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The Coca-Cola Company is a big name in the beverage market and they are planning to launch a campaign to encourage the population to vaccinate themselves to ensure sustainable world health. This assignment is a collection of six blog posts that will be helpful to Coca-Cola to connect with their customers regarding the campaign. 
[bookmark: _Toc92291077]Blog Post 1
Covid-19, the disease that made us locked down in our houses nothing to do but to experience horror in our society. The world was waiting eagerly for a cure that will set the world free from the grasp of the deadly disease. The main misconception regarding the Covid-19 vaccination is that the population is in the mindset that the vaccines reduce immunity which is not possible in this case. Vaccines stimulate the bodily function of creating antibodies manually and the body remains prepared for the virus in the future if it attacks the body of the person (Zanettini, 2020). Coca-Cola is offering a free Coke for every person who is deciding to vaccinate themselves. There are Coke booths at every vaccination centre and the participants can avail themselves of their Coke from the booths by just showing their vaccination certificate. Coke cares for a better and healthy world and this is a small gesture for those who are participating in the process of vaccination. Coke is also showing its acknowledgements to the doctors and the researchers who have worked day and night to find a cure for this disease. Coke has been always supportive and vocal regarding the actions of the world and similarly, Coke is planning to help eradicate the pandemic from the world. Coke has also ensured that its employees are vaccinated by offering bonuses for early vaccination for the employees. Coca-Cola is following Mendalow’s Matrix in this case as they are not prioritizing sales in the process rather, they are keeping the customers informed and satisfied with a campaign like this (Rahma, 2021). The Coke customers are a large group of the population and the target market of the campaign are the segment of the population who are against the vaccination. A big company like Coca-Cola’s involvement in the vaccination process will also help them retain faith in the vaccination. This blog is open to suggestions in the comment section where constructive criticisms will be appreciated. 
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The vaccination process of the Covid-19 virus has sparked some flames in the entire world. In times of uncertainty, Coca-Cola has come up with the idea of providing free Cokes for everyone who is to vaccinate themselves. The Coke booths are there to provide the Cokes to the vaccinated individuals. The target segment for Coke is the individuals who are not interested in vaccinating. Coke can apply the communication mix to address the target market of the campaign. The communication mix provides Coke to shuffle its communication channels as per the requirements (Torodova, 2015). The majority of the vaccine evaders are elderly population which provides Coke with the opportunity to advertise their campaign in the newspapers. The newspapers can also attract individuals who are on the fence regarding vaccination. Another good way to advertise the campaign for Coke is to market their campaign directly to the vaccine evaders. The individuals are not aware of the implications of vaccines and are acting upon the situation based on their gut feelings. The necessity of information flow is immense for the individuals and they should know some information that is necessary to them. Direct marketing will also help boost the reputation of Coke to the community as more than a business. Vaccination is an important process to achieve world health sustainability and Coke’s effort to ensure the process will not go unnoticed. Coke is already an established brand in the market and the campaign will help Coke in its CSR activities. The campaign is not about more sales or more focus on Coke, rather the campaign will be an anecdote for Coke regarding their cooperation in the tougher times. The campaign’s success will ensure a thing greater than sales and profit which is world health. The readers of this blog can leave a comment regarding their feelings about the blog content. 
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Coca-Cola, a century-old company is planning to provide free Cokes for everyone who gets vaccinated during the vaccination season. Vaccination is probably the most searched word during the first wave of Covid-19 and when the vaccine was announced speculations started to arise regarding the vaccine. The population was not sure whether the vaccine was made properly or if it was rushed by the companies to make a quick profit. The vaccine is the result of everyone involved in the process of generating a vaccine and this type of comment disregards the efforts made by the individuals. Coke stood beside the doctors who had given the restless nights for the sake of a vaccine to cure the pandemic. Coke has publicly acknowledged the fact by offering free Cokes for the vaccinated population. The target segment of the still unvaccinated population Coke has made a plan for the 4ps of marketing. The product is Coke and all the popular flavours of Coke like Sprite, Fanta etc. are available in the booths and the vaccinated individual can choose any of the options (Huang, 2021). Secondly, the place that Coke has chosen is great as the vaccinated individuals will pass by the exit and then they will have the chance to appreciate the efforts of Coke for the cause. Thirdly, the price will be calculated on a different scale for Coke. The free sample that the individuals will receive then encourage them to buy Coke in the future due to the perceived value they will receive during vaccination. Finally, the promotional element is present there as Coke is getting further exposure from the media houses as well as the customers which are showing Coke in a good light and the results can bring profit for Coke in the future (Issock, 2021). The readers are encouraged to provide valuable feedback regarding the blog in the comments to enrich the blog’s value. 
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The Coca-Cola Company has taken a pro-vaccination stand during this pandemic. Where the population of the world is separated regarding the vaccination decision of the company. The vaccination decision is clouded for many individuals because of the limitation of knowledge among the population of the world. The knowledge gap is huge and Coca-Cola is trying to bring back some order to the current vaccination situation. A big company like Coke standing behind the cause of vaccination provides authenticity to the vaccination process and the population will be assured. The target segment of Coke in this campaign is the vaccination averse population of the world. The theory applicable for the campaign could be Porter’s five forces model. Michel Porter discusses the threats of Coke and how they can solve the problems with the help of the campaign (Andersson, 2021). The threat of new entrants is relatively low in the beverage industry as the market is saturated and Coke being one of the biggest players in the market has nothing to be threatened upon. This campaign will only strengthen the market of Coke even further. The threat of substitute products can be resolved by the campaign as Pepsi is not vocal regarding the vaccination issue and Coke is grabbing all the headlines regarding the most searched word during the pandemic. This will help reduce the threat of the substitute product for coke. The power of buyers will be affected by the campaign as the campaign will restore faith in Coke once again and the buyers will decide to buy a coke at will. The Power of suppliers however will remain unchanged due to this campaign and Coke will reduce the existing rivalry with the competitors like Pepsi. The blog will be open to any suggestions from the readers and will appreciate the feedback. 
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The Coca-Cola Company, one of the most recognized beverage brands in the world has decided to give free Cokes to everyone who will get vaccinated. This is a bold move from Coke amidst the controversy that has been created regarding the vaccination and its ability to improve immunity from the deadly pandemic. Coke has decided to open booths and are one of the front runners in the process of actively supporting the vaccination process and describing its importance of it. With the help of SWOT analysis, the campaign can be explained better. Firstly, the strength of the campaign is that the vaccination has been already a great success in the case of world health and Coke recognizing the hard work behind the creation of the vaccines (Lee, 2021). Coke can be profitable for supporting a world health problem and giving some efforts to solve it. Secondly, the weaknesses of the campaign are that some segment of the customers will feel like Coke is trying to manipulate their customers to vaccinate against their will and this might portray Coke in a bad light. Thirdly, the opportunities of the campaign suggest that Coke can ensure a better reputation in the world market by supporting a world health cause which will encourage the market to shed light on the importance of the campaign after the vaccination season is over. Finally, the threats of the campaign are that other competitors might join in the campaign and reduce the originality of Coke’s marketing plans. The current situation of Coke’s campaign is looking good as the strengths overpower the threats of the campaign and this can portray Coke in a good light which eventually will result in greater profit in the future. The prospect of this campaign looks bright for Coke. The readers are encouraged to either add or criticize any part of the blog in the comment section which will be appreciated (Perreault, McCarthy and Cannon, 2011). 
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Coke has decided to launch a campaign to ensure the address the pandemic. They have decided to provide free 1litre Cokes to every vaccinated person. A booth has been built on every vaccination centre and the customers are free to take a 1 Litre bottle of the flavour of their choice. Coke has stated that they want to address the importance of vaccinating which can lead the world to become normal again once everyone is vaccinated. The vaccination process has faced a backlash due to some individuals are speculating that the vaccine would worsen the situation instead of improving it. The reason behind the thinking of such an absurd situation is plain and simple ignorance. The vaccine includes a toned-down version of the virus which reduces the effects in the human body and enables the body to generate antibodies which in turn will ensure further protection from the virus’s effect. Coke has launched a campaign to encourage the population to ensure vaccination for a healthy world. Coke should implement the customer segmentation theory for the campaign. Firstly, Coke has to factor in the geographic location of the campaign, for example, in a warmer climate it is necessary to provide chilled Coke and in a colder climate offer room temperature Coke to the vaccinated individuals to appease them and make them feel cared for. Secondly, Coke has to analyze the lifestyle of the population and offer diet Coke in places where people tend to care for their fitness and offer regular Cokes in places like Mexico where the people are more interested in the taste (Viviani, 2021). Thirdly, consumer buying behaviour is a big factor in this campaign. Places with higher income are less likely to be attracted by the campaign rather the place will lower income will have more impact on the campaign. The lower-income bracket is also the most unaware of the importance of vaccination which in return help the world health cause as well. Finally, the demography of the target segment is important because places with younger demography will lean more into the campaign rather than the demography consisting of an older generation. The blog is open to any criticism and feedback on the comment section and all the questions will be answered, so the readers can feel free to comment (Etzel, Walker and Stanton, 2007). 
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In conclusion, the Coca-Cola company’s campaign has two purposes. Firstly, they want to ensure their involvement in the global health concern and secondly, they want to improve their company image by reaching an even larger audience. 
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