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EXECUTIVE SUMMARY

Appointed as a project stakeholder for Coca-Cola this undertaking will assess the internal and external business environment and identify the driving forces, developments and challenges affecting the marketing strategies within the organisation while contemplating the role of the marketing departments in relation to managing these issues effectively.

Methodology includes of a PESTLE (Political, Economic, Social, Technological, Legal and Environmental) analysis which considers the external environment and a SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis which considers the internal and external environment and then determine the impact of these key factors on the organisation’s marketing management.

The findings of this report specify that Coca-Cola employs the latest technological advancements such as Artificial Intelligence, machine learning and big data analytics to bolster their marketing processes; there is an opportunity to ameliorate their green marketing strategy and concerns about unethical green washing practices; and the company has modified their marketing activities to keep up with changing consumer demands in relation to an increase in health-consciousness regarding the high amount of sugar in some of Coca-Cola’s products.

Seemingly the results from this study suggest that Coca-Cola is a major player in the soft drinks industry and the company’s marketers benefit from technological advancements to create a differentiated value proposition however there is scope for improvement around their sustainability policies and an opportunity to further diversify their products to cater for consumers seeking healthier alternatives.

Recommendations include:

Technology 

· Continue investing in advanced technology
· Obtain customer insights
· Build robust data security systems
· The power of email marketing

Green marketing

· Enhance sustainability practices
· Introduce environmentally friendly packaging
· Water conservation projects
· Give back to the community

Healthier options

· Smaller packaging 
· Highlight the significance of a healthy lifestyle
· Better labelling
· Effective communication
· Diversify by expanding product range
· Niche market (i.e., health foods or drinks) 





















INTRODUCTION

The unprecedented scope of the fourth industrial revolution, globalisation and burgeoning digitalisation have radically transformed contemporary society. Nowadays every aspect of our lives revolves around the use of technology. The complex business environment has evolved rapidly due to the emergence of cutting-edge technology, shifting consumer demands, and rising competition among others. Business models have also changed and are being built on proactive innovation strategies which is crucial for gaining a competitive edge (Ingram, 2021). 

In the 21st century, marketing managers are constantly faced with ongoing challenges in the ever-changing marketplace. Hence, the most successful organisations regularly assess market trends in the global environment to maximise opportunities, minimise threats, and devise sustainable, differentiated marketing strategies that create value and increase revenues.

OVERVIEW OF COCA-COLA

The Coca-Cola Company was established in 1886 in Atlanta, Georgia, USA by pharmacist John Pemberton. The multinational firm is a leading, producer and distributor of soft drinks. Originally Coca-Cola contained cocaine extracted from the coca leaf, which was eliminated in the 1900s. Besides manufacturing and marketing their own famous product, Coca-Cola has grown into an all-inclusive beverage corporation supplying over 200 countries with more than 200 brands (e.g., water, juice, energy drinks and more) serving 9bn drinks per day. Coca-Cola is listed on the New York Stock exchange with profits of 7.7bn as of 2021, they have 225 bottling partners and employ approximately 80, 300 people worldwide (Forbes, 2021; The Coca-Cola Company 2021; National institute of Drug Abuse, 2020).

ENVIRONMNETAL MARKETING ANALYSIS

External driving forces – PESTLE analysis 

	P – Political



· Coca-Cola is unavailable in Cuba and North Korea due to ongoing trade sanctions.
· Trade wars between China and the USA and tariff hikes on steel and aluminium imports caused Coca-Cola prices to surge in 2018 (Cao, 2018).
	E – Economic



· Coca-Cola dominates the beverage industry, with a loyal customer base and market share of 42.5 percent.
· A strong recovery post-pandemic, revenues increased to 42 percent.
· The rising cost of raw materials and hyperinflation in Venezuela has dwindled profits (Vending Market Watch, 2021; Kelly, 2021).

	S – Social



· As people are becoming more health-conscious consumer preferences are changing. Coca-Cola has responded by redesigning its marketing campaigns to promote healthier alternatives (e.g., Diet Coke) and enhance consumer perceptions.
· People from underdeveloped countries might consider Coca-Cola as a luxury.
· In the past Muslim countries boycotted American products (Marketing Interactive, 2018; BBC News, 2002).

	T – Technological



· Coca-Cola can now reach larger target audiences by utilising various social media platforms, increasing its market share.
· The company implements the latest technological advancements such as artificial intelligence (AI) to examine market trends and improve its global supply chain (Marketing Tutor, 2021; Cuofano, n.d.).

	L – Legal



· Coca-Cola has faced multiple lawsuits concerning various ethical issues like product safety, health concerns, intimidating trade unionists, racial discrimination, deceptive marketing, pollution, anti-competitiveness, unfair labour practices and overconsumption of water resources (Mattera, 2016).

	E – Environmental



· Coca-Cola has been accused of being the worst plastic polluter and largest consumer of freshwater in the world.
· The company has taken measures to minimise its water usage by turning to Water-smart agriculture and vowed to reduce its carbon footprint to zero (MBA Skool, 2020).

The internal environment – SWOT analysis 

Harmful

Helpful

External 
Internal

	Strengths
· Powerful brand recognition
· Broad global reach
· Emotional brand connections
· Brand value
· Market leader
· Sophisticated distribution channels
· Successful acquisitions (e.g., Costa Coffee)
	Weaknesses
· Cut-throat rivalry with Pepsi
· Lack of diversification
· Major health concerns
· Many legal problems
· Excessive reliance on external software
· Non-eco-friendly 
· Depletion of water sources

	Opportunities
· Concentrate on growth strategies like diversification by developing new products (e.g., snacks)
· Expand market by targeting developing countries 
· Create an end-to-end, integrated supply chain system
· Increase the production and sales of water products as healthy options
·  Augment mergers, acquisitions, and investments
· Mitigate environmental issues
	Threats
· Environmental harm (e.g., excessive water usage and plastic pollution) 
· Heightened competition could jeopardise the brand’s market position
· Economic instability or natural disasters 
· Ongoing health concerns due to Coca-Cola’s high sugar content 


Table 1 – SWOT analysis (Sources: Wiener-Bronner, 2018; War on Want, 2007; Business Strategy Hub, 2021; Glatzel, Niemeyer and Rohren, 2014).




THE PRIMARY FACTORS AFFECTING COCA-COLA’S MARKETING MANAGEMENT

Coca-Cola has been thriving for 135 years and today is one of the world’s most iconic brands. Throughout the years the company has endured many changes and continues to persist and advance to stay ahead of the game (Ireland, 2021; Moran, 2021).

The pivotal driving forces influencing Coca-Cola’s marketing strategies are:  

· Technological advancements – artificial intelligence (AI) including machine learning (ML) and big data analytics 
·  Green marketing – overuse of water resources, plastic pollution, and greenwashing 
· Changes in consumer buying behaviours – health concerns regarding Coca-Cola’s high sugar content

THE IMPACT OF THESE FACTORS ON COCA-COLA’S MARKETING MANAGEMENT

Marketing management plays an important role within the operations function of any successful organisation. Fundamentally marketers are responsible for identifying, satisfying, and retaining customers by developing compelling value propositions (Pathak, 2020; Williams, 2021).
· Mixture of customary marketing methods
· Cutting edge technology
· Crowdsourcing
· Brand positioning
· Target marketing

· Market segmentation
· Differentiation
· Marketing campaigns
· Market research

· Collaboration
· Advances in technology
· Globalisation
· Solution-focused
· Customised products

· Machines
· Lower costs
· Higher profits







Figure 1 – The evolution of marketing (Source: Ingram, 2021; Primary)

Throughout the centuries marketing practises have developed, the dawn of the worldwide web has changed approaches to advertising and promotions. Traditional marketing techniques were profit-oriented and focused on promoting products that targeted an audience offline via print, broadcast, and direct mail; whereas modern marketing techniques are customer-oriented and focus on value-added digital transformation strategies that target an audience online via social media, personalisation, and creative content (Lucid Advertising, 2021). Hence these radical changes in the business environment impelled Coca-Cola’s marketing specialists to restructure the company’s marketing tactics to drive growth and maintain a dominant market position.

THE EVOLUTION OF COCA-COLA’S MARKETING MANAGEMENT IN THE 21ST CENTURY

Technological advancements 

AI including ML and big data analytics 

Coca-Cola’s is strengthening their innovation capabilities and marketing performance by equipping its vending machines with AI connected to the cloud, which has helped them solve complex problems and make better decisions. The machines allow customers to customise drinks with different mixtures of Coca-Cola branded flavours. ML algorithms analyses the data, identify specific patterns, and predict future trends related to consumer buying behaviour. Coca-Cola then uses this information to promote products according to customer preferences, personalising and improving the overall experience (Marr, 2019; GW Prime, 2021). 

By implementing these technological advances Coca-Cola’s has managed to boost its market development and revenues, for example by examining data from vending machines Coca-Cola discovered that Cherry Sprite is extremely popular in the USA so launched the product there (Pathak, 2020).

Coca-Cola applies AI to its targeted content marketing strategy by collecting relevant demographic information; pinpointing potential customers on social media platforms via an image recognition software; automation of proof of purchase confirmation required for loyalty and rewards programmes; and brand mentions to strengthen the company’s reputation and expand its reach (Pathak, 2020; Telefonica, 2021).
 
Coca-Cola marketers have introduced an interactive vending Chatbot on Facebook Messenger (generally appealing to a younger audience), which benefits both customers and Coca-Cola’s marketing departments. The bot enables users to locate the nearest vending machines, make payments, and give feedback which enables Coca-Cola to keep track of purchases, devise solutions and measure performance (Riaz, 2017). 

Furthermore, Coca-Cola utilises ML to take programmed pictures of shelves which improves its visual merchandising, stock control systems and retail store audits (Pathak, 2020).

From a critical perspective, CEO of The Institute of Customer Service, Jo Causon argues that some AI challenges include the risk of customer service job losses and the lack of human touch (Sadler, 2017). Additionally, Grewal et al., (2019) notes that although data enhances efficiency and service quality, there is a constant threat of data security breaches, cyber-attacks, and privacy concerns. Therefore, marketers must ensure that data is managed properly, and robust safety measures are in place (Graham, 2018).

Green marketing

Today climate change and environmental sustainability are subjects of intense debate, these challenges concern governments, organisations, and customers globally. Strict climate change regulations, mounting pressure from the United Nations and mass media coverage have contributed to an increase in consumers environmental awareness, forcing firms to address corporate responsibility. Studies indicate that Millennials are 68 percent more likely to buy environmentally friendly products and are more loyal towards companies who practice sustainability (Butler, 2018). 

Overuse of water resources

Coca-Cola devours approximately three billion litres of water per year, previously Coca-Cola plants in India were closed due to complaints from farmers and severe water shortages in areas with limited supplies (Pumping Solutions, 2017; Chilkoti, 2014). 

In 2018 Coca-Cola’s self-supply water licence was approved (Shrestha, 2018). Nick Brown, Coca-Cola’s head of sustainability stated that, the company understands the importance of water to their business operations and the initiative will ensure that the company retrieves its water efficiency in the most sustainable manner possible (Ofwat, 2021).

Coca-Cola markets themselves as environmentally friendly by emphasising their partnership with the WWF and undertakes projects such as delivering freshwater wells in Kenya. The company’s water stewardship policy specifies that water is recycled and released back into the wild; the brands reputation dependent upon on their ability to prove they are committed to social, economic, and environmental sustainability. Coca-Cola’s goal is to use 1.2 litres of water to manufacture every bottle, which would make them the best soft drinks company in the world (Pumping Solutions, 2017).

Plastic pollution

Critics claim that Coca-Cola produced three million tonnes of plastic in 2019 (Vine, 2019). According to McVeigh (2020) Coca-Cola was shamed as the worst plastic polluter on earth for a third year in a row and there has been no progress on minimising plastic waste. The company was condemned for saying they refuse to relinquish single-use plastics. 

Climate change is a major threat and could disrupt their business, in response Coca-Cola has taken steps to modify their operations and reduce their harmful environmental impact. For instance, Coca-Cola initiated a marketing campaign called ‘Round in Circles’ to encourage people to recycle bottles and have promised to develop more sustainable packaging. To demonstrate their environmental obligation, some of Coca-Cola’s ‘green’ strategies include changing packaging from plastic to cardboard, altering the colours of their bottles to green and producing 100% recyclable plastic bottles. Critics have welcomed the move however Coca-Cola must do more to reduce plastic pollution (Vizard, 2019).

Greenwashing

Coca-Cola has a socioeconomic duty to ensure that their marketing initiatives and products focus on ecological sustainability. Green washing (the opposite of green marketing) refers to a deceptive marketing strategy where a company pretends that its products are environmentally friendly when in fact, they are not (Frigo, 2021).

Environmental group Earth Island Institute recently sued Coca-Cola for advertising misleading sustainability claims. According to the lawsuit Coca-Cola is deceiving audiences by making them believe that the company is practising sustainability but instead are damaging ocean life and coastal communities (Robinson and Cole, 2021). For example, the company’s website and marketing campaigns mention, “our planet matters” and a “world without waste” however they continue generating 2.9 million tons of waste per year (Joe, 2021). These accusations could have a detrimental effect on the brand’s triple bottom line and image especially since environmental sustainability is receiving a great deal of hype lately and people are making more ethical purchases (Failte Ireland, 2003).

Changes in consumer buying behaviour

Health concerns regarding Coca-Cola’s high sugar content

People have become more conscious about healthy eating habits (particularly Millennials and Generation Z consumers). Studies indicate that the pandemic has transformed buying behaviour because these days consumers are trying to lead healthier lifestyles (Bhardwaj, 2021).

Coca-Cola has faced constant backlash about the high sugar content in its soft drinks. Health experts argue that Coca-Cola is harmful to health; excessive intakes of sugar can lead to obesity, diabetes, heart disease and cancer (Chua et al., 2020). In 2013, Coca-Cola admitted that its product has a sugar problem by broadcasting an ad ‘obesity concerns all of us’ (Renton, 2013). Famous footballer Cristiano Ronaldo publicly criticised the brand at a Euro 2020 conference urging people to drink water instead, ironically Coca-Cola sponsors Euro 2020, this incident resulted in millions of lost revenues (Evans, 2020).

Following changes in consumer buying behaviours and tastes Coca-Cola reformed its marketing functions to accelerate growth. The company created a customer-oriented umbrella branding strategy to improve its portfolio, by offering a more extensive variety of products consumers want, like low- and no-sugar alternatives, tea and coffee, energy drinks, juices, milk, and plant- based drinks. 

James Quincey, Coca-Cola’s CEO discussed its “One Brand” global marketing strategy investment, which united all their trademark brands under one design to raise awareness about its zero sugar drinks options. He said, it highlights the company’s commitment to providing products for all preferences and lifestyles. Finally, the company avoids advertising to children under 12 years old (Coca-Cola, 2017).

CONCLUSION

This research paper scrutinised the marketing management procedures at Coca-Cola, the  6th most valuable brand globally (Swant, 2021). It is imperative that marketing analysts frequently monitor the micro and macro business environment to discern influential driving forces or developments that could affect their practices and react appropriately. 

The investigation highlights the most significant marketing developments occurring within Coca-Cola are the use of advanced technology like AI, ML, and big data analytics to boost marketing operations; green marketing activities, environmental sustainability challenges, green washing issues; and changes in buying behaviour due to a rise in health consciousness in relation to the high amount of sugar in Coca-Cola products.

Well-established, thriving firms execute effective innovation strategies, adapt their processes to suit customer demands and incorporate strategic market planning to develop value-added products so they can outperform competitors in the dynamic business ecosystem.

RECOMMENDATIONS

Technological advancements

· Invest in internal customer relationship management software systems to improve efficiency 
· Stay up to date about technological developments (e.g., augmented, and virtual reality) 
· Gain customer insights through feedback and having a strong presence
· Focus on personalised email marketing
· Upgrade data security systems (Smart Insights, 2020).

Green marketing and green washing

· Use eco-friendly and sustainable packaging
· Reduce, reuse, recycle 
· Conserve water by using solar energy and rainwater
· Donate to charity 
· Introduce water audits 
· Monitor usage and track progress (Moody, 2020).

Health concerns about Coca-Cola’s high sugar content

· Introduce smaller soft drinks sizes
· Diversify products and carve a niche (e.g., health foods)
· Position healthy alternatives in easily accessible places 
· Clearer labelling to help buyers make informed decisions
· Open and transparent communication
· Promote healthy drinks via sampling (Chua et al., 2020).
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