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[bookmark: _ptjux8h2pcjk]Executive summary


This report evaluates the strategic position of Coca-Cola UK within the highly competitive soft drinks industry through integrated external and internal analyses. PESTEL, VRIO as well as SWOT frameworks identify key opportunities, including growing demand for healthier beverages, sustainability and digital innovation, alongside challenges such as inflation, regulatory pressures and intense competition. The analysis highlights strong brand equity, extensive distribution network and innovation capabilities of Coca-Cola as key competitive strengths. The report concludes that a differentiation strategy, validated using the SAFe framework, is the most appropriate approach to sustain long-term competitive advantage. Furthermore, a CSR strategy and Balanced Scorecard are recommended to strengthen sustainability, operational performance, stakeholder value and long-term organisational growth in the UK 
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[bookmark: _Toc236501931]1. Organisational Context and Overview
[bookmark: _Toc236501932]1.1. Company Profile 
The Coca-Cola Company was founded in the year 1892 by Asa Griggs Candler after getting the formula for Coca-Cola that was originally created in 1886 by John Stith Pemberton in Atlanta, Georgia, United States (The Coca-Cola Company, 2025). From a single carbonated soft drink, the company expanded into one of the largest beverage organisations all across the globe through continuous innovation and international growth. Major milestones of Coca-Cola include its expansion into Canada and Mexico in the early twentieth century then into Asia-Pacific, Latin America, the Middle East as well as Africa with operations established in more than 200 countries worldwide (Coca-Cola, 2025). Over time, Coca-Cola strategically diversified its product portfolio beyond Coca-Cola, Diet Coke as well as Coca-Cola Zero Sugar to include Sprite, Fanta, Minute Maid juices, Dasani bottled water, Powerade sports drinks, Costa Coffee and Smart water with the help of product development and strategic acquisitions (Coca-Cola Company, 2025) (Figure 1). 

Figure 1: Products by Coca-Cola
(Source: Coca-Cola Company, 2025)
The primary mission of the company is to refresh the world, make a difference along with inspiring moments of optimism with the help of its beverages and business practices while the vision of Coca-Cola is to create a more sustainable future while generating long-term value for consumers, employees, communities as well as shareholders (The Coca-Cola Company, 2024). The business model of Coca-Cola is based on producing beverage concentrates and syrups that are supplied to a wide-ranging network of independent bottling partners which manufacture, package, distribute along with marketing finished products (Coca-Cola, 2025). Such an inclusive business model works towards enabling efficient global distribution, strong brand equity, operational scalability as well as sustainable revenue generation with accurate internationalisation practices.
[bookmark: _Toc236501933]1.2 Industry and market position
Coca-Cola has an aim to operate in the global non-alcoholic ready-to-drink (NARTD) beverage industry which includes carbonated soft drinks, bottled water, juices, sports drinks, tea, coffee as well as energy beverages (The Coca-Cola Company, 2026). The chosen industry constantly expands due to increasing urbanisation, premiumisation, healthier beverage demand as well as digital retail channels while companies invest in sustainable product packaging and low-sugar or zero-sugar product innovation (The Coca-Cola Company, 2026). In 2023, the size of the soft drink market across the UK was estimated around USD 12.7 billion (Spherical Insight, 2024) (Table 1). The major competitors of Coca-Cola in the UK include PepsiCo (distributed by Carlsberg Britvic), Carlsberg Britvic as well as AG Barr and these companies compete across carbonated soft drinks, juices, bottled water and energy beverages with a focus on strong brand portfolios and wide distribution networks (The Grocer, 2025; Marrow and Tabassum, 2026). Hence, the study has a purpose to evaluate the current strategic position of Coca-Cola in the UK along with recommending strategies to strengthen the overall competitive advantage of the company. 

Table 1: Soft drink market of the UK
(Source: Spherical Insight, 2024)
[bookmark: _Toc236501934]2. External and internal analysis
[bookmark: _Toc236501935]2.1 External analysis: PESTEL 
	PESTEL
	Analysis
	Opportunity or threat

	Political
	Incorporation of post-Brexit customs procedures increases import documentation as well as logistics complexity which works towards raising operational costs along with creating supply chain issues (Bailey et al., 2023)
	Threat

	
	Stable UK political institutions aim to support predictable business regulations that directly encourage long-term investments, manufacturing expansion as well as strategic planning for companies (Government of UK, 2024)
	Opportunity

	Economic
	The overall income of household across the UK significantly decreased almost 0.8% in 2025 because of different factors that include rising taxes, decreased savings and poor financial condition (Almeida, 2025)
	Threat

	
	The overall living costs in the UK have been witnessing a noticeable growth as the inflation rate has increased almost 3.4% in 2025 (BBC, 2025)  (Figure 2)
	

	Social
	Customers across the UK demonstrate their preference for healthier food habits, environmentally sustainable products as well as zero-sugar beverages which motivates businesses to incorporate and make use of healthy food innovation and sustainability practices (Kapoor et al., 2025)
	Opportunity

	Technological
	Significant utilisation of artificial intelligence works towards enhancing workforce ability, demand forecasting, inventory management and production efficiency which eliminates operational costs while improving customer satisfaction across the UK market (Government of UK, 2026; Mohammed, 2025)
	Opportunity

	
	National Crime Agency of UK is committed to strengthen the overall resilience of UK businesses to address the issues related to cyber-attacks which works towards improving the businesses to improve data privacy and data security in a strategic way (National Crime Agency, 2019)
	

	Legal
	“Soft Drinks Industry Levy Regulations 2018” necessitate higher taxes on sugary beverages and the regulations act towards encouraging businesses to reformulate products along with expanding zero-sugar alternatives (UK Government, 2018)
	Opportunity

	
	“Producer Responsibility Obligations (Packaging Waste) Regulations 2007” were designed to require businesses to recover and recycle packaging waste which directly increases sustainability investments as well as compliance costs (UK Government, 2011)
	Threat

	Environmental
	Climate change across the UK works towards threatening water availability as well as agricultural production which directly increases raw material supply risks along with operational challenges for businesses across the country (DEFRA, 2024)
	Threat

	
	The demand among the UK customers for sustainable packaging is  growing over the years which motivates the businesses to incorporate and make use of sustainable packaging operations that include compostable plastic, biodegradable plastics, multi-material packaging and more to strengthen their marketing position across the country (Ken Research, 2019) (Figure 3)
	


Table 2: PESTLE analysis of UK market


Figure 2: Inflation rate in UK
(Source: BBC, 2025)
According to the PESTEL analysis, it is understood that politically, post-Brexit customs procedures can generate a significant threat for Coca-Cola through the constant necessity of conducting import documentation which leads to transportation delays and increased supply chain costs, reduced operational efficiency and poor profit margins. However, the stable UK political environment can provide regulatory certainty that supports long-term investment, manufacturing expansion as well as strategic business planning that enable Coca-Cola to strengthen its market presence. From an economic perspective, declining household incomes and rising inflation reduce the overall purchasing power of consumers which can create a threat for the company as customers may shift towards lower-priced beverages along with reduced discretionary spending. Socially, increasing consumer preference for healthier lifestyles, sustainable products as well as zero-sugar beverages presents a major opportunity for Coca-Cola to expand products such as Coca-Cola Zero Sugar which strengthen its health-focused portfolio and improve brand loyalty.
Technological advancements like the adoption of artificial intelligence can provide opportunities to Coca-Cola to improve different business areas that include demand forecasting, inventory management, production efficiency as well as customer engagement while reducing operating costs. Furthermore, improved cyber resilience would protect digital operations, supply chain data and customer information of Coca-Cola UK from cyber threats which ensure operational continuity, strengthen consumer trust, minimise financial losses along with supporting long-term competitive advantage through secure business operations. Legally, the Soft Drinks Industry Levy Regulations 2018 can also encourage Coca-Cola to reformulate beverages with lower sugar content and accelerate innovation in healthier product categories. On the other hand, compliance with packaging waste regulations requires Coca-Cola UK to invest in recyclable materials, collection systems as well as recycling infrastructure which may lead to increased operational costs while strengthening regulatory compliance, environmental reputation as well as long-term sustainability competitiveness. Environmentally, climate change threatens water availability and agricultural productivity which increases risks of raw material supply for Coca-Cola. Furthermore, growing consumer demand for sustainable packaging creates an opportunity to invest in recyclable and eco-friendly packaging. Therefore, investment in sustainable packaging would enhance environmental reputation of Coca-Cola, meets evolving UK regulatory expectations, satisfies environmentally conscious consumers along with differentiating the brand which strengthen customer loyalty and market competitiveness. 

Figure 3: Sustainable packaging options incorporated in the UK
(Source: Ken Research, 2019)
[bookmark: _Toc236501936]2.2. Internal Analysis: VRIO Framework
The VRIO framework is used to evaluate the internal resources and capabilities associated with Coca Cola within the UK soft drinks market. As per Barney (1991), VRIO model helps assess whether organisational resources are valuable, rare, inimitable and organised (Figure 4). Coca Cola operates in a highly competitive market where consumers are constantly shifting towards healthier and sustainable products. Therefore, this framework is going to analyse its strengths and limitations for better future growth. 

Figure 4: VRIO framework 
(Source: Barney, 1991)
	Key resources/capabilities
	Valuable
	Rare
	Inimitable
	Organised
	Competitive implication

	Global reputation and customer loyalty
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Extensive UK distribution and retail network
	Yes
	No
	No
	Yes
	Competitive parity

	R&D and product innovation capability
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Sustainability and ESG initiatives
	Yes
	No
	No
	Yes
	Competitive parity

	Financial strength and investment capability
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage


Table 3: VRIO Analysis
Analysis
Based on the above VRIO analysis, it has been understood that Coca Cola possesses a strong portfolio of internal resources. One of the greatest strengths of this company is its brand image in the UK soft drinks market. The brand has been operating now for more than 130 years through persistent product quality and emotional consumer engagement (Coca-Cola, 2023). As per Adebola (2021), Coca Cola is considered one of the most valuable brands that demonstrates exceptional customer loyalty and brand equity. In the UK marketplace, such leadership enables Coca Cola to attract customers despite increased competition for healthier beverage options. Thus, a recognised brand image satisfies all four VRIO dimensions thereby providing a sustained competitive advantage. 
Another major strength lies in its extensive distribution and retail network. This organisation makes sure to collaborate with UK supermarkets, convenience stores to ensure all time product availability. One of the biggest rivals of Coca Cola in the UK market is PepsiCo that uses a direct store delivery (DSD) network structure (OFC, 2026). Whereas on the other hand, Coca Cola relies heavily on an independent network to distribute the drinks. Therefore, it can be understood that this capability does not contribute to sustained competitive advantage as the distribution system of Coca Cola is not considered completely unique when compared to its competitor. 
Innovation is another aspect of Coca Cola's business model that decides its competitive positioning. In the UK, a tiered tax system named SDIL has been launched to reduce childhood obesity especially on sugary drinks (BBC, 2025). Responding to this regulation, the company has successfully introduced Coca Cola Zero Sugar and reformulation of existing beverages into bottled water and energy drinks (Coca-Cola, 2026) (Figure 5). Coca Cola makes sure to invest in product innovation in order to surpass the expectations of its consumers. Despite these efforts, the R&D capabilities remain relatively imitable hence it can be said that product innovation provides only temporary competitive advantage. 

Figure 5: Coca Cola Zero Sugar innovation
(Source: Coca-Cola, 2026)
The company has a strong financial power that supports its competitive capabilities. Coca Cola generates around €3.3 to €3.5 billion annually that allows continuous investment in advertising, sustainability, digital technologies and operational improvements (CCEP, 2023). Such financial flexibility allows the organisation to respond to market changes and maintain strong promotional activities in the UK. However, competitors of Coca Cola also possess financial resources thereby limiting the rarity of this capability. 
Outcome
Based on the analysis above, it has been inferred that Coca Cola depends heavily on promotional expenditure in order to preserve its brand image. However, continuous investment towards product development and reformulation as per consumer preferences require constant investment thereby placing pressure on organisational resources. Even though the brand has strengthened its sustainability initiatives through recyclable packaging, carbon reduction, these practices are becoming industry standards instead of a unique capability. Competitors like PepsiCo have implemented similar strategies that reduces rarity and inimitability of Coca Cola. Overall, the enduring competitive strength of Coca Cola in the UK comes from customer loyalty and brand recognition. Resources like finance, innovation and network distribution helps the organisation to maintain its market leadership in the UK. 
[bookmark: _Toc236501937]2.3. SWOT Analysis
The SWOT analysis has been used to analyse the key internal strengths and weaknesses prevalent within Coca Cola. Based on strengths and weaknesses, external opportunities and threats have been determined to understand the competitive position of Coca Cola in the UK market. 
	Strengths
· Coca Cola has a strong brand reputation worldwide and customer loyalty (Coca-Cola, 2023).
· The Coca Cola Euro pacific Partners supplies drinks across supermarkets, convenience stores and hospitality outlets (CCEP, 2023).
	Weaknesses
· The brand heavily depends on carbonated beverages making it vulnerable to changing consumer health preferences (Adebola, 2021).
· Continuous requirement of investment in promotional campaigns to maintain brand leadership (Coca-Cola, 2026).

	Opportunities
· Growing demand for healthier beverages
· Expansion of sustainable packaging initiatives
	Threats
· Increased government regulation
· Intense competition from PepsiCo


Table 4: SWOT analysis 
Analysis 
According to the SWOT matrix above, it has been understood that Coca Cola needs to leverage its strong brand reputation to capitalise on the 85% growing demand for healthy beverage options (Fernandes, 2025). This indicates growth in healthier beverage demand among customers of Coca Cola Zero Sugar product. The nationwide retail presence of this organisation enables the widespread availability of products like Coca Cola Zero Sugar. In this way, the company is able to respond effectively to changing consumer preferences. Additionally, the financial position of Coca Cola helps it to invest in product development and reformulation. CCEP allocated €500 million towards digital marketing and eco-friendly packaging initiatives, thereby giving a boost to its competitive positioning. These capabilities also enable the organisation to address threats coming from one of its rivals, PepsiCo and UK government policies. The financial strength to fund reformulation and existing distribution network helps address the regulatory threat of SDIL and the growing competition from PepsiCo. Overall, the company needs to reduce dependency on carbonated soft drinks as a part of its sustainability approaches. As a result of these initiatives, Coca Cola can enhance long term resilience and create a sustainable competitive advantage within the UK beverage sector as the majority of consumers demand healthier recyclable alternatives. 


[bookmark: _Toc236501938]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc236501939]3.1 Corporate Social Responsibility (CSR) Strategy
Coca-Cola Euro pacific Partners (CCEP), known as the manufacturer and distributor of Coca-Cola products in Great Britain which was planned to embed corporate social responsibility (CSR) within its long-term sustainability strategy (Coca-Cola Great Britain, 2025). The key focus of the strategy is on six major priorities that include drinks, packaging, climate, water, people, communities as well as supply chain sustainability. The major CSR initiatives of Coca-Cola include incorporation of low-and zero-sugar beverage options, reduction of carbon emissions, implementation of recycled content in plastic packaging, promotion of circular packaging systems with the help of collection and recycling programmes along with improving water stewardship (Coca-Cola Great Britain, 2025). In addition to that, CCEP is designed to promote ethical sourcing with the help of its Supplier Guiding Principles while investing in employee wellbeing, diversity, inclusion as well as community partnerships (Coca-Cola Great Britain, 2025). Together, all these initiatives demonstrate that CSR is integrated into operational decision-making rather than preserved as a standalone philanthropic activity which enables the company to balance environmental responsibility with long-term commercial resilience in the UK market. 
The CSR strategy strongly supports the mission of Coca-Cola UK to refresh consumers while making a positive difference along with aligning with its vision of generating a more sustainable beverage business. Investments in sugar reduction, healthier product innovation as well as transparent nutritional labelling initiated by Coca-Cola directly address growing consumer demand for healthier lifestyles while strengthening regulatory compliance (Coca-Cola, 2026). At the same time, sustainable packaging initiatives of Coca-Cola include increased recycled PET and deposit return systems which reinforce the objective of the company to reduce environmental impact without compromising product availability (Coca-Cola, 2026). All these activities enhance brand reputation, customer trust as well as stakeholder relationships which create competitive differentiation in a market where sustainability increasingly influences purchasing behaviours. Moreover, CSR strengthens strategic positioning through the integration of social and environmental value creation with long-term business growth.

Figure 6: CSR measures initiated by Coca-Cola
(Source: Coca-Cola Femsa, 2024)
In the context of a financial perspective, CSR initiatives of Coca-Cola UK contribute to long-term profitability through the constant improvement of operational competence along with reducing business risks. In this aspect, investments in different areas that include renewable electricity, energy-efficient manufacturing, community development, sustainable sourcing, water conservation as well as supply chain resilience lower resource consumption along with mitigating exposure to future environmental regulations and rising input costs (Coca-Cola, 2026; Coca-Cola Femsa, 2024) (Figure 6). Ethical sourcing programmes are designed to reduce supplier-related risks while climate adaptation initiatives are advantageous to improve supply continuity (Coca-Cola, 2026). In addition to that, sustainable business practices initiated by Coca-Cola enhance investor confidence as environmental, social and governance (ESG) performance in investment decisions (Coca-Cola, 2026). Successful accomplishment of ambitious sustainability targets requires substantial capital expenditure in recycling infrastructure, low-carbon technologies as well as packaging innovation which temporarily increase operational costs along with reducing short-term profit margins.
Besides all significant progress, certain pressures remain between CSR commitments of Coca-Cola UK and its commercial objectives. Environmental organisations continue to scrutinise the company because of plastic packaging waste, water usage as well as the health implications associated with sugary beverages which suggests that reputational risks persist even as sustainability investments increase (Coca-Cola Europacific Partners, 2025). Furthermore, the approach of balancing affordability with increased expenditure on sustainable materials and decarbonisation remains a strategic challenge within an extremely competitive UK beverage market (Coca-Cola Europacific Partners, 2025). On the other hand, continuous innovation in healthier products, circular packaging as well as emissions reduction demonstrates that CSR increasingly functions as a strategic business driver rather than a compliance obligation (Coca-Cola Europacific Partners, 2025). Overall, the CSR strategy of Coca-Cola UK is closely aligned with its mission, strengthens long-term competitiveness along with supporting sustainable financial performance despite ongoing implementation challenges.
[bookmark: _Toc236501940]3.2 Balanced Scorecard (BSC) 
	Balanced Scorecard Perspective
	Objectives
	KPIs
	Targets
	Strategic Initiatives

	Financial
	To increase sustainable revenue growth while improving profitability with the help of healthier product sales, operational efficiency and sustainability-led cost reduction.
	Revenue growth (%)
Operating profit margin
Return on investment (ROI)
Sales of low- and zero-sugar beverages
	Achieve 5–7% annual revenue growth
Improve operating margin by 2%
Increase low- and zero-sugar product sales by 10% annually
	· Expand premium and healthier beverage portfolios
· Optimise manufacturing efficiency through digital technologies
· Reduce production costs using renewable energy and lightweight packaging
· Strengthen data-driven demand forecasting

	Customer
	To improve customer satisfaction, strengthen brand loyalty and expand market share with a focus on healthier and environmentally sustainable beverage choices.
	Customer satisfaction score (CSAT)
Net Promoter Score (NPS)
UK market share, repeat purchase rate
	Maintain customer satisfaction above 90%
Improve NPS by 5 points
Increase UK market share by 2% within three years
	· Launch innovative low- and zero-sugar products
· Expand personalised digital marketing campaigns
· Improve product availability across retail channels
· Promote sustainable packaging to strengthen consumer trust

	Internal Business Processes
	To enhance operational excellence through the improvement of manufacturing efficiency, supply chain resilience and circular packaging performance while reducing environmental impacts.
	Manufacturing efficiency
Recycling rate
Carbon emissions per litre produced
On-time delivery rate
	Reduce operational carbon emissions by 30%
Achieve 100% recyclable packaging, maintain 98% on-time delivery
Increase recycled PET content across packaging
	· Invest in automation
· AI-enabled inventory management
· Renewable energy adoption
· Water conservation technologies
· Partnerships supporting bottle collection and recycling infrastructure

	Learning and Growth
	Develop workforce capabilities, encourage innovation and strengthen digital transformation to support long-term sustainable competitiveness
	Employee training hours
Employee engagement score
Innovation rate
Digital capability index
	Provide at least 25 training hours per employee annually
Achieve 85% employee engagement
Launch three major product innovations each year.
	· Deliver sustainability and digital skills training
· Expand leadership development programmes
· Promote diversity and inclusion initiatives
· Encourage employee innovation projects
· Invest in advanced analytics and artificial intelligence for decision-making


Table 5: Balance scorecard
Kaplan and Norton (1992) stated that the Balanced Scorecard (BSC) has an aim to translate the vision and strategy of an organisation into a comprehensive set of performance measures across four perspectives that include financial, customer, internal business processes as well as learning and growth which strengthen long-term strategic objectives (Kaplan and Norton, 1992). Based on this particular aspect, a balanced Scorecard enables Coca-Cola UK to translate its sustainability strategy into measurable operational objectives across different perspectives. The framework helps ensure that financial performance is supported by customer satisfaction, efficient operations and continuous employee development, rather than depending solely on short-term profit strategies. Through the successful integration of sustainability indicators such as recycled packaging, carbon reduction, healthier products and workforce capability alongside traditional financial KPIs, Coca-Cola UK can monitor strategic performance comprehensively, improve organisational alignment, and achieve long-term competitive advantage while satisfying stakeholder expectations. 


[bookmark: _Toc236501941]4. Strategic Choices and Implementation 
[bookmark: _Toc236501942]4.1 Evaluation of strategic choices
According to Porter (1985), organisations are capable of achieving competitive advantage through three generic business-level strategies that include cost leadership, differentiation as well as focus. All these strategies enable firms to create superior value either by offering lower costs, unique products or targeting specific market segments (Porter, 1985). The UK soft drinks market is highly competitive and consumer purchasing decisions are strongly influenced by brand reputation, product innovation and sustainability rather than price (Penn-Jones et al., 2023). After comparing cost leadership, focus and differentiation, differentiation is judged the most suitable generic strategy for CCEP Great Britain. Though cost leadership provides operational advantages, it is less appropriate as Coca-Cola UK competes in a market where premium branding and marketing investments are essential. The UK soft drinks industry is competitive with strong branding providing producers a significant competitive advantage through customer loyalty and repeat purchases and sustained marketing investment supports differentiation more effectively than competing primarily on price (IBISWorld, 2015). The company improves cost efficiency with the help of economies of scale, digital manufacturing, supply chain optimisation as well as renewable energy investments (Coca-Cola, 2024). However, competing primarily on low prices could weaken its premium brand image along with reducing profitability while exposing the business to price competition from supermarket own-label beverages and low-cost rivals. PepsiCo faced intense supermarket price competition in the UK, which indicates that differentiation better protects premium beverage brands than cost leadership to strengthen brand loyalty, market position and business competitiveness (Moreau, 2026). In this same aspect, Supermarket own-label beverages and retailer pricing pressure reduced pricing power of PepsiCo while stronger brand equity, diversified product portfolio as well as continuous innovation of Coca-Cola UK better sustain premium pricing, customer loyalty as well as long-term competitive advantage.
Therefore, cost leadership should function as an internal competence strategy rather than the primary source of competitive advantage. In addition to that, differentiation remains the strongest competitive strategy for Coca-Cola UK because the company continuously develops innovative beverages that include Coca-Cola Zero Sugar and functional drink options while investing in sustainable packaging, digital marketing and customer engagement. Strong global brand equity, extensive distribution networks as well as continuous product innovation allow Coca-Cola to command premium pricing and maintain customer loyalty despite increasing competition (Zhong, 2024). Furthermore, sustainability initiatives under the 'This is Forward' strategy work towards strengthening brand reputation along with meeting changing consumer expectations regarding environmental responsibility and healthier lifestyles (Coca-Cola Femsa, 2024). While Coca-Cola also applies a limited focus strategy by targeting health-conscious consumers with low- and zero-sugar beverages, this complements rather than replaces its broad differentiation approach. Therefore, differentiation through continuous product innovation, strong brand equity as well as sustainability alignment enables premium pricing, strengthens customer loyalty, enhances brand value along with supporting long-term profitability and sustainable competitive advantage of Coca-Cola UK within the UK beverage industry. 
[bookmark: _Toc236501943]4.2 Recommended strategy, validation and implementation
Based on the evaluation, using the SAFe (Suitability, Acceptability and Feasibility) framework, differentiation is the most suitable business-level strategy for Coca-Cola Europacific Partners (CCEP) Great Britain.
· Suitability: Differentiation aligns with growing UK demand for healthier beverages, sustainability as well as premium brands through product innovation and strong brand equity.
· Acceptability: The strategy is expected to deliver premium pricing, customer loyalty, long-term profitability, along with enhanced shareholder value while meeting consumer and stakeholder expectations
· Feasibility: CCEP possesses the financial resources, global brand reputation, advanced manufacturing capabilities, extensive distribution network as well as innovation expertise required to implement differentiation successfully. Cost leadership should remain an operational competence strategy while a selective focus on health-conscious consumers complements the broader differentiation approach. 
[bookmark: _Toc236501944]4.3. Implementation & Performance 
Implementation of a differentiation strategy can enable the organisation to gain competitive advantage. According to the Resource Based View Theory, brand equity and innovation capabilities of a business supports sustained competitive advantage (Barney, 1991). For example, continued investment in low and zero sugar beverages can improve overall customer loyalty and support premium pricing. However, the implementation process comes with several challenges such as organisational resistance to new product development. It can be addressed through employee training and effective communication. Secondly,  substantial investment in sustainable packaging and digital technologies might increase short term costs. At the same time, Coca Cola can mitigate the financial issue through phased investments. Finally, increased competition from PepsiCo might reduce the impact of differentiation and it can be navigated through data driven marketing.
[bookmark: _91zxapqmuob4][bookmark: _91zxapqmuob4]

[bookmark: _Toc236501945]Section 2: Reflective Account
The Gibbs’ Reflective Cycle has been used to reflect on the process of researching, analysing and preparing for section 1. As per Gibbs (1998), the entire experience of an individual  is evaluated to actively learn from it solely for future performance (Figure 7). There are several stages within this reflective cycle that will help me to transform raw experiences into actionable learning. 

Figure 7: Gibbs’ Reflective Cycle 
(Source: Gibbs, 1998) 
[bookmark: _Toc236501946]Description
The preparation of section 1 began with strategic analysis of Coca Cola  CCEP within the UK marketplace. This process started through proper identification of strategic management frameworks like PESTLE, VRIO, SWOT, Porter’s Generic Strategies. I conducted external analysis with the help of PESTLE to analyse the macro environment and Porter’s Five Forces to examine the competitive environment of Coca Cola UK. Then internal capabilities were assessed using the VRIO framework to detect the resources that provide a competitive advantage. These findings were synthesised using the SWOT analysis that is ultimately helpful to understand the strategic position of the organisation. The SWOT demonstrated that Coca Cola has a wide distribution reach which is considered a strength however, the production of carbonated drinks remains a weakness. Finally, Porter’s Generic Strategies and SAFe framework were applied to evaluate strategic alternatives to identify the most appropriate strategy. Throughout the entire process, evidence from both academic and industry reports was integrated to ensure the analysis remains credible. For example, the CCEP annual report provided insights on the UK soft drinks market whereas on the other hand, Barney (1991) guided the VRIO analysis (Gazzola et al., 2024). Thus, it has been understood that real world organisational data can be analysed better through theoretical frameworks. 
[bookmark: _Toc236501947]Feelings
Initially, I felt confident to use strategic management frameworks as I had previously studied models such as PESTLE, SWOT and Porter's Generic Strategies. However, as the work progressed, I came to the realisation that framework application requires immense critical thinking abilities. I faced immense difficulty in judging whether a Coca Cola organisational resource genuinely satisfies the rare criterion or not. During this process, I faced one challenge in identification of relevant evidence that reflected the UK soft drinks market. Meanwhile, I was also concerned about representation of repetitive findings as I started applying the frameworks.  I became more confident because the relationships between the external environment, internal capabilities and strategic recommendations became clearer. Overall, such an experience enhanced my understanding of various strategic models that can be integrated to support Coca Cola business decision-making. 
[bookmark: _Toc236501948]Evaluation
According to my experience, this academic journey was positive and negative. I think the usage of recognised strategic frameworks provided a logical structure that made the entire analysis systematic. Combination of both academic theories and industry evidence enhanced the credibility of business recommendations. This as a result, provided a strong justification to select the particular differentiation strategy. Based on the VRIO analysis, I have understood that,  Coca Cola business is valuable due to its innovation capabilities. Therefore, it can be inferred that improvements made in sustainable packaging and other innovative initiatives can provide a competitive advantage. Apart from that, there were many limitations, for example, the reliance on secondary data meant overall analysis depended mainly on publicly available information. Another challenge encountered was to maintain a balance between descriptive information and critical analysis. At the initial stage, I focused heavily on explaining each framework; however, I later recognised that stronger evaluation and interpretation were necessary to demonstrate strategic understanding.
[bookmark: _Toc236501949]Analysis
Upon reflection of the overall process, I recognised that successful strategic analysis requires application of theoretical models in an integrated manner. For instance, one of the major opportunities identified through the PESTLE framework includes increasing demand for healthier beverages. Similarly, the VRIO analysis confirmed that Coca-Cola's brand reputation and innovation capabilities represent valuable organisational resources. Such an integration demonstrated that internal strengths can support strategic decisions in response to external market conditions rather than being analysed in isolation. Strategic recommendations become more persuasive when those are supported by reliable financial data, industry reports and academic research instead of personal opinion. I also recognised the importance of critical evaluation of organisational weaknesses rather than focusing only on strengths. Personally, I feel identification of Coca-Cola’s dependence on carbonated beverages enabled more balanced strategic recommendations. Overall, the process improved my ability to connect strategic theory with practical organisational challenges and strengthened my analytical thinking. 
[bookmark: _Toc236501950]Conclusion
Looking back, I feel that there are several areas where the analysis could have been strengthened further. Although the selected frameworks provided a comprehensive assessment, incorporation of additional tools such as the BCG Matrix for brand portfolio balance or Ansoff Matrix for growth direction could have provided deeper insight. Greater comparison dimensions like product portfolio, pricing distribution with competitors such as PepsiCo would also have strengthened the evaluation of competitive positioning within the UK soft drinks market. The competitive position of Coca Cola with PepsiCo is clarified through better market differentiation and product accessibility. These aspects help the company to meet the needs of customers more effectively than rival firms.  
[bookmark: _Toc236501951]Action plan 
	Skills for improvement
	Action
	Resources
	Timebound

	Critical analysis
	Practice application of strategic frameworks to real business case studies
	Academic journals, strategic management textbooks
	3 months

	Industry research and data analysis
	Develop skills in analysing annual reports, financial statements
	Company annual reports, IBISWorld, Statista, Mintel
	2 months

	Digital research
	Strengthen the ability to identify and evaluate credible academic and industry sources
	Journal articles, university library databases
	6 weeks


Table 6: Reflective Action plan
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