Change Management at Coca Cola Company
Executive Summary
In the consultancy report, the focus was on the change management challenges that were carried out in Coca Cola Company in 2018. With the removal of the chief marketing officer (CMO) position for Chief Growth officer (CGO) position, it was notable that the company slumped in performance at the world market over the two years. It is a change management process that did not consider the value of having to focus on the strength that marketing perspectives have on the company products. It is founds that the lesser company PepsiCo, which is also the chief competitor was able to increase its value over the same period of time. 
In retrospect, it was determinate that the aspect of successful change management in the market needed to be looked at. In that identity, it was noted that Coca Cola did everything it was not supposed to do and therefore the need to focus on aspects that would rescind the situation. Practices such as total quality management, specification of the strategies and definition of the required stakeholders to take part in the change process were the recommendations that were set up to push the new change back to CMO. 
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1.0 Introduction 

Every company would like to keep tabs with the best practices that will increase the value of its products and paint its name positively among its customers. In the same sense therefore, change becomes an inevitable aspect that has to be implemented as would be proposed by the top management and the effective stakeholders (Adewale, 2016, p. 81). In a situation where a slight mistake by one company leads to betterment of other companies, it is clear that there has to be a great level of care whenever the top management is making strategic decision regarding the position of the company in the market (Taylor, 2010, p. 21). A company like Coca Cola has almost certainly monopolised benefits in the beverage industry. That puts other companies in the same industry such as PepsiCo at extreme pressure to catch up. However, there are also issues with Coca Cola�s management that has led to the need to develop the right strategic perspectives that would guarantee the same level of market leadership (Andini and Simatupang, 2014, p. 72). In this consultancy report, the main focus is to determine the aspect of change management at Coca Cola Company. The consultancy report will first determine the change management challenge at the company and then go through the procedures that the company took as well as those that need to have been taken to mitigate against possible market risks. 
2.0 Research Methods and Identification of the Change Management Challenges 
The research focuses on literature emanating from the different secondary sources with the specific focus on the challenges affecting Coca Cola Company and effective management of changes (Hepworth, 2012, p. 75). It therefore identifies a collection of sources, the information therein and the possible implications for the company. On January 6th 2020, Christian Jacobsen, a correspondent with The Wall Street Journal published an article determining the fact that Coca Cola Company had changed top management two years earlier and there were great issues with the level to which the company was experiencing challenges with the decision. Two years ago, the company had taken what is considered �the most consequential decisions in the history of its operations. The company had publicly eliminated the post of Chief Marketing Officer (CMO) in favour of a new portfolio called the Chief Growth Officer (CGO). This is a change that has haunted the company for the past two years and it has been quite cognisable that the chief competitor such as PepsiCo was quickly gaining mileage in some of the markets that Coca Cola once ruled for long, such as the Indian market. This is a strategic change decision that was met with many other challenges that still haunt the company to date (Irefin and Mechanic, 2014, p. 87). First, the company revenue dropped by 1.3% within every quarter to the third quarter of 2019 band this was in direct contrast to the operations at PepsiCo where the revenue was up 2.1% over the same period. The stock price of Pepsi also rose by 24% in the year 2019 while Coca Cola�s rise was just 17% (Jacobsen, 2020, p. 03). The point is that the change was not managed in the correct manner and the company needed to come round up again and reclaim its position in the market as the leader through substantial growth aspects. This is also an issue that was followed by a collection of marketing challenges that marred the operations of the company since there was no stakeholder strategically associated with marketing alone (Varadarajan and Menon, 2018, p. 14). As a matter of fact, the company brand value had clear fallen over the past two years under consideration. This is a challenge that needed to be handled with immediate effect and with an increased level of focus on rebuilding the brands to their original position. In 2020, it is reported that the company again rescinded the decision to abolish the CMO, thereby re-establishing the same position to counter the challenges that had impacted the market within the international community (Andini and Simatupang, 2014, p. 72). In such a situation therefore, it is important to provide the right counsel to the company to be able to re-establish itself into the former leader that it was. It is important that the management of the change, both internally and externally is an issue that was responsible for the poor performance (Vieth, 2016, p. 95). The new manager in the CGIO portfolio brought in new measures aimed at growth but there was no realisation that such a company�s growth is largely influenced by a high level of marketing (Hassan, Amos and Abubakar, 2014, p. 83). 
3.0 The Aspect of a Successful Change Management in the Market 
There are companies that have undergone a similar system of change and the management was quite effective. According to Gehani (2016), Nokia is a company that was leading in the mobile phone market for quite some time. Coming over to the year 20210, the company considered that there was a changing trend to more people using smartphones (Scharitzer, and Korunka, 2010, p. 19). For instance, Apple had already taken over the market with its smartphone and Nokia wanted to take up the challenge and regain its position in the market (Andini and Simatupang, 2014, p. 72). Through strategic change decisions, the company was able to sell the struggling division of the phone to Microsoft, hired a new CEO and started the process of reinventing itself into the smartphone revolution. As a matter of fact, it is determinate that Nokia has not been able to pick back its market position but has started reinventing its position to becoming one of the world leaders as it was in the mobile phone industry (Karyotakis and Moustakis, 2014, p. 85). Similar experiences have come up with companies such as General Electric, Amazon and Toyota in view to regaining the aspect of market leadership (Arnold, 2015, p. 115). A similar situation happened to Coca Cola Company when they introduced New Coke in the heart of the still competition with PepsiCo. When the company realised that the new product was not making gains in the market as compared to those produced by closest rival PepsiCo, the product was pulled out of the market and the old taste was regained. According to Elmore (2014), understanding the historical perspectives associated with change management among companies in the past is a pre-requisite for understanding the current developments in the respective industry and with the respective situations (Huq, 2015, p. 85). It is therefore within the purposeful plans of Coca Cola to consider that their market position had dropped and they needed to make amends so as to come back to their original levels of operations. Every problem that is associated with change at a company is therefore supposed to have a backup plan to mitigate against any of the forms of risks that are likely to affect the eventual input or output (Karnani, 2014, p. 76). The past has seen Coca Cola Company strive with ultimate consistency to develop and diversify its products so as to be able to meet the changes that are quite so dynamic in the respective industries it is operating in (Hung et al, 2010, p. 48). 
4.0 Consideration of the Reasons for the Need to Being Alert to Changes 
One of the issues that have to be considered in view of this aspect is the effect of globalisation. The aspect of globalisation, especially after the wanton growth of social media and smart phones after 2010 is an issue that requires such a multinational company to have a specific department associated with marketing alone (Foster, 2014, p. 115). This is the issue that the then management failed to implement in view of doing away with the CMO for CGO. According to Kimathi (2016), the environmental scan of Coca Cola Company brings to life the fact that it is operating in hundreds of countries and also dealing in hundreds of products. It is therefore important to consider, among the different cultural perspectives that there was need to have a department solely associated with marketing such as the CMO as it was before the change came in (Andini and Simatupang, 2014, p. 72). 
The other issue that is important under this consideration is the effects of the organisational structure and culture. According to Mohamed and Omwenga (2015), one of the most problematic magnitudes of an organisation is the organisational culture. The culture creates a pivotal role in determining the success of the different efforts from the different personalities within the company systems.  In the case of coca cola, the choice to do away with the position of CMO was a decision of the top management and did not consider the views of the junior level management and the customers (Barkay, 2013, p. 92). Moreover, such a decision is therefore bound to be rebelled against. The company was totally not aware of the fact that there was need to develop an understanding of the need to have the voices of the customers through research (Sarhaye and Marendi, 2017, p. 119). It is also important that there is consideration of the internal barriers through an effective determination of the fact that there is a levelled understanding on the need to understand the company strengths, weaknesses, the available opportunities and the threats. 
Apart from these, there is need to understand the aspect of strategic planning as would be relatable to the issues associated with coca cola as a company (Ware, 2014, p. 87). There is therefore a direct relationship between strategic planning and change management because any aspect of change in the company will be implemented by the company within the laid down strategies. The ultimate focus in this case is the use of experienced personnel that has the ability to anticipate, recognise and deal with the internal and external environments (Huijsmans and Van der Eng, 2015, p. 118).  One clear proposal to that cause is that the employees are supposed to be considered as an input to the process of planning through the development of the vision, objectives, mission as well as the strategies that will increase the capacity to supporting the change and also reduce the possibility that there will be conservatism by the employees to the matter (Serodio et al, 2016, p. 84). The possible side effects of the planning process has to be considered and set up as being one of the most important factors at the level of making changes to the respective issues associated with such a top level strategy (Kamuhuro, 2018, p. 21). 
The issue of the shifts in the customer preferences is associated with having to deal with the situation of dynamism in the market (Adewale, 2016, p. 67). Understanding the need to implement any new change is an issue that put to focus the fact that the customer is the main factor. If reference is made from the basis of other companies such as amazon, it can be notable that the customer is the determinant of the product that is to be sold in the market. This is a perspective that was not considered by Coca Cola Company when implementing the changes associated with eliminating CMO and replacing it with CGO (Afeni, 2017, p. 83). When coca cola introduced new brands to its product lines in the market, it was notable that there would be need to develop systems that would be in support of these products with one of them being the presence of a strong marketing line. At the level of elimination of the post of CMO, it was clear that the traditional aggressive level of marketing was being washed away and being replaced by the aspect of overall growth. Without an assured support to the system, it was clear that the company was directly headed for a downfall in terms of its performance (Andini and Simatupang, 2014, p. 90). 
The missed influence of total quality management focuses on the fact that the company failed to consider the issue of focus on the main risks that would have faced it if there was elimination of the management docket under review (Gehani, 2016, p. 82). The issue of total quality management as relating to this situation is something that is of a greater level of impact to the overall future progress of Coca Cola. According to Hassan, Amos and Abubakar (2014), Coca Cola Company is one of the biggest multinational companies to make use of the total quality systems from the year 1998 and the company was able to satisfy their customers more than any of their rivals. However, when the issue of implementing the changes at the company came in, there was a slip to the fact that marketing was integrated into the overall progress focus of the company. This is an issue that was effectively void of the fact that marketing at the company is as big as the company itself (Andini and Simatupang, 2014, p. 72). It is an area that requires total attention and is should be treated with independence away from the other sectors of the same company. One factor therefore remained clear. It is a determinate factor that the company needed to practice total quality management in the marketing section, given that it was to be taken as an independent part of the company (Irefin and Mechanic, 2014, p. 45). There is also little that is mentioned in terms of the level to which the company was willing to make an integration of the other employees into the aspect of the general progress of the company as opposed to just having a marketing team with special skills on the same. Effective training seemed to be lacking from the overall applications associated with the progressive steps and strategies that the company was taking at that time (Vedwan, 2017, p. 31). It is therefore valuable stating that the company was taking a worthy step in making up the CGO from CMO but there were aspects that were left behind in the process, which is an issue that has to be considered if the future of the company has to be handled differently (Jacobsen, 2020, p. 02). 
5.0 Conclusion 

In this report, the main focus was the change management issues at Coca Cola Company with a clear focus on the need to counter the removal of CMO for CGO and the eventual issues that followed. It was noted that the change process was not done with total regard to the market position of the company which led to the very need to have a change back to the original purpose of having a strong marketing strategy. The report also focussed on the reasons for the need to be alert to changes in any company and the final aspect focussed on there being substantial progress to recommending a clearly set focus on the marketing practices that would progress the value of the company. 

6.0 Recommendations for the Future Planning within the Company 
Since the company change management process resulted in quite a great deal of issues, it is clear that there was need to start focussing on issues that could increase its viability in the market as a whole. Kamuhuro (2018), in his application of the blue ocean strategy in management of change considered that such a case requires that the associated company narrows its focus to the most important aspects of its strategic steps. Coca Colas success in the market over the years has been necessitated by competence at the level of decision making and that is the same level that has to be considered in the case of making changes such as this (Varadarajan and Menon, 2018, p. 16). Anything that will likely slow down the process of decision making will also most probably impact the company quite negatively (Karnani, 2014, p. 76). The market at the current level is a high speed fractionalised system of the market and media explosion can cause a great deal of negative impact on the company as a whole. This is something that can overwhelm the company decision making process. When the company eliminated CMO and chose to make use of CGO, there was merging of the corporate strategy, marketing strategy and the commercial operations. Its approach to the market was largely broadened. The company went on to focus on the growth of the business as opposed to the much needed awareness campaign. Decision making process became slowed down and innovation waned. It is for this reason that the Pepsi beverages were able to feature on the Nielsens Top 25 Most Innovative Products of 2019. Coca Cola had none (Jacobsen, 2020, p. 02). Narrowing the focus of production is an issue that would increase the possibility of the company performing well on the market in terms of the respective products it is dealing in. 
The other recommendation in this case is that of the company pinpointing its purpose. It has been noted by marketing researchers such as Ware (2014) that a strong brand purpose within the strategic planning system will be able to provide an advantage that is quite distinct in the current talent growth war between companies within the same industries. This also involves communication of the brand purpose over the given period of time to all the required stakeholders (Vieth, 2016, p. 37). Relevance, value and differentiation is also an issue that would naturally be part of the system that would increase the possibility that the company will make outright decisions that support the different systems associated with growth and development (Huijsmans and Van der Eng, 2015, p. 67). 
The last aspect of recommendation is based on the fact that there is need to broaden the operational moat. As a matter of fact, larger companies operating such worldwide brands cannot just depend on R&D to innovate their new products in the markets. In the absence of competitions that are quite compelling, it is clear that the company has to lean on goodwill periodically to make decisions for its future (Sarhaye and Marendi, 2017, p. 74). As the company was changing from the marketing strategy to general growth, its product moat has been shrinking since 2012. For instance, the company brand has fallen in the inter-brand annual rankings from first position to fifth, allowing immediate competitor PepsiCo to gain mileage in the market. Popularity of soda dropped yet the company was not in a position to realise that strong marketing strategies are the ones needed to increase the value of the company. Out rightly, the company needs to broaden its moat to be able to retain its traditional first position in the market (Mohamed and Omwenga, 2015, p. 65). 
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