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[bookmark: _Toc60774879]INTRODUCTION
Marketing represents one of the most significant and useful elements on which an organization's success is based on. This could be defined as the process, through which companies operate in order to achieve the customer's demands, and satisfy them in an efficient way, in order to able to obtain profit. A marketing strategy consists of more factors that form the marketing mix. This contains essential steps which will help the company gain advantages in an environment full of competitors.
In this report, I will be analyzing one of the most successful and popular companies in the world, Coca-Cola. This is an international American company that produces and markets non-alcoholic drinks. The company started their activity in 1886, in Atlanta, Georgia. The creator of this brand was John Pemberton, a chemist who initially wanted to obtain syrup that he later on mixed with carbonated water and managed to obtain a drink to people's liking, which he furthermore advertised and slowly built the company.
The principle of the brand's operation is mainly, to produce drinks that they can later distribute to more bottling companies at a global scale. As of now, the company owns over 500 brands that operate in more than 200 countries over six continents. Also, the company has always focused on the differentiation of products from those offered by the competition. Through this approach, as well as the investment of some high amounts in advertisement, Coca-Cola keeps their position as the leader on the non-alcoholic drinks market (Vrontis, Sharp, 2003).


1. [bookmark: _Toc60774880]Processes and stages of marketing including the role of marketing mix according to Coca-Cola:
[bookmark: _Toc60774881]Types of Marketing:
 - Micro - marketing VS. Macro - marketing:
Unlike micro-marketing, which concentrate mostly on a small group of customers, macro-marketing will always follow the maximum possible number of customers. Micro-marketing is linked by a certain process inside the organization, being based on its needs. On the other hand, macro-marketing is about the way in which the process of production is linked to the customer, and it concentrates on the needs and objectives of a society overall.
- For-profit Marketing VS Non-profit Marketing:
As the word indicates, the difference between these is their main purpose. Some non-profit companies operate in a society where even if they are given the opportunity to make profit, they must decline these in order to keep up their reputation. Many times, the success of these companies is measured in the total number of people that used their services.
 - Service marketing VS Goods marketing:
The difference between these two types can be made through two examples: a dentist offers their services to help a patient get over an issue. Therefore, the dentist convinces their future customers to choose his services, by telling them his studies, experiences and positive feedback from past patients many times; the success one of these organizations is being measured in the total number of happy patients.

- Mass marketing VS Direct marketing:
Mass Marketing is different from the direct one, due to the distance between the seller and buyer. It is characterized by the indirect communication between these. The success of this type of marketing is based on the probability that in a large community exposed to this strategy, there are enough customers that might be interested in the product. 
Direct Marketing establishes a personal relationship with the customer that allows the manufacturer to communicate more about the product or the customer to ask more questions. Thanks to a modern mechanism, this type of marketing has proven to be more useful and efficient than the previous one (Burnett, 2011).
[bookmark: _Toc60774882]Marketing Process:
The process of marketing is formed by five steps (fig.1), the first four are aimed to create something useful and valuable to the consumer, and the last one is performed to obtain profit from these consumers. A profitable relationship between the seller and the buyer can be made through: classifying the client's wishes, creating an advantageous marketing strategy, launching marketing programs, attracting the client and establishing a relationship with the future buyer. A profitable relationship with a client consists of a process through they are offered the best values, and through which they are satisfied. Competition also plays an important role in this process. A client often chooses the product that in his opinion has the best value for money. Therefore, a correct positioning of the product on the market is crucial in the marketing process. The company must ensure that the product is superior in many respects to similar ones.



Figure 1: The five steps of the marketing process:
Following, I will describe the marketing plan of Coca-Cola:
A. SITUATION ANALYSIS
This first step consists of different methods which have the same aim, which is to find the capacities of the company as well as potential clients. After a thorough and correct analysis, they will generate an appropriate strategy which will furthermore be applied. The most useful methods of finishing off a situation analysis are PESTEL, SWOT Analysis and Porter Five Forces Analysis. Regarding Coca-Cola, only the last two will be used.


[bookmark: _Toc60774883]SWOT ANALYSIS: evaluates internal factors: strengths, weaknesses and external factors: opportunities, threats inside an organization. The internal analysis helps to identify the resources and capacities of the companies. On the other side, external analysis identifies opportunities and threats which can come from the competition and the industrial environment. The correct use of this technique is essential to ensure that the marketing plan is appropriate (Bonnici, 2015).
a) Strengths:
Advertisement companies have made Coca-Cola the most known brand in the world. Through this company, they attract a large number of clients, of all ages, from all around the world, unlike the rival company, Pepsi, where this aspect is not taken into consideration that much. With the development of cities, the Coca-Cola ads have been adapted to different environments and attracted customer through the innovation used. Also, Coca-Cola is a company that understands their customers; hence all their campaigns are adapted to their needs. A good example for this could be festive winters, when Coca-Cola starts the Polar Bear and the Santa Claus advertisement process, which makes us automatically tell whose ad that is. Hence, the brand is extremely known and admired all around the world. Coca-Cola is also an important part of the American culture, for more than a century now. Their logo is printed on t-shirts and hats. This confirms the fact that Coca-Cola represents a successful brand in people's eyes.
A second factor which represents a strong point in their system is the well-developed bottling. This allows the company to work at a global scale, and at the same time, the bottling companies have local owners that are authorized to sell Coca-Cola products. These local points of bottling use advanced technology to ensure the necessary safety for the products. The production plays the most important role in Coca-Cola's strategy. The drinks are produced and bottled all around the world, where the activities are well monitored. Coca-Cola offers license to local bottling companies and offers them the syrup in a concentrated form, for them to produce the drink. This strategy has been adapted to different local markets. Therefore, the company has diversified the lines of one product depending on the market's requirements.

b) Weaknesses:
An issue that is starting to raise more and more question marks inside Coca-Cola is the negative effects on the health, caused by their products. There are more and more people which are starting to avoid the idea of fizzy drinks and choose a healthier lifestyle, by listening to specialists that advise to avoid these types of drinks. Coca-Cola has many negative effects, first over the tooth enamel, as well as the fact that the drinks contain a large quantity of sugar which can have negative effects over your health on a long term. Due to these reasons, Coca-Cola has been left a bit behind from their rival, Pepsi, in terms of healthier alternatives. A first step made by Coca-Cola in trying to solve this issue, is buying the Fuze Beverages brand, which manufacturers tea based on vitaminized waters.
Another weak point in Coca-Cola is represented by the lack of an own manufacturing and bottling system, which are necessary for distribution. Hence, they are dependent on bottling partner companies. There has been in the past, short periods of time, where the company's activity has been interrupted due to the fact that their partners could not manufacture sufficient bottles. This factor should be considered and improved by creating manufacturing systems at a global scale.

c) Opportunities:
An opportunity which can easily turn into an advantage is represented by the higher number of customers that want to be healthy, and reduce the number of fizzy drinks, and replace these with water or other low sugar drinks. This trend is becoming more and more popular, among younger, as well as older groups of people, which is why Coca-Cola can benefit from this by extending their range of products to more natural drinks.
Coca-Cola is one of the main sports competition sponsors. Through this association with sporting events, Coca-Cola benefits from the appreciation of the public, around the world. By being included in these types of events, the company can achieve their objectives: connection with the younger public through different ways, ensuring that they are seen as the most well-known company worldwide, as well as making sure they are seen as a global-scale sponsor.

d) Threats:
The competition becoming more and more powerful over the industry can be a threat to Coca-Cola. Even though the majority of the non-alcoholic drinks market is owned by Coca-Cola, Pepsi is trying to change this for a decade now, mainly through marketing campaigns aimed for an age group between 14 and 25. Their plan is to attract loyal customers to their business and get people to try their new drinks.
Aside from Pepsi, which is a well-known rival of Coca-Cola, there are new manufacturers of non-alcoholic drinks such as Tymbark or European Drinks, which can become a strong opponent to Coca-Cola through serious investments and smart marketing strategies.
SWOT Summary: After a SWOT analysis of Coca-Cola, we can clearly see their strong points, and how they used these to make profit. Regarding their weaknesses, these will not bring negative effects for now, but in the future if no actions are being taken. This SWOT analysis concludes that the company should create an aggressive strategy, as they are facing more opportunities than threat right now. This analysis involves a subjective process of data collection and examination. In addition, the data monitored in the analysis can easily change over time.

[bookmark: _Toc60774884][bookmark: _GoBack]Porter's Five Forces: this is an analysis created by an economist named Michael Porter. He mentioned five very important factors that can have an impact on the profits of a business: Threats of New Entrants, Threat of Substitutes, Bargaining Power of Suppliers, Rivalry among Existing Competitors and Bargaining Power of Buyers. After the evaluation of these five, the companies can use the results to adapt to certain situations and remain profitable.

Threat of New Entrants is low. Creating a new business in this industry and developing it will require very large amounts of investments. Due to the presence of some famous brands such as Coca-Cola and Pepsi, any new brand in their industry will have to waste a big sum of money towards marketing and advertisement. Furthermore, the loyalty of customers will be very hard to obtain as a significant percentage of these are already loyal to the mentioned companies. These Factors will affect the new entrants, and it will make it hard for them to compete with such large companies, therefore new entrant's threat is very low.


Bargaining Power of Suppliers is low due to the ingredients used in making fizzy are easily found, therefore many distributors can offer these. Therefore, the reduced power of these providers will not have an effect towards Coca-Cola's pries. Being the biggest manufacturing company of non-alcoholic drinks worldwide, Coca-Cola has a high number of suppliers which reduces their power to low.

Bargaining Power of Buyers is huge because the main buyers are local shops, restaurants, coffee shops or any other place where you can buy fizzy drinks. These have the power of negotiating the brand they want to sell products from in their shops, therefore through negotiating and buying larger quantities, they can obtain better prices. Coca-Cola distributes the drinks to them, and then these commerciants resell these. The customers have the power of choosing what they want to buy therefore they represent the most important factor in such competitive industry.
Threat of Substitutes is moderate. As I mentioned before, the Coca-Cola products can easily be substituted with others from rival companies, therefore contracts with distribution firms, quantities and prices play a crucial role here. Also, a customer that might choose to buy a drink has a varied range of products they can choose over Coca-Cola, such as water, coffee, tea, energy drink, or any other juice. Coca-Cola has concentrated on covering as many types of products as they could, keeping in mind that a consumer has a large range where to choose from. However, due to this varied range of products that Coca-Cola offers, and a well-developed marketing strategy, this threat is still moderate.
Rivalry among Existing Competitors is strong. For tens of years, everyone knows that Coca-Cola and Pepsi have the biggest fight in this industry, each having different strategies of attracting their customers. When both companies offer similar products, the advertisement part plays a crucial role in determining customers to choose theirs. Due to the tremendous amounts invested in advertisement every year, we are safe to say that they dominate over Peps. However, in certain regions, Pepsi is still chosen more over Coca-Cola, making the rivalry and competition very high.

Porter Five Forces Summary: after this analysis, Coca-Cola would be capable of using the five forces to determine their position in this non-alcoholic drinks industry. In this market, it is clear that rivalry represents the biggest threat. Furthermore, Power of Buyers is a big threat due to the large number of alternatives, however due to the loyalty that customers have towards Coca-Cola, they choose to buy their products. Aside from these 2, the other 3 forces do not represent big threats, for now. This technique makes an excellent source of researching and collecting necessary information in order to make up the future strategy of the company. These can identify the opportunities from the external environment, and exploit them for profit, as well as threats. A disadvantage of this analysis is that it is oriented towards a qualitative evaluation of the strategic position of the company. It also helps the company only with temporary development ideas and not with sources of sustainable advantage as it would need



[bookmark: _Toc60774885]STP Marketing:

The segmentation is a strategic method of dividing the market based on different factors, with the aim of improving sales and obtaining profits from each segment. The market segment is a group of consumers that possess the same characteristics, such as: income, job or age. When the segment is identified, the company can move on and establish a strategy depending on the segments.
Coca-Cola has used this technique to divide the market into: under-developed segments, currently-developing segments and well-developed segments. In the first category, they are focusing on firstly increasing the sales rather than obtaining the biggest profit, in order to form new domains of customers that can be a solid base for the future business. This has been made possible through the economic and accessible prices used for their products. For the currently-developing segments, there is a balance between the amount of sales and the prices of products whereas in the developed countries, they focused mostly on maximizing the profits.
The major segmentation factors are geographic, demographic, psychographic and behavioral segmentation. The demographic part is the most predominant in Coca-Cola in order to distinguish the groups of customers. Afterwards, the market can be divided based on age, job, education, religion or nationality. The reasons of using these segmentations are that the preferences of the customers are usually associated with demographic variables, and also because they are easier to measure for the company (Mayureshnikam, Patil, 2018)
The correct segmentation represents the main factor to Coca-Cola's success. After this step, the company will choose the segments that they will focus on as well the applied strategy. In Coca-Cola's case, they use a differentiated marketing strategy, which means that the company decides to provide separate offerings to each different market segment that it targets. Therefore, the company has two segments with different offers depending on age. Mostly young people, an age group between 10 and 35 years old for which they use school or university campaigns and sign partnerships with different celebrities to promote their products. The second category are people aged over 35, to which are proposed different, healthier products, such as Coca-Cola Diet or Sugar Free, as well as lower prices that could attract them.

B. OBJECTIVES:
The main objectives of Coca-Cola are:
- keeping the development of process, through a responsible attitude and international projects;
- informing the public about characteristics and benefits of new products, to make them look appropriate for them'
- increasing the number of yearly sales in order to remain the leaders of the industry in terms of profit;






C. STRATEGY:
After an efficient analysis on the market, they must create a strategy. This strategy is known as: The 5 P's of Marketing and contains five factors: Product, Price, Promotion, Place and People.
	PRODUCT
	The products strategy has included many different steps such as introduction, growth, maturity or the approach of 'product life cycle'. For example, they can try to expand the step of maturity of a product by finding a new market. All these steps help advertising the products as well as gaining profits over them. The company has the most unique and qualitative syrup flavor, which has been distributed for decades, with no modifications to it.
Coca-Cola maintains the largest range of non-alcoholic drinks, which can be classified into categories such as: caffeine drinks, fruit flavored, energy drinks, tea or diet drinks, in order to satisfy as many people as possible.

	PRICE
	
Coca-Cola uses more strategies in establishing the prices:
 - Psychological Pricing: they used psychological prices to attract customers. This means that if the established price is ending in 0, for example 1, 50 they will turn this price into 1, 49 to make it look smaller, to the public.
 - Promotional Pricing: this means that in some stores, Coca-Cola will offer promotional prices around holidays, or festive times. Furthermore, the prices are lower as if the drinks are bought in a larger quantity to persuade people to do so.
 - Discriminatory Pricing: Coca-Cola uses this strategy due to the different types of customers. For example, they offer different prices for the distributors that buy larger quantities, not including local stores (Jindal, 2017).



	PROMOTION
	An immense amount of people all around the world are aware of the brand Coca-Cola due to their excellence promotional activities. Through this strategy, they managed to be one of the most appreciated brands worldwide. Their public campaigns are different each year, each having a different way of making their products look special. The main methods used to promote their products are: advertisement and direct marketing.
As well as publicity, they promote their brand through the Internet, TV, radio, newspapers, magazines or cinemas. They are sponsors for different international competitions such as: Premier League, World Cup,
NASCAR or The Olympic Games, winning therefore a large amount of customers. Furthermore, they have partnerships such as the one with McDonalds.
Coca-Cola performs direct marketing by offering free products or special prices in their different locations: many fast-foods where their products are being distributed or different sporting events where they are 
Sponsors (Curd, 2015).


	PLACE
	The most important aspect that helps Coca-Cola is them spreading over 200 countries at a global scale. For this, they need an efficient way of distribution. Furthermore, their dependence on their bottling partners is crucial in order for them to distribute. This cooperation makes it possible for us to find their products in all our local stores (Vrontis, Sharp, 2003).

	PEOPLE
	This category includes two types of people: first of all the customers; Coca-Cola concentrate a lot on their external customers, however alongside these, there are the Coca-Cola employees that produce and advertise products, and create an appropriate image of the brand in people's eyes. The used Coca-Cola system contains over 750.000 cooperatives around the world. Therefore the company has an important contribution in offering places of work in all countries that they operate (Banks, 2016).



D. IMPLEMENTATION:
The implementation represents the process in which the company establishes a strategy that they will later use. In Coca-Cola's case, this step implies the introduction of new drinks in order to adapt to the higher number of people that wish to avoid fizzy drinks, rich in sugar. For this thing to happen, they need polls of opinions from their customers so they can create something to their liking (Rani, 2019).

E. CONTROL:
Marketing control means measuring performances of marketing of companies, regarding obtained incomes from sales, as well as number of customers. This collection of information about the marketing process, offers feedback that can be used for better results.









2. [bookmark: _Toc60774886]Stakeholders engagement and their impact on the marketing activities of Coca-Cola:

A stakeholder is a person, or a group with legitimate interests in procedural and/or substantive aspects of corporate activity. Stakeholders are identified by their interests in the corporation, whether the corporation has any corresponding functional interest in them (Preble, 2005). There are two types:
-Internal stakeholders: are entities within a company (example: employees, managers or investors)
Coca-Cola employees: in order to face and be able to handle the large amount of customers from all the countries they operate in, Coca-Cola needs a big number of customers to operate. This means they have teams that handle production, bottling, distribution, transport and last but not least, marketing. Each has an equally important purpose in the company's strategy. The organization offers training lessons for the younger staff, good working environments as well as high salaries in every country.
-External stakeholders: are entities not within a business itself but who are affected by its performance (customers, creditors, suppliers)
Coca-Cola suppliers: in order to produce a varied range of products, Coca-Cola uses water, sweeteners, different flavors and concentrates. After production, the drinks must be bottled in cans or different sized bottles to then be distributed. For this, the company has a lot of contracts with different manufacturers that make this step easier.

How can company communicate with the stakeholders?
-schedule a meeting;
-online conference;
-calls;
-emails;
-formal letters;

How can the stakeholders impact on the marketing activities?
Customer satisfaction and building a long-term relationship between them and the company is one of the essential conditions of a business. For this, each person involved in the business would have an important role: employees must complete their tasks as best as they can, those responsible for developing the marketing strategy to make a thorough analysis then come up with ideas that will please the public for to attract. The employees responsible for obtaining the product must work to obtain a quality product to satisfy customers and make them buy, and management will have to check the whole process, to modify any problem, in this way the marketing process will be a success.




[bookmark: _Toc60774887]CONCLUSION

To sum up, Coca-Cola is the most important manufacturer and distributor of non-alcoholic drinks around the world. Due to the fact that they own large amounts of financial resources and a well-known brand image, they managed to expand their activities in over 200 countries. However, due to the strong competition, they are forced to call for different strategies every year, regarding marketing or price establishment.
From the SWOT analysis shown in the report, we can see that the most important strong points of the company are their advertisement campaigns as well as a well-developed bottling system. The weak points which should be taken into account in the close future are the negative effects of their drinks over the customers and the lack of an own bottling system. The described opportunities which become one of their strong points in the future and their biggest threat is Pepsi Company.
The Porter's Five Forces applied technique evolves into five factors: Threats of New Entrants, Threat of Substitutes, Bargaining Power of Suppliers, Rivalry among Existing Competitors and Bargaining Power of Buyers. From these, the Power of Buyers and Rivalry amongst competitors are the ones that should be taken into account the most.
Analyzing these five factors of Marketing Mix, we can see that the main objective of Coca-Cola is to expand and sell as many products as possible in order to maximize their profits and maintain their place as the first non-alcoholic drinks manufacturer. Furthermore, quality-wise, Coca-Cola pays a lot of attention in making their products, to create a pleasurable flavor that will make people desire more.
[bookmark: _Toc60774888]RECOMMENDATION 

- Keeping the customers happy: there are more and more people in the world who are not satisfied with the activity of the Coca-Cola Company. First of all, they are appellants due to the fact that the process of manufacturing consumes a lot of water. Aside from this, another reason is the packing of the Coca-Cola products, which many times is not made out of a recyclable material. The company should pay more attention to this as it might be a threat in the future.

- Healthier products: in these days, where more and more people are aware of their health, Coca-Cola must understand the issue with their unhealthy products. They should promote a healthier lifestyle, by creating new drinks that can please people found in this segment. This is more regarding older people, who are more vulnerable to health issues, rather than younger people.
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