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Introduction:

Branding is counted as a significant aspect for different business either enormous or small. A viable brand procedure gives the firm a significant edge in progressively competitive markets. Business needs to understand the demand and the need of its customers to succeed in branding (Zaloznykh, 2008).
The vast majority of effective business foundations also utilize marketing methodology and brand awareness for expanded benefits. The refreshment industry frames a significant piece of absolute sales, both globally and domestically. With the constant and dynamic interest of various drinks, having an exact advertising technique is very significant for refreshment ventures. In the soda pop refreshment industry, Coca Cola is one of the most driving organizations as the firm contributes internationally mostly noteworthy sales of soda. Coca-Cola's methodology is to use branding, financial strength, strong integrated marketing communication and distribution system to accomplish long haul practical development (Vishal, 2018). 
This assignment attempts to examine a Coca-Cola marketing analysis from a macro environment to segmentation covering marketing mix, porter’s five forces, and also recommendations for the future of the company. 















Coca-Cola background:
The Coca Cola history began when Dr. John Pemberton, a pharmacist made a soda pop in the year 1886 that was sold at his local pharmacy store. In 1888, Dr. John sold most of his business before his death to a few gatherings yet the dominant part was offered to Atlanta specialist Asa Candler. In the beginning, Coca-Cola was sold per glass then Joseph Biedenharn a businessman began putting the soda in bottles. Furthermore, Coca-Cola drink rights were sold from Candler to 3 entrepreneurs for a dollar in 1899. During the years, the Coca-Cola packaging system was developed by the three entrepreneurs Joseph Whitehead, Benjamin Thomas, and John Lupton (Alteneiji, 2018).

Coca-Cola Vision statement:
Every day, the world is changing. Over the coming years, to keep on flourishing as a business, Coca-Cola needs to focus on powers that will shape its business later on such as looking forward and understanding the patterns in order to get ready for what is coming, preparing today for tomorrow.


Coca-Cola mission statement:
Coca-Cola's mission is persevering wherein fills the organisation standard against its activities and decision and proclaims the organisation’s motivation. 
· To share a moment of happiness 
· To revive the world.
· To make a difference and create esteem (CocaColaJourney, 2020).

[image: Mission, Vision & Values: The Coca-Cola Company]

Coca-Cola PESTLE analysis: 
· Political factors:  UNFAVOURBALE 
In terms of government policies, Coca-Cola is one of the brands that highly depend on caffeine and sugar consumption. In some countries, Coca-Cola was forced to modify the chemicals in its beverage drink due to the health condition deterioration of these ingredients. For instance, the United Kingdom has risen charges on sugar creation which is counted as a threat to the Coca-Cola Company. 
As a result, Coca-Cola respects the regulation of the foreign country where it operates (Farooq, 2019).

· Economic factors: FAVOURABLE
Coca-Cola has sadly get harmed in term of sales in the broader extensive USA marketing in 2016 when the firm has seen a significant decrease. 
Due to the social and financial patterns that are changing the refreshments individuals drink, across Europe, the USA nowadays explained the decline in sales. 
Another aspect is the increase in row items and water scarcity (Abhijeet, 2018).
[image: Coca-Cola bottles to be made from 50% recycled… | Business | tutor2u]

· Social factors: UNFAVOURABLE
The most significant social factor that has an impact on Coca-Cola is the rise of awareness of customer’s healthy lifestyle and the level of shopper wellbeing worrying about obesity caused by sugar and carbonated drinks. 
During the last fifteen years, the usage of beverages in the USA has faced a consistent decrease while the degree of water and energy drinks increases generously. The reason that made Coca-Cola acquainted new low-calorie items with adjusting to these changes (Dudovskiy, 2015).
[image: Coca Cola PESTEL analysis]

· Technological factors: FAVOURABLE
One of the most significant marketing tools that helped successfully the Coca-Cola brand image is social media advertising by interfacing with a wide range of audiences. For example, Coca-Cola launched its famous campaign Share a coke by putting genuine names on bottles wherein the organisation encourages its customers to take photographs to their names written on the bottles. Throughout the social media platforms, Coca-Cola has the highest follower bases with a 3million on Twitter, 108million on Facebook. As a result, these stages are considered as an essential technique for Coca-Cola to reach their target market (Keisha, 2016).
[image: Pepsi vs. Coca Cola: Which is Better at Instagram?]

· Legal factors:  FAVOURABLE 
By increasing the awareness of chemicals intergrading, Coca-Cola Company finds itself at the end of legal factors. However, Coca-Cola respects all the political contribution and all the organisation related political actions are done with laws, regulations and corresponding legal direction (CocaCola, 2007).

· Environmental factors: FAVOURABLE

Due to rising awareness in environmental actions, Coca-Cola had agreed to different natural guidelines, for example, laws identifying with waste the executives and water assurance laws in the business. Also, during the production of Coca-Cola's item, the company needs to consider other natural enactments. In the aim of reducing the negative effect on nature such as the number of fossil fuels, Coca-Cola has embraced improvement in its packaging forms. Another environment factor has been adopted by Coca-Cola is the Plant bottle innovation to diminish dependence on the number of petroleum products and also the 2020 plans of water stewardship through projects such as CARE and IRAN (Barliam, 2007). 
[image: Infographic Our 2020 Environmental Goals]
Porter’s five forces:

· The threat of new entrant: MEDIUM PRESUURE (LOW)
The Threat of new entrants for Coca-Cola is extremely low as Coca-Cola has a strong brand identity, image and awareness and it operates in a strong competitive industry, making hard for any new company to enter the beverages market.
The distribution channel is one of the numerous barriers to new entrants. Coca Cola has a wide distribution coordinate with a push system in order to sell its products to end-clients through using the business trade promotion and sales power.
Coca Cola additionally utilizes a pull procedure in the aim of increasing brand product through ads and promotions (Mohshree, 2016).

· The threat of substitute products: MEDIUM TO HIGH (HIGH)
Pepsi is considered as the main fundamental substitutes of Coca Cola items, adding the other different soft drinks such as organic product juices. To deal with this Coca-Cola has expanded its essence in these segments by creating diet Coke and different flavours but it still other drinks such as teas, coffee in the market with an affordable cost. Another substitute is alcoholic drinks and furthermore, numerous individuals are moving towards more beneficial healthier beverages (Paratap, 2018).
[image: Substitute Goods]


The bargaining power of buyers: LOW 
The beverage company has a low purchaser power, these drinks are accessible at market, cafeterias and markdown stores. For the resale items, Coca-Cola circulates soda pop in these stores. Enormous stores and supermarkets purchase countless beverages for lower price rate. However, in today's customer's mind move and concentrated on healthy nourishment and drinks, and purchaser has moved to the interest and the need of shopper healthier appropriations by driving substitute items of soda pop (Ajeet, 2016).

· The bargaining power of suppliers: LOW
The ingredient of Coca-Cola is simple, carbonated water, sugar, and caffeine. The suppliers giving these products have restricted control over the price value. By considering their agreement with Coca-Cola the enormous scope refreshment organization as a significant piece of their distribution system, providers cannot apply noteworthy impact in setting the ingredient’s cost by using bargaining power (Adamkasi, 2017).


· Industry rivalry: HIGH PRESSURE
Pepsi is currently the fundamental contender of Coca-Cola as it served its customers with the same soft drinks as Cola and have a strong brand image. These two companies are the prevalent beverages companies heavily sponsors the well-known outdoor activities such as FIFA. 
Dr Pepper could be seen as another beverage company in the market, however, it has not been successful to reach Pepsi and Coca-Cola’s achievement (Norin et al, 2016).
[image: Porter Five Forces (Summary + History) - CIS 4397 (Assignment ...]


Coca-Cola SWOT analysis:
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Coca-Cola Market segmentation: 

· Geographic:
The operational structure of Coca-Cola incorporates 4 geographic working gatherings: 
[image: ]
Only for the Taiwan marketing, Coca-Cola presented the Fei Yang brand of soda pop, the line bargains teas and squeezes in such indigenous and unmistakable flavours as long with iron Buddha leaves lychee and guava which are bundled in Tetra packs to give them a different character from Coke (CocaColaCompany, 2020).
Demographic:
Coca-Cola accepts each client as a target, however, the firm focuses more: 
Age: Teenagers are the main audience of Coca-Cola wherein the organisation focuses potential in the age bunch of 15-25 which cover a scope of 40% of outage fragment. 
Gender: The Coca-Cola Company focuses only on one gender as the outcomes show that 42% of males and 58% of females like the brand (Ramya et al, 2019).
Family: Coca-Cola provide a family packaging size and its economy targeting groups and smaller families, such as introducing the 700ml Coca-Cola in Japan encouraging home consumption (Guan, 2020).
Psychographic: 
In psychographic division, Coca Cola purchasers are separated in this division into 2 categories of people, the basis of lifestyle or esteem and personality. In order to meet the need of customers, Coca-Cola has produced different products to each group. For instance, Adults with the age between 25-35 looking for a healthier lifestyle, Coca-Cola produces Oasis juices with different flavours, Adults with diabetics or looking for low-calories and sugar-free drinks, the organisation provide them with Diet Coke or Coke Zero (Kanesam, 2018).

Socioeconomic status:
Coca-Cola ‘s consumers are from the middle to the high-level classes as nowadays every customer considers the social commitment and the ethic of the organisation before making any buying decision (Sroyshow, 2016). 

Targeting:

The Coca Cola Company could be viewed as pursuing an undifferentiated promoting division system. The brand awareness, the promotion, package and advertising are intended to appeal with basically everybody. 
Moreover, Coca-Cola’s items are not alcoholic and affordable to a wide audience which means that Coca-Cola target a general market. However, the organisation has a differentiated side by segmenting the market with different range of products like cherry coke, vanilla coke, lemon Coke and diet Coke. Coca-Cola was able to separate its contributions to various client portions. Coca-Cola separates its beverages through the distinctive packaging utilized for its various brands. For instance, classic coke always red bottle whilst diet Coke is grey (Aaker et al, 2006).
Furthermore, Coca-Cola guarantees that buyers can get these various brands in various quantities such as 0.25, 0.5, 1L or 2L in different kind of bottles either glass, can or plastic.
Coca-Cola guarantees that the packaging materials are environmentally friendly and recyclable. Along these lines, Coca-Cola has separated its beverages from its rivals to guarantee it serves the necessities of its buyers (Darpan, 2018).

Positioning:

Everyone who is looking for top high-quality drinks, Coca-Cola offers a wide scope of the most reviving choices, each makes a constructive encounter for clients when they appreciate a Coca-Cola brand drink. In contrast to other drink alternatives, Coca-Cola items motivate joy and have a beneficial outcome in clients' lives, and the brand is seriously centred around the necessities of purchasers and clients (Meredith, 2019).
Since 1928, Coca-Cola has been Olympic support and its biggest social media campaign was in the Olympic games in 2016, where the firm propelled #ThatsGold to reach young people through influencers, artists, and the competitors (Ilyse, 2016).

Marketing mix:
· Place:
Coca-Cola has been selling its products in more than 200 nations across the world with 1.9billion servings each day depending on its packaging f its products and the dispersion.
· Product:
The Coca-Cola Company has product diversification at around 3000 items including fizzy and still drinks such as juices, Fanta, organic and so on (Bahsain, 2019).
· Price:
On the one hand, Pepsi is Coca-Cola's greatest competitor. The two organizations value their items competitively, which made the pricing policy of Coca-Cola a competitor pricing.
On the other hand, the organization additionally utilizes esteem pricing, the reason why the Coca-Cola items cost not high or cheap but affordable to customers (Rahman, 2019).
· Promotion:
Coca-Cola is one of the most organisation that uses marketing and promotion in order to communicate with its consumers through advertising in TV, radio, print media, posters and social media campaigns, also through sponsorships, for example, FIFA, Olympic games. 
To help bolster both natural and social issues globally, Coca-Cola additionally takes part in different corporate social responsibility activities (SKL, 2020).

Ansoff Matrix model:

[image: ]


Market penetration strategy: In the USA, at first, there was a single-core item of Coca-Cola. During years, by increasing product usage and market share, this single centre item had gotten set up in its home market.
Product development strategy: The beverage company was later contended within the international field and propelled into foreign business sectors. This market development strategy aimed to focus on new target segments and geographical regions. The Coca-Cola Company was confronted with the issue of how to additionally penetrate foreign markets as they grew further and the arrangement was essential to improve new items such as Oasis juice, Zero and Diet Coke, Fanta, that after a while have likewise become core products. Coca-Cola was confronted with the same issue of how to additionally penetrate foreign markets as they grew further, and the solution was simply to find another gathering of purchasers for a current item, for instance, in 2005, the dispatch of Diet Coke targeting customers looking for low calories and sugar with same taste (Vrontis, 2003).
To increase the Coca-Cola market penetration more, the organisation needs to grow new item in a new market and this is diversification. At this stage where Coca-Cola spent 4.1$billion to bring a healthy drink called Glaceau vitamin water in 2007 (Oakley, 2015).



Product lifecycle:
The introduction stage is the moment first when the beverage is being brought to the market. At the point when the deals go up and the item is being expended at a higher rate than this can be named as the development stage. Maturity stage alludes to a moment that exposure has been escalated and all individuals who are potential purchasers have thought about the item. The last stage is the decline stage where the item begins to lose its clients and the stage is portrayed by the fall in design. Customers at this stage pick to utilize different beverages from different makers. 
Coke as an item is in the maturity stage. A decent number of customers have known the item based on different types of advertising globally. Nevertheless, Coke began losing gradually, Coca Cola revealed its other item such as diet and sans caffeine Coke which could address worries from different clients to not choose the classic Coke anymore (Complete, 2020).
[image: Coca cola strategic management]




Conclusion:

By using a distinctive market procedure and isolating the market segments has to assist Coca-Cola in gaining more benefits and having a secure solid business market scale worldwide. Also, segmentation, targeting on and positioning in the beverage business is very important for an organisation to target the right audience and focus on different groups by producing divert products. Coca-Cola keeps on extending new products by development and pursuing their customers in the aim of attracting new loyal customers around the world, however, the organisation needs to be more aware of the health concerns and competitors that have similar comparative items such as Pepsi. 
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The Coca-Cola Company claims and disseminates more than 500 unique brands, which is
the broadest drink brand portfolio in the entire business.

500+
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eaknesses

Forceful rivalry with Pepsi: Pepsi is the greatest adversary of Coca-Cola. Without Pepsi,
Coca-Cola would have been the unmistakable market pioneer in the refreshment.

: Coca-Cola has low item enhancement. Where Pepsi
has propelled numerous snacks things like Lays and Kurkure which give influence over
Coca-Cola which is slacking in this section.

Wellbeing concerns: Carbonated beverages are one of the significant wellsprings of sugar
consumption. It brings about two grave medical problems weight and diabetes

WHAT HAPPENS CONE HOUR
AFTERDRINKING A CAN OF COKE <
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Opportunities

Diversification which is the wellbeing and food business will improve the contributions of
Coca-Cola to their clients. This will likewise guarantee that they show signs of
improvement income from existing clients by strategically pitching their items.

Supply chain improvement: Supply chain can be a significant cost sinkhole with the
transportation costs continually rising. Coca cola's finished business depends on
transportation and dissemination. There will consistently be potential upgrades around
there. In this way, Coca-Cola should keep an exacting watch on its supply chain and
continue improving to cut the expense down.

Market the lesser selling items: In the item arrangement of Coca-Cola, there are a few
items which have not discovered acknowledgement in the market. Coca Cola needs to
focus on the promoting of these items too
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Wild Competition: Coca Cola brands are sold more than 200 nations and contend with
global and neighbourhood marks in every nation. The main competitors of Coca-Cola are
PepsiCo, Dr Pepper, Nestle, The Kraft Heinz Company, Unilever, Mondeléz International,
Suntory Beverage and Food Limited.

Cetily wpepsico

BIDNESS

Government regulations: Government Laws and guidelines directly affect Coca-Cola
efficiency and profitability as it falls under nourishments item classification. These laws
change from nation to nation and Coca-Cola needs to meet such guidelines whereit is
working. The organization ought to be cautious with claims asit is a wealthy and effective
brand and individuals attempt to abuse the undesirable side of this brand.

Tax collection: Government tax collection on sugar items s another hazy area that is
changing the Coca-Cola business system. In recent days, the UK forced a sugar charge in
the UK and Coca Cola contributed 10 million pounds to relaunch Diet Coke. Coca-Cola
needs to meet each client desire whether he needs Coca Cola with sugar or Coke Zero
sugar

@ What Is The UK Sugar Taxz
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Nation
North America

Geographic segment

Coca-Cola’s flagship market, reaches over 360 million
consumers and holds an industry retail value of $300 billion

Coca-Cola have over 650 million consumers, and it is
comprised of 39 markets and has an industry retail value of
approximately $90 billion.

Coca-Cola group includes 130 markets and touches nearly
2.2 billion consumers and holds an industry retail value of
approximately $260 billion.

Coca-Cola group reaches over 4.5 billion consumers across
32 markets and holds approximately $350 billion in industry
retail value.
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Money

Coca-Cola has more than Life Cycle , on which had a new products
and in the same time they are on the Maturity stage
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