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1.0 [bookmark: _Toc122094633]Introduction

Each year, Forbes (2019) creates a list with the most innovative companies. These companies are the ones that are usually coming with new product or new services, or they find innovative ways to operate (Forbes, 2019). What is noticeable interesting is the fact that almost every year the top is made with the same companies, with very little exceptions (Forbes, 2019). However, the difference is the position on which the companies are (Forbes, 2019). By looking at those companies, Coca-Cola is one of the longest participants on this chart (Forbes, 2019). Certain critics argue that Coca-Cola it should not be on the top because it mainly has the same product (Zhang, 2021). However, Innovation specialists consider that Coca-Cola is innovative because it has a significant history behind and it still managed to be innovative and keep its position on the market as people are consuming Coca-Cola on a daily basis (Liu, 2016). 
Given the contradiction behind Coca-Cola’s innovations, the report will look to identify is Coca-Cola managed to effectively apply innovation models, and to argue why innovation is essential within the business. 
Creativity is known as the process of coming up with it ideas, while the innovation Has the main purpose of implementing that idea (Sarooghi, Libaers and Burkemper, 2015). 
2.0 [bookmark: _Toc122094634]Main Findings
2.1 [bookmark: _Toc122094635]Overview of the Innovation Opportunity
Recently, Coca-Cola launched its Global Innovation Platform (The Coca Cola Company, 2022). This platform has been built to allow creators or persons that have ideas for Coca-Cola to share those ideas so that Coca-Cola can put them in practice (The Coca Cola Company, 2022). At the same time, Coca-Cola wants this platform to be a place for creativity and inclusivity (The Coca Cola Company, 2022). Up until this point, the main innovations of the platform were to create the same unique Coca-Cola taste but with different and special ingredients (The Coca Cola Company, 2022). Hence, Coca-Cola is looking to upgrade the original product by creating multiple special limited editions (The Coca Cola Company, 2022). 
2.2 [bookmark: _Toc122094636]Type of Innovation
Specialists invented multiple useful frameworks so that companies can use in different aspects of the business (Davila, Epstein and Shelton, 2012). By looking at innovation, the first framework is the Innovation Matrix (Davila, Epstein and Shelton, 2012). This type of framework offers an insight over the types of innovation existent (Davila, Epstein and Shelton, 2012). The Innovation Matrix is helpful for the companies because it allows them to examine all the types of innovation and decide where their idea can be suitable (Davila, Epstein and Shelton, 2012). After they have decided which innovation type they will use, the rest becomes clearer, because they can adapt their innovation strategy to the type of innovation that they are going to be using (Davila, Epstein and Shelton, 2012). 
There are four types of innovation. The first one is known as Architectural Innovation, and by using this type of innovation, companies are looking to achieve a long-term result, and a product or service that will sell for a long time (Kogabayev and Maziliauskas, 2017). The other type of innovation is the Incremental Innovation, and by using this type of innovation, organisations are slowly improving their existing products or services, so that they can last longer on the market and adapt to the new requirements (Kogabayev and Maziliauskas, 2017). Another type of innovation is the Disruptive Innovation, and by using this type, companies are looking to significantly improve the existing market, with a product or service that no other business has ever made (Kogabayev and Maziliauskas, 2017). Finally, there is also the Radical Innovation, which has the power to transform an industry so deeply that a new market is emerging (Kogabayev and Maziliauskas, 2017). 
By applying the innovation matrix to Coca Cola's Global Innovation Platform, it can be clearly noticed that Coca-Cola applies the Incremental Innovation (The Coca Cola Company, 2022). The main argument for this is that through this innovation platform, Coca-Cola is looking to adapt their original Coca-Cola fizzy drink by using different ingredients and creating limited editions (The Coca Cola Company, 2022).
2.3 [bookmark: _Toc122094637]The Creative Thinking Process
Each company has its own creative thinking process (Henry, 2006). This refers to the actions that the company is making to create new ideas (Henry, 2006). For some companies, the creative thinking process refers more to market research, while other companies are strictly looking at customer needs (Henry, 2006). The creative thinking process is different from company to company, because each company is different (Henry, 2006).
By looking at how Coca-Cola is trying to introduce new variants of the same product, it looks like the company is looking for help from the community, because the company wants to be able to satisfy their needs and to be able to live up to their customers standards (The Coca Cole Company, 2022). This means that the creative thinking process does not usually happen inside the company but outside (Cameron, 2014). But even so, the people assigned to implement these ideas are still having a process of selecting from customers idea which one would be more suitable for the entire company (Cameron, 2014).

2.4 [bookmark: _Toc122094638]Models of Innovation
Companies can choose to use multiple models of innovation, in order for them to have more guidance and to be able to effectively put their ideas into practice (Bagno, Salerno and da Silva, 2017). 
2.4.1 [bookmark: _Toc122094639]Open and Closed Innovation
The main innovation model is represented by the open and closed innovation (Marques, 2014). This model refers to the main source of the innovation idea (Marques, 2014). As well as the name of the model, there are two main types of innovation within this area (Marques, 2014).  The innovation that comes from an idea that has been created inside the company is known as the closed innovation (Herzog, 2011). Contrary, the innovative idea that came from the outside of the company is known as open innovation (Herzog, 2011). The difference between the two is that the closed innovation is not so used anymore, because companies are taking external factors into consideration, and they do not limit themselves by only taking into consideration internal strengths or weaknesses (Herzog, 2011). At the same time, because the open innovation has more meaningful reference points, it also has a higher rate of success (Herzog, 2011). 
Coca-Cola is also applying the Open Model of Innovation (The Coca Cola Company, 2022). The company does that through their global innovation platform which gathers all suggestions from different creators and customers (The Coca Cola Company, 2022). 
2.4.2 [bookmark: _Toc122094640]The Innovation Process
The innovation process is the next tool used by companies to implement their innovative ideas (Tohidi and Jabbari, 2012). The process follows an in-depth plan, that once used, it will make it easier for the companies to practice their ideas (Tohidi and Jabbari, 2012). What is different between the Open and Closed Innovation and the Innovation Process is the fact that the innovation process continues with the next steps which are to identify the main resources that are going to be used, to evaluate the risks of implementing that idea into also give significant value to the idea by checking if it is compliant with the company is mission vision and values (Meissner and Kotsemir, 2016). 
By applying the innovation process to Coca-Cola, it is clear that the company is trying to stay true to its initial values and product, but they also want to innovate (The Coca-Cola Company, 2021). The company knows that there is a high risk that consumers will not like a different taste of Coca-Cola, and by collaborating with its customers, the company wants to ensure that it will be able to deliver exactly what the customers want (The Coca Cola Company, 2018). At the same time, the original Coca-Cola recipe is a very well-kept secret, so they must be careful of the resources that they are going to use to create a new taste for the Coca-Cola limited edition (The Coca Cola Company, 2018). 
2.4.3 [bookmark: _Toc122094641]4P’s to Innovation
The final model is known as the 4P’s of Innovation (Akgun et al., 2017). This model is used as a framework to ensure that the creative idea is innovative and can be successful (Akgun et al., 2017). Given this, companies are looking to take into consideration four aspects when they're trying to be innovative (Akgun et al., 2017). The first aspect is represented by product, and this means that they must have a very solid product, which is innovative itself (Akgun et al., 2017). The second aspect is represented by the position, and this means that the company must correctly identify the target market of the new product that they want to create (Akgun et al., 2017). At the same time, the process of implementing this product must be very accurate, because if the product is successful the company must ensure that they have enough time to recreate the product over and over again to satisfy their customers’ needs (Akgun et al., 2017). Finally, the paradigm is known to be a mental model, so that customers can connect with the product (Akgun et al., 2017). 
In Coca-Cola is case, the company already has a very unique product which cannot be compared to anything else on the market (Wang, 2015). By trying to come up with different versions of this product, Coca-Cola is taking into consideration their customers’ desires, which is an aspect that shows that the product has potential (Wang, 2015). At the same time, since the Coca-Cola recipe is secret, it is believed that the process of making the product is already established (Wang, 2015). Finally, Coca-Cola help the customers to connect with the product not only through the tastes but also by using advertising that shows that Coca-Cola means family (Wang, 2015).
2.5 [bookmark: _Toc122094642]Assessment of Effectiveness
 After companies used all the models and ensure that all the steps went according to plan, it is also necessary to conduct a final assessment of the effectiveness, to ensure that there are no risks for the innovation to happen (Smartt, Casey, and Ferreira, 2018). For this, the Force Field Analysis is a tool used to assess the effectiveness of innovation (Smartt, Casey and Ferreira, 2018). This tool shows the main resources that can make the innovation successful (Smartt, Casey and Ferreira, 2018). At the same time, the Force Field Analysis also provides a parallel and shows what the risks of the innovation are. The purpose is for companies to check if they can overcome the risks (Smartt, Casey and Ferreira, 2018)

. 
2.5.1 [bookmark: _Toc122094643]Barriers and Risks
In Coca Cola’s case, the main risk is for customers to not like the new taste of the product (Chua et al., 2020). However, given that it is only a limited edition, the company has the possibility of learning and to not applying the same recipe again (Chua et al., 2020). The customer represent a very important part of Coca Cola’s innovation, so the company is mainly looking to offer them what they need and to listen to them (Chua et al., 2020).
2.6 [bookmark: _Toc122094644]Leadership & Management
There are different types of leadership that the company can have. This mainly depends on the leader’s personality (Ulmer Jr., 2005). The autocratic leadership style is characterised by a leader that is Applying his own ideas only (Ulmer Jr., 2005). The participative leader encourages everyone to share knowledge and suggestions (Ulmer Jr., 2005). The laissez-faire leader offers freedom to its employees to conduct the business (Ulmer Jr., 2005). The transformational leader is the one that want to help employee to be on their best level (Ulmer Jr., 2005). Each leadership style has its own style of dealing with innovation, as they can promote innovation in different ways. For example, the autocratic leadership is focused on creating ideas, while the participative leadership is focused on sharing ideas with other until the perfect innovative idea has been reached (Ulmer Jr., 2005).
At Coca Cola, the leadership style is transformational, because the leader encourages and helps the employee to be their best selves (Ramdiwakar, 2019). In regard to innovation, the motivational culture at Coca Cola also creates opportunities for ideas to be creative (Ramdiwakar, 2019). However, the main type of innovation that Coca Cola uses it’s the Open Innovation, so while it is good that the leader promotes the rising of ideas within the company, the main ideas are coming from outside of the company (Ramdiwakar, 2019). 
3.0 [bookmark: _Toc122094645]Conclusion
Coca Cola can be considered as one of the oldest companies in the world that kept their presence on the market in a fascinate way. By using the Incremental type of innovation, Coca Cola slowly showed improvement and showed that it deserves to be on the top of the most innovative companies. Furthermore, Coca Cola successfully applies all the models of innovation in the company so that the company can offer its consumers the best product. At the same time, Coca Cola is well aware of the risks that might happen when trying to be innovative, but the company is prepared for any challenge. 
In conclusion, Coca Cola is a company in which the innovation is very important for the overall well-being of the company and its resistance in time. 
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