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[bookmark: _Toc5412]Executive Summary
This report’s goal is to assess the external and internal environments of Coca-Cola Company, to assess the strategic option of more customized customer service, and to make appropriate recommendations based on the PESTEL, SWOT, and Porter’ Five Forces model. There are five sections to this report. In the first section, the Coca-Cola Company and its advantages in the contemporary fierce drinks market are briefly introduced. Second, Porter's Five Forces is employed to improve its profits, while the PESTEL model is utilized to examine the external and internal environments. The likelihood of future career advancement makes up the third part. The final two sections provide a summary and offer specific recommendations for Coca-future Cola's growth.
1. [bookmark: _Toc32262]Introduction
[bookmark: _Toc24722]1.1 Company Profile
Atlanta was the location of the first Coca Cola sale in 1886. With yearly revenues over $1 billion, Coca-Cola is currently the biggest drink producer around the globe. Various goods are offered by it, such as Costa, Sprite, and others. Moreover, the corporation offers services to customers all over the world through its more than 500 non-alcoholic beverage brands (Coca-Cola, 2022).
By setting up comprehensive drinks distribution network, it delivers to clients in more than 200 nations. The following subcategories of Coca-Cola beverages are available: sparking soft drinks, hydration, coffee & tea, sports drinks, juice, dairy, and nutrition (Coca-Cola, 2022). 
Furthermore, Coca-Cola has made a commitment to supporting ecological sustainability, water saving, a healthy and balanced lifestyle, and fostering a welcoming and safe workplace for all of its staff (Coca-Cola, 2021).
[bookmark: _Toc15299]1.2 Industry Environment & Competitive Advantages
There are extra beverage-selling companies in addition to Pepsi Cola, which exacerbates the competitive landscape. Coca-Cola has mainly focused on aggressive marketing spending and affordable pricing to draw in customers. However, not only have preferences evolved significantly, but so have client expectations. Technology has also had a significant impact on customer service standards. We cannot accomplish quicker growth without increasing our sustainability and customer orientation.
The brand has been more cautious in its strategic and image management in addition to investing in saving water and partner involvement. More today people are more conscious of their well-being. Coca-Cola is dedicated to provide the newest customer segment with healthier drinks and superior bottling.
Finally, a crucial element to encourage business expansion is human resources. Coca-Cola is investing in human resources through supporting career advancement through a variety of initiatives.
2. [bookmark: _Toc21092]PESTEL Analysis
The operations of Coca-Cola as a multinational company deal with political, economic, and even legal issues. Understanding these dangers and difficulties is aided by PESTEL analysis. PESTEL is a development of PEST analysis that takes more ecological and legal concerns into account. Its acronym stands for law, politics, the economics, and social and cultural trends (Thomas, 2007).
The macroenvironmental aspects that have an impact on a business can be analyzed using the framework known as a PESTEL analysis. (Kolter and Kevin 2011, 66)
[bookmark: _Toc17369]2.1 Political
Nowadays, political decisions are of extreme significance. Volatile political settings or upheaval may harm Coca-supply Cola's chains and distribution channels because they are spread across the world (Magableh and Mistarihi, 2022). 
The legislation and administration oversight of food goods are the most serious political issues that can have an immediate effect on Coca-Cola. Coca-Cola and its goods must abide by the relevant legislation in the nations where they are marketed because laws differ from one country to the next. Its profits may be impacted by a rise or fall in tax levels. Similarly to this, transformations in a country's political landscape, such as a change in government or any political unrest, may have an effect on its economy.
Due to Coca-Cola's high water consumption, more cases have begun to be brought against the company. The beverage tycoon needs a lot of water for production, even though it is a rare resource. Citizens and non-governmental groups protested the firm in India on numerous occasions (Hills and Welford, 2005). Likewise, it has previously been the target of a number of lawsuits claiming infringement of quality standards or the usage of hazardous components. It has been asserted that its products contain pesticides (Clompus, 2006). 
There remain only two nations. Given their political situations, North Korea and Cuba are two nations where Coca-Cola cannot be purchased or traded (Opera News, 2020). 
[bookmark: _Toc1443]2.2 Economic
The global economic recession caused by the outbreak of COVID-19 and other causes will have a serious impact on the company.
Barely a few years previously, the globe went through a downturn which resulted in decreased productivity, diminishing jobs, and sluggish development for the global market. All of this led to a decrease in household spending and a decrease in sales for global companies. As economic growth picked up again, jobs increased and consumers' disposable income increased as a result. As a result, individuals are increasing their expenditures on food and drink goods. Multinational companies environments and corporate growth are significantly influenced by general financial concerns.
In such situations, people limit their purchases to merely the necessary. In a bid to deal with the burden of the economic downturn, the majority of businesses employed alternate cost-cutting strategies. Akin to this, Coca-Cola is significantly impacted by the growing prices of raw materials. Another significant issue is a lack of freshwater. It necessitates water in enormous quantities for the manufacture of Coca-Cola, but supplies are scarce. Other basic materials and labor have become more costly over the years.
International company adds more employment to nation where its market is across their operation process (Banks, 2016). By hiring locals from each region, paying taxes and manufacturing costs, and fostering a cozy neighborhood, the group contributes to the sound economy.
[bookmark: _Toc6971]2.3 Social
Multinational businesses' advertising messages and online profiles are being impacted by shifting social attitudes throughout the world. To further meet the expectations of consumers, corporations must modify their promotional campaigns and customer care procedures.
[bookmark: bb0450][bookmark: bb0035][bookmark: bb0215]The purpose of tariffs on amount of sugar is to significantly decrease the world's use of sugar, frequently through putting pressure on the market of soft beverages to reframe sweetened drinks (Smith et al., 2018, Borges et al., 2017). However, the beverage industry has utilized product reshaping as a commercial tactic from its creation to decrease the price of ingredients or expand its market share (De la Peña, 2010). 
Very lately, individuals have preferred healthy products over delicious ones. These developments may cause Coca-Cola branded goods to lose some of their appeal. The press has also had a significant impact on how consumers view sodas, which are typically perceived as being "laden with calories." Such social engagement are referred to word-of-mouth effects (Nair et al., 2010). Negative press may highlight the unhealthful aspects of Coke's goods, endangering the company's reputation and profitability (Tanner, 2013). In order to adapt to such shifts, Coca-Cola created a number of low-calorie beverages.
Coca Cola's sales will also be affected by other social factors. For instance, the occurrence of worldwide events will cause customers in some nations to boycott American products. After the American military invasion of Iraq, some nations saw a decline in their earnings.
The significance of culture in world commerce cannot be overstated. Coca-Cola cannot downplay its significance, especially in emerging economies. As a consequence, it must localize its brand in order to adapt its business strategy to the regional markets and their customs.
Customers and the general public currently have greater knowledge of and accessibility to firms and their behavioral patterns than at any because to the rise of digital messaging services such as facebook and twitter, and other media platforms (Groza et al., 2011; Moreno and Capriotti, 2009).
A custom name on the bottles option can be found at the digital Coca-Cola shop. The company provided a personalized service with the customer. These Coca-Cola advertisements resonate stronger with youngsters because they use social media to fully involve in them and because personalisation is now a life style for them.
[bookmark: _Toc12608]2.4 Technological
With the introduction of its green packaging technology of wholly recycled pet container in the United States, the Coca-Cola has reduced its consumption of plastic and lowered the cost. They will all work together to cut carbon dioxide emissions per year in the US (Vending times, 2021).
The introduction of coverings with diverse shapes by producers has improved their ability to suit the unique demands of consumers and give them more options. 
The focus of Coca-Cola is on R&D and innovation. Artificial intelligence is being used to gather users’ purchase data, thus creating consumer profiles. This move can better understand consumers, and offer more individualized services to customers (Marr, 2017).
Additionally, it keeps in touch with youth through using social networking technologies. By using their smartphones to scan symbols on deliveries, the business lets customers win rewards.
[bookmark: _Toc29623]2.5 Environmental
Modern businesses place a greater emphasis on environmental adhering than ever before, in addition to ecological preservation.
Because of its excessive water usage, Coca-Cola has drawn public backlash. Coca-Cola consumes enormous amounts of water since it is a crucial basic element. However, it now aids in environmental conservation through its CSR and sustainability initiatives. 
The businesses are reconsidering their approach and implementing particular CSR initiatives to address these concerns (Pedrini and Ferri, 2011). In addition to lessening ecological burden, it also improves brand image.
Coca-Cola taught Indian farmers who still employed antiquated irrigation techniques how to conserve water (Chaklader and Gautam, 2013). In order to engage the neighborhood and empower women, it has also started various programmes (Coca-Cola, 2022). 
Along with lessening its environmental effect, Coca-Cola has prioritized recycling and environmentally friendly packaging materials used in North America such as PET plastic and aluminum (Ft. Atkinson, 2007).
[bookmark: _Toc17387]2.6 Legal
Failure to comply can lead to fines and reputational damage since regional regulations vary. Coca-Cola was drawn into some legal issues such as labor abuses and harmful composition. Because of this, corporate governance and ethics have received particular attention. It has its own ethical code to ensure that all of its employees are compliant.
Given the containment of caffeine in its drinks, Coca-Cola has previously encountered challenges (Benjamin, 1991). Moreover, The company was accused of paying unreasonable salaries and racial discrimination, which seriously violated labor rights. (King, 2001).
3. [bookmark: _Toc23794]SWOT Analysis
The SWOT model refers to strengths, weakness, risks and chances. It can be adopted to assess the organization's outer and inner situations. 
Managers will have a greater understanding of how to use strengths to take advantage of new possibilities and how to use weaknesses to impede development or amplify business risk (Helms and Nixon, 2010).
[bookmark: _Toc17314]3.1 Strengths
Coca-Cola has two significant advantages: its capacity to attract customers and its distinct beverage flavor. Furthermore, Coca-Cola has excellent promotional tools, and its goods are transported to diverse markets throughout the world via a vast number of distributors. Furthermore, Coca cola has a brand equity.
Mysterious Formula
The Coke's enigmatic recipe has been a secret for a century and is very challenging to duplicate.
High Innovation and R&D Capability
It's crucial for businesses to be able to grasp possibilities brought by emerging technology and transform them into revenue (Trott, 2016).
The firm has made investments in cutting-edge technologies across the board, including manufacturing, marketing, as well as selling. With R&D initiatives, it makes investments in technical innovation. There are six Coca-Cola R&D facilities worldwide. These institutes are cooperative with its partners, tech start ups and university academics. 
Large and Loyal Customer Base
The operation of Coca-Cola is extended throughout 200 nations, where it has a highly sizable and devoted number of clients. Customer retention is a key component of corporate growth. Coca-Cola also makes significant investments in fostering brand loyalty and maintaining client engagement.
Global Recognition and Dominant Market Share
Coca-Cola has successfully maintained a strong brand reputation as a trustworthy and consumer-friendly company worldwide. The brand's identity is primarily associated with young people. In contrast to a few of its rival companies, the corporation is better able to sway buyers' purchasing decisions thanks to the strength of its image and its extensive marketing initiatives.
Since it first started offering in the US in 1886, Coca-Cola has evolved into the leading manufacturer of non-alcoholic beverages worldwide. Today, it has become a highly well-known, international brand.
Brand recognition and brand value are strongly linked. Brand recognition also enables it to launch new products or sell the present ones more quickly.
Economies of Scale. 
The business can produce every drink as cost-effectively as possible because to advantages of scale.
Because of its scale, The Coca-Cola Company may use its marketing capability to negotiate cheaper costs with producers. By underselling certain of its goods, the firm may be dominant in the marketplace.
Diversified Product Portfolio
Coca Cola has adopted a differentiation strategy. Coca-Cola puts its consumers at the forefront and diversifies its offerings in response to changing demands and tastes (Coca Cola, 2021).
The brand has a significant worldwide presence, high-quality drink goods, slick packaging design, a strong reputation, and great marketing skills (Vrontis and Sharp, 2003). 
There are several different products offered by Coca-Cola. Its brand portfolio, which includes around 500 differentiated products, is the broadest among all of the business. Coca-Cola is the beverage sold by the most recognizable corporation. 
Given the variety of beverage drinks available, the firm may depend on other products to produce larger earnings if popularity for one kind drops significantly.
Strong partnerships with bottling companies
The Coca-Cola highlights its packaging and distribution activities as important edges, along with its franchising leadership. Its business strategy depends on partners to package and transport the its syrups.
Whereas Coca-Cola is a source of novel product development, introduction, and advertising for the bottling companies. Meanwhile, Coca-Cola can utilize its resources and experience to elevate its partners’ market status.
Supply Chain and Distribution Network
Four key parties were engaged in the manufacture and distribution of soft drinks: concentrate makers, bottling partners, retail shops, and distributors (Datamonitor, 2006). The product has convenience, strong sales channels (especially the setting of vending machines), sales networks and marketing strategies.
Coca-Cola is dependent on a huge quantity of suppliers from various parts of the world. In that case, the firm has been able to lower production costs and provide superior customer service. The company is also capable of serving additional customers than the majority of its competitors.
The Coca-Cola Company can introduce alternative beverages and make these products accessible in the current distribution centers. Buyers may opt to buy most alternative beverages from convenient stores like grocery stores, fast food joints, vending machines, and many other locations (Banutu-Gomez, 2012).
On the other hand time, by assuring effective management, the company's marketing would be able to persuade consumers to purchase their products (Ki, Yin and Wai, 2011; McWhorter, Chasteen and Davis, 2012; Banutu-Gomez, 2012 and Norden, Koch and Pronk, 2008).
Marketing Capabilities
The major goals of the marketing strategy have been customer retention and contentment (Khan et al., 2020)
As a skilled marketer, Coca-Cola invests a significant amount of money on promoting its goods. In addition, it has made significant investments in online advertising. It now places more emphasis on interacting with customers through digital media.
Coca-Cola blends regional culture with itself. The company has become synonymous with the life style in America. The beverage is viewed as a representation of history, liberty, and democracy. For Coke's devoted supporters, it is more than just a beverage. It evokes memories of calmer, happier days and the Statue of Liberty, an icon of the U.S (Al-Othman, 2001).
Coca-Cola advertising for China emphasize the usage of Chinese design elements. Chinese superstars and traditional characters emerged on the television as Coca-Cola modified its conventional marketing tactics to fit China's cultural norms.
[bookmark: _Toc20022]3.2 Weaknesses
It is thought that Coca-past Cola's lack of involvement in the production of healthy products is a drawback. Also, there are sues of the damage cause by drinking cola, including claims that the drink contains pesticides (Vedwan, 2007). While they have received criticism for their deceptive marketing (Fantozzi, 2017). 
High Transporting Fees
Transporting raw materials is expensive. Coca-Cola focused its products at its headquarters and shipped them to 130 locations all over the globe at relatively higher delivery costs in order to safeguard the secrecy of its raw ingredients.
Water and Health Related Issues
Coca-Cola has once come under heavy fire for problems with water governance. While these problems have persisted, the company is still working to address them by investing in saving water and other measures to address the water problem.
Customers tend to believe that because Coca-Cola is a fizzy beverage and includes caffeine, it might lead to health issues like obesity.
Long-term consumption of this company's beverages might have a detrimental effect on public health, like raising the number of individuals with diabetes and harming our teeth (Ki, Yin and Wai, 2011; McWhorter, Chasteen and Davis, 2012 and Banutu-Gomez, 2012 and Curd, 2010). 
Difficulties to Management
The multinational company is too enormous and challenging to manage. The complexity of its corporate structure, the size of its workforce, and the many labor divisions created by its broad business scope present managerial challenges for Coca-Cola.
Quality of the Products
Although drinks in bottles are readily available, but it might be challenging for Coca-Cola to control the quality of the goods that sometimes beyond the shelf life.
[bookmark: _Toc14017]3.3 Opportunity
Coca-Cola can develop and launch novel drinks and enrich its present products. The company can also foray into more markets where its rivals haven’t stepped into. As health consciousness is prevailing, it might make efforts to develop nutritious drinks. Due to their vulnerability to bad press, Coca-Cola can develop effective initiatives that benefit the neighborhood and the ecosystem.
Fast Food Craze
Over the recent years, the fast food industry has experienced continual growth. Fast food is becoming increasingly popular among youth for its good flavor, easy timing, and low cost. It is fairly consistent with the culture of fast food. Teenagers are satisfied by fizzy drinks.
Supporting Public Welfare Activities
Integrate charitable endeavors to mold the brand image. Sponsor a variety of athletic events, including the NBA, World Cup, and the Olympics. Coca-Cola has also long been a supporter of several local and nationwide initiatives aimed at promoting social welfare.
In this case, whether the client is dependent on the brand is determined by the impression left by the product (Nandan, 2005). The name and reputation may be developed by participation in a variety of charitable activities.
Marketing Expansion through Partnerships
Coca-Cola offers significant prospects for market expansion through new alliances because it currently has a worldwide presence. If it begins to collaborate with other businesses, it will get greater benefits and productivity in production, transport, and marketing. For instance, the cooperation between Mc Donalds has increased profits, improved quality, and increased appeal. It may increase its market share and promote its goods more effectively by collaborating with other food brands.
Digitization of Supply Chain
With the introduction of new technologies like digitalisation and AI, promotional prospects have increased. Coca-Cola can improve its marketing and increase client involvement by utilizing these tools and technology.
The business can control its efficiency and lower the expense of production by digitizing the distribution network. Effectiveness and production will grow with a digitized distribution network.
New and Healthy Products
Given that the youth of today is so concerned with their healthcare, product development also presents significant development prospects. It may start creating healthier brand portfolio with less sugar and calorie components to appeal to its taste and preferences, preventing customers from turning away from its drink for health-related causes. Additionally, this will enhance the image of the business and aid in promotion.
Coca-Cola may join the snacks sector with variety items in order to expand its customer base.
Entering into Developing Countries
Due to their rising standards of life and favorable environments, developing nations provide enormous opportunity for Coca-Cola. Even if it is currently accessible there, setting up manufacturing plants would assist to lower operational and advertising costs and expand market penetration.
[bookmark: _Toc22462]3.4 Threat
Coca-Cola sales may fall owing to changes in customer tastes since various people like different preferable flavors of beverages. With its distinctive influence, Pepsi Cola, Coca Cola's powerful opponent, has become one of the company’s threats. Furthermore, there are still many new businesses seek to participate in this market.
Economic Slump
Purchasing has been influenced by the worldwide recession or other negative causes. The profitability of drink revenues has been impacted by the worldwide economic slump.
Heavy Competition in the Soda Industry
The beverage sector is seeing increasing levels of competitors. Even though Coca-Cola dominates the market, Pepsi poses a lot more dangers. (With the exception of carbonated beverages like fruit juice, tea, etc.)
Even if there has been considerable growth over the past several years, all of the companies are still quite active in retaining their market position. These companies make significant investments in R&D, marketing, and consumer interaction.
Increased costs of raw material and labor
Raw material and labor expenses have gone up. These elements, together with the worldwide water shortage, are raising the cost of production. This has intensified the strain the Coca-Cola brand is under because of costs.
Legal and regulatory threats
Recently, there have been more legislative and tax issues, and the beverage sector has also come under scrutiny. In addition to ecological protection, food hygiene and employment rules are hindering the expansion of the soda beverage businesses. It may constantly be quite expensive to not comply.
Reduction in Demand for Carbonated Drinks
Given their high sugar and calorie content, carbonated beverages are sure to become less prevalent as individuals become more healthcare aware. Worries about overweight might lower sales for certain of the company's business.
Coca-Cola's lack of product diversification and dependence on singe beverages items make it vulnerable to such a prospective transition.
Substitute drinks including energy drinks, and vitamin-containing drinks are become more popular with consumers.
4. [bookmark: _Toc19101]Five Forces Analysis
Five fundamental competitive characteristics, including new industry participants, the bargaining power of buyers and providers, the danger of replacement, and competitiveness among existing enterprises, have been employed by Michael Porter to describe a sector's competition.
The five forces govern the allocation of the financial gain generated by a business. That wealth may be depleted via competition among current rivals, of course, but it may also be negotiated away through provider or consumer power or restrained by the fear of new comers or replacement products (Porter, 2008). 
[bookmark: _Toc32618]4.1 Intensity of Competitive Rivalry in the Industry:(Moderate to high)
The market dominance leaders for beverages are Coca Cola and Pepsi, and shifting between them is fairly inexpensive. Many enterprises, in addition to Pepsi, are vying for market share. The competitiveness in the soda consumer products industry has also increased due to the increasing use of digital technologies.
Pepsi Cola is undoubtedly the Coca-Cola Company's largest rival. This corporation is the one that is most akin to Coca-Cola in terms of both its goods and its status. They have many similarities in their flagship products.
Strong promotional networks and delivery systems are Coca-Cola Company's strengths. While it is clearly under danger from Pepsi, which has become a crucial part in young culture and has swiftly expanded its impact with the slogan "the choice of the younger generation."
If a beverage product is not so popular with customers, Pepsi has the ability to launch other more popular beverage brands (Strom, 2014). While Coca-Cola is highly dependent on one single product, it may have no chance to penetrate into other market to increase its competitiveness.
Other businesses also keep investing more in non-carbonated drinks in an effort to overtake Coca-Cola's market presence in the category of healthier products. Because Coca-Cola's mineral water trademark joined the market much later than other businesses, its sales growth has fallen well behind them.
[bookmark: _Toc19443]4.2 Threat from New Entrants:(Low to Moderate)
When the profits of the beverage industry have been shared by the two industry giants, it is difficult for new entrants to break through the barriers to entry (Levitt, 1983).
For Coca-Cola, the threat posed by new competitors is fairly modest. Even in a sector with minimal difference and cheap switching costs, new competitors cannot quickly penetrate the market. Although equipment development, promotion, and human resource administration all need significant expenditure. New firms find it challenging to begin operations due to legislative and regulatory restrictions.
With fast food franchises like Mc Donalds, companies like Coca-Cola have various distribution agreements and specific licensing arrangements (Gelles, 2014). Early competitors may also be able to alter and increase the pricing structure of their target market (Lieberman and Montgomery, 1998). Most of the soft drinks industry is taken by Coca-Cola and Pepsi. As a result, it would be challenging for a newcomer maker to enter the international markets. 
In addition, new entrants may not have the relevant beverage production knowledge and technology to develop attractive beverage products that can compete with existing giants.
[bookmark: _Toc11261]4.3 Threat from Substitute Products:(Moderate to High)
Coca-Cola faces a serious challenge from alternative goods since so many of its competitors sell them, including fizzy drinks, fruit juices, beverages, coffee, and energy drinks. In addition to Coca-Cola, Pepsi, Nestle, and other companies also provide similar products.
Additionally, switching prices may give an edge that discourages consumers from shifting brands (Klemperer, 1995). If customers want to buy other drinks available on the market, there are little expenditures associated. 
Other significant beverage firms have put enormous effort into the soft drink business since it is tough to compete with Coca-Cola in the fizzy drink market. For instance, Pepsi's Gatorade has served as an alternative for Coca-products Cola's in the energy drink category, capturing some customer base and posing a serious challenge to the beverage giant.
[bookmark: _Toc26532]4.4 Bargaining Power of Suppliers:(Moderate to Low)
The suppliers of Coca-Cola have little negotiating strength. Suppliers' limited stature limits their ability to negotiate effectively. Additionally, they are dispersed all across the world, giving Coca-Cola access to a vast array of additional alternatives.
The reputation of the company’s brand, financial stability, coupled with its scale are other factors that lessen the suppliers' ability to negotiate. But rising costs for ingredients, other raw materials, and packaging materials may make some products less affordable and lower revenues for Coca-Cola. As a result, suppliers are struggling to maintain their supply, and Coca-Cola is unable to pass the adjustment on to its customers. The bargaining power of suppliers has increased as a result.
[bookmark: _Toc23374]4.5 Bargaining Power of Customers:(Moderate to High)
Now that there is a wide variety of cola beverages available, customers' preferences have evolved and their negotiating power has increased. Additionally, there are no switching fees for consumers, and the items' flexible price further boosts consumer purchasing power. Other brands than Coca-Cola and Pepsi are competing for consumer attention on the market. Customers are, on the whole, in a pretty solid position. Their bargaining strength may be limited by things like corporate reputation and image, and marketing policy.
 Compared with selling to customers face to face. Coca-Cola in fact sells syrups to bottlers. And elements including distributor, vending machine makers, and groceries are all important to its profit. 
Nowadays, people want to drink goods that are not only thirst satisfying and flavorful, but also have nutritional value.
Because of their enormous order volume, major merchants such as Wal-Mart have negotiation ability. Customers, on the other hand, have little negotiating leeway since they buy in little amounts.
5. [bookmark: _Toc7841]Conclusion	
In conclusion, the Coca-Cola Company is now one of the most recognizable soft drinks producers around the world. Its edges lies in its unique taste, competitive price, and strong marketing capabilities. The company has established its own ethic codes to conduct sustainable programs to protect the environment. 
 At first, the information of Coca-Cola and beverage industry has been introduced. Then the report analyzed the external environment of Coca-Cola Company via PESTEL model. Based on those elements of the external environment and the internal environment SWOT was adopted. In addition, this report suggested where the Coke stands in the current market environment. Finally recommendations were made for Coca-cola to improve its strategies like developing healthier products to satisfy the demand of new generations, when it comes to threats and other challenges in the industry. 
6. [bookmark: _Toc798]Recommendations
1. Differentiation
Normally, there will be no price comparisons due to the product's differentiation, which may result in a greater pricing. Brand recognition can also be achieved which lowers advertising budget since selling to current clients is less expensive (Sharp and Dawes, 2001).
Through talent recruitment, the power of celebrity, and other methods, Cola is given access to more cutting-edge ideas and cultures. Create cultural barriers to set yourself apart from rival brands and keep out competitive threats.
In order to create a striking and vibrant scale impact, the product line is expanded on the basis of the original items by adding variants, designs, etc.
2. Expansion
With the help of fast food restaurants, Coca-Cola can grow its market share in remote rural areas while also opening up new markets. To increase their market dominance, Pepsi Cola may even fail to cooperate with KFC.
3. Information Management
Coca-Cola should boost data managerial skills and address relevant issues brought on by the company's growth. 
4. Care for Health
Coca-Cola must develop goods that are healthier for people than those of our rivals. Use nutritious raw ingredients in place of carbonated water.
5. Digitization and Customer Engagement
Social interaction is important since it enables users to communicate with businesses by making its website interesting. That will make people to visit it frequently (Cova and Pace, 2006; Goldsmith and Horowitz, 2006; McMillan, 2002). 	The establishment of a virtual community for customers on the company website might offer the ideal platform for exchanging mutual interests. Thus, the establishment of a virtual community indicates progress in the effort to engage users and encourage participation on the website.
6. Sustainability
[bookmark: bbib25]As a result, soft drink industry consumes a significant amount of water and it is a major cause of water contamination (Hildering, 2004). 
If Coca-Cola focuses on sustainability to minimize waste, it will be able to overcome some of the criticism it has received over trash generation and malpractice of water management.
7. R&D
[bookmark: _Toc28153]Research and development are also a hit topic today, which delivers innovative and original goods that satisfy the demands of the younger generation while also boosting a company’s competitiveness.
8. [bookmark: _Toc14694]Marketing to Increase Sales and Product Awareness
Creating preference and cultivating a fondness for the product are two advertising goals (Buttle, 2009).
Coca-Cola should invest more on promotion. Coca-Cola boasts one of the biggest global marketing expenditures in the soft drink industry, and if it is managed wisely, it will provide it a competitive edge to increase overall profit and growth (Moye, 2017).
9. [bookmark: _Toc29778]Building Social Media Image to Increase Sales
Social media the best platform where businesses can adopt their promotion strategy by communicating closely with potential customers. Businesses are utilizing social media channels to reach more consumers geographically (Gao et al., 2018), improve brand assessment (Naylor et al., 2012), and build closer ties with consumers (Rapp et al., 2013). In terms of social media, Cola-Cola should make social media a part of their brand's most identifiable logo. That will fuel Cola's expansion. 
10. [bookmark: _Toc26723]Consumer Education
Customers have been urged to consume less high-calorie, high-sugar beverages because of increasing health problems. The business should be able to increase consumer perception of new, healthier brand offerings.
To provide consumers with low sugar beverages that yet have the original taste, Coca-Cola must minimize the quantity of sugar in its beverage formulas. Coca-Cola should also make available clear and understandable calorie information so that customers may make educated choices.
Food labels convey a lot of information to customers, which frequently has an impact on the nutritional choices people make in retail environments (Verbeke, 2008). Detailed calorie should be labeled on the front of many beverage containers.
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