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[bookmark: _Toc29231246]Introduction

The intent of the study is to demonstrate a critical understanding of quality systems and controls for customers by reviewing the dimensions of customer value and the importance of service quality and the impact of service gaps by thoroughly examining Coca-Cola - the largest soft drink manufacturer and comparing it to its biggest competitor – Pepsi.
Over time, everything changes. The decades between 1900 and 1970 are known as the Age of Production. We call the years 1990 to 2010 the Information Age. During this decade, the business has been adapting to the Age of Consumer - a new business period in which the power is in people and personal engagement with the customer. The only way to lasting success is to improve customer service and overall customer experience.
[bookmark: _Toc29231247]1. Five Dimensions of Customer Value

According to Simchi-Levi, the 5 dimensions of Customer Value are Conformance to Requirements, Product selection, Price and Brand, Value-Added Services and Relationships and Experiences (Simchi-Levi, Kaminsky and Simchi-Levi, 2008).

The 1st dimension of Customer Value is Conformance to Requirements
Supply Chain Management is a strategy to combining vendors, producers, dealers and consumers in such a manner that goods are produced and distributed in the right amount, in the right place, at the right time, with the common goal of reducing network specific costs and satisfying customer service expectations (Simchi-Levi et al., 2008). Critical supply chain processes include product design, production, delivery, support and supplier-customer relations. For thrive, executives must plan their goals successfully in order to participate in a competitive, worldwide economy and rely on the ultimate client as a source of change. Supply chains operate based on expense, price, time and responsiveness.
Coca-Cola is known as a strong partner, consistently surpassing goals. Companies assess their ability to meet and fulfil customer needs through monitoring customer feedback by GfK, a market research firm. GfK contacted more than 14,000 consumers in their retail outlets and almost 800 main customers in their headquarters accounts. It is internally measured by all beverage providers, but their customers view it as a soft drink provider. The share of satisfied customers is 81.3% in the key account’s headquarters and 66.4% in traditional retail outlets in 2018. They can develop a global reach with a local emphasis thanks to the power of the Coca-Cola network, which encompasses the business and about 225 bottlers nationwide (Coca-colahellenic.com, 2020).
Coca-Cola was invented in Atlanta by John Pemberton originally as cocaine, a combination of wine and cocaine called Coca with Pemberton's French wine. Initially, it was sold as a headache medicine for five cents a glass in carbonated drinks machines, which became popular in the United States. Following the ban on alcohol in Georgia in 1886, the wine in the recipe was replaced with non-alcoholic syrup. The first sales were made on May 8, 1886, at the Jacob's Pharmacy in Atlanta, and sold only nine glasses a day on average in the first eight months. drinks are very good for health (World of Coca-Cola, 2020).
Coca-Cola is the number one soft drink in the world and millions of people across the globe are enjoying it. The familiar bottle shape and distinctive trademark font are the most popular trade symbols in the world.
In conclusion, I would rank Coca Cola 9 out of 10 for the first-dimension conformance to requirements.

The 2nd dimension of Customer Value is Product selection
“The product selection holds that consumers will favour those products that offer the most quality, performance, or innovative features. Managers in these organizations focus on making superior products and improving them over time. They assume that buyers admire well-made products and can appraise quality and performance. However, these managers are sometimes caught up in a love affair with their product and do not realize what the market needs.” (Kotler and Keller, n.d.)
                        [image: ]

The Coca-Cola Company sells soft drinks, as well as concentrates for beverages and syrups, with essential drinkable merchandise. The business has quite three hundred brands of beverages worldwide with cores being
· Coke
· Fanta
· Lift
· Sprite
· Oasis
· Abbey Well water
· Powerade
The Coca-Cola Company packs its packs in two litres, 1. 25 litre, six hundred millilitre and three hundred ml plastic bottles. They are conjointly accessible in aluminium cans of 330 millilitres. Perhaps if Coca-Cola sold-out at college would have a special value if Coca-Cola sold at the bazaar or market. Coca Cola sells more than eighty styles of beverages, including three colas, a variety of carbonated and still drinks, coffee, herbal teas, juices and sports drinks, and some are decaffeinated. They also provide a low or no-sugar calorie alternative for almost all beverages sold in a variety of flavours as they try to reduce calories and make choices (Coca-cola.co.uk, 2019).
Compared to the current trends at PepsiCo, there is a shift away from junk foods and carbonated drinks, an increasing increase in healthier / beneficial goods for the ' mind and body ' and towards the introduction of on - the-go items for those with an active lifestyle, as well as a movement towards versatility (or beverages, variety-seeking in a broad introductory way)
According to Ranking the brands Coca-Cola is number 5 of Official Top Consumer Superbrands in 2019. Interbrand’s quarterly list of the most recognised brands in the world. The key leading indicators that validate the full value are: the financial results of the product or services, the role of the mark in the sales order phase and also the strength of the name. Based on this I would rank the company 15 out of 20 for the second dimension. 
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	No. 5
	No. 24

	
	


(Rankingthebrands.com, 2019)

The 3rd dimension of Customer Value is Price and Brand 
Price and brand are indicators of quality dimensions for consumers. Distribution of quality products requires an understanding of the critical aspects and warnings that customers use to determine quality. Consumers use price and name uniquely to measure quality measurements, searching for price and brand value much more often when measuring reputation than when determining any other quality aspect. (Brucks, Zeithaml and Naylor, 2000)
Brand
According to the American Marketing Association, a brand should be understood to mean "a name, term, design, symbol, or any other characteristic that distinguishes the products and services of one seller from those of other sellers." Trademark is the most visible and important part of the brand, but it is just one of the many elements of modern brands. Many businesses need to register for approval of a trademark, only a few corporations have a single name for registration, while different companies have multiple names. (Shimp, 2003).
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Coca-Cola is recognized by ninety-four percent of the world's population. The company has been outstanding and has a wonderful name. Coca-Cola costs vary in size, location, and packaging. Coke’s mission to be a pioneer of market due to the high quality and everything they do. The full image of Coke is wide famous, and it is created from creative thinking, enthusiasm and confidence. Coca Cola wants to be perceived by the world as an example and customers to believe unconditionally.
In the top 100 most influential brands, Coca-Cola is at the top of the list. The corporate brand is one of the most valuable assets of the company. It could be one of the key factors in the creation of corporate interest that why I would rank it 20 out of 20 (Rankingthebrands.com, 2019). 
Price
"In the narrowest sense, price is the amount of money charged for a product or a service. But there must be more than that. Speaking broadly, the price is the sum of all the values that a customer gives up to gain the benefits of having or using a product or service. Thus, customers exchange a certain value for having or using the product – a value we call price." (Claessens, 2015)

PRICING STRATEGIES:
Coca Cola has global competition with Pepsi, which ensures that its costs cannot rise too much or decline too much relative to Pepsi Cola's prices. Whether the cost of Coca Cola rises too much from the Pepsi, consumers will move to Pepsi Cola because, on the other side, if the price of Coca Cola drop, people might get the idea that its consistency is also poor.
PROMOTIONAL PRICING POLICY
Coca-Cola strives to maintain normal prices for its products so that they are widely available and competitive. Very often the company uses price tactics to increase sales volume, especially during holidays and other major events. 
MARKET PENETRATION PRICING POLICY
Consumers tend to switch to a low-priced option in any market. The aim of Coca Cola is to reach any customer in the world, so that Coca Cola will place its rates at a point that no one can sell to its customers. That is why Coca Cola pays the same prices as those paid by its rivals. Conversely, in the event of the scarcity of Coca Cola at a relatively high price, customers may go to Pepsi Cola. (Sites.google.com, 2019)
The cost of Coca Cola, while being the market leader, is nearly the same as those of its rival.
PRICES OF DIFFERENT BOTTLES according to Sainsbury’s
	Size of Coca Cola
	Size of Pepsi
	Price of Coca Cola (GBP)

	Price of Pepsi (GBP)


	Classic bottle
	n/a
	£ 0.85
	          -

	1.25 litre bottle
	1.25 litre bottle
	£ 1.15 

	£ 1

	1.5 litre bottle
	1.5 litre bottle
	£ 2.05

	£ 1.75

	Coca Cola can
	Pepsi can
	£ 0.65
	£ 0.50


(Sainsburys.co.uk, 2019)
For this dimension I would rank Coca Cola 6 out of 10.

The 4th dimension of Customer Value is Value-Added Services
Value-added services are an advantage that buyers can enjoy when receiving products or services. These are "add-ons" that could be aimed at building trust if they are not mandatory or can significantly increase sales if sold at a reasonable cost to buyers. This includes training, seminars or workshops, free information - for example a newsletter that informs customers about new market trends.
Customer service does not end with their purchase. Continued contact with them makes them more likely to buy again. Offer a toll-free number, customer service email address, or chat feature on your website, or even provide a dedicated customer service representative to your clients to ensure they can contact you quickly when they need help. Providing a product with a guarantee helps you reduce lost customers when the product or service is not delivered correctly. (Ashe-Edmunds, 2019)
In 2010, Coca-Cola committed to motivating 5 million women economically by 2020 through its 5-to 20-year plan. They are working with governments and Organisations to address the specific challenges that women entrepreneurs pose to business success. Such initiatives respond to people wherever they are-in their families, workplaces and online-and provide activation opportunities that include: business skills instruction, financial services and properties, as well as peer mentoring networks. Across different regions, including developed and developing countries, 5by20 has promoted the advancement of individual women and shown how inclusive female empowerment can improve economic sustainability (Coca-colacompany.com, 2019).
Regarding customer service on the company's official page, we will find all the details we need to reach the supplier quickly and easily, such as telephone, number, address and live chat. There are Twenty or more men and women in their offices. They all interact with consumers-answer their questions, respond to their thoughts, collect feedback, exchange information with them. No request is too low, no discussion is too insignificant.
And there is no limit to the customer interaction staff. Outside the workplace, a virtual team is ready to post live from a Coca-Cola-sponsored movie premiere or a fashion show.
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0800 227711                            Twitter: @CocaCola_GB
As a contrast, Pepsi’s site does not contain phones, emails, live chat or address and postcode, just a few links to send your request to. 
Because of this great initiative 5 by 20 and because of the great customer service I would rank 7 out of 10 for the value-added services. 

The 5th dimension of Customer Value is Relationships and Experiences 
Relationship promoting could be a long strategy to make an enduring relationship along with your existing customers, to make whole loyalty, and encourage repeat business. It always focuses on maximising the worth of client relationship instead of advertising a product or service.
Relationship promoting focuses on fostering client relationships with existing customers by
· Providing customized care and repair
· Participating in important interactions (such as product recommendations or special offers)
· Making unforgettable experiences
· Packing associate degree emotional punch across the client life cycle (Grover, 2019)
“Customers equate brands with experiences. From customer service to the digital journey to retail ambiance, our association with a brand is based on how it makes us feel.” Daniel Newman, Contributor at Forbes.
Coca-Cola focuses on their customers not only say that customers are the most important to them, but also builds and maintains a comprehensive strategy in this direction. Let's take the Christmas campaign as a great example of customer relationship and experience.
Coca-Cola has officially launched the Christmas tally, announcing the coming of its famous Coca-Cola Christmas Truck Tour, stopping off at new locations, much to the delight of thirsty fans.
Starting its tour on weekday fifteenth November, the Coca-Cola Truck is going to visit nineteen stops nationwide before creating its final stop in London on Sunday fifteenth of December.
The visitors will be able to enjoy festive pic moments and rejoice in a small can of Coca-Cola zero sugar to attract them to the Christmas warmth. When the Christmas Truck stops at Asda and Sainsbury stores, shoppers can buy various packs and style of Coca-Cola and have personal labels with their name for a special festive treat. 
This year, Coca-Cola has collaborated with Crisis, a global homelessness organisation that is now in its 52nd year. Coca-Cola will contribute 10p for each can be used by participants on a truck trip, with money going to Crisis to help people out of homelessness. The goal of the campaign is not only to support the foundation, but also to promote sustainability as part of the Coca-Cola World Without Waste strategy of trying to collect and recycle bottles or can be distributed in Western Europe by 2025 (Coca-cola.co.uk, 2019).
My ranking for the relationship and experience would be 9 out of 10
	
	Coca-Cola
	PepsiCo

	Conformance to Requirements
	9/10
	9/10

	Product Selection

	15/20
	9/20

	Price 

	6/10
	7/10

	Brand

	20/20
	5/20

	Value Added Services
	7/10
	4/10

	Relationship & Experience
	9/10
	7/10

	Total 
	66/80
	41/80


Summary Table 1 
Coca-Cola and Pepsi have been in constant competition for more than a century. This study shows that Coca-Cola has been a lot of dominant within the international market compared to Pepsi. As shown in the Table 1, Pepsi outperforms Coca-Cola by just one parameter-a price where the gap is not very important.
[bookmark: _Toc29231248]2.A Dimensions of Service Quality

In a user-based approach, value leads to happiness: the best quality indicates better fulfilment with consumer preferences (Yarimoglu, 2014). Organizations also recognised that the quality of services is an opportunity and a competitive advantage. Service performance and consumer loyalty are crucial success drivers for businesses that are confused by business challenges, development, and growth (Angelova and Zekiri, 2011). Researchers are projected to have completely different definitions of service quality; they state that it involves a conformist approach to needs.
After intensive analysis, Zeithaml, Parasuraman, and Berry found five dimensions customers use once evaluating service quality. They named their survey instrument SERVQUAL.
In different words, if suppliers get these dimensions right, customers can reach the keys to their loyalty. As a result of they will have received service excellence in keeping with what is vital to them. The FIVE SERVQUAL dimensions are:
· RELIABILITY
· ASSURANCE
· TANGIBLES
· EMPATHY
· RESPONSIVENESS
The 1st Dimensions of Service Quality is RELIABILITY
Parasuraman et al. also observed that reliability means that organisations conduct the operation adequately at the first time. It also shows that organisations are trying to meet the guarantees and focus on the results.  Reliability has been defined as the first aspect of the SERVQUAL service quality template (Parasuraman, Zeithaml and Berry, 1985).
[bookmark: _GoBack]Coca-Cola is a global company with approximately 225 bottling companies globally that works through many local structures. The way goods reach the market is through Coca-Cola, which manufactures, and markets concentrates, beverage bases and syrups for bottling operations. Coca-Cola is also the holders of the brand and liable for public promotion campaigns. Bottling partners produce, bottle, sell and distribute final packaged products to distributors and trading partners who then promote the finished product to customers. Each bottling partner works directly with consumers –grocery stores, hotels, street retailer, shops, cinemas and entertainment parks, to incorporate regional approaches developed in cooperation with the business community. Customers then market products to consumers at a pace of 1.9 billion servings per day (Coca-colacompany.com, 2020). 
Due to great results I measure Coca-Cola’s reliability 8 out of 10. 
In 2018, PepsiCo’s net revenue is about 64.66 billion U.S. dollars, and the Coca-Cola Company’s net operating revenues – about 31.86 billion U.S. dollars (Statista, 2020). Comparing the two biggest competitors, we can see that Pepsi beats Coca-Cola sales. 

The 2nd Dimensions of Service Quality is Assurance dimension. This refers to the competence of the employees, the good manners and the kindness of the company and its employees to inspire confidence and trust of their customers. This dimension concentrates on accuracy, kindness, awareness, etc. of workers and the security provided by the company (Chowdhary and Prakash, 2007).
Of starters, the manufacture of Coca-Cola at a manufacturing facility is simply a mixture of four components: secret-formula concentrate, juice, sweetener and carbonation. Although the ingredients are few, with little difference in each of them, for example the water, it can change the traditional taste and quality of the finished product. Such activities allow Coca-Cola to guarantee that all goods carrying its name are in compliance with strict food safety and compliance standards - as well as those of consumers throughout the chain.
Nonetheless, there are some facets of the Coca-Cola structure in which local control and decision-making is not as autonomous. However, in terms of quality and food safety, Coca-Cola imposes even stricter standards across its brand protection system, guarantees production specifications and regulates the manufacturing process. 
PepsiCo and Coca-Cola follow the high standard of food safety laws and regulations in each region, where they operate. I would rank Coca-Cola 9 out 10 for this dimension. 
The 3rd dimension of service quality is the TANGIBLES. Parasuraman, Zeithaml and Berry have outlined the tangible features of physical facilities, equipment, personnel and communication materials. It also should be outlined in the light of the clear visibility of the resources needed to provide service to customers, the looks of the management team and professional staff, brochures and booklets that may have an impact on customer satisfaction (Parasuraman, Zeithaml and Berry, 1985).
The resources that help Coca-Cola continue to function for a long time are measurable and intangible. Reliability, a secret formula, irreplaceability, value, and growth potential are all included in these tools. Sustainability stems from the company's activities. The presence of tangible assets such as approved cans and bottles are included in the flow. The fully prepared sugar is then sent and mixed with refined sweeteners to obtain the final products, which are packed in approved containers. Each container carries the business logo.
The company has no problems buying raw materials at any time. Deliveries of sweeteners and fructose to bottling plants are not delayed in any way. It makes the company resilient and successful in its activities. The development process seems seamless and operations are performed in the highest possible level. Efficiency is key to making it easier for all customers to be delivered in the best manner and thus to be able to retain it.
Coca-Cola and PepsiCo are equal in their tangibility, both of which have resources that have helped them to continue operating for a long time to come. For the 3rd dimension I would rank Coca-Cola 9 out of 10.
Another dimension of service quality is the Empathy dimension. Selling with empathy is the ability of the merchant to identify with the customer and to experience his thoughts, feelings, behaviour and emotions. To understand and see things from the other point of view. Therefore, in order to see the client's perspective, one must focus entirely on his needs and needs. Once these needs are identified, the trader should concentrate on meeting them effectively. Regardless of whether negotiations are difficult, its primary purpose is to investigate what the client needs and find ways to fulfil it. (Chowdhary and Prakash, 2007).
Brands need to be able to recognise the specific audience emotions that are present right now due to fiscal, political, social, and technological change to generate or restore their support. 
During the summers of 2013 and 2014, Coca-Cola grabbed the global trend of self-expression and sharing and created a campaign “Share a Coke”. Replacing the iconic emblem with a name label and allowing customers to enjoy a Coca-Cola with the people’s loved once. They selected the most common names in the UK and printed them on the labels, making them also available online. This inspired a nation-wide exchange of excitement and soon grow into one of the most successful marketing strategies. They became completely amazed by the number of customers bought the customised bottles and cans and used them to build and share images, photos, and unique moments of Coca-Cola (Coca-cola.co.uk, 2017).
[image: ]
PepsiCo has also made a huge attempt to engage in creating empathic programmes that help their employees really get to know the people who purchase their products, but their marketing is more than a series of faceless transactions. Coca-Cola advertisement has a real human pulse and can create a positive, long-lasting relationship. And here is where empathy takes place. 
I would rank Coca-Cola 10 out of 15 for empathy dimension.
The 5th Dimensions of Service Quality is RESPONSIVENESS
Responsiveness is a temperament that facilitates customer service and provides quick service. This dimension concentrates on the perspective and speed of the processing of customer demands, questions, criticisms and issues. It also reports on workforce preparation, participation, technical interest, etc. It can be measured depending on the length of time your customers are waiting for help, answers to questions, and more. Responsiveness levels can be strengthened by constantly consulting the service delivery system and the employees ' perspective to the purchaser's demands (Chowdhary and Prakash, 2007).
According to the business, sensitivity implies providing the best possible customer service and offering quick answers to specific questions and concerns. This allows the consumer to monitor orders or return a product.  In addition to being accessible to consumers on social media, Coca-Cola is also receptive to direct questions on its websites. In fact, the corporation insists that the consumer interest is the core value of the firm. According to the company, Coca-Cola makes its products available as buyers require them, keeps the commodity affordable and delivers a wide and increasing range of products (Brainmass.com, 2020). 
In PepsiCo website does not exist any line phone, mobile phone, email address or any other tool, which would help the client for a quick answer and solving problem.  
I am ranking Coca-Cola 7 out of 10.

	
	Coca-Cola
	PepsiCo

	Reliability
	8/10
	9/10

	Assurance
	9/10
	9/10

	Tangibles 
	9/10
	9/10

	Empathy 
	10/15
	6/15

	Responsiveness
	7/10
	4/10

	Total 
	43/55
	37/55


Summary Table 2

For the five dimensions of Service Quality Coca-Cola is once again the dominant company and is leading Pepsi, as shown in Table 2. Pepsi has beaten Coca-Cola in Reliability, but it is far behind Coca-Cola in Responsiveness. 
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Gap analysis of the service quality model was developed by Parasuraman, A. Et al. in year 1985. The model suggested that the client's understanding of quality was affected by a set of five distinct differences. That they are listed below.
Gap - 1 
Gap in client perceptions and understanding of management. The causes for this discrepancy are the lack of adequate market analysis and lack of upward coordination. The gap will be closed by the introduction of effective research systems to comprehend the client's desires and enhance the communication system. It will be assessed using the SERVQUAL scale and by the analysis of the scores obtained from the management and the customers.
The knowledge gap manifests itself when companies try to respond to incorrect or unreal consumer desires. A clear understanding of the customer's need for customer-centric service is of the utmost importance. Broad and deep market surveys are needed to bridge the gap between consumer expectations and service delivery.
Coca Cola is the company with the largest valuation stock. So, there is no question that it is passed through both the ups and downs of industry to achieve that place. The brand range of Coca Cola has changed over time, with more and more items being introduced so that currently there are 3300 products available to satisfy every taste (Coca-colacompany.com, 2020).
PepsiCo has produced $66 billion in sales compared to $46 billion for Coca-Cola. But Coca-Cola still has higher profits than PepsiCo and a higher market value (Sure Dividend, 2020). 
I would rank Coca-Cola 1 out of 10, because they almost close this gap.
Gap – 2
The gap exists in business companies as a result of a lack of general commitment to quality of service leadership, insufficient service management and more. It will be resolved by standardising the method of service delivery and specifying the appropriate objectives of the structure.
In 1985, the Coca-Cola Company chose to replace the classic Coca-Cola with a new one to be sold as New Coke. New Coke was the culmination of the failure of the Coca Cola brand.
Coca-Cola underestimated the potential of regular Coca-Cola. , The American public immediately decided to boycott the new product once the decision was announced. The new coke was released on April 23, 1985, and production of the original coke was halted a few days later. This decision has since been referred to as "the biggest marketing mistake of all time."
New Coke sales were insignificant, and public outrage was strong that initial ones were no longer available. It soon became clear that Coca-Cola had no alternative but to return its old name and recipe. "We heard you," Gaizweta said at a July 11, 1985 press conference (Bhasin, 2017).
And for the 2nd gap I would rank Coca-Cola 1 out of 10, because they have learned their lesson.  
Gap – 3
The gap between the service quality specification and the service delivery. The third difference is due to inconsistencies in the actual provision of services, that is, service providers or workers failing to meet management expectations. This is due to ineffective achievement, lack of proper incentives and motivation, etc.
There are several kinds of events that lead to the individual development of a person, and staff are encouraged to explore the variety of options that are available to them. Most activities are carried out with the specific purpose of enhancing awareness and/or providing information, e.g. conducting seminars or training courses, reading, shading and mentoring. Other roles that provide opportunities for growth that occur in the normal course work activities, e.g. where an individual achieve additional skills and knowledge or discusses how to cope with a matter with a colleague.
The cost of HR training and development activities is covered by the department of HR and there is no charge to the company for the programmes offered by HR Training and Development.
PepsiCo strives to recruit creative and innovative workers who can produce results in the short term whilst promoting the development of the next generation of leaders whose expertise, knowledge and awareness of new technologies can enable to achieve long-term success (PepsiCo, Inc. Official Website, 2020). 
Coca-Cola has many activities for developing the staff and I would rank this gap 1 out of 10. 
Gap – 4
The difference between service delivery and external communication occurs because of excessive promise or useless communication with the client. This will be narrowed down by an economical and efficient communication system.
The U.K. also banned the selling of Coca-Cola. Advertising Standards Authority for making false claims as to how much exercise they must do to lose 139 calories in a coke can. (Hall, 2013).
Pepsi themselves withdrew an ad in which they use their product as a solution to a problem with race politics and police brutality. The entire ad devalues the seriousness of the issue and has made many people quite crazy (Clausen, 2017). 
4th gap I measure also 1 of 10. 
Gap – 5
Gap between expected quality and perceived quality. This gap is a result of the difference within the service expectation of the client and the service perception. By characterizing, quantifying and meeting customer expectations and opinions through the effective use of promotion and research tools, this gap will be overcome.
In a consumer-oriented approach, the delivery of quality service for a particular product should always be focused on a full understanding of the target audience. View customer needs and meeting customer expectations could be the only way to bridge the gap. In-depth knowledge of the target consumer and the issue of weight were the reasons Diet Coke to be produced. Within a year of its introduction, Diet Coke has become largest low-calorie soft drink seller and is offered in a variety of delicious flavours, including a caffeine-free version (Coca-Cola European Partners, 2020).
Data shows that Coca-Cola led the US market for liquid refreshment drinks in 2018, with a share of 22 per cent. Meanwhile, PepsiCo held 20% of the market (Pepsico.com, 2020). 
I would rank Coca-Cola 1 out of 10, because they almost close this gap as well.


	
	Coca-Cola
	PepsiCo

	Gap 1
	1/10
	2/10

	Gap 2
	1/10
	1/10

	Gap 3
	1/10
	1/10

	Gap 4
	1/10
	1/10

	Gap 5
	1/10
	2/10

	Total 
	5/50
	7/55


Summary table 3

As can be seen from Table 3, Coca-Cola closed the gaps in customer service almost completely, and this is due to the strong heritage of the late 19th century. 
[bookmark: _Toc29231250]Conclusion
The documents included a comprehensive analysis of delivery processes and market management by analysing the aspects of consumer satisfaction and the relevance of service quality and the effects of service gaps by closely investigating Coca-Cola, the largest manufacturer of soft drinks, and compared it to its largest competitor, Pepsi. Customers are a crucial element in every sector, in a broader context, and in community. Simply put, no organisation can work without customers, and no organisation would be successful without satisfied customers. It is no longer taken for granted when people are just shopping. By theory, the more advanced the economy and the industry, the stronger the price. It is not enough to offer a good product on its own, it is important to draw the consumer. Satisfied customers are particularly valuable, and customer service can be a major advantage for a business over its rivals. In fact, good customer care contributes to far better results than, say, aggressive advertisements.
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