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[bookmark: _Toc7022052]Introduction
The paper will discuss the marketing fundamentals of an organization. In this regards the marketing analysis and strategies will be discussed with respect to Coca-Cola. The role of marketing activities in value creation will be discussed in the assignment along with the role of stakeholders in influencing the marketing activities will be analyzed. The strategies will be discussed using various models of marketing and theoretical overview will be provided.
[bookmark: _Toc7022053]A. Process and stages of marketing including role of marketing mix
[bookmark: _Toc7022054]1. Description of marketing process of Coca-Cola 
Coca-Cola is one the giant organizations in the UK as well as across the world. The company is constantly re-inventing its marketing strategies so that it can be ahead of its competitor. This is done in terms of introducing new innovative products or pricing strategies (Coca-Cola.com, 2018).
[bookmark: _Toc7022055]2. PESTLE analysis of Coca-Cola 
Political factor – UK runs under the Parliamentary system. UK is a stable country and it offers immense opportunities for businesses like Coca-Cola.
Economic factor – The economy of UK is strong and it holds a strong position in the world. It is a diverse economy with high GDP. There has been slow recovery of the country from recession but it has been able to make up for the loss. Post Brexit is has been separated from EU so the export tariffs will depend on its relationship with the EU (Mollah, 2014).
Social factor – There are various public services which are available for the people free of cost. UK allows its immigrants and thus it has become a cosmopolitan country.  The standard of living of the population is high.
Technological factor – The country is known for its innovativeness and high skills.  The laws of the country protect the intellectual property and the people.  Growth happens due to lot of competition within the industry.
Legal factor – The laws of the business are strong and favorable for the growth of Coca-Cola.  The organization has to adhere to the laws. 
Environmental factor – Coca-Cola has to do business but in a sustainable way. It must ensure that there is no environmental damage. Business has to take active participation in CSR activities (Marek, 2014).
[bookmark: _Toc7022056]3. SWOT analysis of Coca-Cola
Strength – Coca-Cola has a strong position in the market in terms of one of the most powerful brands in its segment.  It offers value for money product.
Weakness – The Company’s reputation has been affected due to some recent issues . Customers are losing trust in the company (Tse et al, 2016). 
Opportunities – The products and price range of the organization are unique and stands out from its competitors. Coca-Cola is constantly re-inventing itself so that it can stand out as one of the largest brands in UK.
Threats - Customers have lot of options available now due to introduction of beverage business. They can easily get substitute   products from different brands instead of this.
[bookmark: _Toc7022057]4. Marketing mix strategies 
Product – Coca-Cola sells wide range of beverage products. It caters to the need of each customer. The organization has also extended its business to other innovative beverage products.
Price - The products of Coca-Cola are low priced and they do not compromise with the quality of the products. The measure used by Coca-Cola is economies of scale which helps to keep their customers happy and helps to retain them.
Place – Coca-Cola has business all over the world.  There are now 2 channels of distribution of its products. They are online channels and offline channels. The offline platform of Coca-Cola has different types of stores. 
Promotion –The major aspect that sets apart Coca-Cola for rest of the substitutes   are its low price and unique taste. The organization is able to maintain its brand image as a result of its low pricing strategy which has helped it to maximize its business.  The organization also offers discounts during festivals. 
[bookmark: _Toc7022058]B. Role of marketing in value creation
[bookmark: _Toc7022059]1.  Societal marketing concept of Coca-Cola 
Societal marketing concept aims at meeting the needs of the target group of customers so that they can provide the desired satisfaction and be more efficient than its competitors.  Coca-Cola sets itself apart from its competitors by offering quality products at low prices (Pousttchi, & Hufenbach, 2014).
Advantages and Disadvantages – The major advantage of societal marketing is it works towards deriving customer satisfaction and thus can retain old customers who are loyal to the business. The disadvantage of this type of marketing is that its offers products of high quality with low price which reduces the profit margin.
[bookmark: _Toc7022060]2. Definition of branding 
Branding can be defined as the process by which a product gets its unique name or image. This is done mainly via advertisement campaigns with a specific theme (Pousttchi, & Hufenbach, 2014). 
Advantages of branding
- Branding helps a product to gain name in the market and stand out amongst its competitors. 
- The products develop a particular image in the minds of the consumers.
[bookmark: _Toc7022061]3. Different branding strategies 
Corporate umbrella branding- The branding process which uses a single brand name for the sale of two or more related products. The branding style is used by organizations with positive equity. For example – Starbucks
Range branding – In this type of branding many products are encompassed under a single banner. They share a common goal and promise. Individual product branding – In this type of branding, each of the products are given their own brand names that has been created newly and not related to their old brands (Kalimo et al., 2015).
Strategy used by Coca-Cola: Coca-Cola is constantly re-inventing itself by introducing new products. If offers quality products at low prices. Now it has launched its offline as well as online business platform. 
Relationship marketing by Coca-Cola: Coca-Cola maintains its relation with the consumers by regularly keeping in touch with the customers for selling its products and promotional deals. They also take regular feedback from the customers and improve its products and services (Shenoy, & Aithal, 2016).
[bookmark: _Toc7022062]4. Ansoff matrix of Coca-Cola 
Market development – Coca-Cola is constantly re-inventing itself and trying to explore beyond its present business environment. This can be achieved by exploring new markets, new product dimension, and new distribution channels. 
Product development - There are various risks of new products into the already existing market. Various beverage sugar free   items are introduced by Coca-Cola apart from sugar mixed beverage products (Mollah, 2014).
Diversification – Diversification means exploring new markets, introducing new products. Coca-Cola is constantly re-inventing itself by introducing new product lines and innovative beverage. There are several risks attached to it for which Coca-Cola is regularly taking feedback from the customers and making huge investments in the Research and Development team (Bull et al.,2016).

[bookmark: _Toc7022063]C. Stakeholder engagement and role of stakeholder in marketing
[bookmark: _Toc7022064]1. Definition of stakeholder
Stakeholder can be defined as an individual or group of people who are affected by the concern of the organization. The actions, objectives and policies of the organization affects the stakeholders directly or indirectly (Ho, 2014).
[bookmark: _Toc7022065]2. Internal and External stakeholder of Coca-Cola 
The businesses of Coca-Cola affect both the internal and the external stakeholders. The internal stakeholders of Coca-Cola are managers of the organization, employees of the organization. The external stakeholders of Coca-Cola are the customers, suppliers and individuals directly or indirectly involved in the business.
[bookmark: _Toc7022066]3. Communication with internal and external stakeholders
There are various ways in which an organization can communicate with its stakeholders. Communication is an important aspect by which the organization can resolve several issues during critical situations. Communication with the internal stakeholders at Coca-Cola is done by holding meetings, communicating via emails, brochures (Ha Xuan, 2014). Coca-Cola uses social media platform like Facebook, twitter to communicate with its external stakeholders. Also, Coca-Cola communicate with its stakeholders via brochures, annual reports. 
[bookmark: _Toc7022067]4.  Impact of stakeholders on marketing of Coca-Cola
Coca-Cola has been able to secure top position in the market by keeping its loyal customers. Coca-Cola engages with its customers by introducing various loyalty programs, discounts and several other promotional activities like “buy one get one free”. The customers of Coca-Cola are regular who brings huge business to the organization. This strategy of retaining the loyal customers sets them apart from its competitors. Coca-Cola also gives vivid knowledge to its customers how they and why they use their products (Kok et al.,2015).. The demand of the customers at Coca-Cola is for cheaper beverage products which they receive without compromising with quality. Coca-Cola always tries to accommodate the cheapest product which results in competition amongst the various competitors. Employees and the managers are the internal stakeholders of Coca-Cola. Employees are very important part of an organization as they are in direct contact with the stakeholders i.e. the customers. Coca-Cola is also known of its efficient customer service department and customer service policies. The employee understands the need of the customers and offers them products accordingly which helps Coca-Cola to earn more customers via positive word of mouth. Efficient employees are assets of the organization. The productivity and cost efficiency of the business helps the organization to grow further. Coca-Cola has always valued its employees by providing them with regular promotions, treating them as valuable assets and also making the work place non-discriminatory (Doh & Quigley, 2014).. Also, the employees are involved in the decision making process of the organization whether it be in terms of launching new products or services or by introduction of new policies. The shareholders are also important part of the business. Coca-Cola can earn business by releasing its shares in the market. Shareholders can directly affect the business by directly exerting their actions in voting decisions (Veríssimo & Lacerda, 2015). 


[bookmark: _Toc7022068]D. Conclusion 
The paper has discussed in details the marketing elements of Coca-Cola. Coca-Cola is one of the giant brands in its segment.  An external as well as internal analysis of Coca-Cola was done to analyze the factors influencing the business of Coca-Cola.  One of the major situations affecting the reputation of Coca-Cola is its involvement in various scandels which has affected the business. It has also lost trust of many loyal customers and shareholders. The business of Coca-Cola was initially in a lower position in beginning but with the growth of business and promotion it has introduces various new   beverage products. Coca-Cola values both its internal and external stakeholders and takes regular feedback from them which have helped them to grow as a business. It engages with its loyal customers on a regular basis which helps them to grow as one of the best retails brands in UK.
[bookmark: _Toc7022070]Task 1B
It is said that when an individual is required to manage communication within high stress environment and changing communication situations then usage of tactical communication tools are helpful. In this project my major work was to identify an UK based organization and develop the roles and processes of marketing mix, role of marketing for creation of value for customers and stakeholder management and their impact on the marketing activities of the company. For the purpose of the project I have selected Coca-Cola and have proceeded with the same. Further while completing this assignment I have been able to develop my analytical skills and research skills. I have also learnt about the marketing tools and the marketing processes which are generally used by the companies for successfully managing the customers and keeping the customers engaged with the products and services of Coca-Cola. 
I became interested in this project because this project would give me the opportunity of developing my knowledge in the field of marketing. From the decision of choosing this topic I was more focused on developing of the necessary knowledge about the marketing essentials like marketing mix and other aspects of marketing. In the project I have also been able to learn about the marketing strategies which can be used for retaining customer value and also develop more numbers of customers and by retaining the existing and loyal customers as well. While doing the project I have also developed my comprehension skill which has helped me to read through all necessary articles on marketing and point out the necessary marketing theories that are required for the purpose of development of the different aspects of the project. 
Further for the project I have selected Coca-Cola which is one of the largest company of UK. Thus for the purpose of the project, I had to research into the existing marketing strategies of Coca-Cola and also develop the necessary knowledge about different aspects of marketing which includes promotions, pricing, distribution and target segmentation process. While researching through these aspects I have been able to develop my knowledge about the pricing and the promotion strategies and I also had to visit the managers of Coca-Cola in order to get sufficient information about the necessary marketing mix strategies that they adopt in order to create value for the customers. During my visit to Coca-Cola and while interacting with the managers of the retail stores, I developed proper communication skills which helped me to further develop my interactive skills so that I can interact with people without any issues. Further I would also like to mention the fact that I have been able to develop my learning skills and concentration power while taking continuous notes during the lectures. Lastly I also had to interact with the customers of Coca-Cola in order to understand whether the marketing strategies that are being taken by the company are effective or not. Interaction with customers has helped me in developing my open communication skills and I will be able to freely interact with people in future. 
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