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Executive Summary
This report provides a critical evaluation of the marketing activities of The Coca-Cola Company within the context of a rapidly changing global marketing environment. Operating as one of the world’s most valuable fast-moving consumer goods (FMCG) brands, Coca-Cola’s long-term success has been strongly driven by its sophisticated marketing capabilities, global brand recognition, and emotional brand positioning. However, contemporary challenges such as digital disruption, increasing health consciousness, sustainability pressures, and regulatory constraints have significantly altered how marketing must be managed and delivered.
The report critically examines Coca-Cola’s current marketing strategy, focusing on the importance of marketing within the organisation, the influence of the macro and micro marketing environment, target market segmentation and positioning, the effectiveness of marketing communication channels, and the methods used to measure marketing performance. Through this analysis, key shortcomings are identified, particularly in relation to adapting to changing consumer expectations, leveraging data-driven marketing more effectively, and aligning sustainability initiatives with authentic brand communication.
Drawing upon academic theory, industry evidence, and organisational data, the report highlights the need for Coca-Cola to embrace marketing change more proactively. The final section proposes a set of realistic, future-focused recommendations designed to strengthen Coca-Cola’s marketing effectiveness, support long-term brand relevance, and enhance competitiveness in an increasingly complex and dynamic global marketplace.
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Introduction
The Coca-Cola Company is one of the world’s largest and most influential fast-moving consumer goods (FMCG) organisations, operating in more than 200 countries and managing a diverse portfolio of beverage brands. Since its foundation in 1886, Coca-Cola has built extraordinary global brand equity, largely driven by its marketing expertise, emotional branding, and ability to connect with consumers across cultures and generations. Marketing has consistently played a central role in shaping the organisation’s identity, competitive advantage, and long-term commercial success.
In recent years, however, the marketing environment in which Coca-Cola operates has undergone significant transformation. Advances in digital technology, the rise of social media and data-driven marketing, and changing patterns of media consumption have fundamentally altered how brands communicate with consumers. Traditional mass marketing approaches are increasingly challenged by personalised, interactive, and technology-enabled marketing strategies. At the same time, consumers are becoming more health-conscious and environmentally aware, placing pressure on beverage companies to adapt their product portfolios and marketing messages. Issues such as sugar consumption, plastic waste, and corporate responsibility have become central considerations influencing brand perception and purchase decisions.
These developments have intensified competitive pressure within the global beverage industry. Coca-Cola faces strong competition from multinational rivals such as PepsiCo, as well as from niche brands offering healthier, functional, or sustainable alternatives. Regulatory interventions, including sugar taxes and stricter advertising standards, have further increased the complexity of managing marketing activities. As a result, maintaining brand relevance and consumer trust now requires continuous marketing innovation and organisational adaptability.
In addition, the increasing pace of market change has heightened the importance of organisational flexibility and strategic responsiveness within marketing functions. Global brands such as Coca-Cola must now operate in environments characterised by uncertainty, rapid innovation, and heightened consumer scrutiny. This requires marketing strategies that are not only creative but also agile, data-informed, and capable of continuous adaptation. The ability to anticipate market trends, respond quickly to competitive moves, and integrate digital technologies effectively has therefore become a critical determinant of marketing success in the contemporary FMCG sector.


The concept of managing marketing change is therefore highly relevant to Coca-Cola’s strategic context. The organisation must not only respond to external environmental forces but also reassess how effectively its marketing activities align with evolving consumer expectations and future market developments. The purpose of this report is to critically evaluate Coca-Cola’s current marketing approach and assess how well it addresses the challenges of a changing marketing environment. By analysing key aspects of marketing activity and performance, the report aims to identify weaknesses and propose strategic recommendations that support sustainable marketing effectiveness and long-term competitive advantage.[image: ]



Main Findings
1. Importance of Marketing within The Coca-Cola Company
Marketing has historically played a central and strategic role in the success of The Coca-Cola Company. As a fast-moving consumer goods (FMCG) organisation operating in highly competitive global markets, Coca-Cola relies heavily on marketing to build brand equity, stimulate demand, and maintain customer loyalty. Unlike many industries where functional differentiation may dominate, the beverage sector is characterised by high levels of product similarity, making marketing a primary source of competitive advantage. Coca-Cola’s ability to create emotional connections with consumers through storytelling, symbolism, and lifestyle branding has enabled it to sustain its market leadership for decades.
The company’s marketing strategy has traditionally focused on emotional branding, emphasising themes such as happiness, togetherness, celebration, and shared experiences. Iconic campaigns such as “Open Happiness” and “Share a Coke” demonstrate Coca-Cola’s capacity to integrate global brand consistency with local cultural relevance. This long-term investment in brand-building has resulted in strong brand recognition and customer attachment, reinforcing the importance of marketing as a core organisational function rather than a supporting activity.
However, the importance of marketing within Coca-Cola has evolved significantly in response to environmental change. Marketing is no longer limited to mass advertising and brand awareness but increasingly encompasses digital engagement, data analytics, customer relationship management, and sustainability communication. As consumer expectations shift towards transparency, personalisation, and social responsibility, Coca-Cola’s marketing function is required to become more adaptive, integrated, and strategically aligned with broader organisational goals. This highlights the growing complexity of managing marketing change within a global FMCG organisation.
To manage marketing change effectively, Coca-Cola has increasingly embraced digital innovation, data-driven insights, and agile strategies that respond to shifting consumer preferences and sustainability trends. By fostering cross-functional collaboration and a culture of adaptability, the company ensures that marketing initiatives remain creative, relevant, and aligned with broader organizational objectives, enabling Coca-Cola to sustain brand loyalty and maintain competitive advantage in a rapidly evolving global market.
Coca-Cola also aligns marketing with product development, supply chain, and sustainability initiatives to ensure consistency and relevance across markets. This integrated approach allows the company to respond quickly to trends, maintain consumer trust, and reinforce long-term brand strength.

2. Marketing Environment Analysis
2.1  Macro Environment (PESTEL Analysis)
The macro-environment presents several forces that significantly influence Coca-Cola’s marketing activities and necessitate ongoing change.
Social factors play a particularly influential role. Increasing consumer awareness of health and wellbeing has led to growing concern over sugar consumption and artificial ingredients. This trend challenges Coca-Cola’s traditional core products and requires marketing strategies that emphasise healthier alternatives such as Coca-Cola Zero Sugar, Diet Coke, and low-calorie or functional beverages. Marketing messages must balance brand heritage with evolving consumer values, a task that presents reputational risk if handled poorly.
Technological factors have transformed how Coca-Cola engages with consumers. Digital platforms, social media, mobile technology, and data analytics now dominate marketing communication. Consumers expect interactive, personalised, and responsive brand experiences, forcing Coca-Cola to move beyond traditional broadcast advertising. While the organisation has invested heavily in digital marketing, the pace of technological change requires continuous adaptation to remain relevant and competitive.
Environmental factors are increasingly shaping marketing strategy. Sustainability concerns, particularly regarding plastic packaging and carbon emissions, have become central to brand perception. Coca-Cola has faced public criticism over environmental impact, which places pressure on marketing teams to communicate sustainability initiatives credibly and avoid accusations of greenwashing. This requires close alignment between marketing communication and operational practices.
Legal and political factors also affect marketing activities. Sugar taxes, advertising restrictions aimed at children, and tighter regulatory scrutiny limit promotional freedom and influence product positioning. These constraints require Coca-Cola to adjust marketing strategies while maintaining compliance and protecting brand reputation.
Economic factors also exert a significant influence on Coca-Cola’s marketing strategy. Global economic uncertainty, inflationary pressures, and rising costs of raw materials and logistics have affected both organizational profitability and consumer purchasing power. As households become more price-sensitive, particularly in emerging and lower-income markets, Coca-Cola’s marketing activities must increasingly emphasis value, affordability, and promotional incentives. Consequently, marketing decisions must carefully balance pricing strategies with brand positioning and long-term customer loyalty.
[image: ]Collectively, these macro-environmental factors do not operate in isolation but interact to intensify the complexity of managing marketing change at Coca-Cola. For example, health-related social concerns are reinforced by regulatory interventions such as sugar taxes, while environmental pressures are amplified through technological transparency and social media scrutiny. This convergence increases reputational risk and reduces tolerance for misaligned marketing messages. Consequently, Coca-Cola’s marketing strategy must adopt a holistic and anticipatory approach, ensuring alignment between product innovation, communication, and corporate responsibility. Failure to respond cohesively to these interconnected pressures may undermine brand credibility and long-term consumer trust.
2.2  Micro Environment
Within the micro-environment, customers represent the most significant driver of marketing change. Consumers are increasingly fragmented, digitally empowered, and less loyal to single brands. Younger demographics in particular favour brands that align with their values, engage authentically on social media, and offer personalised experiences. This shift challenges Coca-Cola’s traditional mass-marketing dominance and highlights the need for more segmented and data-driven marketing approaches.
Competitors, including PepsiCo, Red Bull, and emerging health-focused brands, intensify marketing pressure. Many competitors are perceived as more agile, innovative, or aligned with health and sustainability trends. This competitive environment forces Coca-Cola to continuously refresh its marketing propositions to protect market share.
Retailers and distribution partners also exert influence, as powerful retailers increasingly demand collaborative marketing support, promotions, and data sharing. This reduces Coca-Cola’s control over the marketing mix and requires closer integration between marketing, sales, and supply chain functions.
[image: ]To respond to these pressures, Coca-Cola increasingly uses data-driven insights and digital platforms to personalize marketing efforts and engage consumers effectively. Close collaboration with retailers and cross-functional teams ensures coordinated campaigns, helping the company maintain brand relevance and competitiveness in a rapidly changing market.


3. Target Market, Segmentation and Positioning (STP)
Coca-Cola’s marketing strategy is underpinned by sophisticated segmentation, targeting, and positioning practices. The company segments its global market using a combination of demographic, psychographic, and behavioural variables, including age, lifestyle, consumption occasions, and attitudes toward health and sustainability. Historically, Coca-Cola has targeted broad mass markets, positioning itself as a universal brand suitable for all ages and cultures.
However, changing consumer behaviour has exposed limitations in this approach. Younger consumers increasingly prefer niche brands that reflect individuality and social identity, reducing the effectiveness of broad, one-size-fits-all messaging. In response, Coca-Cola has begun to refine its targeting strategies by developing differentiated brand variants and tailored campaigns for specific segments, such as health-conscious consumers, millennials, and Generation Z.
Coca-Cola’s positioning remains strongly rooted in emotional branding, emphasising shared experiences and lifestyle appeal rather than functional benefits. While this approach has historically been highly successful, it faces growing challenges in a market where consumers increasingly seek authenticity, purpose, and transparency. The need to reposition aspects of the brand to reflect health, sustainability, and social responsibility highlights the complexity of managing marketing change without diluting brand heritage.
To address these challenges, Coca-Cola is increasingly adopting a more dynamic and data-driven STP approach. By leveraging advanced consumer analytics and social listening tools, the company can identify emerging micro-segments and develop personalised marketing campaigns that resonate with specific audience needs. This enables Coca-Cola to maintain its emotional brand appeal while simultaneously highlighting health-conscious, sustainable, and socially responsible initiatives, ensuring the brand stays relevant to evolving consumer expectations without compromising its core identity.
Despite these advances, challenges remain in achieving consistency across global and local market segmentation strategies. As a multinational organisation, Coca-Cola must balance global brand coherence with the need for local relevance in culturally diverse markets. Differences in consumer preferences, income levels, and regulatory environments often require adaptation of positioning and messaging, increasing the complexity of STP execution. Failure to align global strategic intent with local market insight may limit the effectiveness of targeted campaigns and weaken brand authenticity. Consequently, managing segmentation and positioning across markets requires continuous coordination, flexibility, and strategic oversight.
From a performance perspective, the effectiveness of Coca-Cola’s evolving STP strategy depends on its ability to translate consumer insight into measurable behavioural outcomes. While data-driven segmentation enables precision targeting, excessive fragmentation may increase operational complexity and dilute strategic focus. Therefore, Coca-Cola must continuously evaluate whether personalised campaigns generate meaningful engagement and long-term loyalty rather than short-term interaction. Effective management of STP change requires balancing analytical sophistication with strategic clarity to ensure marketing efforts deliver sustainable value across global markets.
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4. Marketing Mix and Communication Channels
Coca-Cola’s marketing mix reflects its global scale and brand strength. Product innovation has become a central component of marketing strategy, with an increased focus on sugar-free variants, functional beverages, and diversified brand portfolios. From a promotional perspective, Coca-Cola employs an integrated marketing communications approach, combining traditional advertising with digital and social media engagement.
Digital marketing channels, including social media platforms, influencer partnerships, and interactive campaigns, now play a critical role in reaching younger audiences. Coca-Cola’s ability to create engaging digital content supports brand relevance; however, measuring the effectiveness of these channels remains challenging due to fragmented media consumption and rapidly changing platforms.
Despite strong promotional capabilities, Coca-Cola faces difficulties in maintaining consistent messaging across channels while adapting to local market conditions. This tension highlights the importance of agile marketing management capable of responding quickly to feedback, trends, and consumer sentiment.
To enhance the effectiveness of its marketing mix, Coca-Cola increasingly integrates data analytics and customer insights to optimise campaigns and channel selection. This allows the company to tailor messages, track engagement, and respond in real time to shifting consumer preferences. By combining global brand consistency with localised, interactive content, Coca-Cola can maintain strong brand equity while staying agile and relevant in diverse markets.
Coca-Cola also leverages cross-functional collaboration to ensure marketing, sales, and supply chain efforts are aligned, enabling timely product availability and coordinated campaigns. This integrated approach strengthens customer engagement, improves ROI, and allows the brand to remain competitive in a fast-changing global market.
Nevertheless, the increasing complexity of the marketing mix presents challenges in managing channel integration and resource allocation effectively. As digital platforms continue to evolve, Coca-Cola must continuously reassess the balance between traditional and digital media to avoid inefficiencies and message saturation. Over-reliance on multiple communication channels without clear strategic prioritisation may dilute campaign impact and reduce clarity of brand messaging. Therefore, ongoing evaluation of channel performance and strategic alignment is essential to ensure that marketing investments deliver meaningful engagement and long-term brand value.
Beyond promotion, pricing and distribution decisions also influence Coca-Cola’s marketing effectiveness in a changing environment. Price sensitivity driven by economic uncertainty has increased the importance of value-based pricing and promotional flexibility. At the same time, evolving retail formats, including e-commerce and on-demand delivery platforms, require adaptive distribution strategies supported by marketing communication. Integrating pricing and place decisions with promotional activity enhances coherence across the marketing mix and strengthens consumer value perception in competitive and digitally enabled markets.
[image: ]

5. Measuring Marketing Performance
Measuring marketing effectiveness is essential for managing marketing change. Coca-Cola employs a range of performance indicators, including brand awareness, market share, sales growth, and digital engagement metrics. While these measures provide valuable insights, they often emphasise short-term performance rather than long-term brand health and customer relationships.
A key weakness identified is the limited integration of advanced data analytics to generate actionable insights across markets. As marketing becomes increasingly data-driven, Coca-Cola must enhance its capability to collect, analyse, and apply customer data ethically and effectively. Without improved measurement and feedback mechanisms, the organisation risks inefficiencies in marketing investment and reduced responsiveness to market change.
To strengthen marketing performance, Coca-Cola is investing in more sophisticated analytics tools and real-time reporting systems. These enable the company to monitor campaign effectiveness, understand customer behavior in greater depth, and make data-driven decisions that balance short-term results with long-term brand equity. By integrating insights across markets and channels, Coca-Cola can improve resource allocation, enhance customer engagement, and respond proactively to changing market conditions.
Effective performance measurement also plays a critical role in supporting organisational learning and continuous improvement. By embedding insights from marketing analytics into strategic planning processes, Coca-Cola can reduce reliance on intuition-driven decision-making and enhance accountability across markets. Furthermore, consistent performance evaluation supports knowledge sharing between regions, enabling the organisation to replicate successful practices and avoid repeated inefficiencies. This reinforces marketing’s strategic contribution to long-term competitiveness.


Summary of Main Findings
Overall, the analysis reveals that while Coca-Cola remains a marketing-led organisation with strong brand equity, it faces significant challenges in adapting to a rapidly changing marketing environment. External pressures related to health, sustainability, technology, and regulation, combined with internal challenges such as data utilisation and market fragmentation, highlight the need for continuous marketing transformation. These findings provide a clear foundation for identifying weaknesses and developing future-focused marketing recommendations.
The analysis also underscores the importance of agility, data-driven decision-making, and integrated marketing management for sustaining competitiveness. Coca-Cola’s ability to balance global brand consistency with local relevance, while responding to evolving consumer expectations and micro- and macro-environmental pressures, is critical for maintaining long-term brand equity and market leadership.


Conclusion
This report has critically evaluated the marketing activities of The Coca-Cola Company within the context of a rapidly changing global marketing environment. The analysis demonstrates that marketing continues to be a fundamental driver of Coca-Cola’s competitive advantage, enabling the organisation to maintain strong brand equity and global market leadership in a highly competitive FMCG industry. However, the findings also reveal that the effectiveness of Coca-Cola’s traditional marketing strengths is increasingly challenged by external and internal pressures.
The macro-environmental analysis highlights significant forces shaping marketing change, particularly growing health consciousness, technological advancement, sustainability concerns, and regulatory intervention. These factors have disrupted long-established consumption patterns and placed pressure on Coca-Cola’s core product portfolio and brand messaging. At the micro level, shifting consumer expectations, intensified competition from both global and niche brands, and increased retailer power have further complicated the marketing landscape. Together, these dynamics require Coca-Cola to continuously reassess how it engages with consumers and delivers value.
The findings relating to segmentation, targeting, and positioning indicate that while Coca-Cola has made progress in adapting to more fragmented markets, its historic reliance on mass-market emotional branding is becoming less effective, particularly among younger and more health-conscious consumers. Although digital marketing and social media engagement have strengthened brand interaction, challenges remain in delivering consistent, authentic, and personalised communication across multiple channels. Furthermore, limitations in advanced data analytics and performance measurement reduce the organisation’s ability to fully understand consumer behaviour and optimise marketing investment.
Coca-Cola must integrate data-driven insights, digital innovation, and sustainability to stay relevant. Enhancing agility and aligning with consumer expectations will secure long-term brand loyalty and competitiveness.
In addition, the findings highlight that managing marketing change is not a one-time strategic adjustment but an ongoing organisational capability. As consumer expectations, regulatory frameworks, and technological platforms continue to evolve, Coca-Cola must embed flexibility and learning into its marketing processes. The ability to experiment, measure outcomes, and refine strategies rapidly will be critical in reducing uncertainty and sustaining relevance. Marketing effectiveness will therefore increasingly depend on how well the organisation integrates strategic planning with continuous adaptation and cross-functional collaboration.
Overall, the conclusion drawn from this analysis is that Coca-Cola is not facing a failure of marketing capability, but rather a need for structured and proactive marketing transformation. Managing marketing change effectively will require Coca-Cola to balance its strong brand heritage with innovation, agility, and responsiveness to evolving consumer values. Without meaningful adaptation, the organisation risks erosion of relevance in a market increasingly defined by health, sustainability, and digital engagement. These conclusions provide a clear rationale for the development of targeted, future-focused marketing recommendations.
Ultimately, Coca-Cola’s long-term marketing success will depend on its ability to institutionalize change rather than treat it as a reactive response to external pressure. Embedding agility, continuous learning, and strategic alignment across marketing functions will enable the organization to navigate uncertainty more effectively. By proactively managing marketing change, Coca-Cola can protect brand equity, strengthen stakeholder trust, and sustain competitive advantage in an increasingly complex and dynamic global marketplace.


Recommendations
Collectively, the following recommendations are designed to address the key weaknesses identified in the analysis while building on Coca-Cola’s existing marketing strengths. They focus on enhancing agility, improving data-driven decision-making, strengthening brand credibility, and aligning marketing activities with evolving consumer values. Implemented together, these actions would support Coca-Cola’s ability to manage marketing change proactively rather than reactively, ensuring sustained competitiveness in an increasingly complex and dynamic global marketplace.
1. Strengthen Data-Driven and Personalized Marketing Capabilities
Coca-Cola should invest further in advanced data analytics and artificial intelligence to improve customer insight and personalize marketing communication. As consumers increasingly expect tailored content and relevant messaging, reliance on broad mass-market campaigns is becoming less effective. Enhanced use of customer data would allow Coca-Cola to segment audiences more precisely, optimize digital campaigns, and improve engagement across online platforms. Ethical data governance must be prioritized to maintain consumer trust and regulatory compliance.
Coca-Cola should invest in advanced analytics and AI to gain deeper customer insights and deliver personalised marketing. This allows precise audience segmentation, optimised digital campaigns, and improved engagement. Ethical data use must be ensured to maintain consumer trust and compliance.
2. Embed Sustainability More Authentically into Brand Communication
While Coca-Cola has introduced sustainability initiatives, these efforts should be communicated more transparently and consistently within marketing campaigns. Sustainability should move beyond supporting messages and become a core element of brand storytelling. By clearly demonstrating progress in areas such as packaging reduction, recycling, and carbon neutrality, Coca-Cola can strengthen credibility and appeal to environmentally conscious consumers, particularly younger demographics who increasingly base purchasing decisions on corporate responsibility.
Sustainability should be integrated transparently into Coca-Cola’s brand storytelling, beyond supporting messages. Highlighting progress in packaging, recycling, and carbon neutrality strengthens credibility. This appeals especially to younger, environmentally conscious consumers.


3. Rebalance Brand Positioning Toward Health and Wellbeing
Coca-Cola should continue to evolve its brand positioning to reflect growing health awareness without undermining brand heritage. Marketing communication should place greater emphasis on low- and no-sugar variants, functional beverages, and responsible consumption. This repositioning will support compliance with regulatory pressures and improve relevance among health-conscious consumers, while still maintaining emotional brand associations.
4. Adopt a More Agile Marketing Management Approach
To respond effectively to rapid market change, Coca-Cola should adopt more agile marketing practices. This includes shorter campaign cycles, real-time performance monitoring, and cross-functional collaboration between marketing, digital, and innovation teams. Agile marketing would enable faster response to consumer feedback, emerging trends, and platform changes, reducing the risk associated with long-term, inflexible campaigns.
Coca-Cola should implement shorter campaign cycles, real-time monitoring, and cross-functional collaboration. Agile marketing enables rapid response to trends, feedback, and platform changes. This reduces risks from long-term, inflexible campaigns.
5. Enhance Measurement of Marketing Effectiveness
Coca-Cola should expand its performance measurement framework to include long-term brand health metrics alongside short-term sales and engagement indicators. Improved evaluation of return on marketing investment (ROMI), customer lifetime value, and sentiment analysis would support better decision-making and resource allocation. This approach would strengthen accountability and ensure marketing activity supports strategic objectives.
Performance metrics should include long-term brand health alongside short-term sales and engagement indicators. Measuring ROMI, customer lifetime value, and sentiment supports informed decision-making. This ensures marketing aligns with strategic objectives. Coca-Cola should strengthen its measurement of marketing effectiveness by integrating long-term brand health metrics with short-term performance indicators. This approach supports informed decision-making and ensures marketing activity aligns with strategic objectives.
6. Deepen Engagement with Younger Consumers Through Digital Communities
Finally, Coca-Cola should focus on building stronger digital communities rather than relying solely on promotional messaging. Partnerships with influencers, user-generated content, and interactive experiences can enhance authenticity and emotional connection with Generation Z and millennial consumers. This community-based approach aligns with future marketing developments and supports sustained brand relevance.
Coca-Cola should build interactive digital communities using influencers and user-generated content. This strengthens authenticity and emotional connection with millennials and Gen Z. Community-based engagement supports sustained brand relevance.
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Appendices 
Appendix A – PESTEL Analysis of Coca-Cola
	Factor
	Key Issues

	Political
	Sugar tax regulations, advertising restrictions, global trade policies

	Economic
	Inflation affecting consumer spending, fluctuating raw material costs

	Social
	Rising health consciousness, reduced sugar consumption, lifestyle changes

	Technological
	Growth of digital marketing, AI-driven analytics, social media platforms

	Environmental
	Pressure to reduce plastic waste, sustainability and recycling expectations

	Legal
	Health regulations, labelling requirements, marketing to children



Appendix B – Segmentation, Targeting and Positioning (STP) Framework
Segmentation
· Demographic: Age, income, lifestyle
· Psychographic: Health-conscious vs indulgent consumers
· Behavioural: Consumption occasions, brand loyalty
Target Markets
· Young adults and Generation Z
· Families and mass-market consumers
· Health-conscious consumers (Zero/Low sugar products)
Positioning
Coca-Cola positions itself as a lifestyle brand that delivers happiness, connection, and shared experiences while increasingly responding to health and sustainability concerns.



Appendix C – Coca-Cola Marketing Communication Channels
	Channel
	Purpose

	Television Advertising
	Global brand awareness

	Social Media
	Engagement, storytelling, community building

	Influencer Marketing
	Youth engagement, authenticity

	Sponsorships
	Sports, music, cultural relevance

	Digital Advertising
	Personalised and data-driven campaigns



Appendix D – Examples of Coca-Cola Marketing Campaigns
“Share a Coke” Campaign
· Personalised bottles with names
· Strong emotional and social media engagement
· Global consistency with local adaptation
Sustainability Campaigns
· Promotion of recyclable packaging
· Messaging around environmental responsibility
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