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INTRODUCTION

Marketing has been described in a lot of different aspects particularly its role in a business entity. Some portend that marketing is the aspect of incorporating all functions linking the business with the wants and needs of the clients for purposes of getting the right product to the place required at the right time (Riley, 2018). Another attribution of marketing is that the attainment of the objectives of the corporate by satisfying and exceeding the needs of the customer other than for competitive attribution (Riley, 2018). In another general aspect, marketing has the definition to be the set of actions by a business to promote its brand in the market. Marketing is often attributed to 4Ps which entails Price, Product, Promotion, and Place (The Economic Times, 2018).

Today Coca-Cola is the world 's biggest soda company. Coca-Cola owns or authorises more than 400 brands including diets and soft drinks, wine, fruit and fruit juices, teas, coffees, sports, and energy drinks. It is operated by several bottling operations and canning operations. Coca-Cola markets finished beverage products with Coca-Cola 's trademarks in over 200 countries. Coke, Pepsi, Fanta, Vitamin Water, Minute Maid, Bonaqua and Powerade are some famous brands.









Processes and stages of marketing including the role of the marketing mix

1. Definition of the marketing process, marketing concepts, marketing plan and stages

The marketing method is the approach to identify opportunities, choose the potential customer, address consumer needs and desires, define quality, commodity, location and promotion, and discuss the marketing strategy. The marketing process is responsible for controlling the overall marketing strategy. Throughout the marketing process, you will determine which consumers you represent in the target audience by segmenting the market and targeting your goods to those targeted customers. Nonetheless, in order to decide the most efficient and beneficial marketing mechanism, you should research marketing, plan , execute and ensure it.

                    2. Diagram of marketing process
    
The five steps below are part of the marketing process (Fig.1). Each step will be discussed briefly  except the Situation Analysis and the Strategy which will be a little more in-depth.



(Fig.1. Source: Talharchet Manal)
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2.1  Situation Analysis 
a) SWOT -- Before going to SWOT analysis, first we have know what SWOT actually is. The alphabets in the word SWOT sands for Strength, Weakness, Opportunity and Threats. In SWOT analysis, we basically to discuss about the strength, weakness, opportunity and threats of Coca-Cola Company. So, here goes the SWOT analysis of Coca Cola Company. 
Advantages
The benefits of the SWOT methodology and its suitability to tackle a variety of business problems make it an ideal tool for certain brainstorming sessions.
Disadvantages
However, business decisions must be based on reliable , relevant and comparable data to significantly impact company performance. SWOT data collection and analysis involves a subjective process that reflects the bias of individuals collecting data and participating in brainstorming. In addition , data input to the SWOT analysis can quickly become outdated
Now we will discuss in detail the above points in the SWOT Analysis table

	


	Strengths
	Weaknesses


	Internal
	-Popularity
-well known
-branding obvious and easily recognized
-A lot of finance
-customer loyalty
-International Trade
	-Word of mouth
-lack of popularity of many Coca Cola’s brands
-Most unknown and rarely seen
-result of low profile or non-existent advertising
-health issues


	
	Threats
	Opportunities


	
	
	

	External
	-changing health-consciousness attitude
-legal issues
-Health ministers
-competition (Pepsi)
	-many successful brands to pursue
-advertise its less popular products
-buy out competition.
-More Brand recognition



STRENGTHS
For a very long time, Coca-Cola has held a large share of world culture. Coca cola focuses on brand identity and brand loyalty, along with high quality and taste. The image of Coca-Cola is shown on t-shirts, hats and memorabilia. This highly recognisable branding is one of the greatest strengths of Coca-Cola.
"Enjoyed more than 685 million times a day around the world Coca-Cola stands as a simple, yet powerful symbol of quality and enjoyment" (Allen, 1995). 
The bottling system of Coca-Cola is also one of its greatest strengths. It enables them to operate globally while maintaining a local approach at the same time. The bottling companies are locally owned and run by independent businesses authorised to sell Coca-Cola Company products. Because Coke does not have a clear ownership of its bottling network, the sale of concentrate to its bottlers is its main source of revenue. 
In Pakistan, people do not care whether it is "Pepsi" or "Coke" before drinking. In fact, they do not differentiate between these two brands to their liking. 
Basically, consumers drink what they get. 

You believe in "WHATS COLD SOLD" 
The availability of consumers in brands basically works like: 

· Availability of push. 

· Pull the demand of the consumer. 

Coca-Cola Intl has therefore provided its coolers and freezers on the market. They have as many coolers and freezers as possible on the market. They provide this infrastructure free of charge so that their customer can buy child coke.
WEAKNESSES
Coca-Cola  had a few "declines in unit case volumes in the South East Asia due to reduced consumer purchasing power”.
Coca-Cola contains caffeine and caramel that can have harmful (if prolonged) effects on teeth, which is a medical concern. There is also sugar that can cause health problems if you continuously drink Coca-Cola. Coca-Cola addiction is also a health problem, as drinking Coca-Cola daily has an impact on your body after a couple of years. 
The sugar content is another weakness that can be considered regionally. Pepsi Co. sells only because Pepsi is so far, because it has a higher market share only because it's more sucrose and Asian people focus on sugar beverages.
OPPORTUNITIES
Brand recognition is an important factor in the profitability of Coke. The brand name of Coca-Cola is well known today in 94% of the world. Coca Cola marketing policy is mainly concerned exclusively with strengthening and increasing the system 's awareness. Coca Cola 's bottling programme allows the business to benefit from its prospects for growth. In Pakistan the coke team worked hard to attract supporters through mass marketing and promotional devices.
THREATS
Price is the biggest threat. A little price rise is going to have a very big impact on revenue, let's just say 1 rupee. Only because people are moving to the next substitute available, i.e. Pepsi thus the change in prices is an important contributor to coca cola sales and marginal profits. When Coca Cola dramatically raises or declines in the price, it will face major losses. 
Widerspruch: Some analysts believe that new entrants will affect Coke Sales as well. In reality, however, entrants contribute much less because the soft drinks industry is itself a very large and strong industry. In just 10 years to come, new competitors can never reach the level of Coke. 
The growing awareness of health can be a possible threat. People have become more aware of health problems recently. 60 % of the population worldwide don't consume carbonated drinks (because of hunger and/or health problems). 

The rivalry between Pepsi and Coke is another threat. This has changed the interest of the consumers somewhat and all companies have become increasingly aware of market demand and characteristics.

b) Porter’s five forces
This research will give us a clear understanding of the company 's business landscape (Porter , 2008). The competition for Coca Cola defines the following factors:

COMPETITION 
Pepsi Co. is Coca Cola's biggest competition. In nearly all markets worldwide, they compete. Coca Cola has higher sales globally, although the American market is dominated by Pepsi Co. 
Other players are in different categories of drinks, but none is as large as Coca Cola or Pepsi Co. In this sector, the current competition is to expand the variety of products and to launch new types of carbonated beverages and noncarbonated beverages. 
Most of Pepsico's strengths and weaknesses are like Coca Cola's. Pepsico boasts both good value for the brand and scale economies. It has also been criticised for health and environmental problems. Pepsico derives a large portion of total revenue from the category of non-beverages such as chips and oats, although Coca Cola operates almost entirely in the beverager market. Pepsico may thus theoretically benefit from the synergy between different goods. Pepsico targets primarily young people while people of different ages enjoy Coca Cola.
                 THREAT OF NEW ENTRANTS 
The probability of newcomers in this sector is very small, and the following factors are responsible: 
-- Brand name: It took these firms decades to construct their brand and it is not easy to emulate it by a new company. 

-- Distribution channel: the two main companies have wide distribution networks all over the world. 

-- Initial investment: a major barrier for new entrants is the high costs of installing manufacturing facilities, transport channels and distribution channel. 

-- Scale economies: The current companies both benefit from substantial economies of scale which help reduce costs. A competitor could not balance the costs of bigger businesses and was pushed out of business.
THREAT OF SUBSTITUTE PRODUCTS 
Substitutions of products such as bottles of water, juices, tea and coffee are highly threatened for the soft drinking industry. The Coca Cola Company has since increased its position in these markets to ensure this is achieved. Tea and coffee can easily replace people who are drinking soft drinks with their caffeine. Alcoholic drinks like drinks like beer can also be a substitute in some cases. A consumer pays little to replace a soft drink with another drink and thus a strong probability of substitution occurs. Many people go to healthier drinks and replace juices with soft drinks.
            SUPPLIER POWER
In the case of Coca Cola, the supplier power is low. The next products are the business suppliers; 
-- Basic raw materials, such as sugar and water, can be quickly substituted by suppliers without problems. 
-- Manufacturers of bottling equipment are Coca Cola suppliers since it holds a stake in a number of bottling units. Many companies can supply these equipment and thus possess low negotiating power. 
-- The company wouldn't have problems with other factors like labour, power etc. 

Coca Cola has increased negotiating power for all inputs as it enjoys huge scales and orders from suppliers in enormous quantities.
             BUYER POWER
The bottling units for the Coca Cola Company are the buyers because it sells their syrup and the rest of the activities are carried out independently. However, the company owns many bottling plants. Buyers are the retail outlets in this case. 
-- Coca Cola has low negotiating power for bottling partners. Even if the organisation relies on bottlers for the selling of its product to its end customers, they may substitute the bottlers. The bottling company must invest a great deal in order to start business and this lock in is a reduction in power. 
-- Mass distributors' power is modest. The Coca Cola brand is very powerful, on the one hand, and retailers must store the product to customer satisfaction. On the other hand, retailers are free to change to other drinks and stop storing Coca Cola products.

c) Market segmentation, targeting and positioning
THE STP PROCESS
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SEGMENTATION
Segmentation involves knowledge on a market of the needs and requirements of various consumers. (Perner 2010) 
Products can be designed to meet customer requirements by dividing categories into segments, thus helping companies to recognise the consumer. 

The most appropriate factor for differentiating among groups should be identified, as discussed by Perner (2010). Consumer interests can differ from those relating to soft drinks 

• Healthy Or fewer calories  
• Brand payment 
• Commercial frequency 
• Cola teste vs non-cola teste

Additional types of variables may be demographically based. 

The factor differentiating the products and the benefits they bring (income, gender , education, location (rural v. urban, East vs. West), ethnicity and family size). (Perner2010) 

The main target of the drug "coca cola life" is millions, but the younger age group (18-35), according to Bouckley (2013), is the explanation for the launch of coca cola lives. People motivated by healthier products that seem well educated, trained, and consumer forms who are sailing away from the consumption of sugar soda. However, Ritson (2014) publishes that the reason for choosing an elderly age group is to preserve them by providing natural sweeteners with health-aware drinks. The age group can be controversial based on how we look at the product. The new product will, however, appear to be attractive to the masses who decide on a good lifestyle. 

In the case of coca cola life, the broad categorization by variables can be reduced by age and demographic variables. Age suggests the segmentation region as the younger lot continues to buy regularly, and demographic variables show the sort of consumer we would need to reach.

TARGETING 
After segmenting, the organisation will concentrate on the segment form. One or more segments will be the goal (Perner, 2010) 
We need to determine the kind of targeting to be done on the basis of the segmentation guideline, which applies to the age and population parameters. The targeting approach, in line with Grewal and Levy (2011), involves in distinguished targeting approaches, where all categories are treated as equivalent to micro-marketing in which marketing practise takes place. We have a differentiated marketing strategy that uses the segmentation-based specification to target its customers, then a focused strategy is developed, in which the company will select one, main target market, to meet its needs. 
But, before choosing a consumer strategy, we have to look at the existing markets to see their potential and whether other competitors serve the segment. (Download: Microsoft). The rivalry for Coca-Cola life is not so strong as the key competitor Pepsi had started something like the Pepsi Raw 's 2008 idea, which in turn used Kola nuts, apple extract and cane sugar, but was soon rejected by Ritson (2014) in two years. Pepsi also promotes its own Stevia-based "Pepsi True" product, as per Smith (2014), which could jeopardise Coke Life's potential segments. 

With a wide variety of customers about age segments and demographic variables, the use of differentiated marketing strategies will benefit coca cola lives, as they will be able to hold a greater market share better. It will mitigate overall business risk because it appeals to a wide number of people and leads to product diversification. (Grewal and levy, 2011) 

POSITIONING 

The market positioning of the product is to better identify the mix of variables, thereby giving customers good understanding of what the company gives contrary to 
its competitors (Grewal and Levy 2011). 
In the case of age- and demographic variables of Coca Cola Company, the differentiated marketing approach may be considered to help its categories. 

The strategic positioning helps us to recognise in comparison with their competition the value of products or services perceived by consumers. The companies may decide to position themselves on the market in a specific competitive domain , for example 7-Up was different from Pepsi and Coke's dark colour cola market and has thus become a "Uncola" Company in the market (Grewal and Levy, 2011).
As per Fig 3 the top competition in soft drink category ranking according to Said (2013):
[bookmark: _Hlk48820228][image: ]                                         Fig. 3- Said, 2013
As we've seen, Pepsi-Co will be the key competitors in the coca cola market. Dr. Pepper Snapple and Inc. PepsiCo and Coca-Cola are bitter rivals in the drinks department.
Fig. 4 The diagram shows the share of US soft drinks companies ' market contribution in 2013.. (Statista.com, 2014)

Fig. 4- Statista, 2014

It clearly indicates that the Coca Cola Business is in the soft drinking and goodbye market relative to its rivals, but we do need a better understanding of the consumer's perceived interest of the drug, and how and how to treat it.

2.2  Objectives 
Our business strategy aims ultimately as follows: 
• Volume growth 
• Expand our global share of non alcoholics willing to sell drinks 
• Maximize our cash flows over time 
• Strengthening economic profit to create added economic value. 

Coca Cola has over 16 million customers worldwide, which sell or directly service our products. We are committed to increasing customers' value and helping them grow their drinks enterprises. We seek to understand whether each customer is an advanced retailer in a developed market and an emerging kiosk owner. 

Objectives: 

· People: be a great place to work, inspired by people to be the best they can. 
· Portfolio: to carry a premium beverage brand portfolio to the planet that anticipates and meets the wants and needs of people. 
- Partners: We create mutual and sustainable value in a winning network of customers and suppliers. 
-Planet: A responsible citizen who makes a difference by contributing to sustainable communities and supporting them. 
• Taking into consideration our overall tasks: maximize the shareholders' long-term return.

2.3  Strategy
The company's vision for the future is really straight forward. The marketing approach is: 
· Accelerate the rise of carbonated soft drinks, led by Coca-Cola. 
· Expand the beverage brand family selectively to drive profitable growth. 
· Together with our bottling partners, increase device productivity and efficiency. 
· Creatively and reliably represent consumers to drive growth across all platforms. 
· Direct investments across markets to the highest growth regions. 
· All push performance and cost-effectiveness.


MARKETING MIX
The marketing mix as described by the Chartered Marketing Institute is a mixture of under the control of a client that can be manipulated to achieve marketing goals. an organisation's ability to sell the best product at the right prices through the right channels and to be accurately portrayed  (promotion). 
[bookmark: _Toc406702780]

(Fig.5. Source: Talharchet Manal)

A.  PRODUCT  

The Coca-Cola maintains 3.900 separate products as the largest variety of soft drinks in the beverage industry. The classification of these soft drinks in various categories, such as diet, fruit juice, tea, energy beverages and more should be stressed. The products of the company maintain their presence in various packaging and sizing processes. Coca-Cola, however, always reminds the brand in its unique form. Coca-Cola is worldwide the most successful carbonated drink, and its adoption as a supplement in some cultures is the most impressive. (Sicilia & Palazón, 2008). 
[image: ]
Fig.6- David Wolfe, 2017
									
 B.  PRICE

This is the only income-generating element. It supports cost elements to design , manufacture, distribute and promote a product. Pricing includes competition factors, company targets, fixed and variable costs as demand. Coke Life aims at satisfying and perceiving value for customers. In the UK, prices are introduced via penetration strategies, which are progressively raised when customer loyalty is gained. 
The price strategy may, with PepsiCo and Dr. Pepper, spark a price war and say pricing is authoritative. Prices can be predicted. Consumers may expect lower prices after a prolonged period of reduction can shift customer preferences and make it more difficult for potential price rises (Cooper, 2014).
Competitive advantage: 
· Low retail prices (330ml at 68p) (Coca-Cola GB, 2014) encourages more B2B businesses to stock the product. 
· Market benefit with recyclable bottling and low calories of plant food , good taste 
· brand loyalty opportunity to be explored further by coke-life consumers by confirming the actual benefits and costs.
Limitation
As we make budgets for a £ 20 m ad, we remember that advertising that cause an expectation among customers that may lead to a "upward change" in demand exceeding supply (Solomonetal, 2009).


C.  PLACE 

Coca-Cola maintains a comprehensive distribution network that offers its products to almost all retail and large chain markets worldwide. In keeping with the rapidly evolving paradigm of consumer products (FMCG), distribution starts with the manufacturer and ends with the customer (Golder & Tellis, 1993). The distribution system of the company is so effective that smaller production units of the like products have been eroded.

D.  PROMOTION 

Coca-Cola adopts specific advertising and marketing policies that concentrate on growing customer demand. The benchmark is the considerable investment in public campaigns like TV , radio , print and on-line media, transportation, billboards, etc. The aggressive marketing. In addition, Coca-Cola utilises corporate social responsibility ( CSR) in order to gain significant benefit in the minds of customers while driving changes to sustainable development, such as improving social issues and rescuing the planet. Although the company uses celebrations for the ultimate objective, consumers also sponsor massive events to integrate the products as required in their daily life. The way advertising is given is interactive because the consumer might gain in mind one of the products of the company. Last but not least, Coca-Cola applies push-and-pull strategy by offering distributors and dealers extraordinary opportunities to market the brand. In particular the company offers retailers promotional sales and price reductions and distributor allowances. (Hassan, et al, 2014). 




[bookmark: _Hlk48823372]2.4  Implementation-  is the decision taking or strategy process for a organisation and then executing it. Nowadays, Coca Cola Intl. Emission, to maximise customer satisfaction and to satisfy the market, of the following techniques:
· Value Positioning 
· Value Pricing
· Promotional Pricing 
· Differentiation
· Image 
· Product 
· Channel Personnel  
· Market Strategy 
· Niche Marketing 
· Mass Marketing





2.5  Control  is the way the plans are viewed and altered when they are necessary. 

Sales were managed by Coca Cola via: 
• Management of the local market 

• Plant opening in different countries (there are 10 plants in Pakistan) to lower taxes. 

• They invested $5.6 million to maintain Product Quality Control in their R&D facility. 

• Right now, their main concern is entering the Pakistani market with powerful techniques of attack, retaining the Pepsi Co defensive strategy. 

• Total strategic control is carried out in all factories and factories in the 200 countries served proudly by Coca Cola.


                   3. Conclusion

In short, in addressing this problem, it would be wise for companies to consider such factors. I feel that both internally and externally, the performance of the company is extremely important to measure without mentioning efficiency. Coca-Cola was able to control the beverage industry because all of the essential analyses were carried out by the company. I believe that customers must be able to gain loyalty and beat rivals in order that any company can thrive. Every company must take a number of steps to achieve this. First, after SWOT analysis, and 4Ps, the company must calibrate its macro environment, then its micro-environment, and then implement innovative , effective marketing and management strategies which enhance profitability and brand reputation. Nonetheless, we will continue to support our marketing strategy for a long time because it is an integral part of business.



                           4. Recommendation
I have finished a recommendation for the Coca-Cola Company after completing my project, which follows. 
I. In order to facilitate its customer, Coca Cola company should focus on the supply of its infrastructure on the market. 

II. According to an foreign company's study, Bangladeshis people want a sweeter cola drink. Therefore this coca cola company will manufacture its product based on local demand. 
III. Marketing teams will seek to increase the availability of Coke in the rural areas. 
IV. We too will focus on the elderly. 
V. Now the young generation wants to drink a regular coke 2 bottle, so companies can implement 1⁄2 litre plastic bottles to please them more. 
VI. Coke Diet and Zero are not so much available as other demands in Bangladesh, so the availability of these two brands should also be emphasised.
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