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Executive Summary
This report identifies the marketing strategies used by Coca-Cola company to promote its products and services. Marketing is a fundamental element in both the stability of business and the satisfaction of customers. Coca-Cola has always implemented quality and effective marketing strategies since its establishment in 1886. To identify the best marketing strategy, an organization must perform a comprehensive market analysis to identify the target customers' needs. Comprehensive market analysis is done through the use of a SWOT analysis. Coca-Cola has developed and implemented various strategic actions that enable them to be outstanding in the markets. They have developed effective market segmentation, Improved Customer Relationships, increased financial and process efficiency, and competent business models.
The marketing environment also determines the effectiveness of marketing strategies. Coca-Cola Company's marketing strategy is affected by both Macro and Microenvironments. Macro environments refer to external factors, while micro refers to internal ones. Macro environments are identified through a PESTEL analysis. This report also analyses various target markets of Coca-Cola operations and the type of marketing strategy. The report focuses on developed markets in the USA, developing markets in India, and underdeveloped markets in Africa. Coca-Cola also uses various marketing channels to promote its products. It has rapidly shifted from the pre-digitalization era to the digitalization era. These marketing strategies have been largely successful, apart from a few shortcomings, which include; Extensive marketing, Regulations on marketing carbonated drinks, and environmental degradation. 
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[bookmark: _Toc140407408] Introduction
Marketing strategy is a long-term approach that organizations use to gain a competitive advantage to achieve their goals and objectives (Morgan et al., 2019). Regardless of size or nature, organizations must formulate policies and strategies to help them attain their business goals. Effective strategies enable businesses to boost their sales and increase their operational stability. Marketing strategy is fundamental since it directs an organization on implementing its goals while focusing on service delivery. A good marketing strategy should mutually benefit both the organization and the customers (Ferrell et al., 2021). It should not only help an organization attain its business goals but also satisfy the need of customers. According to Morgan et al. (2019), a marketing strategy is always formulated to attain a business's short-term and long-term goals. Its establishment is always based on market analysis and customer trends. An organization must perform a comprehensive SWOT (Strengths, Weaknesses, Opportunities, and Threats) Analysis to determine how they formulate and implement their marketing strategy (Ferrell et al., 2021).
A successful marketing strategy must improve engagement between the organization and the customers. When customers are fully satisfied, their interest in service provision will increase sales for the organization. De Pelsmacker et al. (2018) state that most successful organizations use quality marketing strategies to promote their brands. For decades, Coca-Cola has been the world's leading beverage company (Ciafone, 2019). They have been using the most accurate and effective marketing strategy. Coca-Cola was founded in 1886 by a pharmacist, Dr. John Pemberton (Ciafone, 2019). The Company was founded in Atalanta when they mixed A syrup with carbonated water and consumed it. The name Coca-Cola was the first impression of a good marketing strategy. Frank Robinson, the bookkeeper at the chemist, referred to the soft drink as Coca-Cola. He thought the two 'Cs on the brand would sound nice and attract customers (Chu, 2020).
Coca-Cola has dominated the beverage industry for over 100 years (Chu, 2020). It has expanded globally and rapidly increased its profits. Marketing and promotion have always been their main weapon for success. Since its establishment, the Company has changed its brand logo ten times (Singaram et al., 2019). It is to suit the trend and the growing advancement in technology. In addition, the Company has redesigned its bottles and introduced various soft drink Flavors. The Company has also coined over 50 slogans to entice its customers (Singaram et al., 2019). Strategic marketing has enabled the Company to grow from selling nine bottles of soft drinks daily to collecting 1.9 billion in daily revenues. Today, approximately 95% of the world's population is aware of Coca Cola existence (Chua et al., 2020).
[bookmark: _Toc140407409]Strategic Actions
To implement strategic marketing, Coca-Cola introduced five strategic actions through its Department of, Marketing to enable them to achieve its marketing goals.
[bookmark: _Toc140407410]Market Segmentation
Market segmentation refers to segmenting the market regarding the flow of consumers through methods that increase sales, maximizing profits from each segment (Percy, 2023). Coca-Cola utilizes this strategy to explore various market segments all over the world. Presently coca-cola operates in over 200 countries (Chu, 2020). They use different marketing and promotion strategies in the regions depending on the nature of the market. In emerging markets, Coca-Cola uses a penetration strategy to increase sales volume and not maximize profits (Huse et al., 2022). They retail their products at very economical prices so that everyone can get the opportunity to enjoy their products. In developed markets, the Company focuses on satisfaction and maximization of profits. This strategy enabled Coca-Cola to gain a wide market share in the world.
[bookmark: _Toc140407411]Brand Establishment and Customer Relationship
Brand establishment is very fundamental for every organization in the world. Consumers will always prefer purchasing products or getting services from an already established brand to an unheard brand. It is because a brand creates trust and confidence in customers. According to Olson et al. (2021), the brand is viewed as a status quo in developed markets. It gives a product an identity of quality and value. Coca-Cola has developed its brand through an adaptive and diversified marketing strategy. Coca-Cola has invested over 300 million dollars to develop its brand through marketing and promotion (Liu, 2021). They use effective ads that do not only see the brand as a normal soft drink but one that positively impacts the lives of people. Coca-Cola has also developed its brand by partnering with some good brands. They parented with Monster Beverage Company, FairLife Milk, and Suna, which produce organic juices (Chua, 2020).
Coca-Cola has had various marketing campaigns to promote its products. Their main breakthrough in marketing was the 2015 global marketing campaign. It coined the slogan "Taste the Feeling" for all its products. The "Taste the Feeling" advert inspired millions of people to consume the soft drink (Liu, 2021). When people viewed the advert with ice cold drinks, it brought a sense of personal connection, emphasizing refreshment and the taste of the soft drink.
[bookmark: _Toc140407412]Increasing Financial Efficiency
The main objective of any business is to attain maximum profits from the investments. Financial efficiency is vital for every organization's operation (Anderson et al., 2020). Coca-Cola has ensured its financial efficiency by implementing a zero-based work'. They always revise their annual profits to zero and start over. Coca-Cola has managed to save by a greater percentage by avoiding non-media marketing. They have eliminated on-store marketing to focus on media marketing. 2015 the Company recorded 600 million dollars in savings (Chu, 2020). The funds are channeled to reasonable marketing to develop the brands.
[bookmark: _Toc140407413]Increases Process Efficiency
An organization's process efficiency is determined by minimizing process time without reducing the quality of the products (Anderson et al., 2020). When the demand for products increases, the processing time is vital. It should be directly increased to avoid gaps in production. According to Coca-Cola's marketing director, they always perform a comprehensive analysis of its marketing operations and identify areas with redundancy (Coca, n.d.). These areas were eliminated to reduce marketing costs. The marketing department performed market research to determine the best marketing approach for their brand.
[bookmark: _Toc140407414]Focusing Core Competencies and Business Models
Coca-Cola has an extensive business model comprising more than 500 brands (Coca, n.d.). The Company generates over a billion dollars annually. It has millions of consumers from different market segments. The primary core competency of Coca-Cola is to be an outstanding brand all over the world. The Company has become competent by developing bottling plants in every region of the world. In 2015, they developed North America's first independent bottling territory (Ciafone, 2019).
[bookmark: _Toc140407415] Marketing Environment
The marketing environment of Coca-Cola will be analyzed using PESTEL analysis. PESTEL analysis is appropriate for analyzing the external environment where any business is carried out. This chapter of the report will analyze the environmental factors that impact the strategic marketing of Coca-Cola.
[bookmark: _Toc140407416]Political
Coca-Cola is a beverage company that is subjected to federal regulations. Some laws have affected the marketing of Coca-Cola Products. Coca-Cola plants have been cited for having negative environmental impacts on regions worldwide. Various environmental organizations claim Coca-Cola pollutes the environment by emitting greenhouse gases from its combustion chambers (Singaram et al., 2019). However, Coca-Cola can avoid this public negativity using environmentally friendly energy sources. Secondly, they should stop using plastic bottles or recycle them. Coca-Cola stopped its marketing in Israel in the 90s (Shtal et al., 2021). The move was to ensure they captured the larger Arabian market.
[bookmark: _Toc140407417]Economic
Economic variables can impact the marketing at Coca-Cola. Coca-Cola enjoys an extensive market and a constant flow of customers. It provides the Company with increased sales and maximized profits. Marketing operations at Coca-Cola were affected by the economic inflation during the Covid-19 pandemic (Naie et al., 2021). Coca-Cola has a wide market in countries with high income per capita. 
[bookmark: _Toc140407418]Social
Coca Cola marketing and promotion have been affected by the following social variables. Most people view soft drinks as unhealthy products not good for human consumption. Coca-Cola, however, relies on this negative notion to introduce various healthy products to various segments. Some of the products that they have produced include drinking water and organic juices. Coca-Cola has also faced opposition from various social groups who have opposed its negative impact on the environment. Social groups in India have continually criticized Coca-Cola for polluting the environment (Deshpande et al., 2020). The groups claimed that Coca-Cola does not have a strategy for recycling its plastic bottles.
[bookmark: _Toc140407419]Technological
Coca-Cola uses various technologies to promote and popularise its products. Over the years, Coca-Cola has embraced new marketing and promotion mediums. Previously they used radio, billboards, and television in the 20th century before embracing the internet in the 21st century (Milani & Milani, 2019). The focus of Coca-Cola is to connect to its customers through the most reliable channel. Coca-Cola has also improved its packaging and diversity to increase its sales. They have developed cans and plastic bottles to replace the existing glass bottles (Tran, 2021). Advancement in technology has also provided them post- modern machines that have improved the speed and quality of production.
[bookmark: _Toc140407420]Environmental
Coca-Cola Company is among the organization that observes environmental conservation. According to Liu (2021), they are ranked 8th globally in the sustainability index. Coca-Cola has placed strategies that will help it achieve zero carbon emissions by 2050. Environmental conservation commitment provides a very suitable platform for marketing products. Presently Coca Cola is not using eco-friendly packaging materials. They should rethink replacing their plastic bottles with easily recycled ones. Coca-Cola introduced water-smart farming methods in 2016 to save water and promote sustainable farming (Brondoni, 2019). It has helped them become a popular brand hence boosting their sales.

[bookmark: _Toc140407421]Legal
Legal factors don’t usually affect brands that much. However, they have some indirect impacts that can affect the implantation of marketing strategies. Most countries have formulated regulations that control the use of sugar in beverages. The United States raised a case vs. Forty Barrels and Twenty Kegs of Coca-Cola, 241 US 265, that wanted Coca-Cola to remove caffeine from its products (Wells, 2016). Such legal factors limit the effective marketing of products.
[bookmark: _Toc140407422]Target Markets
Coca-Cola took several years to achieve its success. On its way to success, it met several challenges and obstacles. The beverage company used strategic marketing, quality management, and various business deals to build the brand as it is today. This report will focus on three market targets. The target markets will be Developed markets (USA), Developing markets (India), and Underdeveloped markets (Africa).
[bookmark: _Toc140407423]Developed Market (USA) 
The USA was the initial target market for Coca-Cola. The founder, Dr. John Pemberton, the intention was to develop a drink that would treat various ailments among the population in America (Grabow, 2018). He intended to use cocaine from the coca plant and caffeine from Kola nuts. However, upon the 1888 ruling prohibiting cocaine consumption, he had to change the recipe for his products. Coca-Cola was officially incorporated in 1892 and spread widely throughout Atlanta (Grabow, 2018). Coca-Cola has enjoyed dominancy within America for decades. However, in current years it has experienced competition from other beverage companies such as Pepsi. 
[bookmark: _Toc140407424]Marketing Strategy
Its popularity in the American region rose in 1928 during the Summer Olympics when it officially sponsored the tournament. It was also widely recognized during the second world war when it was popularised by the US Army (Hapsari & Siswomiharjo, 2022). It also gave sponsorship to local sports and promoted NBA. Associating with sports and community outreach groups has provided the Company an extensive platform for marketing its products. It also uses merchandised gifts during the festive season to promote its products. At the introduction, Coca-Cola was sold at a lower cost to create a broad market. The first Coca-Cola bottles retailed at 5 cents, making it the most popular beverage regarding it was cost-effective (Grabow, 2018).
[bookmark: _Toc140407425]Developing Markets (India) 
Coca-Cola entered the Indian market in 1956. During its first year of operation, it gained 100% in foreign equity. However, this continued for the next 18 years until the Indian government decided that every international Company must invest 40% of its equity within India (Drew, 2021). Coca-Cola agreed with the deal to invest 40% of its equity in India. These regulations forced Coca-Cola to exist in India in 1977, only to return in 1993 (Drew, 2021). Currently, Coca-Cola is facing a lot of criticism in the Indian market. Indians are criticizing Coca-Cola for using harmful pesticides and sweeteners. They also claim of the beverage is unhealthy for the population. CAMILA and Sentishcheva (2021) state that the major challenge is competition from Pepsi and other small beverage companies.
[bookmark: _Toc140407426]Marketing Strategy
Coca-Cola explored the Indian Market by partnering with local brands such as Limca, Mazaa, and Parle Foods (Dash et al., 2023). This gave them a very popular blend of foreign and local products. In India Coca Cola generally prioritized diversification. The Company succeeded despite bad business conditions such as high taxes, popular local beverages, and a dispersed retail market. Another marketing strategy Coca-Cola uses in India is intensive brand building (Chu, 2020). The managing team analyses and understands the needs of the population within India and then develops brands that best suit the environment.
[bookmark: _Toc140407427]Under Developed markets (Africa)
Retailing of Coca-Cola began in 1928 when all the products were imported from America. Official bottling of Coca-Cola products began years later, in 1940 (Mwangi et al., 2022). Coca-Cola product consumption has rapidly grown in Africa. Today Africa accounts for 40% of all Coca-Cola products consumed worldwide (Nsomba, 2021). The main problem facing Coca-Cola in Africa is the low demand. Due to the unstable economy, most people from underdeveloped nations view soft drinks as unnecessary.
[bookmark: _Toc140407428]Marketing Strategy
Coca-Cola is overcoming the challenge of low demand by offering its products at low prices. Secondly, they support talent in various sports categories. They introduced Coke Studio, a platform where artists nurture and showcase their talents (Mwangi et al., 2022). Coca-Cola operates in all African countries and has local enterprises spread within Africa.
[bookmark: _Toc140407429]Marketing Communications 
	Advertising Channel
	SWOT Analysis
	Coca Cola Tactics

	Billboards
	Strengths: It’s easy to view and can be seen by a large audience.
Weakness: It’s an old marketing strategy; consumers ignore their message.
Opportunities: New Technology promotes the designing of 3D billboards.
Threats: Billboards are prone to vandalism.

	Coca-Cola is using modern billboards with quality lighting systems. These modern billboards are flashy and very attractive. In addition, they have designed 3-D billboards worldwide (Guo et al., 2021).

	Television Adverts
	Strengths: Viewed by a large audience.
Weaknesses: Regulatory control on advertisement of junk and beverages.
Opportunities: There the number of television channels has increased.
Threats: Competition from social media.
	Coca-Cola has been well known for some of the best TV adverts. Their TV adverts do not primarily focus on the product but give a personalized feeling and taste of drinking the beverage (Alexander et al., 2022).

	News Paper
	Strengths: it’s good for targeting highly receptive customers.
Weaknesses: People are shifting from reading magazines and newspapers.
Opportunities: Newspaper advertisements are becoming cheaper.
Threats: Newspapers may become extinct.
	Coca-Cola promotes its products through lifestyle and sports magazines. 

	Street structures customization
	Strength: can be seen by a large audience.
Weakness: It’s not durable due to wear and tear.
Opportunities: Many modern structures are being developed and hence can be used for advertisements.
Threats: prone to vandalism. 
	Coca-Cola promotes its products by painting and sticking its brand logo on various business structures (Tran, 2021). 

	Social Media
	Strength: Targets a large audience.
Cost Effective and efficient
Weakness: difficulty in identifying a market target audience.
Opportunities: Many social media platforms are being developed, increasing online engagement.
Threats: Exposure to public criticism

	Coca-Cola has used social media platforms to engage its audience. They actively use Facebook, Twitter, and Instagram for customer engagement. They recently introduced Facebook Apps such as 'Shake an App and aah giver' to engage their customers (Saura et al., 2021).

	
	
	



[bookmark: _Toc140407430]Marketing Metrics
To determine the effectiveness of a marketing strategy, indicators must be used to evaluate the performance. Coca-Cola has three major marketing metrics that it uses to monitor the success of its marketing strategies. Below are the three marketing metrics used by Coca Cola
[bookmark: _Toc140407431]Weekly consumption 
Coca-Cola monitors weekly consumption within its consumer base. It analyses the penetration rates within various consumer bases. According to the Company's marketing director, Coca Cola consumer base stands at approximately 500 million people, which indicates great success in consumption (Coca, n.d.).
[bookmark: _Toc140407432]Marketing Effectiveness rises
According to Anderson et al. (2020), the effectiveness of marketing communication is a fundamental indicator for monitoring marketing success. Coca always analyses the profits they make from every dollar they invest in marketing. According to the marketing director, marketing effectiveness rose 7% in 2022, indicating success in marketing strategy (Coca, n.d.).
[bookmark: _Toc140407433]Equity of the Assets
Equity of the assets is a very important indicator for measuring marketing success. It determines the stability of a company and identifies elements to be improved (Kumar, 2018).
[bookmark: _Toc140407434]Conclusion 
Coca-Cola has one of the best marketing strategies all over the world. The marketing strategy has enabled it to build a brand that has stood out over the years. However, the Company is experiencing a few shortcomings in its marketing strategy. The first challenge is extensive marketing by the marketing department. At Coca-Cola, marketing is controlled by the chief marketing officer. The officer is in charge of all marketing operations, making him overburdened. Currently, the management team at Coca-Cola focuses more on business growth than on creating product awareness. The second shortcoming is regulations on advertising junk foods and carbonated drinks. Various regulatory bodies worldwide are limiting manufacturers from promoting their products on television. Lastly, Coca-Cola has a problem pinpointing its purpose. Its main focus is to promote its products to increase its sales and profits. Coca-Cola introduces plastic bottles and cans as tools for promoting their products. The packaging strategy is ideal, but the Company doesn't take responsibility for handling the waste. They have often received criticism from consumers.
[bookmark: _Toc140407435]Recommendations 
Coca-Cola should improve on the marketing challenges to maintain its stability in the market. First, they should narrow their marketing focus. Decision marketing at the organization's center slows the process, delaying service provision. Coca-Cola should focus on integrating its marketing within its organizational operations. Secondly, to overcome regulations on advertising carbonated drinks, the Company should utilize other avenues open to such promotions. Lastly, Coca-Cola should immediately address the issues of environmental conservation. The Company should provide alternatives to ensure their plastic bottles and metal cans do not pollute the environment. They should develop a policy on managing the bottles. Alternatively, the Company should establish a recycling industry to take back plastic bottles and metal cans for recycling. This will reduce environmental degradation and boost customers' interest in the Company. In addition, the new recycling plants will create job opportunities. I strongly believe that Coca-Cola can implement all these policies within a year. The Company generates a lot of revenue and can employ competent professionals to help implement marketing policies.
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