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[bookmark: _Toc513654417]Introduction
The overall assignment will be focused upon the selected organization of Coca Cola in trhe context of the UK market. The report will analyze and discuss in details the innovation in the market and the promotional strategies for Coca Cola that can be used for development of better awareness of the brand among the consumer segments in the UK market specifically in relation to the introduction of the product range of newly flavoured soft drinks for the UK consumers (Baker, 2014). Thus the report will discuss in details the aspects of brand marketing, the critical success factors, the management of consumer end to end journey, the use of the AIDA model in addition to the sustainability considering the relations with the concerned stakeholders. 
[bookmark: _Toc513654418]Brand Marketing Strategy (4 Ps of marketing)
In relation to the brand marketing strategy, Coca Cola requires to have a proper focus on positioning of their newly flavoured soft drinks in the UK market, among the potential segments of consumers. To achieve this successfully the organization must focus upon proper application of the marketing mix that can help in achieving higher success in relation to the positioning of the products in the UK market. The implementation of the marketing mix has been discussed below;

                                          Fig: Marketing Mix (source: self)
The different elements of marketing mix have been discussed below;
Product:
The organization of Coca Cola focuses upon developing specific products and services that can help in fulfilment of the customer demands or needs in the market. Thus for ensuring this, the organization of Coca Cola, is seen to examine the in general trends, preferences and expectations of the consumers as well as the market. This is achieved by a comprehensive market analysis and research. With the introduction of the new products in the market, Coca Cola prefers to satisfy the diversified needs of the consumers and their changing preferences to the soft drinks available in the respective market (Best, 2012). Therefore the organization has focused upon extensive research and development to develop and introduce newly flavoured soft drinks into the UK market that can live up to the customer expectations. This can largely cater to the overall marketing and promotional success of Coca Cola in the market of United Kingdom (UK). 
Price:
Considering the pricing perspective, the strategy of Coca Cola is to offer their products and services at competitive or fair pricing. This significantly helps the organization in catering to the overall economic needs of the consumer segments in the UK market. However, notwithstanding the competitive product pricing, Coca Cola maintains an optimum level of quality that focuses upon offering the consumers with highly value for money products and services. This in turn can enable Coca Cola in achievement of higher differentiation leading to their overall marketing and promotional success in the UK market. 
Place:
The easy availability of the products and services can largely offer Coca Cola with the benefit of having a high appeal to the customers resulting in successful products and services positioning in the market. Thus the organization needs to continuously innovate as well as develop their distribution channels effectively so as to make the products widely available for consumers in the market. This can also help in maintenance of the overall market demand and supply. 
Promotion: 
The overall success in positioning of the services and products is seen to be highly dependent upon the use and implementation of innovative marketing and promotional strategies. Thus there is a need for Coca Cola to continuously develop and innovate, their marketing and promotional strategies so as to create a better brand appeal among the customer segments in addition to gaining a competitive edge over their competitors in the market of UK. The different channels that are used and implemented by the organization of Coca Cola for successful marketing of their new flavoured drinks in the UK market have been discussed below;
The use of traditional marketing channels
Coca Cola focuses upon promotion of their products and services in the market of UK by designing of innovative and visually appealing advertisements that are printed in newspapers, articles, consumer magazines and others. In addition, visually appealing advertisements explaining the product attributes, unique features and benefits, are also aired through different channels over television that helps in successful product marketing among a bigger consumer segment in the market of UK. 
The use of digital marketing channels
Now coping up with the changes and advancements of digital technology, the organization of Coca Cola is seen to be emphasized upon innovating their marketing and promotional campaigns and strategies by use and implementation of the different social media platforms or channels. The use of the social media platforms can largely benefit the organization from the perspective of reaching to wider customer or consumer groups in the market, without the risk of geographic constraints and it usually incurs much lower expenses when compared to the use and implementation of the traditional media channels (Chaffey, 2012). In addition the use of the innovative social media platforms also results in obtaining of higher success rates in marketing and promotion of the new flavoured of soft drink in the market of UK. The use of the social media platforms have been discussed as below;
· Facebook: Facebook offers Coca Cola with the advantage of effectively promoting and marketing the products among a large consumer segments having a wider demographical blend. This largely contributes towards the improvements in perspective of the brand marketing success rates. Through the use of Facebook, it is also possible for Coca Cola, to develop better customer engagement and sustain their relations with the targeted consumers in the UK market. This in turn can largely benefit Coca Cola in achieving greater promotional and marketing success in UK.
· Twitter: Twitter has gained a high popularity among users across the globe in cluing UK. Thus the innovative platform can be used by Coca Cola, by posting of updates and news related to the products and services through tweets. This can result in better engagement of the customers resulting in better product promotion and marketing. 
· Others: Other social media platforms that can be effectively used by Coca Cola for developing and using of innovative marketing and promotional campaigns includes You Tube, Instagram and others (Armstrong, 2015). 
[bookmark: _Toc513654419]Evaluation of Critical Success Factors (CSF)
The overall critical success factors can be considered to be among the major contributors of the sustainability and growth of Coca Cola in the respective industry market. The critical success factors are said to be encompassing the aspects of market competencies and achievement, the attributes of the products and services, in addition to the resources, and competitive capabilities. The critical success factors, which help Coca Cola in distinguishing and achieving a competitive edge over their rivals, have been explained as follows:
Innovation in processes and activities
The overall innovation incorporated by the organization of Coca Cola in their business processes and operations is the source of competitive advantage in the market. The organization has been successful in development of larger product categories through innovation that help them in achievement of a high competitive advantage in the respective market. This innovation also helps to cater to the changing preferences and tastes of consumers in the UK market. 
Marketing and Advertisement 
The differentiation of the overall advertisements and marketing campaigns of Coca Cola, significantly help the organization in the context of obtaining a sustainable position in respect to the concerned industry market. The intense and innovative advertisement and promotional campaigns undertaken by the organization helps in achieving better level of differentiation from that of the competitors in the respective market. This leads to better promotion of the products and servcies. 
Brand Recognition and Value
Considering the market of UK, Coca Cola has a recognized brand image in the market. This largely helps the organization from the perspective of obtaining better promotional success among their loyal customer segments in the market. This in turn can be said to be acting as a source of competitive advantage for the organization. 
Evaluation of customer responses
Coca Cola exhibits a high efficiency in the perspective of evaluation of the customer responses and feedbacks. These feedbacks are then utilized to identify and improve the deficiencies in the products and services delivered to the customer segments in the market. This helps the organization to improve their products and services at continuous basis which helps in catering to the overall satisfaction and need levels of customers and consumers in the UK market (Peter, 2011). 

                                  Fig: Critical Success factors (source: self)
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[image: Image result for End-to-End Experience Lifecycle]In order to maximize the satisfaction of customers, companies have long emphasized touch points but concentrating on this single aspect can hamper the progress of the organization and management can be diverted from other important issues. Using the Experience Thinking Framework, which focuses on the End-to-End Experience Lifecycle. This lifecycle is oriented to four aspects such as Customers experience, User experience, Product experience and services experience. In case of customer’s experience, customers are becoming aware of the product and service details, then they compare the price lists and at last, they make a purchase decision (Voorhees and Walkowiak, 2017). If Coca-Cola wants to enhance the profit margin of the organization then the organization has to maintain good communication with customers and offer them products as per buying capabilities of the customers (Halvorsrudand Følstad, 2016). After purchasing products, customers become users and organization has to maintain a relationship with the users for getting feedback on the product. Even in case of a pre-purchase decision, the experience of users is playing the main role. Product experience is a distinct emotional aspect; therefore, Coca Cola works on diversifying their product ranges to attract more customers (Steinand Ramaseshan, 2016).Service experience in Coca Cola is the combination of innovative products and interaction with the organization, which together make service complete. Apart from these aspects, Coca Cola uses different strategies to maintain customer’s end to end journey and those are:
Marketing innovation: Due to environmental degradation, customers are more concern with using bio-degradable products and Coca Cola has rightly used this emotion of customers by using biodegradable packaging method alternative to plastic bottles.The company uses recyclable plant oil rather than non-renewable fossils oil. Coca Cola never uses the exact scientific method of multichannel marketing; rather, it adopts a combination of artistic principles along with scientific one.
Flaunt to Flow: Coca Cola uses the technology in which it puts the people first and product in second and engages the customers on an emotional level. Coca Cola uses multi-channels to reach the customers like Facebook, YouTube, Instagram, Pinterest and Snapchat. These are a method to reach the core of the customers and these media are not only used for making customers aware of wide ranges of products but also it uses for promoting Corporate Social Responsibilities of the organization.
Multiple Channels: Marketing team of Coca Cola works in the customer-led environment and the proliferation of channels enables customers to purchase products from multiple channels or they can control the price. These marketing channels enable the customers to compare price and quality of products so Coca Cola to sustain the market position choses quantity over quality. However, Coca Cola avoids the scheming and fooling methods; rather the company cherry picks a particular channel to promote the products and services. 
Apart from these, there are several other methods that Coca Cola have chosen like multichannel marketing, smart and clear communication and meeting expectation of customers. After developing the “green” bottle, next challenge of Coca Cola is to engage customers in maintaining an end-to-end relationship with customers. 

[bookmark: _Toc513654421]Use of AIDA Framework
In order to generate better awareness in the market of UK, relating to the launch of new products of soft drinks in the market, the use of the AIDA framework can be suggested to the organization of Coca Cola. The use of this framework can help the organization in boosting up their sales and profitability through the introduction of new soft drinks in the UK market. In addition the IDA framework will also help Coca Cola, in establishment of effective communication and relations with the core groups or segments of customers in the market. This can help in fostering of better and improved brand awareness and recognition on the market. The different phases or stages of the AIDA model have been discusses below;
Attention:
The organization must be proactive in achieving higher customer attention. Thus Coca Cola requires the implementation of highly creative and innovative approaches of marketing and promotions that can influence the buyer attention towards the newly launched soft drink products of Coca Cola in the market. This can largely be attributed to the use of the different and innovative social media platforms for promotions and marketing activities. This enables Coca Cola in achieving of higher buyer attention (Rawal, 2013). 
Interests:
There is a need for Coca Cola to focus upon active customer engagement so that, the newly introduced soft drinks in the market can generate better interests among the concerned consumer segments in the respective market. Therefore Coca Cola focuses upon utilization of the different social media channels and communicate with the consumers regarding the differentiation and benefits the products and services offer compared to other market competitors or rivals. This can lead to better interests among the customers towards the new soft drinks introduced by Coca Cola in the UK market. 
Desires:
In this specific stage or phase, Coca Cola must concentrate upon developing and generating a significantly high desires amongst the concerned consumers towards purchasing relatively from the products and services offered by the brand. This can be achieved by proper categorizing and aligning of the product categories and lines as per the consumer demands and expectations. 
Action: 
This stage largely involves, motivating the consumers, towards actual buying and purchasing from the products and services offered by the respective brand. In order to motivate and encourage the consumers in buying from the end range of soft drinks, innovative approaches can be used by Coca Cola. This can include lucky draws for customers with assured gifts, weekly contest in addition to offering of discounts and loyalty points on the product purchases. This can help Coca Cola, in highly motivating their targeted consumers to buy or purchase from the range of the services and products offered by the respective organization effectively (Varadarajan, 2010). 
[image: Image result for AIDA model]
                           Fig: AIDA Model/Framework (source: mindtools.com)
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There is a need for the organization of Coca Cola, to be proactive in facilitating the improvement of the customer services and support. This can be addressed by identification and mitigation of the different gasps considering the support and services delivered to the customer segments in the market. To achieve this, the implementation of the Gap model of service quality can be suggested to the organization of Coca Cola. The use of the gap model has been discussed as below;
[image: Image result for GAP model]
                             Fig: GAP Model of service quality (source: slidedhare.net)
From the above model, there is a need for Coca Cola to identify and mitigate the different gaps in the services and support delivered to the customers which have been discussed as below;
Gap 1:
This specific gap arises due to the active dissimilarity, considering the actual consumer expectations and the overall management viewpoint regarding the consumer expectations. Thus there is a need for Coca Cola, to initiate detailed market research and identify the actual consumer expectations so that the services and support delivered are precise in fulfilment of the consumer needs in the respective market. This can lead to betterment of the customer services delivered (Wilson, 2012). 
Gap 2:
This gap as identified from the framework showcases the overall gap in the services and support delivered by Coca Cola, considering the differences between the management viewpoint regarding the service experiences of the customers, and the actual specifications considering the consumer experience with the support and services. To address and mitigate this gap, Coca Cola must ensure that the services and support delivered to the customers or consumers in the market showcase precise service experiences as per the overall standards and promise made by the brand to the consumers. 
Gap 3:
As per the Gap model of service quality, it is evident that there may exist, a specific service gap arising due to the differences in the precise experiences of the consumers and that of the overall specifications regarding the customer experiences. Now to address or reduce this specific identified gap in consumer services, the organization of Coca Cola, can be focused upon auditing and analysis of the existing services and experiences delivered to the consumers. This can help the organization in ensuring that the specific experiences considering the service and support delivered to the consumers matches the desired specification and quality levels. 
Gap 4:
As per the Gap model of service quality, Coca Cola can face a gap in customer support and services, if the delivered customer service experiences fail to match with that of the promise made by the organization during marketing and promotions of their products and services. Thus, there is a need for Coca Cola to ensure that the customer services are precise and matches that marketed or communicated during promotions. This can lead to offering of higher brand or product values and ecxperiences to the concerned consumer segments in the UK market. In addition, Coca Cola must also refrain from promoting and marketing false or exaggerated consumer experiences when marketing of the products and services (Jahanshani, 2014). This in turn can effectively result in strengthening of the brand image in the respective industry market. 
Gap 5: 
As identified from the gap model of service quality, the service gap can arise due to dissimilarities in the exact consumer perception regarding the support and services and the experiences delivered to the consumers by the respective brand effectively. The occurrence of this specific service gap can be considered to result in high dissatisfaction among the customer segments in the respective industry market. Thus to address this specific gap, Coca Cola must initiate transactional market surveys and analysis after the delivery of the products and services. This can help in obtaining a better knowledge and idea regarding the actual consumer perceptions and desires relating to the services and support delivered. 
[bookmark: _Toc513654423]Sustainability in Stakeholder Relations 
The organization of Coca Cola is seen to be employing proactive measures and approaches for the purpose of achieving sustainable stakeholder relations. This is done by fulfilling the expected duties so that the values and needs of the different stakeholders are properly safeguarded. The overall analysis has been showcased as follows:
Customers: Coca Cola delivers high customer values and experiences through innovating the products and services. This helps in effectively fulfilment of the changing needs and expectations of the consumer segments in the respective market. The organization also ensures maintaining of proper consumer communication and engagement that helps in sustaining of long term relations with the consumer groups in the market. 
Suppliers: Coca Cola maintains their supplier network effectively and focuses upon fulfilment of the supplier needs and expectations. This in turn helps in sustaining of long term supplier relations. 
Employees: The organization fulfils the needs and expectations of their employees that helps in achievement of engaged and motivated workforce. The organization also offers proper growth and development opportunities to their employees along with the offering of different benefits which keeps the employees, motivated towards higher performance outcomes or results (Buchholtz, 2012). 
Investors: Coca Cola offers all the necessary financial data to their investors along with returning the interests properly. This helps in sustaining long term relations with investors fostering the development of future business opportunities. 
Society: Coca Cola implements corporate social responsibility (CSR) strategies to facilitate the growth and development of the local communities. In addition the organization also focuses upon sustainability of the environment through minimizing the harmful business impacts over the environment. 
 Government: In respect to the business activities in the market of United Kingdom (UK), the organization of Coca Cola obliges by all the rules and protocols of the government including the business regulations and legislations. This helps in maintenance of sustained relations with the government bodies or agencies. 
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The above report has been developed from the perspective of the organization of Coca Cola in regards to their operations in the UK market. The different marketing strategies employed by the organization for successful branding and marketing of the new flavoured soft drinks in the UK market6 have been discussed in the report. Lastly, the report has also explained the overall customer end to end journey maintained and managed by the organization in the concerned UK market of their business activities and operations. 
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