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The objective of this study is to do a strategic evaluation and analysis of the chosen company, namely the Coca-Cola Company. This paper provides a critical analysis of the current strategic performance of the subject under discussion, exploring the factors that have contributed to its present state. Furthermore, it finishes by presenting an evaluation of the subject's strengths and areas that need future development.
This paper offers an overview of the background material and gives a detailed explanation of the current developments in the Coca-Cola Company. The examination of Coca-Cola's existing organisational operation involves the use of strategic models and theories.
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1.0 [bookmark: _Toc144595700]Introduction

The report was requested by Maria Heffernan on May 25, 2023. The report was submitted by Natalia Dedu on July 7, 2023. The secondary research included scholarly literature, trade publications, reputable news sources, and online platforms.  This study provides a critical analysis of Coca-Cola's strategic strategy. An analysis will be conducted on the historical background and current performance. This paper will examine the operations of firms within dynamic and evolving internal and external environments. This analysis will include an examination of customer retention, and market share. The study examined the optimal survival strategies of growth, reduction, and variety. The potential revision of the Mission Statement will be taken into consideration. The analytical outcome will use many models. This analysis will examine the advantages and disadvantages. The findings of this study provide evidence that supports reasonable and logical conclusions. The analysis will focus on the achievements and areas for improvement. This paper hopes to clarify the process and logic behind the accomplishment of this particular stance. The use of rational and inventive decision-making strategies will provide pertinent and appropriate solutions. 
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[bookmark: _Toc144595702]2.1 Organisational Background (History, Position, and Structure)
The Coca-Cola Company celebrated its 135th anniversary on May 8, 2021. Having a historical trajectory that exceeds one hundred years, it is unsurprising that the brand has undergone several transformations since its initial establishment. The Coca-Cola Company has seen significant transformations since its inception at Jacobs' Pharmacy in Atlanta, Georgia, where it first sold a modest average of nine beverages per day. Presently, the company's global reach extends to over 200 countries, where it sells an astounding quantity of over 1.9 billion beverages on a daily basis. This development has had a profound impact on the company's business operations (Kelly, 2022).

Every day, the global consumption of Coca-Cola's drinks exceeds 2.2 billion servings. Rather than pursuing diversification across other sectors such as food, snacks, and beverages, Coca-Cola has prioritised the establishment of a dominant presence in the beverage industry. The company offers a range of product lines, which include the following:
-Soda: Coca-Cola, Barqs Root Beer, Sprite
-Water: Dasani, Glaceau Smart Water, and Vitamin water
-Tea: FUZE, Gold Peak Tea, Honest Tea
-Juices: Minute Maid, Hubert's Lemonade
-Other: Body Armor, Monster Energy, Dunkin' Donuts
If a business has a lot of different goods to sell, it needs to use business unit strategy planning to grow and make more money. With an SBU-level approach, a company can assign tools and teams to handle goods as if they were separate businesses. They pay attention to each product's long-term goals. Coca-Cola's SBU is a good example of how well a company can handle various related items in the same business. The company's present plan has 17 business units that are divided into four regional groups, plus Global Ventures and Bottling Investments. In the future, the operational side of the business will be made up of nine working units that will be divided into four regional regions. Global Ventures and Bottling Investments will also be a part of the operational side of the business.
The Coca-Cola business is a publicly listed business, which means that the firm does not have a single owner but is instead 'owned' by thousands of owners and investors from all over the globe. 
Its main stakeholders include bottling partners, suppliers, consumers, customers, industry partners, governments, and NGOs (The Coca-Cola company, 2023). 

[bookmark: _Toc144595703]2.1.1 Mission and Vision
The company's mission statement should serve as the starting point for any road map since it lays out the foundation for the company's overall purpose and strategic goal. In addition to making the world a better place, the primary objective of the firm is to serve as a source of motivation for bright and optimistic moments, each of which contributes to the development of something of worth.
The vision, on the other hand, provides guidance and direction to the entire business process and has consistently impacted the success of the Coca-Cola company. It aims to empower and inspire individuals, enabling them to succeed in every area of their lives and reach their fullest potential.
James R. Quincey Chairman & Chief Executive Officer the Coca-Cola Company explained in more detail in his letter dated December 1, 2022, why mission stays the same.
‘’ It's uniquely them. It's why they exist, and it's needed now, more than ever. It has been their north star during these last two historic years.
It's about how they refresh people in both body and spirit. It's about how they refresh the planet and limit the footprint they leave behind. It's about how their business system refreshes the communities they serve. It's about how they and their bottlers refresh, inspire, and develop the people who work with them.’’ 
Their goal is to make brands and drinks that people love and enjoy and that refresh them both physically and mentally. And done in ways that produce a more sustainable business and a better shared future that makes a difference in people's lives, neighbourhoods, and the world. They will reach this goal by coming up with bold and brave new ideas (Quincey, 2022). The mission statement of the company hasn’t changed in the last few years. 
This analysis involves understanding consumer preferences, market trends, and competitors' strategies. By staying updated on external factors such as changing demographics and technological advancements, Coca-Cola can adapt its products and marketing strategies accordingly. Additionally, the company must also consider factors like government regulations and economic conditions to make informed decisions that will contribute to its long-term success in the ever-evolving business environment. 

[bookmark: _Toc144595704]2.2 Current strategy

The initial brand image of Coca-Cola has been dramatically altered as a result of globalisation and the diversification of the product range in recent years. The first Coca-Cola was sold in a drugstore in Atlanta in the year 1886.
One of the most distinguishing characteristics of Coca-Cola is its emphasis on globalisation. The goods are not only manufactured and bottled in the company's hometown in the United States, but also in other nations across the world.
Coca-Cola is one of the largest firms in the world that produces soft drinks. It has brands in a variety of soft drink categories, such as carbonated drinks, energy drinks, juices, and coffee, among others, making up its extensive portfolio. It offers a broad portfolio as a whole, and what's more essential is that certain of its items are presented as being region-specific; this is a component of the company's overall strategy.
Coca-Cola has been able to take advantage of growth possibilities through vertical deals thanks to partnerships with bottlers. Coca-Cola's global partnerships help it keep costs down by cutting down on shipping costs and taking advantage of economies of scale. 
Coca-Cola employs a functional strategy in the management and operation of its company. Functional strategies refer to the delineation of particular objectives established for various divisions within an organisation, with the aim of achieving the functional goals of such organisation. The typical organisational divisions include Marketing, Finance, Operations, and Human Resources.

[bookmark: _Toc144595705]2.2.1 Swot
Coca-Cola has a lot of skills, but its strong marketing is the one that stands out the most. The company has a lot of marketing plans that work well to connect and attract customers. The organization makes sure that its lessons are clear to people of all ages and backgrounds. Coca-Cola's advertising campaigns use a variety of approaches and reach a wide range of people around the world. This is in contrast to Pepsi, which has a smaller foreign advertising presence. Coca-Cola is facing a big problem right now because it only has a few drinks that people who care about their health like. Coca-Cola has another edge in that it can make drinks that meet the tastes and needs of people who are concerned about their health.

[bookmark: _Toc144595706]2.2.2 Pestle
PESTEL Analysis of Coca-Cola is an analytical strategy in a macro environment. It shows how company can then be affected by political and social factors. The distribution of systemic threats within the political environment can be aggravated by the selling of soft drinks. Once completing an analysis of the economic environment, Coca-Cola firms can supply product prices to consumers by utilizing national economic parameters including inflation, industrial economic indicators, and growth rates. This is possible once the companies have conducted the analysis.

[bookmark: _Toc144595707][bookmark: _Toc106798231]2.2.3 Porter’s Generic Model
The corporation uses differentiation to set their product apart from competitors (Porter, 2008). The oldest carbonated soft drink manufacturer, Coca-Cola, has used differentiation tactics to set itself apart. The corporation spends 20% of their money on advertising to differentiate. The corporation uses its logo to distinguish itself from competitors. The logo hasn't changed since 1923. This has helped customers perceive the brand differently (Feloni, 2013). The company's innovative advertising and marketing techniques make it a soft drink leader. The manufacturer packages the drink in numerous shapes because customers think they look leaner in curving bottles. Customers can mix and match flavours in the Coca-Cola Freestyle machine, another differentiating technique. Soft distinction is also used. This model shows Coca-Cola combines Differentiation and Focus Strategies.

[bookmark: _Toc144595708]2.2.4 Porter’s Five Forces 
 Porter's five forces concept (rivalry between existing competitors, threat of new entrants, power of suppliers and purchasers, substitute products and services) assumes that an organization's strategy should face external opportunities and dangers. Coca-Cola can understand the competition and make smart judgments by analysing these five forces. Competing in the market Pepsi and Coca-Cola are the two companies that dominate the market for carbonated soft drinks. Both of the key participants are engaged in a heated competition with one another.
There is a possibility of competition between two businesses operating in separate industries if the things those businesses create are interchangeable with one another. This type of competition, which is brought about by substitutes, will influence the competitive strategies of the companies that are already operating in the industry in a variety of different ways. The beverages produced by Pepsi, fruit juices, and various other types of beverages, both hot and cold, are the most common alternatives to Coca-Cola products. The number of products that can be used in place of Coca-Cola is extremely high.

[bookmark: _Toc144595709]2.2.5 Stakeholder Analysis

The Coca-Cola Company is now a public company, which means that the people who own the company are called shareholders. Coca-Cola is technically owned by a lot of people today. Most of these are owned by other groups or organizations. This is owned by 2,418 different organizations. Warren Buffet's company, Berkshire Hathaway, Inc., is the company with the most shares in the Coca-Cola Company. In 2013, Buffet made it clear that he would never sell his shares of Coca-Cola. Buffet was only seven years old when he became interested in Coca-Cola as a business and saw how profitable it was. Insiders own 0.77 percent of the company's shares. Most of the owners in the company are the leaders and top managers. Only 0.77 percent of all shares are owned by insiders, but the Coca-Cola Company is run by the board of directors, which is led by the chairman and C.E.O. The board of directors works closely with other managers from different areas and offices (Brondoni, 2019).
The Coca-Cola system operates through a wide number of different channels in each individual community. The market leader is Coca-Cola, which produces and distributes syrups, beverage bases, and concentrates to bottling facilities in addition to selling its own products. Coca-Cola is not only the owner of the brands, but it is also in charge of the marketing initiatives for consumer brands. The bottling partners are responsible for the production of the finished branded beverages, as well as their packaging, merchandising, and distribution to customers and vending partners, who ultimately sell the beverages to end users. Every bottling partner works directly with customers to implement regionally specialised tactics that were developed in partnership with the firm. Customers include grocery shops, restaurants, street sellers, convenience stores, movie theatres, and amusement parks. After that, customers resell the items to other customers. To bottling and canning enterprises (bottlers or its bottling partners) who are authorised to acquire them, the corporation offers concentrates and syrups. Its bottling partners manufacture completed beverages by mixing concentrates with sweeteners (depending on the product), still water, and/or carbonated water, or by combining syrups with carbonated water. Alternatively, concentrates can be combined with still water and/or carbonated water. After the production of the finished beverages is complete, the beverages are packaged in authorised containers such as cans as well as refillable and non-refillable glass and plastic bottles. These containers are then sold to retailers either directly or indirectly through distributors or other bottlers. The firm works with bottling partners to distribute fountain beverage concentrates in regions of the world other than the United States. 

[bookmark: _Toc144595710]2.2.6 Boston Consulting Group Matrix 

The BCG Matrix of Coca-Cola shows different products in four quadrants named the Dogs, Stars, Cash Cows, and the Question Mark. 
According to the BCG matrix analysis of Coca-Cola, it can be observed that the product has characteristics of a potential dog, as evidenced by the decreased consumer demand for carbonated beverages in preference towards alternatives that are healthier or low-calorie beverages. If these elements continue to experience growth, Coca-Cola, a product that generates significant cash flow, may transition into a product with a very small market share. 
Coca-Cola provides two distinct bottled water brands, Kinley, and Dasani, which are strategically positioned in different geographic regions. Kinley is distributed and made available for purchase in several European countries, whilst Dasani has gained significant popularity mostly inside the United States.
The BCG matrix analysis reveals that Coca-Cola has established its dominance as the market leader in the carbonated soft drink industry, thereby functioning as a significant source of revenue for the organization. Coca-Cola, as a well-established brand with a global presence, has been a profitable asset for the Coca-Cola company.
Coca-Cola is launching new brands and product lines, including Diet Coke, Minute Maid, Smartwater, Honest Tea, and Sparkling Water, promoting healthy lifestyles and raising brand awareness. This would be the Question mark in the BCG matrix. In the Coca-Cola BCG matrix, it is evident that Coke is a cash cow that is transitioning into a dog, while bottled water and healthy lifestyle products are question marks.

[bookmark: _Toc144595711]2.3 Current strategy 
The Coca-Cola Company has always prioritized product differentiation within the beverage business, boasting a diverse portfolio of 3300 beverage items. Beverages can be classified into many diet categories, including 100% fruit juices, fruit drinks, water, energy drinks, tea, coffee, and other similar options. Coca-Cola's ability to provide an extensive array of choices enables the company to effectively address the varied interests and requirements of its client base. The implementation of this differentiation strategy enables the organization to sustain a competitive advantage within the market and appeal to a broader range of customers.
 
[bookmark: _Toc144595712]2.3.1 Advantages and disadvantages 

The Coca-Cola Company demonstrates its ability to adapt to changing times by taking steps to improve transparency in the industry's competitive landscape. It broadens the scope of the customers' potential legal claims. In addition to this, it caters to the multifaceted requirements of customers by combining a number of distinct differentiation techniques. This has enabled Coca-Cola to achieve a leadership position in the extremely competitive business of soft drinks. To get a competitive edge over its rivals, a firm can differentiate its products, services, and corporate image from those of its competitors by implementing a differentiation plan. The objective of this approach is to develop goods and services that are distinguished from those offered by competitors in the market by virtue of their singular character. There are a variety of approaches to differentiation strategies, including product differentiation, service differentiation, and image differentiation, among others. Coca-Cola implements a technique known as product differentiation in order to achieve earnings that are significantly greater than the norm for businesses operating in the same industry. The industry of soft drinks has been around for a very long time and is steadily becoming more diverse. In the future, it will be able to draw more participants, which will result in a more intense level of competition. The findings demonstrate that when there is a high level of product similarity within an industry, the benefits of a differentiation strategy are able to represent the situation more accurately. In order to increase their core competitiveness and brand identification, foster customer loyalty and value identity, and realise the sustainable and healthy growth of soft drink enterprises, soft drink businesses should actively utilise distinctive marketing methods.  By implementing differentiated marketing strategies, soft drink enterprises can create unique product offerings and target specific consumer segments. This approach will not only help them stand out in a highly competitive market but also foster long-term customer loyalty and drive sustainable growth. Additionally, as the industry continues to evolve, adopting innovative marketing techniques and staying ahead of consumer trends will be crucial for soft drink companies to maintain their competitive edge in the future. 
The company's cost leadership strategy aims to position its products as less expensive than those of its competitors by reducing production costs (Eldring, 2009). To accomplish this, the business employs efficient cost management. It supervises the operating costs and cash flow of the organisation. The organisation makes investments in profitable-appearing areas. In addition to minimising operational expenses by producing on a large scale, the company's customers also benefit from this. It becomes beneficial for customers and the business. Coca-Cola's refusal to raise prices in response to rising demand is an additional factor in its favour. Due to the constant price factor, the company has been a cost leader for several years. Coca-Cola's focus strategy is based on establishing both cost and differentiation focus. The focus strategy is predicated on niche marketing, in which the needs and preferences of a specific consumer segment are catered to (Partridge & Hunt, 2005). In order to satisfy consumer demands, the company is able to differentiate itself by focusing on the design, size, and flavour of its products. The emphasis of this strategy is on packaging redesign. This includes introducing new packaging designs and sizes to accommodate consumers' diverse preferences and needs. In addition, Coca-Cola concentrates on developing new flavours and variants to further differentiate itself on the market and appeal to a broader range of consumers. Through its cost leadership strategy, the company attempts to position its product as less expensive than its competitors' by minimising production costs (Eldring, 2009). To achieve this, the company employs effective cost management. It oversees the organisation's operating costs and cash flow. The organisation makes investments in areas that appear profitable. In addition to producing on a large scale to keep operational expenses minimal, the company's customers also benefit from this. It becomes advantageous for both customers and the business. Coca-Cola's refusal to raise prices in response to increased demand is another factor in its favour. The company has been a cost champion for several years due to the constant price factor.
The focus strategy of Coca-Cola is founded on creating both cost and differentiation focus.
The focus strategy is founded on niche marketing, in which a specific customer segment's requirements and preferences are catered to (Partridge & Hunt, 2005).
The company is able to differentiate itself by concentrating on the design, size, and flavour of its products in order to meet consumer demands. The emphasis of this strategy is on altering the packaging. This includes introducing new packaging designs and sizes to meet the varying preferences and requirements of consumers. Moreover, Coca-Cola focuses on developing new flavours and variants to further differentiate itself in the market and attract a broader spectrum of customers. 
Coca-Cola's objective is to reach every consumer in the country; consequently, the company sets prices that no competitor can match. And Coca-Cola charges the same prices as its competitors. This strategy gives the beverage industry a competitive edge. Coca-Cola maintains its attractiveness to consumers by pricing its products at a level that competitors cannot match. This not only helps the company increase its market share but also strengthens its leadership position in the beverage industry. In addition, this pricing strategy allows Coca-Cola to maintain consistency and neutrality in the market, ensuring that consumers receive the same value regardless of which brand they choose. 

[bookmark: _Toc144595713]3. Conclusion
Coca-Cola is a worldwide powerhouse in terms of brand and customer loyalty and sustainability, but it also has many issues that may be remedied with some innovative thinking and hard effort. Healthy food and drink options are a terrific strategy to win back customers and increase sales for an already successful company. This adjustment will strengthen the company's competitive position and ensure its continued success in the long run. Packaging is another area where the company might make changes to lessen their influence on the environment. Coke and its bottling partners have a responsibility to their employees to provide a more secure and healthy work environment. Since water is used in many Coca-Cola drinks, the firm needs to be careful with its water consumption in case there is a future shortage of this resource. While working with partners abroad can only benefit a business, there are still numerous details to oversee, such as making sure all procedures and regulations are in line with foreign standards. Finding a happy medium between the advantages of globalization and the risks posed by foreign influence on fundamental business values is essential.
Coca-Cola's dominance in the non-alcoholic beverage industry has been unchallenged for decades. In comparison to its primary competitor, PepsiCo, Coca-Cola has widespread awareness throughout the globe. Coca-Cola is successful due to the fact that it stands out from the competition and maintains low costs. Since it controls most of its bottling companies, it can efficiently control production and distribution costs. According to Euromonitor, Coca-Cola's massive bottling capacity is a major reason for the company's success. Euromonitor International states that the firm maintains its global presence through "a network of company-owned or controlled bottling and distribution operations as well as independently owned bottling partners, distributors, wholesalers, and retailers" (business website). As a result, more capital may be allocated to expanding the company's brand, which should lead to more business. The company has such a large and diverse bottling network because it successfully caters to the demands of several markets and client preferences. This flexibility allows them to quickly respond to changing market conditions and requirements, allowing them to consistently outperform the competition. Product shortages are avoided, and customer satisfaction is boosted by this omnipresent bottling capacity.
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 Appendix 1- SWOT Analysis 
	STRENGTH 
	WEAKNESS

	Strong marketing strategies
Large market share
Loyalty
Acquisition
Distribution system
	Health Concerns
Lawsuits
Environmental destruction 



	OPPORTUNITIES
	THREATS

	Growing emergent market
Growing health trend 
Low calories beverages
Expand through Acquisition
Packaged drinking water
	High competition
Exhaustion of raw materials 
Changing consumers tastes
Pollution Lawsuit
Direct and Indirect competition 
Increasing Health Consciousness 





Appendix 2- PESTLE Analysis 
	P
	Accounting, taxes, internal market change in different SBU’s

	E
	Inflation, Labor costs and productivity, economic grow rate

	S
	Culture, leisure interests, demographics 

	T
	Beverage cost structure, value chain structure

	L
	Employment ethics, lawsuit for excessive caffeine content 

	E
	Eco-friendly packaging, donate to environmental causes









Appendix 3- Porter’s Generic Model
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Appendix 4- Porter’s Five Forces 
[image: ]


Appendix 5- Boston Consulting Group Matrix 
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