the country economy, technology and income. Coca-Cola is affordable even in the poorest countries. For example, 2l of Coca-Cola in UK is approximately £2.50 per bottle while in Bulgaria is 3.00lv (£1.50). (https://edenpapers.com/blog/marketing-management-in-the-coca-cola-company)
· Product concept-product concept is based on that customer will buy product which offers more quality and innovations. Coca-cola produce variety of unique products for its customer and they also focusing on the health-conscious consumers by producing mineral water, Coca-Cola Zero and even milk. The company product concept is highlighted through promoting the products having them in refrigerator.
· Selling concept- The selling concept holds aggressive selling and advertising. Coca-Cole sell its product aggressively through different promotions and offers like calendars, caps and umbrellas. The bigger player in the beverage industry develop distribution channel that ensure their products are available in different countries. The variety of different products and testes depending on customers purchases capability. For example, the small battles of 200ml target the low-income customers while the bigger 2l bottles are for those who would like to have stock at home. (https://edenpapers.com/blog/marketing-management-in-the-coca-cola-company)
· Marketing Concept-The marketing concept hold the fundamental key for achieving goals, getting better than competition and delivering great products by communicating with the target market. Marketing concept include target market, customer's needs, profitability and integrated marketing. Coca-Cola advertising its products in special events and sponsor World cup and other sport events. In terms of promotion, they achieve global attention of audience through creating lasting moments for its consumers. The beverage leader uses its Facebooks and Twitter page to marketing all its products.
· Societal Concept-The societal concept holds that it is important for companies to offer social services for its customer. Coca-Cola company is known for its major role in the provision of corporate social responsibilities. For example, Coca-Cola India has been rewarded as the best copany in offering corporate social responsibility. (Researchjournali’s Journal of Marketing ,2016, p.7-9)

· Definition of branding
“A brand name, term, design, symbol, or any other feature that identifies one seller’s good or service as distinct from those of other sellers.” (American Marketing Association)
Developing a strong brand identity for any business is important factor for its success. Effective branding can help businesses to build their reputation and beat the competition.


[image: ]
Fig.2, Sourc:missionbox.com

· Advantages of Coca cola branding and how creates value for customers
· Stability in the marketplace-The more often a customer sees Coca-Cola brand in the market, the more often they consider it for purchase. The beverage leader maintains a consistency in quality and in the marketplace. Therefore, the customers become loyal to the brand.
· Awareness-Coca-Cola products are known everywhere in the world. The company worked hard over the years on its branding and identity, which create more awareness and recognition of the product. The shape of Coca-Cola bottle and the red colour create emotion in many people’s mind and if consumer see the labelling in foreign language, he will know for sure that is Coca-Cola.
· Brand over product-The company prefers to focus on the brand than the product. This ensure that the brand is understood in different countries and languages.
· Emotional attachment
 (https://smallbusiness.chron.com/three-benefits-developing-strong-brand-product-56863.html)

· Ansoff Matrix of Coca-Cola
Successful leaders understand that if they want to grow in the long term, they need to find new ways to increase profit and reach new customers. There are a lot of opportunities available such as developing new products or opening new market, but how will organisation know which one suits their needs? This is where they can use an approach of Ansoff Matrix. The Ansoff matrix has been develop by H. Igor Ansoff and first published in the Harvard Business Review in 1957. The figure 4 below shows four strategies that company (In this case Coca-Cola) can use to grow. Ansoff matrix can also be used as a scanning tool to choose the best option as a result. (https://www.mindtools.com/pages/article/newTMC_90.htm)[image: ]
Fig.4 Source: The marketing agenda
Market Penetration is promoting existing products in existing market. To penetrate the market, one of the strategies that Coca-Cola uses is associating the product with different events. For example, Christmas is one of the events that Coca-Cola associating as both have red colour and create emotion. The bigger leader in the beverage industry offers different bottle size and cans to satisfy the needs and preferences of its customers. In fact, they also offer discounts during events to expand sales. To advertise its products and promote brand name, Coca-Cola gets involved with sporting and community events. (https://themarketingagenda.com)
Market development is entering new market with existing products. Even though, Coca-Cola operates in 200 countries, there are territories and regions in these nations that the company does not operate in. To expand their products into this nation market, the company offers various products, different packaging sizes to suit to the new market. As a part of promoting brand image and building customers loyalty, the company takes on celebrities and sports figures during launching in new markets. (https://ansoffs.com/ansoff-matrix-of-coca-cola/)
Product Development is promoting new products in existing market. As a part of its product development strategy, the company constantly launches new drinks and variants of its existing products. Some of these variants are Fanta, Diet Cola, Cola Zero, Sprite and many others. Coca-Cola Zero has been launched in 2005 with low calories and zero sugar. However, not all new products have been launched across the market. For example, the variants of Fanta in Pakistan are much less than those offered in United States. The new products are usually launched at low prices. (https://ansoffs.com/ansoff-matrix-of-coca-cola/)
Diversification is promoting the new product in new market and the bigger leader in beverage industry has been using this strategy numerous times. There are two types of diversification: related and unrelated diversification. In relate diversification the business is developed in areas related to the main action, while unrelated diversification is completely new activity without similarities with other operation of the company. Example of related diversification is Aquafina mineral water as well as vitamin water, which expanded into energy drink domain. Example for unrelated diversification is selling Coca-Cola merchandise such as clothes and fridges. (https://repository.ihu.edu.gr/xmlui/bitstream/handle/11544/29144/Dissertation_Application%20of%20Ansoff%E2%80%99s%20Matrix-Methodology_Marketing%20Growth%20Strategies%20For%20Products.pdf?sequence=1)
Through the Ansoff matrix Coca-Cola also create value to their customers:
· Coca-Cola company give people opinion and choices 
· Customers can purchase Coca-Cola products from everywhere (grocery shops, restaurants, theatres etc.)
· The different packaging and size of bottles can suit to low-income consumers
· Customers who are health-conscious can buy the great teste of Coca-Cola with zero sugar and low calories
· Customers are rewarded with discounts during events and celebrities
· Healthy products such as mineral water and milk
I think that it is important to mention the advantages of the Ansoff matrix for the company:
-efficiency and economy of scale
-more location and brand recognition
-better effect on the society and local economy
-more capital to produce even greater products. (Researchjournali’s Journal of Marketing ,2016, p.7-9)






2.Stakeholder engagement and their impact of the marketing activities of Coca Cola
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Fig.5, Source: Coca Cola Company
· Definition of stakeholder-
Stakeholder is any person, organisation or social group that has stake in the business. A stakeholder has interest in a company, and they can either affect or be affected by the business.  (Investopedia.com)
               [image: ]
Fig.6, Source: innovatie.net/ engagement-sustainability


Stakeholders can be internal or external.
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Fig.7, Source: https://courses.lumenlearning.com
Internal stakeholders are individuals whose interest in a business comes through a direct relationship. Primary (internal)stakeholders are employees, managers, board of directors and owners. External (secondary) stakeholders are individuals who are not part of the management, but they indirectly affect the company. Suppliers, customers, creditors, competitor and government are external stakeholders.    
Managing stakeholders help companies to ensure that their projects are successful. To be able to manage the stakeholders, first important step is stakeholder analysis. Stakeholder analysis helps to:
· Get support
· Getting your product into shape
· Communication and understanding the benefits of the projects  
· Understanding the stakeholders and predict their reaction and action. (Stakeholder lecture, Marketing fundamental)                         
[image: ]
Fig.8.Source: Coca-Cola HBC

“We are committed to ongoing stakeholder engagement as a core component of our business and sustainability strategies, our annual reporting process, and our activities around the world. We view stakeholder engagement as continuous dialogue, rather than event-driven, that enables us to identify and address potential issues proactively and collaboratively.
As active members of the communities where we live and work, we are focused on creating shared opportunities as our business grows and doing so in the right way. We want to strengthen the fabric of our communities so that we can prosper together.” (Coca-cola HBC)
When it comes to engaging and communication with their stakeholders, Coca-Cola follow some principles:
· Transparency: The company work to engage with their stakeholders, providing them with information, respect their value and different opinion.
· All together: Coca-Cola engaging with wide range individuals who are interested in the business, especially those with criticism.
· Consistency: To ensure meaningful engagement Coca Cola maintain regular communication.
· Accountability: The leader in the beverage industry inform their stakeholders on how their feedback guiding the end results of a decision or business plan of action.
Using those principles, Coca-Cola can engage with their stakeholders in many ways. The company partners with numerous of stakeholders across the nations, including a local and global level. Their stakeholders are suppliers, consumers, employees, government, association partners, customers and NGOs (non-profitable organisation that operate independently of any government). (https://www.cocacolacompany.com/stories/stakeholder-engagement)
· Suppliers - Joint value creation initiatives, annual supplier conferences, sustainable sourcing, Supplier Guiding Principles, packaging associations, whistle-blower hotline.
· Consumers- Consumer hotlines, local websites, plant tours, research, surveys, focus groups.
· Customers- Regular visits, dedicated account teams, joint business planning, joint value creation initiatives, customer care centres, customer satisfaction surveys.
· Communities- Plant visits, community meetings, partnerships on common issues, sponsorship activities, lectures at universities.
· Employees- Sustainable engagement and values index surveys, quarterly CEO management calls, Annual Leadership Conferences, employee communication channels such as intranet and internal social media, individual development plans, internal communication campaigns, community and active lifestyle projects, volunteerism, Employee Works Council, whistle blower hotline.
· Government- Recycling and recovery initiatives, EU Platform for Action on Diet, Physical Activity and Health, foreign investment advisory councils, chambers of commerce.
· NGOS- Dialogue, policy work, partnerships on common issues, memberships of business and industry associations. (https://www.coca-colacompany.com/stories/stakeholder-engagement)





Marketing activities of Coca cola
Coca-Cola marketing activities and communication include public relations, sales promotion, advertising, internet marketing, direct marketing, personal selling and sponsorship marketing. To create awareness among the potential customers, Coca-Cola uses different advertising around the globe.
 Advertising
· We can see Coca-Cola print media ads everywhere in newspapers and magazines. Coca-Cola stickers and posters can be seen in various stores. In fact, the most common platform that they use is television. The television is most successful because these ads can reach the maximum number of the target market. The company make sure that their ads can be seen everywhere and there for they are posting ads on billboards and hoardings. (https://www.merca20.com/what-you-can-learn-from-coca-colas-marketing-strategy/)
[image: ]
Fig.9, Source:https://www.slideshare.net/prafulmetange/promotion-mix-of-coca-cola
Internet Marketing
· The bigger player in the beverage industry uses internet marketing to promote their products. The internet is the most important nowadays. The company has its website, which is very easy to navigate and allow customers to be active through games, shopping, and other special sectors that can help to their community.
[image: ]
Fig.10, Source:https://www.pinterest.co.uk/pin/263742121897735646/
Direct Marketing- Exactly like advertising, direct marketing can be used in many ways. The purpose of direct marketing is to help the company to achieve partnership with supermarkets, restaurants, theatres and other organisations.
[image: ]
Fig.11, Source:https://queenscitizen.ca/2020/06/27/coca-cola-pauses-promotion-on-all-social-media-platforms-globally/
Personal Selling –Salespeople are individuals representing the company through communication to create relationship with customers. The salespeople promoting the products in their locations. Ones they identify their customers and achieve consistency, they sale their products many times per week. The strategy that Coca-Cola uses is to develop close relationship with customers, so they can continue business with them for long term.
Sponsorship –In order to increase brand value and achieve sustainability, Coca-Cola company partner with sporting events around the world. (https://www.merca20.com/what-you-can-learn-from-coca-colas-marketing-strategy)
[image: ] [image: ]
Fig.12, Source: https://esportsinsider.com            fig,13, Source:https://esportsinsider.com

3.Conclusion
Marketing drive a consumer economy promoting goods and services and targeting those individuals who are more likely to become buyers.The success of any company depends on their marketing strategies. Based on the research I can conclude that Coca-Cola company has an effective external and internal communication system that allow the company to develop close relationship with their customers. The promotions of Coca-Cola made it as a world most recognisable brand for over 125 years. The company focus is the consumer needs and satisfaction, which is the key for their enormous success.

 4.Recommendation
In fact, the Coca-Cola's marketing strategies are very successful, and they lead to successful brand development. In addition to the company’s current activity, I would provide several recommendations that might contribute to the development of more successful business communication environment. 
· The company should be aware and listen to their consumers in order to offer the right product and to make changes where is necessary.
· Give more opportunities to the young employees and support them to manifest them projects.
· Develop flexible infrastructure in order to spread employees' projects and ideas.
· Be involved in the new market, where people are more carefully about their health and our planet.
· Keep on eye soft drinks competitors
· Invest profit for future growth
· Increase the distribution of mineral water
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