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[bookmark: _Toc60267259]Introductory Statement
The process of marketing Communication is a very crucial aspect when it comes to the process of brand promotion as well as for the creation of awareness among the customer groups of the UK. In this context, the aid of Blog Posts has been considered, as the blogs are an attractive and effective medium for creating awareness among the customer segments. For this assessment, the attention has been given on the creation of a promotional process for Coca-Cola, and the product of attention is Coca-Cola Energy, which is a new product that was launched in the UK.

[bookmark: _Toc60267260]Blog Post 1: Proper Pricing Strategy for Coca-Cola Energy as a measure for gaining a competitive edge in the UK market
Coca-Cola is an organisation, which focuses on the consumer demand pricing strategy. The company creates special festive prices during festivals like Thanksgiving and Easter, where the customers can avail a greater discount on every brand owned by Coca-Cola (Capozz, 2020). Considering this above-mentioned approach, Coca-Cola has devised the pricing strategy for the new product, Coca-Cola Energy. The general populace of UK is very fond of Coca-Cole, which has landed the company on the number one spot in the carbonated beverage market, amidst companies such as Pepsi and Tesco (Statista, 2020). Hence, Coca-Cole Energy will be kept at a low price margin of 19.99 pounds for a pack of 12 cans, each containing 250 ml so that the major customer segments across the UK will be able to avail the products (Amazon UK, 2020). Compared to Pepsi and Tesco, this low pricing enabled Coca-Cola to gain a subtle competitive edge in the markets of the UK. On top of this, there is also the approach of giving satisfactory discounts during festivals such as Easter, Thanksgiving and Christmas, which helps the company to gain further advantage in the competitive UK markets.
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Figure 1: Coca-Cola Energy
(Source: Coca-Cola, 2020)

[image: ]
Figure 2: Coca-Cola as the most desired beverage in the UK
(Source: Statista, 2020)
However, the creation of this affordable pricing strategy was formed only after conducting thorough market research and proper customer surveys. The market research enabled Coca-Cola to understand the major demands of the customers regarding the prices of the carbonated beverages in the UK and then come with the lower price margin and discounts during festive seasons (Coca-Cola, 2020). Moreover, the organisation had evaluated the prices offered by their major competitors such as Pepsi and Tesco before fixing the prices for Coca-Cola Energy. With the help of market research, it was located that there are no energy drinks under the brand banner of Pepsi, and this has helped Coca-Cola as a company to gain an upper hand in the UK markets.
[bookmark: _Toc60267261]Blog Post 2: Coca-Cola Energy as a Product for the health-conscious people
Coca-Cola Energy is comparatively healthy than many other energy drinks available in the markets of the UK. According to the opinion of Brockman (2020), the beverage contains caffeine sourced from various natural sources, extracts from guarana along with a proper amount of vitamin B3 and B6, which makes it better for people of all ages. Moreover, the organisation has also introduced a sugar-free version of this beverage to attract even more customers who are conscious about their health. Furthermore, the drink does not contain any amount of Taurine, which can be found in Monster and Red Bull energy drinks, and consuming an excess amount of Taurine can be hazardous for health (Brockman, 2020).
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Figure 3: Coca-Cola Energy in the hands of customers
(Source: Coca-colacompany, 2020)
Apart from this, the regular variant of Coca-Cola Energy consists of 25% less sugar than the leading energy drinks such as Red Bull. This indicates that Coca-Cola Energy is healthier and thus, it can be chosen as an alternative for the health-conscious customer segments of the UK. In addition to this, the beverage contains 32mg/100ml caffeine, which is lower compared to regular black coffee containing 31.2mg/100ml caffeine and a shot of espresso consisting of 34.8mg/100ml caffeine (Coca-colacompany, 2020). The 250 ml cans of Coca-Cola Energy have 80mg caffeine, which is lower than many coffee-based drinks, which is a pointer that the former is more suitable for people who are considerate about their daily caffeine intake and their health. Moreover, the sugar substitutes used for this product acesulphame-K and sucralose, and these two products are often used for many food products as these have the tendency to produce a limited amount of Kilojoule alternative in the human body (Coca-colacompany, 2020). All these aspects help to influence the customers about considering this new beverage as a healthier energy drink compared to the ones offered by Pepsi, Monster and Red Bull.

[bookmark: _Toc60267262]Blog Post 3: Utilising Social Media Platforms for the Promotion Coca-Cola Energy across the UK
Coca-Cola has an official Facebook page and a Twitter handle, both of which helps the organisation to attract the existing and of potential customers to the great brand image of the company (Crawford, 2020). This is a vital aspect for the company, as there are no official stores and/or e-commerce portal of the company and it mostly depends on general stores, grocery shops and shopping malls for selling its products. In this context, the organisational authorities of Coca-Cola had to evaluate the use of social media for promoting their new Coca-Cola Energy. The official page of the company on Facebook has 93 million followers on a global scale, which acts as a beneficial platform for the company to create innovative advertisement campaigns for the different customers across the globe while giving individual consideration for every country (Arrow, 2020). Moreover, the company has a very active Twitter account that has 3.11 million followers globally (Dhillon, 2020). This platform also enables the company to promote their products across the globe with great ease. Hence, the beverage company can use these platforms can create advertisements that the customers based in the UK can relate to in regards to purchasing Coca-Cola Energy.
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Figure 4: “Share a Coke” Campaign
(Source: Arrow, 2020)
In this context, mention has to be made of the “Share a Coke” campaign introduced in the UK in 2013 and which was re-used by the company in the UK during 2019, which was the year Coca-Cola Energy was also introduced (Arrow, 2020). This campaign focused on the process of creating a strong relationship with customers via social media. The customers posted their names or the names of their loved ones on the social media platforms such as Facebook and Twitter with the hashtag “Share a Coke”. After which, the social media moderators chose names randomly and created virtual or real bottles and cans that had these names printed on them.
There were more than 990 million virtual impressions of the names of people across the world on the social media platforms, among which 17000 virtual bottles consisting of the name of people were circulated across UK and Europe as part of widespread social media marketing (SMM) strategy (Dhillon, 2020). These helped the organisation to increase the network traffic on social media platforms by 870% (Arrow, 2020). Due to this SMM approach, the company was able to create a strong stage for promoting Coca-Cola Energy via Facebook and Twitter in the UK markets. Apart from this, platforms such as YouTube and Instagram were also used by Coca-Cola for the promotional practice of Coca-Cola Energy among younger customer segments of the UK. The process of SMM was an effective strategy to keep up the promotional activities for Coca-Cola Energy even during the spread of Covid-19. As more people were remaining active on the social media sites during the lockdown, the organisation had invested more on creating interactive posts and podcasts with their customers, thereby forming a better marketing approach in the UK (White, Nieto and Barquera, 2020).
[bookmark: _Toc60267263]Blog Post 4: Attention to Packaging helping Coca-Cola to attract the target customers
When it comes to the packaging of the new Coca-Cola Energy, it has the same aesthetical choices in terms of the colour of the cans. The classic white insignia of Coca-Cola is present on each container, while the usual red colouring of the body of these cans has been changed into a deeper tinge of maroon with black wavy patterns throughout the cans. According to the opinion of Hots (2019), red is a primary colour in the spectrum, which attracts people in a great way as it symbolises vitality; therefore, any colour pallet in the family of red can help the packaging of a product to grab the attention of the customers. Along with this, there are black patterns, and this complements the overall maroon body of the beverage cans (Corbin, 2020). Due to this, there is a very high opportunity for Coca-Cola Energy to lure the customers of the UK market. 
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Figure 5: Packaging of Coca-Cola Energy
(Source: Corbin, 2020)
There is also the bold white “ENERGY” text present on the packages of the product, which is attractive and eye-catching (Corbin, 2020). This distinct yet familiar packaging of the new Coca-Cola Energy can help the company to attract a younger generation of customers towards this product. However, the classic insignia and the similarity to the original colour pallet of the classic Coke can create a sense of nostalgia among the older segments of the customers. Moreover, the sleek design of the cans for Coca-Cola Energy can create a sense of desire for the energy drink among the different segments of customers. Hence, this packaging colour, design and text styles can be effective factors for the organisation for the sake of attracting the different customer groups in the UK (Marketing Enthu, 2020).
[bookmark: _Toc60267264]Blog Post 5: Considering major trends in the market of London, UK as part of the launch program of Coca-Cola Energy
In the current world scenario, people have been giving more emphasis on their health and safety concerns rather than being blindly influenced by any company and/or brand. In this context, one of the most prominent trends is to reduce the intake levels of sugar. This habit was influenced by the decision of the UK government to increase taxes on sugar and helps to support the healthy lifestyle habits generated among modern people (Cotton, 2020). Another market trend is the emphasis of the customers on the use of natural products in soft drinks and beverages. In this context, Coca-Cola market research team had conducted inclusive market surveys via different social media platforms to understand about these two trends growing among the different geographic, demographic and psychographic segments of the UK based customers (An et al., 2018).
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Figure 6: Details of Coca-Cola Energy
(Source: Coca-Cola Energy, 2020)
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Figure 7: Nutrition Facts for Coca-Cola Energy
(Source: Coca-Cola Energy, 2020)
These surveys enabled the organisation to gain a clear idea about the expectations of the customers, thereby aiding in the creation of a clear expectation of the customers based on the existing trends of the markets of London and the UK on a greater scale (Cotton, 2020). Based on this aspect, the organisational marketing and promotional team developed the idea of opening kiosks in different shopping malls and retail stores. These kiosks were adorned with flashy images of Coca-Cola Energy, while at the same time large posters were used to display the basic details of the products such as the percentage of sugar and caffeine. These posters also contained the exact details about the nutritional facts of the beverage along with the calories it will provide the consumers with, which can be a great way to create a transparency with the customers during the launch phase of the product (Coca-Cola Energy, 2020).
[bookmark: _Toc60267265]Blog Post 6: Placing Coca-Cola Energy in London and across the UK
Coca-Cola as a company does not own official stores on the physical plane or the online platform. In this aspect, the main mode of placement of Coca-Cola Energy across the markets of London and eventually in the other parts of the UK will be with affiliations with other businesses. The major retailing giants such as Tesco, ASDA and Aldi will be considered by the Coca-Cola authorities for the initial placement of Coca-Cola Energy in London. Apart from these large-scale companies, Coca-Cola will also provide franchises to mid and small-scale grocery stores and shops. Along with this, various restaurants, hotels and food stores will also be considered for placing Coca-Cola Energy across the markets of the UK. Furthermore, the beverage company will also take the aid of the e-commerce giant, namely Amazon, for the online placement of Coca-Cola Energy (Charm, 2020).
[image: ]
Figure 8: Placement of Coca-Cola Product
(Source: Cheapskateprincess, 2020)
[bookmark: _Toc60267266]Concluding Statement
In conclusion, it can be asserted that this project has presented six Blog Posts related to Marketing Communication while utilising the theory of 4Ps marketing mix. With the aid of these blogs, clear communication can be established with the customers about Coca-Cola Energy.
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Details | Nutrition Facts | Reviews

Introducing Coca-Cola Energy. The energy you want. The taste you love. Each 120z can includes:
« Caffeine: 114mg of caffeine in each 120z serving.
« Contains Guarana and B-Vitamins.

Flavor: enjoy it in CocaCola Energy, Coca-Cola Energy Zero Sugar, Coca-Cola Energy Cherry and Coca:
Cola Energy Zero Sugar Cherry.

Find it in the energy drink section at your local retailer or online in a 120z can.
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Details | Nutrition Facts | Reviews

1 serving per container

Serving size 1 can
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Caffeine Content: 114 mg/ Can

INGREDIENTS

CARBONATED WATER, HIGH FRUCTOSE CORN SYRUP,
GLUCOSE, LESS THAN 2% OF: NATURAL FLAVORS,
CAFFEINE, GUARANA EXTRACT, CITRIC ACID, CARAMEL
COLOR, SODIUM BICARBONATE, PHOSPHORIC ACID,
VITAMINS B3 AND B6 (NIACINAMIDE AND PYRIDOXINE
HYDROCHLORIDE), SODIUM BENZOATE AND POTASSIUM
SORBATE (TO PROTECT TASTE).

B-vitamins
Mo

This product includes ingredients sourced from genetically
engineered (GE) crops, commonly known as GMOs.
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