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INTRODUCTION
Marketing management is termed to be an organisational discipline that keeps its focus on the practical implementation of marketing orientation, tools, and measures inside the companies. It is mainly defined as the control and practices of different marketing operations along with the individuals that are involved in the marketing practices (Azimovna et al. 2022). The report is based on the marketing management practices of Coca Cola which is an American multinational total beverage company facing the challenge of Globalisation. The report involves the discussion of Internal as well as external stakeholders. The report critically discusses how Coca-Cola can make innovative strategies for increasing the awareness of the company and dealing with the customer journey across a variety of communication channels. At last, the report states in ensuring the present and future stakeholders’ expectations that are fulfilled followed by the conclusion of the report as well.
OVERVIEW OF THE COMPANY

The current report is based on the American Multinational Beverage Company, Coca–Cola, founded in the year 1892 and headquartered in Atlanta, Georgia, U.S. The company offers its customers different products and services which are counted under Beverages. Some of the main products offered by the company are Diet Coke, Coca-Cola, Coca-Cola Zero Sugar and many more for meeting the needs and requirements of customers in the marketplace. The largest beverage company in the world with over 500 beverage brands is considered as the most valuable brand in the world. 
INTERNAL AND EXTERNAL STAKEHOLDERS 

Internal Stakeholders 

· Management Team: The number of individuals who can simultaneously hold the position of senior executive and serve on the Board of Directors is restricted (Kerdpitak, 2022). Senior executives and the Board of Directors are responsible for guiding the company's strategic orientation and are devoted to having a positive impact on the communities in which they operate. 
· Employees: Coca-Cola employs a total of seventy-nine thousand individuals. The company supports a variety of apprenticeship, co-op, and management trainee programmes worldwide to recruit and retain the most qualified employees. Similarly, employees could pursue a lengthy and fruitful career within the organisation. 
· Shareholders: The three main types of stakeholders in The Coca-Cola Company are individuals, institutions, and mutual funds. Investors such as Berkshire Hathaway, Inc., Northern Trust Investments, Inc., Vanguard 500 Index Fund, Geode Capital Management LLC, SSA Funds Management, Inc., BlackRock Fund Advisors, Wellington Management Co., and Vanguard Total Stock Market Index are major holdings. Another significant player is BlackRock Fund Advisors (Babyna, 2022).
External Stakeholders

· Customers: More than 1.9 billion servings of the company's beverages are ingested daily on a global scale. (Gardini, 2022) (Hromova, 2022). Coca-Cola places a premium on its consumers as one of the most important external stakeholders. Since consumers purchase the company's products, the company's success is predominately dependent on them. They have the potential to influence the company's brand image and reputation, which can have a substantial impact on its operations and performance. 
· Government: Additionally, The Coca-Cola Company acknowledges that governments and non-governmental organisations (NGOs) are vitally important stakeholders. It is very important to have a healthy connection with them, even though doing so is not always easy. In the past, for example, non-governmental organisations (NGOs) and academics have staged demonstrations against a bottling facility in Mexico. It was said that this area suffered from a significant lack of accessible water even though Coca-Cola drank 750,000 litres of water every single day. 
EXPLANATION OF THE PROMOTIONAL STRATEGIES OF COCA COLA

Coca-Cola implements various types of promotional strategies in both online and offline modes. Some of the promotional strategies implemented by the company are mentioned as follows:

Online Promotional Strategies 

· Social Media Marketing: Due to technological advancements, social media and other online communication channels have become the most essential component of Coca-Cola's marketing strategy (Kotabe and Helsen, 2022). It routinely publishes photographs, videos, and other content on several digital marketing channels, including Facebook, Twitter, Instagram, YouTube, and Snapchat.  Coca-Cola's marketing strategy emphasises search engine optimisation (SEO), email marketing, content marketing, and video marketing.
· Sponsorship: The brand of the corporation is well-known because of the multiple sponsorships that it has provided for events such as American Idol, NASCAR, the Olympic Games, and a great number of other occasions. Coca-Cola has been a partner of the Olympic Games ever since they were first held in 1928, assisting competitors, officials, and fans from all over the world. 
Offline Promotional Strategies 

· Newspapers: Frequently, Coca-Cola's branding efforts are carried out through television commercials. They rely significantly on television advertisements to reach the largest number of potential customers (Głodowska et al. 2023). Coca-Cola promoted one of their new campaigns, "Coke Zero," via television advertisements, which resulted in tremendous success and recognition among young people.
· Print Media: Coca-Cola advertisements are available in a variety of formats, and these formats can be found in newspapers and magazines around the globe. In addition, Coca-Cola advertisements in the form of posters and decals can be found in a variety of retail locations. Coca-Cola's global advertising efforts are being expanded using these various methods.
BRANDING AND BRAND EQUITY MODEL

Coca-Cola did not instantly become a household name in every country, and the company has made its share of marketing mistakes. However, the company's success can teach other businesses a great deal about how to create a strong and profitable brand. The branding and Brand Equity of Coca-Cola are stated as follows:
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Figure 1: Brand Equity Model

(Source: Kreutzer, 2023)

Branding 

Branding is the process of establishing a distinct identity, image, and perception for a product, service, or company in the minds of consumers (Kreutzer, 2023). It entails creating a personality, image, and value proposition that are unique to the brand to set it apart from competitors and appeal to the target audience. Branding incorporates not only the company's name, but also its logo, colours, typography, messaging, and voice, as well as all visual and verbal communication.
Key Components of Coca-Cola Branding

· Consistency: It is of the utmost importance to generate original marketing concepts. Regardless of the variety of employed marketing strategies, a single, unmistakable message can always be identified. Coca-Cola's brand is built around the notion of "enjoying a Coke." It is the one emotion that will always be present in marketing materials, regardless of how the product line evolves or adapts to new trends because it is the emotion that unites everyone. The organisation has consistently adhered to this branding script, which can be seen throughout its content marketing efforts in the form of smiling and happy individuals.
· Brand Value: Instead of emphasising the product itself, Coca-Cola's marketing strategy emphasises the company's recognisable brand (Dahlquist and Lehnert, 2023). This strategy has proved to be one of the most effective marketing strategies employed by the company. Coca-Cola is frequently referred to as "something" that "brings families and friends together, promotes sharing, and brings happiness" as opposed to simply a beverage.
Brand Equity

Brand equity is the intangible worth a brand has in the imaginations of consumers. This value cannot be measured directly. Coca-Cola has established a substantial quantity of brand equity as a result of the following factors:
· Brand Awareness: Coca-Cola is one of those readily recognisable brands around the globe. It is available in every country on earth, excluding North Korea and Cuba, and offers a portfolio of 3,500 distinct products. Coca-Cola was one of the first companies to spend more on product promotion than on the product itself. The company spent a total of $26.7 billion on advertising between 1993 and 2006. They have effectively established brand awareness by utilising their authenticity, which includes curved bottles and red-and-white-branded cans (Kreutzer, 2023). They have become one of the most well-liked companies in history as a result of their sponsorship of numerous well-known events and organisations.
· Brand Association: Coca-Cola has used a variety of famous individuals, such as Taylor Swift, in their advertisements and has developed marketing strategies to promote "Open Happiness" and "Hello Happiness." Coca-Cola's advertisements, such as the infamous "holidays are coming... always Coca-Cola" slogan, have caused people to associate the crimson hues of Christmas with coca cola.
· Brand Loyalty: These memories, which Coca-Cola produces around issues such as happiness, love, and Christmas, connect with people on an intellectual level and make them dedicated clients of the corporation, even if it means paying higher expenses for their goods rather than switching to another brand. 
KELLER’S BRAND EQUITY MODEL OF COCA COLA

The Customer-Based Brand Equity (CBBE) model, also known as Keller's Brand Equity Model, offers a framework for comprehending how consumers perceive and react to a brand. The brand equity model of Keller about Coca-Cola is stated as follows:
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Figure 2: Keller Model of Coca Cola

(Source: ONCIOIU et al. 2023)

Brand Resonance:
Brand resonance is the highest level of brand equity and is attained when customers have a strong emotional connection to a brand and are loyal to it. Coca-Cola has attained a high level of brand resonance as a result of its consumers' consistent brand loyalty. This has contributed to the prosperity of the company (ONCIOIU et al. 2023). The unique beverage experience at Coca-Cola, which includes frequently changing styles, limited availability, and a sense of urgency, enhances the brand's resonance and gives consumers a sense of excitement and exclusivity.
Brand Judgement:

The opinions and evaluations of consumers regarding a brand are referred to as brand judgements. Customers have a favourable perception of the Coca-Cola brand due to the company's affordable prices, contemporary designs, and perceived high level of product quality. Even though the brand places a strong emphasis on consumers perceive the products to be of high quality and have faith in the company. Customer satisfaction, brand loyalty, and the frequency of repeat purchases are indicators of how strongly consumers view Coca-Cola’s brand.
Brand Imagery:

The intangible and emotive characteristics of a brand are known as its images. Contemporary, minimalist, and drinking are readily recognisable as belonging to the Coca-Cola brand. The brand is associated with a sense of style, innovation, and affordability, all of which are essential to its target demographic of food-loving young adults. Coca-Cola consistently demonstrates its brand image through its marketing materials, retail designs, and customer interactions. This helps shape the visceral relationships consumers have with the brand.
Brand Performance:
Brand performance is how consumers evaluate a company's products and services about the brand's characteristics. Despite its primary focus on fast beverages, Coca-Cola is well-known for providing fashionable, high-quality apparel. The company's emphasis on quality, innovation, and the most recent food trends resonates with its target market, and the company's reputation for delivering on its promises contributes to the brand's success.
Brand Salience: 
Brand salience refers to the extent to which consumers recognise and can identify a specific brand. Due to its fast-food business model, attractive apparel designs, and affordable prices, Coca-Cola possesses a high level of brand awareness (Araujo et al. 2023). The brand's visibility has increased as a result of the company's substantial marketing efforts. This includes prominent endorsements as well as advertising campaigns and social media presence.
According to Keller's Brand Equity Model, Coca-Cola’s brand equity is stable because the company possesses high levels of brand resonance, positive brand judgements, positive brand performance, distinctive brand imagery, as well as strong brand salience. As a result of its emphasis on beverage innovation, quality, affordability, and a distinctive drink experience, Coca-Cola has earned a substantial quantity of brand equity and customer-based brand equity. These factors have contributed to the substantial market value of the brand.
Benefits and Limitations of Keller’s Brand Equity Model

Benefits

Strategic Brand Management

The Keller Model of Brand Equity provides a tactical guideline for the management of brand equity. This model can be used by a brand to direct its brand management initiatives and to align its brand-building initiatives with its intended brand positioning and image. The model assists the chosen company in understanding the various aspects of brand equity and the factors that influence customer-based brand equity. As a result, the brand can make well-informed decisions regarding its marketing strategies, communication channels, and consumer interactions.
Limitations

Brand equity is not static and is susceptible to change over time due to several internal and external factors (OKEREAFOR, 2023). Keller's Model of Brand Equity does not fully account for the dynamic nature of brand equity or the need for continuous monitoring and adaptation. Even though both aspects are essential, this is the case. If Coca-Cola wishes to maintain and grow its brand equity, it must continuously adapt its brand strategies to reflect shifting market dynamics, consumer preferences, and the competitive environment.
CUSTOMER JOURNEY CONCEPT AND ITS STAGES

There are different stages which a customer experience when they interact with the companies or select product efficiency which is termed to be customer journey. It includes various elements where a customer encounters their brand from their first exposure with the interactions after having purchased the products. The stages of the customer journey are termed as follows:
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Figure 3: Customer Journey of Coca Cola

(Source: Reepu et al. 2023)

Awareness

The numerous steps a customer takes when interacting with a company or selecting a product are referred to collectively as the customer journey. It includes everything a consumer encounters about a brand, from initial exposure to interactions that occur after purchase.
Consideration

Customers who are already accustomed to a brand may then proceed to the consideration stage, in which they compare a variety of options (Reepu et al. 2023). They may look at the product's characteristics, prices, ratings, and a variety of other details to determine whether the brand meets their needs and preferences.
Purchase

After weighing all their options, consumers may decide to purchase something from the company and conclude the transaction. The actual phases of the purchasing procedure, such as product selection, payment, and confirmation, occur during this phase.
Post Purchase

After a consumer has placed an order, they enter the post-purchase phase, during which they evaluate their prior interaction with the brand and their level of satisfaction. During this phase, numerous factors, including product quality, consumer satisfaction, and the overall brand experience, are considered. A negative post-purchase experience can result in customer dissatisfaction and possible customer churn, whereas a positive post-purchase experience can foster customer loyalty and support.
Advocacy and Loyalty

At this juncture, satisfied customers have the potential to develop brand loyalty, which can result in additional purchasing decisions and the spread of positive word of mouth (Lacy-Nichols, 2023). By posting positive content about the business on social media, through reviews, and referrals, loyal consumers have the potential to become brand advocates. This can result in the acquisition of new consumers and a strengthening of the company's position.
Strengths and Weaknesses of Customer Journey

Strengths

Enhanced Customer Journey: A customer journey map can be used to identify and enhance touchpoints along the consumer journey. Personalised product recommendations, an intuitive online checkout procedure, and responsive customer service are examples of touchpoints. These effective touchpoints have the potential to increase customer satisfaction, loyalty, and advocacy, leading to an increase in recurrent business and customer retention.
Weaknesses

Dynamics and Complexity: Throughout their potentially fluid and complex customer journeys, consumers may interact with multiple touchpoints via a vast array of communication channels and platforms (de Souza Tavares and Silitonga, 2023). Due to the likelihood of extensive research, analysis, and updates, mapping the consumer journey for Coca-Cola may be time- and resource-consuming. This is because it will consider changing customer touchpoints and customer behaviour, both of which are continuously evolving.

CUSTOMER TOUCH POINT AND THEIR KINDS

Customer touchpoints are the points of consumer contact with their brand from the beginning to the conclusion of the purchasing process. Customers might find their firm online or via an advertisement; they could also read ratings and reviews; they could go to your website; they could shop in your retail store; or they could get in touch with your customer care department. 
Different types of technology and computer systems are inherently incompatible. Because they had three independent systems, the Coca-Cola Business Services team discovered that their antiquated, on-premises systems did not provide the flexibility and interoperability they required. In addition to being prohibitively costly to maintain, they presented a formidable obstacle to both reporting and analytics efforts.
Since they anticipate that it will be expensive, many IT and business leaders have chosen to delay the migration to a new solution (Jiang, 2023). Acquiring consensus and allocating the budget can be difficult tasks. However, the business case becomes a "no-brainer" when the new solution offers a 50% decrease in TCO, as it did for Coca-Cola Business Services. "No brainer" is short for "no brainer." In addition to this, they wished to forestall the impending costs of upkeep for their existing systems by investing in cutting-edge technology.
RELEVANCE OF THE TOTAL ENGAGEMENT MODEL OF COCA-COLA
Customers might find their firm online or via an advertisement; they could also read ratings and reviews; they could go to your website; they could shop in your retail store; or they could get in touch with your customer care department. For a very long time, Coca-Cola has been one of the most successful firms in terms of marketing feelings and experiences as opposed to just selling drinks. This shift in focus has allowed the company to differentiate itself from its competitors. Their marketing approach has been tightly related to music and customer involvement, and it has enabled the firm to survive two world wars, a depression, a global financial crisis, and a surge in health awareness. In addition, it has allowed the company to thrive in an increasingly health-conscious culture. 

Coca-Cola has only just begun a stunning promotion in which individual names will be printed on the packaging of their various products. According to Perusset (2023), the purpose of the "Share a Coke" campaign was to boost consumer interaction and promote customer retention via customization. This was accomplished by adding names on Coke labels. This activity was made to improve the interaction with the consumer. They did this to increase the likelihood that people would remember the advertisement, and they included music. Look at the advertising that comes after this one; it's written for those who speak Spanish.

According to Coca-Cola, the campaign led to the sale of more than 250 million named bottles and cans on the Australian market. This is a remarkable achievement because the population of Australia is little less than 23 million people. At least in Australia, the "Share a Coke" campaign received a boost from music and social media, which resulted in a spectacular ripple effect with 12 million media impressions and a 7% rise in the amount of Coca-Cola product consumption among young adults.  
RECOMMENDATIONS ABOUT NEW TOUCH POINTS OF COCA-COLA
Following is some of the suggestion made regarding Coca-Cola’s new contact points:

Mobile App: 

By creating a mobile application that is both user-friendly and feature-rich, the company can of their consumers a streamlined beverage experience. The app can provide product recommendations, simple perusing and filtering options, a streamlined checkout process, and order tracking capabilities, among other services.
CUSTOMER JOURNEY ACROSS COMMUNICATION CHANNELS

Throughout a customer's journey through Coca-Cola’s communication channels and during their interactions with the company, they may encounter many touchpoints. The following is an exhaustive overview of the following aspects of the Coca-Cola consumer experience across all of the company's communication channels:

Social Media: Customers can examine Coca-Cola’s social media posts on Instagram, Facebook, Twitter, and Pinterest. Coca-Cola is present on every one of these platforms. These journals may contain the most recent information regarding new collections, sales, and beverage inspections. Customers can interact with these posts in various ways, including by designating them as favourites, sharing them, and leaving comments (Ikebujo and et al. 2023). They may also click on links that transport them to Coca-Cola’s website, where they can obtain additional information or make a purchase.
n market societies economic exchange requires the existence and enforcement of rules that 
the market cannot generate itself. Although the dimensions and limits of state intervention 

have always been a matter of debate, it is indisputable that certain rules need to be 

implemented for an economy to function properly and contribute to the common good. 

Consequently, many theories of society assume that these rules will be created and enforced 
by national states. In this scenario, the state determines formal regulations and delineates the 

sphere of private freedom within which individual citizens and private businesses are entitled 

to conclude contracts and pursue their private interests.

CONCLUSION
This analysis has led to the conclusion that Coca-Cola’s phenomenal branding and highly effective marketing strategies are the primary reasons for the company's success within the beverage industry. The Total Engagement Model has played a crucial role in retaining clients' interest throughout the entire consumer journey, from pre-purchase awareness to post-purchase advocacy. Coca-Cola can increase customer satisfaction and loyalty by employing the customer journey map to identify key touchpoints and then adjusting its marketing strategy accordingly. Consequently, consumer satisfaction and loyalty increased. Moreover, as a result of Keller's method, Coca-Cola has been able to build a strong brand identity and maintain a consistent narrative across all touchpoints. In general, Coca-Cola’s marketing strategy has been crucial to the success of the brand and to ensure that it will continue to expand in the fiercely competitive beverage industry.
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