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Introduction 
Coca-Cola is, without a doubt, the most well-known brand in the world when it comes to the production and distribution of soft drinks, and there is no competition in this regard. The corporation owns more than 400 unique beverage brands, some of which include waters, juices, diet teas, energy teas, and coffees. The company also produces its own line of beverages. The company has made remarkable progress in a number of areas, including the volume of sales, the retention of customers, the expansion of products that are available, and the profitability of the business as a whole. This study will investigate the growth strategy and strategic process that may be responsible for the recent popularity of the organisation. The purpose of this paper is to investigate the growth strategy and strategic process. 
[bookmark: _Toc121858307]Background 
The process of formulating a strategy for an organisation involves going through the processes that are explained in this article. A further interpretation of the term refers to the procedure by which the leadership of a company selects a group of fruitful strategies with which to move the company closer to achieving its goals. This interpretation of the term is referred to as "strategic planning" (De Wit & Meyer, 2010). 
It is a never-ending cycle that consists of analysing the current situation of the company as well as the market in which it competes, and then setting ambitious goals in order to come out on top of the competition both now and in the future. This is done in order to ensure that the company is successful (Singh, 2008). Coca-Cola has put in place a process that is comprised of the following four stages: environmental scanning, strategy formulation, strategy implementation, and strategy evaluation. This was done with the intention of ensuring that the company will continue to enjoy the same level of success in the years to come as it does currently. 
[bookmark: _Toc121858308]Marketing strategy 
A comprehensive analysis of the existing market as well as the opportunities for expansion is performed by Coca-Cola before the company gets involved in any new business ventures. The company's operations are continuously evaluated in light of all relevant external and internal influences, and the findings are reported. When a company extends its operations around the globe, it is required to pay heightened attention to the prospect that the environment in which those expansions take place may have an impact on those expansions (Singh, 2008). All of the environmental concerns, including those relating to tax policy, labour law, environmental regulations, and political stability, are now being investigated in great detail. 
Choosing the course of action that will most effectively result in the accomplishment of your company's goals is an essential part of developing a strategy for your business (Hill & Jones, 2009). The first stage of the strategic planning process at Coca-Cola involves the process of defining the company's mission and vision statements. This stage acts as the initial step in the process. The mission statement of an organisation is a statement that is meant to be used by the company's internal stakeholders as well as its external stakeholders. This is because the mission statement is designed to be used by both groups. This statement need to clarify the organization's mission, values, and the direction that it will be headed in strategically (De Wit & Meyer, 2010). The firm claims that their vision has been beneficial in assisting them in the creation of a strategy that has enabled them to remain a low-cost leader, with the intention of increasing client loyalty and boosting sales. 
Strategic implementation refers to the process of putting a strategy into effect and is sometimes used interchangeably with policy implementation. To accomplish this goal, the organisational structure must be organised, resources must be distributed, a method must be devised for decision-making, and people must be managed. The Coca-Cola Company has developed a quality management system as a part of the process of turning the company's goal into a reality. This system will guide and coordinate the company's activities in order to guarantee that the product's quality is maintained. In addition to this, a control structure is constructed so that the administrative and operational processes may be directed appropriately. According to the organisation, in order to be successful in a new market, one must methodically build amazing tactics and stick to them in order to be successful (De Wit & Meyer, 2010). As a direct and immediate result of this, the strategy of the firm on an international scale has been regulated by quality controls. 
[bookmark: _Toc121858309]Strategic Plan 
During the process of creating a plan and putting that plan into action, the assessment of that approach is often the very last step. The following is a list of the primary issues that Coca-Cola has with this process: an examination of both the external and the internal surroundings, which is important for the creation of strategy, as well as evaluation of performance and implementation of corrective action When it comes to an organization's efficiency in accomplishing the goals it has set for itself, it is very vital for there to be some form of assessment system in place. 
[bookmark: _Toc121858310]Options for Creating Space for More 
The Coca-Cola Company fosters the expansion of its operations throughout the globe by using a wide range of domestic initiatives. The subsidiaries of a firm will make their own product decisions in many different areas as part of this strategy. This will allow the subsidiaries to take into account the specifics of the markets in which they operate. Although this is not an entire list, the approach takes into account a wide collection of characteristics, including culture, social standing, and financial resources, amongst others; nonetheless, the list does not include everything. Because it represents the belief that domestic enterprises will satisfy the criteria of their local communities, this method was adopted (Singh, 2008). 
Because it has grown into a number of different fields that are interconnected with one another, the firm has been able to keep up its rapid rate of expansion. This approach has been put into action in order to broaden the range of products that are on sale in an effort to better meet the ever-evolving demands of clients situated in a variety of different countries across the world. In order to do this, the firm makes it a point to check that all of its product lines, logos, and overarching ideas convey the same commitment to utmost quality and cleanliness (Singh, 2008). 
[bookmark: _Toc121858311]Methods and potential 
Taking this method might potentially lead to a variety of outcomes that are more favourable. The primary purpose of it is to fortify oneself against the weaknesses and dangers posed by other rivals. In addition to that, as the firm has developed, it has been able to take advantage of economies of scale, which has been to its favour. In conclusion, it is likely that the firm will be able to use the knowledge and tools that it has developed for one industry or product in order to apply them to another industry or product. 
You may have an entirely unique paper on any subject, written from scratch only for you, and sent to you in as little as three hours. 
[bookmark: _Toc121858312]A Method for Expanding That Is Focused on Distinguishing Itself from Competitors 
It's nothing more than a strategy for differentiating a company's goods and services from those of its competitors in the market, but it's quite effective. Because of this technique, the corporation was able to obtain more price leverage than it had previously achieved. Increasing product quality, robust brand recognition, and loyal customer bases have all contributed to the company's success in implementing this approach (Hill & Jones, 2009). In addition to this, Coca-Cola has differentiated itself from competitors like Pepsi by using distribution strategies that are both effective and ineffective. 
The company follows a decentralised strategic management philosophy, as evidenced by the fact that it does not make strategic decisions at the corporate level but rather delegates such responsibilities to its local subsidiaries. This philosophy can be seen in the fact that the company does not make strategic choices at the corporate level. It makes use of this form of strategic management because it is aware of the significant costs involved as well as the high level of complexity involved in maintaining regular communication between the headquarters and all of its numerous subsidiaries located in other countries. For this reason, it chooses to make use of this form of strategic management. 
Coca Cola was initially made accessible to the general public for the first time on May 8, 1886, at Jacobs' Pharmacy in Atlanta, Georgia. The formula for Coca Cola had been invented by John S. Pemberton, and Jacobs' Pharmacy was the first location where it was sold (Coca Cola Company, 2008). When the company's accountant, Frank, recommended that they use the name "Coca Cola," things got off to a rocky start. In the year 1887, John S. Sullivan filed a patent application to the United States Patent Office for the Coca-Cola Syrup and Extract. Around the same time, he also began using coupons as a method of selling the product (Coca Cola Company, 2008). In 1915, the Coca-Cola Company employed the services of Alexander Samuelson to design the bottle that would one day come to be regarded as the industry standard. Coca-Cola was a major sponsor of both the Olympics and the World Cup competitions in 2008. The official Coca-Cola Facebook page, which was started by two fans, has gained over twenty-two million likes as of the time of this writing. Coca-Cola was also a prominent sponsor of both events. In 2009, it was believed that the Coca-Cola brand was worth one billion dollars, and by 2010, the Coca-Cola Company had completed the acquisition of the whole bottling facility in North America. In 2009, the value of the Coca-Cola brand was projected to be one billion dollars. By the time the year 2011 comes around, The Coca-Cola Company will have been in operation for a whopping 125 years (Coca Cola Company, 2008). 
The Coca-Cola Company is without a doubt the most profitable beverage company in the whole globe. Coca-Cola is a brand name that has been associated with the names of more than 500 different products throughout its history. It is the maker of a number of popular brands, some of which include Coca-Cola Classic, Fanta, Sprite, and Minute Maid, to mention just a few of them. Not only is the Coca-Cola Business the most profitable firm in the world, but it is also the company with the highest market value. Throughout the course of its lengthy existence, Coca-Cola has built a reputation for being a firm that is both environmentally and socially responsible. 
Coca-Cola has said that its aim is to "service" the world, and the firm is working aggressively toward the achievement of this objective. In addition to this, it provides an in-depth investigation of each and every action and choice that Coca-Cola has ever been responsible for making. The company's mission statement is as follows: "to revitalise the world, inspire its workers, bring joy to its customers, and make a major contribution via the quality of its things" (Coca Cola Company, 2011).  
Coca-Cola has such a stronghold on the market for flavoured carbonated and soft beverages that it controls 47 percent of the industry worldwide. (Coca Cola Company, 2011). Coca-Cola has a market share that is equivalent to 42% of the whole market in the United States and 50% of the market in other countries. Coca-Cola, which is the world's biggest beverage maker, distributor, and marketer, is confronted with a range of issues on a regular basis. These difficulties include the following: (Coca Cola Company, 2011). Since Coca-Cola reorganised itself in 1995 into five regional groups, each of which is led by a group president, the canning and bottling operations of the company have been handled by separate companies in each of the countries in which it is produced. These group presidents are responsible for overseeing the daily operations of their respective regional groups. These companies are in charge of guaranteeing that the items produced by the corporation fulfil the most stringent quality requirements possible. 
[bookmark: _Toc121858313]Theoretical Analysis 
The other problems that Coca-Cola has to solve are in no way related to one another in any way at all. Both the continuing financial crisis in Russia and the high turnover rate of CEOs at Coca-Cola have had an effect on the corporation (Coca Cola Company, 2011). Coca-Cola is likewise contending with difficulties as a direct consequence of the sluggish global economy. Coca-Cola is forced to fight with pricing rivalry from regional rivals, and the uncertainty of foreign exchange rates further reduces the company's profits potential. Coca-expansion Cola's was slowed by a variety of obstacles, which contributed to the company's unsuccessful effort to purchase Cadbury. One of those obstacles was competition from PepsiCo. Coca-Cola is one of the companies that is negatively impacted by the problem of having quality that does not meet standards. 

Coca-Cola is now confronted with difficulties on a variety of different fronts. The tactics of advertising and promotion used by Coca-Cola are somewhat uninspired (Coca Cola Company, 2011). Some of its relationships with the bottlers it works with are starting to get heated. According to the management of Coca-Cola, the present dilemma that the corporation finds itself in may be attributable to the overbearing nature of the board of directors that serves the company. Coca-management Cola's is resistant to change, and the company does not adapt to the demands of the market. Coca-Cola is forced to grapple with the possibility of competition from Pepsi as a result of Pepsi's growth into new territories (Coca Cola Company, 2011). 
Opportunities for Coca-Cola in light of the problems that the company is now attempting to overcome 
The success of Coca-Cola as a firm in the consumer market is directly proportional to the brand's level of recognition and appeal. Ninety percent of people throughout the globe are familiar with the brand name Coca-Cola. Over the course of the last several years, one of our top focuses has been to broaden the audience's familiarity of this product's brand name. Despite the fact that consumers as a whole will probably be unhappy with the new packaging, it will still have an effect on the amount of sales that Coca-Cola does and how much of the market share it has. 
[bookmark: _Toc121858314]Creatively reshaping the organisation’s strategic direction
Because it maintains such a vast network of bottling locations, Coca-Cola is in a position to make the most of what seems to be an endless supply of opportunities for the development of its company. This strategy is used by Coca-Cola in order to boost the possibility that the company will be able to offer service to customers located in a broad variety of geographic locations. The stock market performance of Coca-Cola and its competitors are compared in the graph that can be seen below. You can examine the results of this comparison for yourself by looking at the graph. The graph demonstrates that Coca-Cola is more effective at running its business than its competitors, which include corporations such as PepsiCo Inc., Tyson Foods, and Philip Morris International Inc. As a result of this promise of increased financial stability, the stock price of the company ought to continue growing as a result of this anticipation since it is a consequence of this promise. 
Coca-Cola is dedicated to a broad variety of different strategies, each of which it applies for a different category of issues and difficulties. These strategies include: For instance, in 2009, Coca-operating Cola's margin in the widely held sector of the company's business was favourably affected as a result of the company's marketing and media expenditure methods, with the change being recognised as inferences from revenues rather than marketing costs. This was due to the fact that the company recognised the change as inferences from revenues rather than marketing costs. This was owing to the fact that the corporation recognised the beneficial effect as inferences from revenues rather than marketing expenses. This resulted in the positive impact being recognised. This was due to the fact that the company acknowledged the shift as inferences drawn from revenue rather than marketing costs, which were the root cause of this outcome. Coca-Cola conducts an analysis of its operations in each country and strives to develop policies that are malleable enough to accommodate the local political and economic environments in regard to the company's handling of foreign currency. This analysis is conducted after the company has conducted an analysis of its operations in each country.
This is done in an effort to accommodate the local political and economic environments. The following are the four pillars that serve as the basis for the approach that Coca-Cola Investment employs: 
1. Increase the estimated rate of return of the plan over the course of a longer period of time while maintaining an acceptable degree of risk. 
2. maintain a huge distance 
3. Always make sure that you are keeping a close check on the level of risk that is associated with the many various types of assets. 
4. achieve the goals they have set for the investment over the long run. 
[bookmark: _Toc121858315]Developing Organization's Capabilities 
It is vital to have corporate-level strategies that provide a firm an advantage over its competitors in order for a business model to be successful. These strategies give a company a competitive edge.  The Business Strategy and the Existing Conditions of the Competition in the Market  Chaining, horizontal mergers, franchising, and the usage of the internet are the primary forms of competitive strategies that are used in sectors that include a significant number of SME's and MSE's. Demand from customers is the primary driver of strategy in high-growth businesses [Hill & Jones] As businesses go from the startup phase into the operational phase of their existence, they are required to adopt an investment plan that is commensurate with the requirements of their maturing business model. When demand falls, companies have the option of taking one of these four primary courses of action: 
· Leadership 
· Niche 
· Harvest 
· Divestment 
[bookmark: _Toc121858316]Approach to Conducting Business in the High Technology Sector 
Compatibility, a decrease in the amount of customer misunderstanding, cheaper mass manufacturing, and a reduction in the risk that is linked with the supply chain are some of the benefits that may be attributed to a product's technical qualities, which are vital in many high-tech firms (Hill & Jones, 2007). We have now entered a phase known as a technological model shift, which occurs whenever new technologies are introduced to the market and cause significant changes to the make-up of industries as well as the terrain of competition. This compels existing companies to reevaluate their methods for ensuring their continued existence, which in turn compels new companies to join the market (Hill & Jones, 2007). 
[bookmark: _Toc121858317]Economies throughout the world-related business strategies 
Some businesses may be able to increase their income by becoming global since it enables those businesses to reach markets in which their local competitors lack the essential competence to compete. This is one of the ways that going global may help businesses. Companies also utilise localization plans, which include adapting their product offerings, business strategies, and marketing tactics to meet the requirements of each country in which they conduct business. Localization plans are used to meet the requirements of each country in which a company does business. The vast majority of individuals hailing from other nations have the goal of settling in nations that have strong social welfare systems and governments that are secure in their positions (Hill & Jones, 2007). You may enter an international market by doing one of the following five things, all of which are viable options for you to consider: 
1. Exporting 
2. Licensing 
3. Joint venture 
4. Franchising 
The shifts that have occurred inside fully owned subsidiaries are shown in Figure 2, which may be found below. 
1. Integration on the Horizontal Integration on the Vertical and Cross-Sector Collaboration via Strategic Outsourcing are the Elements of a Business Strategy. 
2. If a business or division is going to be successful from a strategic point of view, it has to be able to provide one or more value-creating services at a reduced cost and in a manner that allows for differentiation or premium pricing (Hill & Jones, 2007). 

3. The term "horizontal integration" refers to one strategy that may be used by a company in order to enhance its bottom line. Other strategies include: 
· Get monetary savings 
· Differentiation 
· To mimic a successful corporate concept 
· Management of marketplaces that are competitive 
It is in the best interest of both the buyers and the sellers to negotiate with more vigour. 
There are two aspects of the situation that need your attention when it comes to horizontal integration. (1) A merger or acquisition opens the door to a variety of different types of risk in a variety of contexts. 2) The likelihood that the strategy may drive companies into a battle with the governing organisations that are in charge of monitoring antitrust problems. 
[bookmark: _Toc121858318]Competitive Advantage Through Strategic Planning
Vertical integration is a business strategy that offers a company an advantage in the market by consolidating the manufacture, wholesale distribution, and retail selling of a single good or service into a single operation. This is because the company will have a higher barrier to entry, an easier time investing, better control over product quality, and more time to bring the product to market, all of which contribute to a higher barrier to entry. One of the problems is the high cost of bureaucracy, and another is a failure to adapt quickly enough to rapidly changing technological trends (Hill & Jones, 2007). 

The strategic outsourcing of a firm's noncore major creative activities may help the company better manage its expenses, distinguish its goods, react more swiftly to changing market circumstances, and make better use of its precious resources. These benefits may be achieved by the company 

Formulating and Executing a Diversification Strategy That Is Both Related and Unrelated to the Core Business is an Important Component of Corporate Strategy. 

When a firm is generating free cash flows, which is a term that refers to resources that are in excess of what is essential to retain a competitive edge in the company's core business, the management of the company may start to look at diversifying the company's activities (Hill & Jones, 2007). A diverse corporation has the potential to produce wealth via the following means: 
· the sharing of experience and expertise among employees of an organisation. 
· bringing previously unavailable knowledge to recently founded companies. 
· The financial benefits that result from pooling available resources. 
· The practice of stuffing many units of a product into a single container. 
· Utilizing variety to control competition 
Focusing on your company's areas of strength will provide you an edge over the other businesses in your industry. 
When a corporation starts a new business unit in a different industry, but within the same sector as the firm's existing business unit, this is an example of related diversification. Another example of related diversification is when a company acquires another company. This is done by each stage of the value chain sharing one or more compounds with one another. 
It is possible to increase one's ability to capitalise on the benefits of multipoint competition by diversifying into markets that are unrelated to one another. This can be accomplished through the application of an organization's core competencies to new business lines, which can lead to an increase in earnings.
[bookmark: _Toc121858319]PESTEL Analysis 
	Political
	The goal of expanding Coca-market Cola's share outside the realm of soft drinks is one of the company's key priorities. It regards its goal as helping to make the lives of others better, less taxing, and more enjoyable in some way.

	Economy
	Coca-Cola should capitalise on the positive connotations that are associated with its brand name because it provides customers with the assurance of a high level of quality, excellent value, honesty, and morality and provides the possibility to launch a career and support oneself via retail sales revenues.

	Social
	Coca-Cola needs just a 2% share of the global beverage industry's market in order to realise its full potential and begin capitalising on the prospects presented by this sector on a worldwide scale. The degree to which consumers are familiar with the Coca-Cola brand and, as a direct consequence of this familiarity, the company's early ability to amass a sizable customer base are two of the most critical determinants of whether or not the whole plan would be successful.

	Technical
	There are around 48 billion servings of drinks that are drunk each and every day throughout the whole world. Cokes are just one example of these beverages

	Environmental
	Coca-Cola is well aware that it is in the business of producing and selling drinks; the company makes an average of one billion dollars in daily sales

	Technical 
	Coca-business Cola's strategy is directed mostly by the company's desire to maximise its potential for profit.


 
 In contrast to the situation with Coca-Cola, in which virtually everyone is familiar with the brand name immediately, practically no one is able to recognise either of the brands that belong to Procter & Gamble. The fact that Procter & Gamble is such a successful company stands in stark contrast to the above statement. The DOMINANT business model that Coca-Cola utilises is distinguished by the fact that it puts a strategy into action on a corporate level. 
When one takes into account the ever-increasing intricacies of the global market, it is becoming increasingly more difficult for a company to arrive at judgments on the long-term course of its operations. The management of such a corporation is unable to see the company's worldwide activities as a variety of separate choices (Pearce & Robinson, 2007). (Pearce & Robinson, 2007). As a consequence of this, individuals are compelled to make a choice that necessitates making a trade-off and calls on them to do research on a wide range of things, places, resource sources, and strategic options (Pearce & Robinson, 2007). (Pearce & Robinson, 2007). In businesses similar to this one, there are two significant aspects that play a vital role. The first of them is shareholder activism, which is a term that describes the pressure that is imposed on multinational firms by investors in the locations in which the company operates. The multi-domestic sector is the second form of industry, and it is comprised of businesses that are involved in a variety of different domestic markets (Pearce & Robinson, 2007). (Pearce & Robinson, 2007) Businesses that operate on a worldwide scale are vulnerable to a substantial number of the obstacles that are described in the following paragraphs: 
[bookmark: _Toc121858320]SWOT Analysis 
	Strength
	As a direct consequence of this fact, the job of global managers is made more challenging. 
As a result of this, the company is now in a position to communicate with a greater number of individuals all around the world. 
The exponential growth of available information 
A ratcheting up of the intensity of competition on a global scale 


	Weakness
	Rapid progress in technological capability 
The use of strategic planning has the potential to greatly boost the level of management assurance. 


	Opportunities
	In the complex and competitive environment of the modern global economy, I believe that there are a wide variety of strategies that a corporation might use in order to achieve success. It is necessary for every organisation that has the goals of growing and being successful over the long run to have some kind of strategy

	Threats 
	If a business wants to be successful, it has to learn how to adapt to the ever-changing conditions of the modern world. Adaptability is the key to success.



 The fact that a subsidiary of Coca-Cola is present in such a large number of different nations gives the company an edge over its competitors in the market for goods and services transacted on a global scale. 
[bookmark: _Toc121858321]Coca-Cola Strategic Management 
Coca-Cola is the brand that is recognised the most in countries all over the globe. As a consequence of this, the key to Coca-continued Cola's success over the long term lies in the strategic management of the corporation. Warren Buffett is confident that Coca-Cola will continue to dominate the global market for as long as he is active in the investment industry, and that the company will almost certainly increase its lead over the course of that time. Buffett is a significant shareholder in Coca-Cola, so he is confident that this prediction will come true. Buffett is very certain that the firm will continue to hold its position as the top in the worldwide market. Coca-Cola has an incredible brand, but the company was recently compelled to undergo a big reorganization because of the fears of a small number of its executives who were concerned that consumers could tire of the brand. They did this out of fear that consumers would get dissatisfied with the brand and stop purchasing it. 
[bookmark: _Toc121858322]Ansoff’s Matrix
Despite the fact that Coca-Cola is a worldwide brand, the majority of the company's efforts are focused on the communities in which each of its locations is located. In many of its new endeavours, Coca-Cola places a significant emphasis on giving back to the communities in which it operates. Coca-Cola produces and distils the syrups and beverage bases that are utilised by bottling facilities; nevertheless, the company does not sell the product to end users directly. Bottling companies sell the product to end users. Coca-Cola is the company that oversees and manages the marketing operations for the brands of other firms. Coca-Cola has operations in a wide number of different countries and regions. The following pie chart provides a visual representation of the manner in which Coca-Cola does business in various regions of the globe to varying degrees, depending on the locale. 
[bookmark: _Toc121858323]Bowman’s Strategy Clock
Coca-Cola has to adopt a more proactive and aggressive posture when it comes to marketing and promotion in order to compete effectively. It's possible that Coca-connection Cola's with bottle producers is another area where they may need some work. If Coca-Cola wishes to preserve its status as the preeminent player in the global beverage business, it will be necessary for the company to make certain modifications. Coca-Cola has to start having conversations with people as soon as possible. 
Coca-Cola is a phenomenon that can be seen all over the globe, and its unique history may be researched in each and every country. My findings lead me to believe that Coca-Cola may stand to gain by adopting a more assertive approach to its business practices, and I base my contention on those findings. Coca-Cola has firmly established itself as the benchmark for its sector and is accelerating its global expansion at a rapid speed. Coca-Cola has to establish and use its internal strength in order to enhance its market penetration and promote its aim of market expansion. It would be to Coca-advantage Cola's to expand its product line to include more healthful drinks like fruit juices and bottled water. Such an expansion would be profitable for Coca-Cola. Coca-Cola has to get moving on creating new Coke flavours while keeping the beverage's signature taste intact so that consumers will continue to buy it. It would be to Coca-advantage Cola's to enter into strategic alliances with other businesses and make acquisitions of successful firms. Coca-Cola needs to adopt a more aggressive approach to their strategic management in order to be successful. Additionally, they need to experiment with new methods for branding their products in order to stay ahead of the competition. It is possible that a number of factors, such as taking into account human resources, increasing sales potential, and adopting new technologies, contributed to Coca-performance. Cola's These factors include: Cola's
[bookmark: _Toc121858324]Conclusion 
In the end, it is to Coca-Cola's interest to put into effect measures that will improve worker safety, create an environment that is inclusive, refill water supplies, and plant trees. These are all things that contribute to an inclusive culture. It is essential for Coca-Cola and its bottling partners to work together in order to rid the workplace of any possible hazards that might result in an employee being unwell or injured. Because water is a component in many of Coca-Cola's products and because a lack of water presents a potential risk to the operations of the company, it is essential for Coca-Cola to be cautious about the amount of water it consumes. This is because water is an ingredient in many of Coca-Cola's products.






Recommendation
The company should have to follow AI technology to serve its customers. The company
will be able to communicate with customers and send them customised messages thanks
to this technology. Users who choose to communicate with the vending bot via Facebook
Messenger will receive responses that are tailored to them depending on the data
Facebook has acquired about them. This vending machine modification can help Coca-
Cola better monitor consumer behavior and adjust its products/services accordingly as
businesses strive to make the retail experience more comfortable and digitally engage
customers. We anticipate that this will eventually affect more than just vending machines.
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