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I. Introduction
The major goal of all businesses is to grow, increase their profitability and, to gain and maintain a competitive advantage over rivals. In order to implement strategies to increase sales, a situational analysis is the first step on the way. Through assessing the macro-environment, companies can determine external factors that are favourable or unfavourable for them, before examining their strengths and weaknesses, threats and opportunities on grounds of the SWOT analysis.
This report will analyse the internal and external environment of the Coca-Cola Company including the aforementioned situational analysis, including PESTEL, SWOT and Porter's 5 forces. In the strategy section of this report a thorough analysis of Coca-Cola's strategies regarding Segmentation, Targeting, and Positioning (STP), the Marketing Mix Elements, and Porter's Generic Model will be concluded. In the last section, recommendations will be made through implementing Ansoff's Matrix, particularly diversification and market development providing tools to advance Coca-Cola's growth. Despite the range of products of the Coca-Cola Company, this report will focus on the Cola beverages produced by the company in the UK. References on the world market will be made when necessary. 

II. The Coca Cola Company - A brief company overview
The company's success story dates back to 1886 when Atlanta pharmacist John S. Pemberton created a sugared carbonated drink which was named after the original ingredients cocaine (Encyclopædia Britannica,2020)  and extracts of the kola nut. After conferring the ownership of the business to pharmacist Asa Griggs Candler the Coca Cola Company was established in 1892 in Atlanta, Georgia (U.S.A.),(The Coca-Cola Company,History,n.d.)
The company's portfolio today comprises more than 2,800 products and more than 500 brands including the successful Coca Cola beverage among other soft drinks, citrus beverages, tea, juices, sports drinks, mineral water, and energy drinks (The Coca-Cola Company,'brands',n.d.). The beverages are available in more than 200 countries manifesting the Coca Cola Company as the largest beverage manufacturer worldwide with its headquarter located in Atlanta, U.S.A. The company's products are sold through franchisee privileging them to bottle and can the products within a given region such as the "Coca-Cola and Schweppes Beverages Limited" in Great Britain. Besides Coca-Cola drinks the company distributes a variety of brands in the UK, such as Sprite, Fanta, Minute Maid, Dr.Pepper, Fuze Tea etc. (The Coca-Cola Company,brands,UK,n.d.).The new acquisition in 2019 of Costa Coffee extended the product range of the Coca Cola Company further (Green,2018). According to the company's annual report, the net operating revenue in 2019 amounts to 37,3 billion USD and is capitalised at 236,9 billion USD as of 31/12/2020 (The Coca-Cola Company,Investors,n.d.)  
The company's mission states briefly: "Refresh the world. Make a difference" which is elaborated in the company's vision statement: [...] "to craft the brands and choice of drinks that people love, to refresh them in body & spirit. And done in ways that create a more sustainable business and better-shared future that makes a difference in people’s lives, communities and our planet." (The Coca-Cola-Company,Purpose and Vision,n.d.).
III. Situational Analysis
1. PESTEL Analysis
The internal and external factors affecting the Coca-Cola Company will be examined in the framework of the present situational analysis starting with the external assessment of the company's macro-environmental forces which impact the organisation on basis of the PESTEL factors (Political, Economic, Socio-cultural, Technological, Environmental/Ecological and Legal) outlined in figure 1.This so-called environmental analysis, also known as external audit (Lancaster and Reynolds,2002) comprises external forces that may constitute threats or opportunities for all businesses in the market, including the company's rivalry due to their generic nature (cf. Kotler,2019). 

Figure 1: Micro- and Macro-Environmental Factors (Blythe, 2019)
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Political-Legal Forces	
According to the nutrition facts of Coca-Cola (classic) sugar is a main ingredient of the beverage with 10,6 g per 100 ml (The Coca Cola Company Great Britain,Nutrition Facts,n.d.). The sugar tax which entered into force on 6 April 2018 in the UK is a political force which is clearly unfavourable for the present organisation. The object and purpose of the taxation comprises the adherence to the political agenda to "tackle childhood obesity" through the reduction of "sugar in soft drinks" (Government UK,News,2018). The special recipe of the Coca Cola brands particularly Coca Cola classic which leads to its original taste comprises its unique selling point (Feloni, 2016) and may not be altered due to the change of tax regulations. The taxation of soft drinks main ingredient sugar, however, urged the Coca Cola Company to change their recipes of the brands Fanta and Sprite through reducing the sugar content. The implemented sugar tax in the UK already showed a trend of declining sales of the classic Coca Cola drink by 1% in Europe. The CEO of Coca-Cola European Partners Damian Gammell did not reveal the figures of declining revenue in the UK concerning the third quarter (Arthur,2018), however, the 'Integrated Report 2018' of Coca-Cola European Partners reveals that 66% of sales in Great Britain were low or no calorie beverages (Coca-Cola-Integrated Report,2018). Against this backdrop the 'Soft Drinks Industry Levy Regulation 2018' may seem to be unfavourable to the Coca-Cola Company in the UK. Nevertheless, this political force may also be favourable for the company at the same time since the volume of the brands 'Diet Coke' and 'Coke Zero' rose by 18,5%. The latter could be the company's opportunity to focus on those brands that satisfy the healthy lifestyle trend in the UK regarding reduced sugar or no sugar products. 
Economic Forces
The national economy's performance is suffering from two recent major factors at present, namely Brexit and the Covid-19 outbreak. According to the recent findings of the London School of Economics, Brexit and the Corona outbreak will hit the economy of the UK simultaneously by the end of the transition period on 31.12.2020 (O'Carrol,2020). Particularly the pandemic impacted the consumer habits regarding declining numbers in the away-from-home field and distribution channels such as convenience retail by 25 % in April 2020 (Arthur, 2020). By contrast, the 'at-home' sector increased due to the lockdown which was imposed in the UK, and in the majority of countries around the globe (Wright,2020). Coca-Cola CEO James Quincey predicts that the macro-economic impact will stabilize after the Covid-19 restrictions on the my are lifted entirely, while connecting the consumer behaviour to three stages of the economy affected circumstances: lockdown, gradually reopenings, and return to normal (Arthur,2020). It can be stated that the phase of lockdown and the recent moderate reopenings of the retail sector, restaurants, private businesses and the public sector are unfavourable for the Coca-Cola Company in the UK. Although supermarkets were not concerned from the lockdown, direct distribution channels such as vending machines and indirect distribution channels through bars, restaurants, fast-food chains, stadiums, cinemas and other venues are a major economic factor for the company (Lu and Tiwana,2015), as a matter of fact, the "away from home" channel accounts for 50% of the company's turnover (Financial Times,2020). According to the Financial Times, the severe decline in sales in the second quarter of 2020 constitutes the steepest drop in 25 years (Gray, 2020). Consequently, the impact of the pandemic, namely the lockdown and hereby caused disruption of the 'away-from-home-channel is manifestly unfavourable due to the restricted distribution merely to supermarkets. The initial stockpiling in the beginning of the pandemic could not halt the decrease in sales turnover (Gray, 21.4.2020). Besides the sales figures, the threat of Covid-19 for the company is reflected in a decrease of its share value by more than 15 % (Financial Times,2020). Additionally, the unemployment rate is currently increasing in the UK due to the pandemic to a yet unforeseeable degree (Mayhew and Anand,2020). Hence, consumer spending is expected to fall in the UK and other European countries which is clearly unfavourable for the company since it may lead to decline in sales. 

Socio-Cultural Factors
The UK is home for many subcultures influencing the market with various needs and wants. Sub-cultural groups  can exceed national limits as particular generations that can be clustered around the globe such as Generation Z (born in the mid- 1990s-early 2000s), Millennials (born 1981-1996) (Dill, K,2015) etc. influencing the market with their lifestyle, movements and preferences (Jobber and Ellis-Chadwick, 2016). The demand for energy-drinks or the trend for a healthy lifestyle by a specific generation is not necessarily unfavourable for the Coca-Cola Company. With products like 'Diet Coke' or 'Coke Zero' the company is satisfying the needs and wants of calorie-conscious consumers. Already in 2004 Coca-Cola promoted a "healthy living" campaign in the shape of an "anti-obesity programme (Bold, 2004). The increasing trend of health-awareness towards and the change of customer habits concerning the consumption of food with less sugar, salt and fat (Jobber and Ellis-Chadwick, 2016) is, therefore, favourable regarding sugar-free and less sugar products of Coca-Cola. However, the same trends affect the drink Coca-Cola classic as a threat.  The culture of Generation Z led already to a diversification in energy drinks, "smartwater antioxidant', cold brew coffee, and 'Minute Maid tomato juice' as the company is aiming at responding to its demands (Kaiserman,2018). 

Technological Factors
The Coca-Cola Company is utilising technology in various ways, inter alia to enhance production and distribution of their product, for example, the Coca-Cola Enterprise (CCE) in the UK located manufacturing plant is operating with 'high-tech-machinery' to produce quicker and more efficient (The Food Processing Technology, n.d.). Consequently, technological innovations and supply are favourable for the company as investments in  research and development (R&D) regarding manufacturing machinery helps the company to produce profitably and secure its market share. In the technological era of the internet, smartphone, email, and social media the Coca-Cola Company instrumentalises these channels to achieve and maintain a consistent presence implenting numerous marketing strategies (Cole,2019). Technological achievements in this field comprises great opportunities not only for the company, but also for its rivals. At present the company has 106 Million followers on Facebook (Facebook,2020), 3,3 Million on Twitter (Twitter,2020), and 2,7 Million on Instagram (Instagram,2020). According to the company's '2019 business & sustainability report', Coca-Cola applied the latest technological innovation with the 'KeelClip' technology to optimise and minimise paperboard packaging. (Coca-Cola Business Report,2019) 

Environmental Forces
Climate change, pollution, and the lack of natural resources are the current threats of our environment around the globe (Zitelmann,2020). According to the Environmental Performance Index of Yale University, the UK's environmental health including air quality, biodiversity, pollution, and natural resources is ranked in 6th position from 180 countries evaluated (Yale University,2020). The Coca-Cola Company is creating solutions in response to environmental factors such as the aforementioned KeelClip technology in estimating a reduction of 2000 tons of plastic and 3000 tons of CO2 per annum (Coca-Cola Business Report,2019). Besides reducing the "packaging carbon footprint" of its products, the Coca-Cola Company emphasis its sustainability due to its efficient water management including replenishing the water used for its products and treating and recycling waste water. (Coca-Cola-'sustainable business',2020). The environmental degradation triggered leaders around the globe to put rules and regulations in place to protect the natural environment like the Climate Change Act 2008 which constitutes a self-obligation of the UK to reduce carbon in the next decades (UK Legislation,2008). The latter has no immediate unfavourable impact on the Coca-Cola Company due to the lack of liabilities arising from that regulation. In fact, in finding solutions to the pressing deterioration of the environment the Coca-Cola Company is taking opportunities to enhance the reputation of the company. Its environmental friendly course of action is favourable for Coca-Cola as the awareness of the environment concern in the UK reached an all-time-high, particularly in the context of the universal 'Friday for Future' movement (Carrington, 2019). As a result, the solutions that the Coca-Cola Company is providing for the environmental forces impacting businesses are to be considered favourable.




















Porter's 5 Forces Analysis of the Coca-Cola Company
The Porter's 5 Forces model as an instrument of strategic marketing management is based on the notion that the attractiveness and profitability of an industry is determined by the market structure (cf. Porter,1980). This strategic tool enables an analysis of the competitive industry on the basis of five factors, inter alia the rivalry among existing competitors, the threat of new entrants, the bargaining power of suppliers, the threat of substitutes, and the bargaining power of buyers (Porter,1980). These 'competitive forces' determine the intensity of business rivalry in the industry (Hollensen,2019) and its stage of performance (Jobber and Ellis-Chadwick,2016). Apart from the determination of the attractiveness and the long-term profitability, companies can utilise the findings of the Five-Forces assessment to adapt their marketing strategies but also to determine whether to enter or exit the market (Jobber and Ellis-Chadwick,2016).

Figure 2 Porter'5 Forces Analysis of the Coca-Cola-Company






Industry rivalry: 
The companies dominating the market with a lion's share in the soft-drink industry are Coca-Cola and PepsiCo as demonstrated in Figure 3 (below). The biggest rival of Coca-Cola is self-explanatory PepsiCo with an annual revenue of 67,16 Billion US Dollars for the fiscal year 2019 (Bedford,12/2020). Figure 4, however, shows that Coca-Cola has the lead in Cola beverages particular regarding similar products as Coca-Cola Classic and Pepsi. The decisive factor for the economic advantage of Pepsi reflected in its annual revenue can be found in its diversified business model in the Food & Snack industry (Trefis-Team,2019). The latter is also reflected on the companies' Wall Street performance since Pepsi excelled the Coca-Cola Company in 2019 (Mourdoukatas,2019). Consequently, Coca-Cola and Pepsi are the 'big market player' in the Cola industry and industry rivalry can be qualified as high between these companies, particularly against the backdrop that the portfolio, strategies and objectives of these companies are highly alike which leads to a tight competition of price and product. As figure 3 emphasises other companies play a minor role concerning the market share, in regards to Cola drinks. With regard to other beverages than Cola that the Coca-Cola Company diversified in, for example juices, energy drinks other sugary beverages it seems manifest that not only the "big two" dictating the market. Furthermore, figure 3  underlines that other competitors including Locozade (with a revenue of 247,5 billion GBP in 2018),Robinson (218 billion GBP in 2018),and Red Bull (145 Million GBP in 2018) are capitalizing the British soft-drink industry and comprise strong competitors for Coca-Cola. Furthermore, it is noteworthy that Cola 'imitation products' manufactured by retailers such as Tesco are not only highly similar to the original Coca-Cola products regarding name packaging design and content but also hold a high market share as "private labels" at large as Figure 5 demonstrates, for example 'Tesco Xero' has a significant resemblance with Coke Zero regarding the packaging design (colors utlised are black and red) (Figure 5) and a high degree of similarity regarding the trade mark ("Xero /Zero'), this is also true for the classic Cola imitation and Tesco's Diet Cola product where same colours are utilised for the packaging design (red and white for the classic Cola, silver background for the Diet Cola drink). Figure 3 shows that private labels (brands that are 'owned by retailers or suppliers' had a joined market share of 1342 Million in 2018 cf. Wunsch,2018). The presented sales value of the private label, however, must be evaluated in the framework of soft-drinks in general, whereas this present evaluation refers to Cola beverages in particular.  Nevertheless, the figures of the private labels stress how effortless consumers resort to cheaper alternatives to the "market player" Coca-Cola or PepsiCo. Furthermore, private labels, particularly retailers' own label products can utilise a major strength regarding the product placement in their retail shops. The combination of low-cost pricing and displaying the product in the right position' might lead to a competitive advantage for the private labels and simultaneously to comprises Coca-Cola's weakness.  
In conclusion, and against the backdrop of the so-called "Cola-war" between Coca-Cola and Pepsi (cf. Jobber and Ellis-Chadwick,2016) and the aforementioned facts and figures it can be concluded that the industry must be qualified as high, even though the main competition in respect to Cola comprise the two dominant companies, namely Coca-Cola and PepsiCo.



Figure 3 -'Leading soft drink brands ranked by grocery sales value in the United Kingdom in 2018' in million GBP(Wunsch,2018)
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Figure 4 - 'Soft drinks category report 2020' (Brown ,2020)
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Figure 5 (Tesco, Cola Products,2020)
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Threat of new entrants
The Coca-Cola Company produces low involvement products which leads to low costs for consumers to switch to other products. The wide selection of Cola beverages enables customers to resort to 'clone' and 'imitation products' including Cola drinks produced by retailer brands such as Sainsbury's and Tesco (Kotler et.al, 2019). In accordance with Coca-Cola's former chief executive philosophy, the low production cost of manufacturing a concentrated syrup for bottling manufacturers results in an exceptional high profit-margin (Jobber and Ellis-Chadwick,2019). This is especially true given the unique franchise and distribution system Coca-Cola created. (Elmore,2013). The competitive pattern can be qualified as a "monopolistic competition'  as PepsiCo and Coca-Cola own the largest market share, nevertheless, new entrants can access the market. (Blythe and Martin,2019).  Although the cost of entry may be low (inter alia due to the lack of expenses on R&D, little experience required, and small production costs), the established brands as Coca-Cola and Pepsi can rely on a strong brand name and logo. Moreover, Coca-Cola has a strong brand equity (Guttmann,2019) and can count on brand loyal consumers in its 126 years of company history (Devault,2019). During that long period, Coca-Cola established a global production and distribution system and put marketing strategies in place. Additionally, the these two big companies, namely Coca-Cola and PepsiCo are capitalising from the economy of scale. As result the threat of new entrants for the Coca-Cola company is low due to the high entry barriers. 
Bargaining power of suppliers 
The bargaining power of suppliers can be qualified as low against the backdrop of the amount of suppliers operating in the market and the high competition among them. Further factors that emphasise their limitation of bargaining power concerns the low cost involved for the market player Coca-Cola to switch their suppliers. While Coca-Cola is dominating the market this does not apply for suppliers of the Cola-Cola Company. Consequently, the Coca-Col company is not easily interchangeable for suppliers from an economic point of view. As a result, the bargaining power of suppliers is quite low. 


Bargaining power of buyers
Coca-Cola's price strategy comprises constant sales promotion which may lead to price fluctuations causing consumers to shift in buying cheaper products (cf. UCL Marshall,n.d.). These price-conscious buyers are sensitive to price changes and tend to switch to a lower-cost product when prices increase (Chan, 2000). Given the tremendous variety of alternative fizzy cola beverages and the significant similarity between these products, the bargaining power of buyers is exceptionally high. This is more true in the era of online grocery shopping where the 'modern consumer' can obtain information easily and compare the prices, before buying products. Figure 3 shows that private labels, which means brands that are' owned by retailers or suppliers' had a joined market share of 1342 Million in 2018 (Statista,2018). The latter reflects the wide range of alternative soft drinks buyers are constantly choosing from. Apart from the similarities to private labels, it is worth mentioning that PepsiCo comprises a nearly identical product range in fizzy drinks, particularly Colas that buyers can easily switch to. As mentioned beforehand, Cola drinks can be classified as a low involvement product, hence the shift to alternative products is simple to implement by the consumer. Merely brand loyalty may limit buyers' bargaining power. These customers purchase the same products manufactured by the same company out of a 'habit' (Cambridge Dictionary,n.d.) or emotional connection to the brand.

Threat of substitutes 
The threat of substitutes is enormously high as the objective of fizzy drinks is to satisfy the customers' thirst and refresh them. This may be achieved by a variety of hot and cold potables including water, juices, even alcoholic drinks such as beer. In other words, every drinkable liquid that is suitable to hydrate humans would fulfil the objectives of the product 'Cola' in general. If the customers' needs and wants are restricted to the effects of caffeine in the fizzy cola drink, coffee, tea, energy drinks and water nourished with caffeine substitute sufficiently for cola.  Furthermore, customers are able to resort to other less costly products, including tap water or tea, or products of the same price without being less cost-efficient. The tremendous variations of beverages on the market and the low cost of these drinks lead to a high threat of substitutes for the Coca-Cola Company. 








3. SWOT -Analysis
With the SWOT analysis the internal strengths and weaknesses, opportunities and threats of the Coca-Cola Company will be assessed in order to evaluate the strategic market position (cf. Figure 6). 
Figure 6: SWOT Analysis, Kotler (2019)
[image: Developing marketing strategies and plans - ppt video online download]

· Strengths
It is manifest that the Coca-Cola Company as a market leader in the soft drinks industry has a strong (financial) brand equity as the above-mentioned figures underline. Although Coca-Cola fizzy drinks present a low involvement product it seems to be valued by the consumers as a strong brand name and a strong logo with a high recognition value. 94% of the population around the globe recognises the Coca-Cola brand (Feloni,2016) due to the fact that its Cola beverages are available in more than 200 countries with 1,9 billion servings per day (Feloni,2016). The text format utilised for the Coca-Cola logo is unique and particularly designed for the product (Feloni,2016). Most of the company's consumers are highly brand loyal, as the unique taste of the carbonated beverage cannot be copied. The Coca-Cola Company is in funds of a large amount of financial resources according to the company's net operating revenues worldwide in the last decade as displayed in Figure 8 ('The Coca-Cola Company's net operating revenues worldwide from 2007-2019 ). Its company size gives Coca-Cola market power over suppliers including dominance with negotiation which constitutes a strength of the company and gives the company and a competitive advantage over rivals. Moreover, the company is capitalising on the Economies of Scale which enables the company to utilise its unique global production and distribution structure in order to produce and distribute on low costs as mentioned above. Although the R&D costs are low, the company invested in the development of 'high-tech-machinery' to produce quicker and more efficient (The Food Processing Technology, n.d.) which constitutes a strength of the company as well. In addition, the unique distribution system in a franchise framework with bottling companies allows the company to reach a wide range of customers worldwide as bottling manufacturers around the globe are operating locally which enables a short-distance supply of the product. Finally, the wide range of products (Coca-Cola UK, brands) demonstrates how the company diversified from a fizzy Cola drink into many variations of soft-drinks, tea, coffee, energy drinks, and water (Jobber and Ellis-Chadwick,2016). Finally, Coca-Cola acquires constantly brands in the soft-drink industry such as the recent purchase of the Costa coffee chain which also can be considered as a strength of the company.
· Weaknesses

The diversification programme of Coca-Cola comprises its strengths regarding the beverage market, particularly in respect to fizzy Cola drinks (cf. Figure 4, Brown). However, its limitation to solely beverage industry can be considered as a weakness. As stated above, the sales revenue of Pepsi excels Coca-Cola's market share and Pepsi constantly beats Coca-Cola on Wallstreet. Given the fact that Pepsi diversified into the snack and food industry, owning brands such as Doritos, Walkers Crisps, Lay's Potato Crisps, and Wotsits, Sun Bites, Nobby's Nuts (PepsiCo UK brands,n.d) it not only creates the opportunity of higher profit than Coca-Cola it catapulted PepsiCo to the fourth-largest food and beverage company worldwide (Jobber and Ellis-Chadwick,2019) with a sales revenue of 67,16 billion US Dollars in 2019 (compared to 37,3 billion sales revenue of Coca Cola in 2019, cf. figures 8 and 9, Bedford 3/2020 and 12/2020). As a result, Coca-Cola is intensely competing with its biggest rival Pepsi which is often referred to as a 'Cola war' The strength of Coca-Cola's biggest competitor PepsiCo comprises Coca-Cola's weakness and vice versa. Moreover, the Coca-Cola Company was involved in product and environmental scandals, for example, it was revealed that 'Dasani' which was sold as bottled mineral water contained distilled tap water (Jobber and Ellis-Chadwick,2016). Coca Cola is also involved in Environmental scandals such as plastic pollution of the ocean (Petter, 2019) and human rights issues (Encyclopædia Britannica,2020). These scandals are damaging the company's reputation and image, hence are classified as a weakness. Finally, the aforementioned increasing health awareness of consumers comprise a weakness of most of the Cola fizzy drinks, and other soft-drinks produced by the firm. Finally, the main ingredient of the Coca-Cola fizzy drink is sugar which is also true for many other beverages , but also plenty of other products manufactured by the company. Given the fact that industrialised countries as the UK are fighting social problems such as obesity and diabetes (cf. Diabetes.org,uk,2019), the sugar level in Coca-Colas products a clearly a weakness. 

· Opportunities

Three main opportunities can be identified for the Coca-Cola company to increase its revenue and enhance their brand image. Firstly, a diversification into the snack industry would improve their sales revenue since PepsiCo generated 23 percent of its global earnings through the diversification into the food and snack market. Secondly, Coca-Cola may enhance its reputation and brand image with a solution to the plastic pollution. Although they are already solutions in place as elaborated in the PESTEL analysis efforts can be improved concerning the plastic footprints created by the company (cf. Bawden,2017) through the focus of reusable bottles instead of throwaway packages or with replacing plastic bottles through eco-friendly alternatives such as glass bottles. 
Apart from a diversification into the food and snack market, Coca-Cola could take the opportunity to focus on some healthy drinks and extend their portfolio. In particular, the fitness and diet industry is a huge market the company could capitalise on. 


· Threats

As the world's largest beverage company Coca-Cola is responsible for a significant amount of plastic pollution of the ocean caused by the tremendous numbers of 3500 plastic bottles per second sold by the company around the globe. (Bawden,2017). These facts were revealed by the Greenpeace UK report in 2017 in the framework of its campaign to reduce the plastic footprint of the cooperation giant Coca-Cola (Greenpeace,2017). 
The consistent monitoring of the company's environmental pollution by environmentalists comprises a significant threat for the Coca-Cola. The company initiated technological development to reduce CO2 emission and plastic waste. However, every environmental friendly approach by the company is subject to further examination and criticism by Greenpeace and other environmental organisation which pressure the company to take efficient action. Furthermore, the environmental approach Coca-Cola to polish its image which is declared as not efficient enough by for example Greenpeace (Brown,2017) may cause the reverse effect leading to irrevocable damage to the company's reputation and image as the approaches may be perceived as unreliable and incredible. This effect would increase the threat of harming Coca-Cola on grounds of environmental pollution. Against the backdrop of water shortages worldwide, the water consumption of the company for its production has also been targeted in the past. Moreover, the exploitation of natural water resources in developing countries led to another scandal (Angerholm,2017). Besides the high consumption of water utilised for their products it was likewise claimed that the company is utilising pesticides to purify the water, leave alone the contamination scandal of the purified bottled tap water in the UK (Garret,2004)
Moreover the competition with PepsiCo and the private labels producing Cola comprise a direct considerable threat for the company whereas companies as Starbuck, Red Bull, Lucazade may be classified as an indirect threat for Coca-Cola in the UK (cf. Figure 3). 


Figure 8: 'The Coca-Cola Company's net operating revenues worldwide from 2007-2019 in billion U.S. dollars' (Bedford,3/2020) 
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Figure 9: PepsiCo's net revenue worldwide from 2007 to 2019 in billion U.S. dollars (Bedford, 12/2020)
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4. Disadvantages and Advantages of the Porter's 5 Forces Model 
The Porter's 5 Forces-Model is an efficient instrument to analyse the competitive market. It allows businesses to analyse and manage aspects that impact the profitability of the industry and whether it is the right time to enter (Thiele,2018). Furthermore, it is an appropriate tool to increase companies' competitive advantage and prevent to be 'squeezed' by rivals (Hollensen,2019). 
Another major advantage of the Porter's 5 Force model is that industry competition is analysed in a large framework offering marketers to receive an overall view of the competitive market (Blythe and Martin,2019). However, the model's strength is simultaneously its weakness, as it might lead to generic results which have to be verified through further assessment (Thiele,2018). Equally to the SWOT analysis the methodical scope of analysis of Professor Porter's 5 forces might be to generic and needs a further assessment taking the consideration of the complexity of the relation between the forces. 
Additionally, the model has further limitations since it does not consider the advantage of cooperation in an industry. The assessment of the industry rests on the mere perspective that other competitors in the market and those which offer substitute products comprise a threat rather than an opportunity to create strategic alliances to capitalise the market in a partnership or joint venture. This alternative view of the market is followed by several scholars, including Reve (1990), Kanter, (1994), and Burton, (1995) emphasising the notion of 'cooperative advantage' as a base of advanced business performance (Hollensen,2019). 
In order to gain a competitive advantage businesses need to scrutinise if and to which extent it is profitable to cooperate with competitors to enhance their market position (Hollensen,2019). The evaluation of competitors or potential partners enables businesses to gain a competitive and cooperation advantage in the industry through utilising a combination of both strategies through complementing Porter's 5 Forces analysis through Burton's five sources framework. (Hollensen, 2019, Burton,1995).


IV. Strategies
5. Segmentation, Targeting and Position 
5.1. Segmentation
The Coca-Cola Company is dividing the inhomogeneous market into homogenous segments of consumer groups.
· Geographic segmentation
The company produces more than 500 brands in over 200 countries. Therefore, the company is generally targeting every potential consumer around the globe. However, it is dividing the market into regions (North America, Latin America, Europe, Euroasia, Afric, Asia Pacific), then again more detailed in countries (Coca-Cola.com). Depending on the cultural preferences and tradition, climate, economic status of the region, a slightly different product portfolio is designed for each different region and country to satisfy the needs and wants of the consumer. Doğadan Tea, for example, is designed for the Turkish market adapted to the Middle Eastern taste (the brand comprises black tea), whereas Ayataka tea sold in Japan, is based on green tea which is favoured in East Asia. (Coca-Cola,brands,n.d.)
Noteworthy, the main products regarding carbonated Cola beverages, including Coca-Cola classic and Diet Coke are available and all countries the company is operating. Many other soft-drinks the company produces are also available around the globe. 

· Demographic segmentation
However, the Company is dividing the market by gender with specific products. For example "Diet Coke" which was introduced in 1986 (World of Coca-Cola,n.d) was particularly targeting women as they usually have an increased dietary awareness (Daily Mail,2014). This product was, however, perceived by the consumers as "not masculine" enough. In order to compete with PepsiMax aiming at the male target market of sugar-free Cola beverages, Coca-Cola created Coke Zero. 
Oasis Juice, for example, is addressing the young audience between the age of 16 and 24 years as the 'fun promotion' emphasis where consumers can win the market budget allocated for that product (FoodbevMedia,2017). 
In spring 2019 the company launched the first energy drink under the Coca-Cola brand (inter alia in the UK and Ireland) which is aiming at a younger target group from 18 until 35 years old (Fleming,2019). 
Coca-Cola is also targeting children, for example, Honest organic teas and juice offer a specific product line named 'Honest kids' (Coca-Cola-Brands,Honest, figure 10)


Figure 10: Coca-Cola, Brand, 'Honest' (Coca-Cola,brands,honest,n.d.)
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· Psychographic Segmentation

Although Coca-Cola is targeting women with Diet-Coke the target group is now further divided by psychographic segmentation. With its new Diet-Coke campaign, the company is creating a 'new' type of woman named 'Impulista' targeting 'young' women with a particular lifestyle (Sanghani,2015). The target group comprise women who are individualists, independent, self-confident, and career-oriented. Both, Cola Zero and Diet Coke (although subdivided by gender) are aiming at attracting a target group with a specific lifestyle: Young men or women who are calorie-conscious and maybe living a healthy lifestyle and pursuing fitness activities. Noteworthy, the energy drink "energy" is available with or without sugar and contains 'Guarana' and B vitamins, hence it is also aiming at the target group of fitness enthusiasts and health-conscious young consumers.  

5.2. Targeting
The Coca-Cola company is usually utilising the undifferentiated marketing mix for Coca-Cola classic. The latter product is the classic product of the company and meant to target the whole market in many countries. Some exceptions are made, however, in particular countries such as the Chinese market regarding the promotion strategies. In 2017, for example, Coca-Cola aimed at targeting 355 Million teens living in the country (Long,2017). Although the product and price for the other age groups are not differentiated, the promotion campaign 'share a coke' is specifically addressing teenagers through printing codes on the label. These codes, a combination of emoticons, numbers, and graphics, are utilised by the teenage generation to communicate online. Hence, the company is speaking the language of the teenagers to communicate with them. (cf. Figure 11)

Figure 11 Share a Coke-Campaign China (Long,2017)
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The different brands however are designed to meet the needs and wants of numerous target markets. 
Differentiated Marketing is utilised according to gender segments as mentioned above, particularly for Coca-Cola Zero and Diet Coke since the products are different in taste, packaging, and advertisement. The latter is also reflected in the TV advertisement Diet Coke with the slogan "Diet Coke Break" where an attractive man was 'objectified' by women appearing bare-chested (YouTube,2010). Given the black/red packaging design of Coke Zero the company is aiming at young men to connect with that brand since they could not identify with 'Diet Coke' (Jobber and Ellis-Chad,2016). As the TV commercials clearly demonstrates the male gender is targeted with Coke Zero, as it shows a young man who overcomes is shyness to approach the opposite gender after drinking a Coke Zero (Youtube,2008) 

Positioning
The brand image of Coca-Cola refers to its creation history reflecting the product as unique, inimitable, and original. Since the beverage 'Cola' was invented by the 'father' of Coca-Cola all the other products are merely imitation products which is reflected in the higher price compared to the private labels. 
The previous 'real-thing-campaign' underlined this image stressing the authenticity of the brand designed for young people desiring naturalness and originality in a world full of falsehood according to the company's former brand manager Ira Herbert (McCann,n.d.). This brand image was promoted throughout the brand history of the company
The image that is created in the mind of the consumer by the company is 'happiness', 'joy' and 'community' (Hodgson,2017). According to the mission statement, the consumers' benefit is to be refreshed (...) and that a 'difference' is made after consuming the product. The aspect of 'refreshment' in this proclamation reflects the emotional enrichment through joy and the beneficial impact that it has on consumers well-being. Furthermore, the brand image is interlinked with the Christmas holidays and the Santa Clause' which is promoted with the slogan 'Holidays are coming'. The famous Coca-Cola Santa Clause is dressed in the brand colours red and white. The Christmas season and Coca-Cola are going hand in hand triggering once again joyful emotions in the minds and hearts of consumers. Consequently, the promotion focus is selling emotions than promoting the product itself as the Coca-Cola advertising slogan reveal, including 'Have a Coke and Smile' (1979), Can't Beat the Feeling' (1989), 'Life Tastes Good' (2001), 'Open Happiness' (2009), Life Begins Here (2011), 'Taste the Feeling' (2016).

Figure 12 Perceptual Map, 'Coca-Cola                                       Figure 13 Perceptual Map,                                                    Cola Competitors (PerceptualMaps4Marketing)                         'Coca-Cola and Pepsi Taste' - Worldpress.com 
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The first completive set (figure 12) demonstrates consumer's perception regarding the sugar taste divided in high sugar taste and low sugar taste, modern and traditional. Diet Coke is perceived as a traditional product with a low sugar taste, whereas Coke Classic and Pepsi are considered to be traditional with a high sugar taste. Diet Pepsi, Pepsi Max, and Coke Zero are perceived as quite modern with a low sugar taste. Pepsi next is considered as modern with a high sugar taste. 
The second perceptual map (figure 13) gives an overview of how Coca-Cola and Pepsi compete concerning the taste generally. It clearly shows that Coca-Cola is perceived tastier by consumers then Pepsi which more perceived rather 'untasty'






6. The Marketing Mix Strategy 
The Marketing Mix Strategy in its extended form comprises 7 elements, namely product, price, place, promotion, process, people, and physical evidence (cf. figure 14). The original 4p's developed in the 1960s by E. Jerome McCarthy refers to the strategy of 'putting the right product, in the right place at the right time' with a right pricing (Marketingmix.Co.Uk,n.d.). 
Figure 14: Extended Marketing Mix Elements (MarketingMix.Co.Uk,n.d.)
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6.1. Product
The nearly unlimited product range of Coca-Cola that leaves almost no consumer needs and wants to be desired is demonstrated in figure 15 regarding the UK market. The company not only offers a huge variety of beverages, such as Diet Coke, Coke Zero, Cherry Coke, it also acquired and created a great variety of other brands, including Fanta, Sprite, Capri Sun, Dr. Pepper, Minute Maid, Honest Juice, etc. (The Coca-Cola-Company,Brands,UK) and therefore practises individual product branding for the most of its products. 
The content of the product comprises syrup with carbonated water and may not differentiate from other cola products. However, the packaging design and the unique brand logo in red and white are highly is recognised worldwide by nearly every consumer. 
	



Figure 15 - Product portfolio Coca-Cola in the UK (Coca-Cola,Brands,n.d.)
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6.2. Price
Price is 'the amount of money charged for a product or a service' (Claessens,2015). In the marketing framework price is additionally the amount that consumer is willing to sacrifice from his or her income or capital (cf. Hollensens,2019).
The pricing strategy of the Coca-Cola Company can be classified as penetration pricing given the fact that Cola beverages are low involvement products and the availability and accessibility shall be ensured on a wide scope around the globe. The company's prices are  competing with the 'beverage giant' PepsiCo, Coca-Cola needs to apply a competitive pricing strategy. Therefore, the price objective of the company includes to gain and maintain a competitive advantage to its arch-rival PepsiCo through constantly monitoring the  rival's prices, particularly Pepsi. Additionally, Coca-Cola is utilising the strategy of psychological pricing, a 1,25 litre bottle of Coca-Cola, for example, is currently available for GBP 1,45 in retail (Tesco,2020). Noteworthy, the price for Cola drinks are still higher priced than the private labels, for example 'Tesco-Cola' is available for GBP 0,5 in a 2 litre bottle. Consequently, a different pricing strategy applies in regards to rivals other than Pepsi. This 'non-price competition'  pricing strategy in accordance with the Porter's Generic Strategy (see below) is aiming at differentiation to achieve brand loyalty.

6.3. Place
The Coca-Cola Company is utilising both, a direct channel of distribution through widespread vending machines and an indirect channel of distribution through wholesalers and retailers. 
The company implements intensive distribution to make its product available in as many outlets as possible. The latter is responsible for a strong brand recognition as the consumer is confronted with the brand as often and as widespread as possible. Furthermore, this strategy triggers impulsive purchasing. Additionally, the product display effects in supermarkets contribute to increase sales when two complement products are displayed next to each other rather than two products of the same kind (e.g. Coca-Cola and Sprite, instead of two different bottle sizes of Coca-Cola (Chan,2000).		
6.4. Promotion
Coca-Cola is implementing different types of promotion strategies, including sales promotion, and various advertisement forms, inter alia TV, Radio, Cinema advertising, press such as newspapers and magazines, outdoor advertisements including billboards. Furthermore, the company is utilising digital marketing, including websites, search engines, particularly social media, such as Facebook, Instagram, and Twitter. There are also various Smartphone applications that can be found in the Apple Store or Google Play Store. Moreover, the company is an active sponsor of global and national wide events, for example, Olympic Games (Coca-Cola Company, Sponsorship,n.d.) and the Football Premier League in the UK (Coca-Cola UK,sponsorship)



6.5. Process
The Coca-Cola Company has a specific system of production and distribution. It is selling the syrup to bottling manufactories which produce the product locally. The product can be distributed without far shipments involved to deliver to every supermarket in the UK in order to reach the consumer. The consumer relation is provided through a contact form on the Coca-Cola website where customers can get in touch with the company, either through an online form or through a text chat on the website (The Coca-Cola Company,Contact,n.d.)  However, the company is implementing a specific form of customer complaint process in the UK. The customer complaint process is outsourced to 'Resolver.Co.UK', a company that is dealing with customers complaints on behalf of Coca-Cola. (Resolver Coca-Cola,n.d.). On this website, customers can raise issues concerning the Coca-Cola Company. The website of Resolver, however, leaves it optional for customers to address the company directly in providing contact details of the company. 
6.6. People
Coca-Cola staff are trained to advance their career, however, the company website does not give away specific information about the scope and area of training, potential staff would get. Furthermore, the company offers 'rewards and recognition' to keep its staff motivated and 'support their personal and professional growth'. (The Coca-Cola-Copany,Careers,nd.)
6.8. Physical Evidence
The company provides a website where consumers can gain information before purchasing the products. The product variety is displayed under 'Brands', but also information about the company can be obtained, the 'sustainable business' the company is involved, and 'news' about the company (The Coca-Cola Company,UK,n.d.)














7. Conclusion
The analysis revealed so far, that Coca-Cola is implementing various strategies to gain and maintained a strong competitive advantage over its rivals. However, the company is subject to macro-environmental factors, like the sugar tax which challenge the company or pollution which can be utilised as opportunities to promote its brand and increase sales. 

8. Recommendations
8.1. The Ansoff Matrix and the Coca Cola Company	
The Ansoff matrix developed by H.I. Ansoff is a corporate growth strategy comprising market penetration product development, market development, and diversification (Hollensen,2019). 
Figure 16 The Ansoff-Matrix (Hollensen, 2019)	
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· Market development
The Coca-Cola company is already practicing market penetration on a high level. A new growth strategy for the company, however, could be market development. As for conquering different countries, the company covered already more than 200 countries leaving no room for market development in new, undiscovered countries. However, a new target market can be found around the globe if the Coca-Cola Company would focus more intensively on children as a potential target group. Cola beverages are considered to be a product for adults given one of the ingredient caffeine. A gap in the market that Coca-Cola could capitalise in could be a Cola drink for children. A similar product was available in Germany in the 1980s and 1990s produced by a small company named Becker (Can Museum,n.d.). A giant as Coca-Cola can utilise its financial resources to launch and promote a product that targets children as potential consumers. Similar to the 'Happy Meal' by McDonald's a 'Kinder' Coke / 'Kids Coke' could increase sales of other products of the brand. When children are familiar with a product and communicating their demands to their parents, adults might buy a particular product for their children and a pendant of the same brand for adults simultaneously. Furthermore, a child-oriented packaging, for example, printing an icon such as a bear on the can or bottle similar the Becker did (cf. Figure,17) will attract the target market while naming the product expressively 'Kids Coke' (or 'Kids Cola) to address children. The product should be appropriate for children, particularly without caffeine maybe with less or no sugar to promote its suitability and compliance with the trend of health awareness. The latter would be an opportunity regarding the implemented sugar tax in the UK.  As the Kinder-Kola (cf. figure 17), the label should be clear that the drink is without caffeine and reduced/no sugar. Although the company's portfolio comprises 'Diet-Coke Caffeine Free' this product does not attract nor target children. The 'Kids Coke' could target children as potential consumers around the world. 


Figure 17, Kinder-Kola, Becker, (Can Museum,n.d.)
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· Diversification
The Coca-Cola Company can be classified as a master of its craft when it comes to diversification, for example, the company concluded a concentric diversification into the energy drink market through developing an energy drink under the Coca-Cola brand name. Since the market demand for energy drinks rose sufficiently in the last years due to a trend under the young generation Coca-Cola remained faithful in its principle to diversify into new markets with new products such as the energy drink (Fleming,2019) or the acquisition of the Costa Coffee chain in the UK (Green,2018). 
The company may consider two diversification strategies. A concentric diversification into the Protein/Fitness market and a heterogeneous diversification into the snack industry. 

· Related diversification into the Protein Drinks-Market

Coca-Cola diversified and in various markets within the beverage industry, even alcohol beverages were launched, for example in Japan (BBC,2018) but there is one market which has not been conquered yet, the Health and Fitness Market regarding protein supplement products. The protein market is constantly growing and would provide Coca-Cola with opportunities to capitalise on a multi-billion industry as it is expected that the worldwide industry will grow up to 81,5 billion U.S. Dollar (Shabandeh,2020). In the UK the annual pro-capita spending on health and fitness supplements in 2019 amounted to 716 GBP (Wunsch,2020).
The reason for consuming this product can be various as not only fitness and gym fanatics tend to purchase protein products but also consumers who are following a specific diet like vegetarians (to substitute the meat consumption) (cf. Figure 18, Shabandeh,2020), or those who are aiming at losing weight can constitute potential target groups. 
Technically, whey protein products are allocated to the food industry, however, Coca-Cola may produce a ready-to-drink version of a high whey protein shake. These alternatives to the protein powder which needs preparation can only be purchased in fitness clubs and online. As a giant company, Coca-Cola would be able to distribute the 'Coca-Cola-Protein Shake' directly and indirectly and make the product available in as many places as possible (retailers, wholesalers, vending machines) through intensive distribution. For consumers, it would be convenient to purchase his or her fitness drink in every supermarket as online purchasing is time -consuming and the customer must wait until the delivery arrives. The permanent availability and quick access would be ensured if the Coca-Cola-Company would diversify into this market. For potential consumers who want to lose weight, for example, the product can be promoted to being implemented in a specific diet to replace a meal.










Figure 18: 'Average annual per-capita spending on health and fitness 
supplements in selected European countries in 2019' (Wunsch,2020)
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- Unrelated diversification into the Snack- Market 
The most obvious diversification opportunity of the Coca-Company would be to diversify into the snack industry. In comparison to Coca-Cola, PepsiCo diversified in the food industry and produces snacks including crisps and nuts and secures a competitive advantage over Coca-Cola (Mourdoukatas,2019). The latter might be the reason why PepsiCo's net operating revenues are almost twice the size. Consequently, it could be a growth strategy for Coca-Cola to manufacture, for example 'crisps'.  
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