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[bookmark: _Toc138531965]Introduction 
Globalisation refers to the term which explains the process of trade and technology that have made the globe connected and an interdependent place. This helps to develop the scope of social and economic opportunities that provide accurate outcomes according to the need (Gorynia, 2019). In modern business work, marketing approaches are prioritised which helps to develop marketing strategies of the companies and aims to sell products across the world to specific demographics. This also focuses on financial exchanges and develops partnerships which improve the attraction of the customers towards the brand. In this report, the discussion will be on the global organisation in which Coca-Cola will be included. The global challenges and megatrends will be explored, and their impact on marketing functions during post covid-19 pandemic will be highlighted. The evolving marketing strategies to take advantage of the new development and its gaining of competitive advantages will be included which helps to develop the understanding of the marketing process. There are key stakeholders of the organisation that impact the marketing functions of the organisation. Some recommendations on the marketing strategies that reduce the identified challenges and achieve success will be given. 
[bookmark: _2xas5v92g7zd][bookmark: _Toc138531966]Global challenges in the post-pandemic situation 
Change in consumer preferences 
Consumer preferences are an important aspect of the marketing process which is directly linked with demand and the understanding of consumer preferences that helps to gain the attraction of customers (Gorynia, 2019). In the consumer preference aspect, the customers’ changing needs are impacting companies and their operations. In the case of Coca-Cola, the issues are developing for consumer preferences in which the markets cannot identify the needs and preferences of the customers which reduce their sales and impact negatively on the financial performance as well. 
Millennials and their social influence on Marketing 
Millennials are considered as a key consumer demographic for online marketers which develops tech savviness and capability to develop web-based content (Ozuem et al., 2021). In the present situation, millennials are targeted for the marketing process which aims to develop sales and profitability. In the case of Coca-Cola, the social media influence on marketing develops issues in which accurate marketing processes are not attractive to attract millennials. The lack of marketing for millennials develops poor recognition of the brand. In the era of technology. Coca-Cola cannot provide an adequate marketing process which can provide positive outcomes. 
Increasing brand awareness 
Brand awareness is an improved aspect of the business which helps to provide the understanding of the public with a product and differentiate it from the other brands which help to maintain high levels of brand awareness and generate revenue in which the brand awareness among customer can be developed (Bernarto et al., 2020). Based on the business process of Coca-Cola, developing controversies and poor product quality affect the brand recognition of the business and impact the financial situation of the company and derive negative consequences in the marketing process. 
Green marketing 
Green marketing refers to the practice which aims to promote products and services which are eco-friendly and sustainable. Green marketing is prioritised to increase customer loyalty and positive brand reputation and protect the plant by contributing to a sustainable future (Nekmahmud, and Fekete-Farkas, 2020). There are challenges in product quality which impact health and the development of plastic bottles and water scarcity is increasing which is impacted in business operations. The lack of sustainable approaches of Coca-Cola leads to a negative impact on the natural and social environment and reduces the opportunities for brand recognition as well as developing controversies. 
Development of artificial intelligence 
The modern business process impacts business operations in which the use of artificial intelligence helps to develop operational efficiency and productivity in the business to make faster decisions and provide outputs from cognitive technologies (Ho, 2020). Market research using AI is not conducted in the business operation of coca cola which impacts the research and development and increases the negative consequences which need to be solved with effective solutions (Medium, 2023).  
[bookmark: _de5s3lojewq2][bookmark: _Toc138531967]Megatrends which impact the marketing functions in post covid-19 pandemic 
In covid-19 pandemic has changed the business world and businesses capitalise on the new normal. The covid-19 has made some global megatrends that focus on five aspects and influence the marketing functions which include urbanisation, globalisation, digital transformation, cybersecurity and sustainability which improve the business process and develop the entire business process. The pandemic has promoted a new wave of globalisation which helps to develop new forecasts on predictions and promote a new business environment. In addition, the covid-19 pandemic has developed urban lids and increased commuting and travelling for businesses. The work from home is introduced with the people in which the new normal is developed which rebuilt the business environment and improved response to future and current crises (Fandrejewska et al., 2022). Urbanisation helps to provide access to core services and develop regional collaboration which impacts the marketing functions and develops communication in a wide audience. Integrated infrastructure is also developed that embraces the holistic approach to planning and supporting a healthier lifestyle. Digital transformation is involved in the entire business process and provides digital solutions to businesses. The post-covid situation develops the adaptability of technology which creates digital trends and maintains a marketing process that helps to access a larger audience. This ensures the supply chain partners that can offer agility, choice and resilience as well as make them digitally native which enhances the function approach in the business. 
The digital transformation of businesses provides the understanding of the accurate strategic approach to marketing and incorporates automation, additive manufacturing, and artificial intelligence and develops technology building blocks that develop innovative processes and maintain the entire business. With the digital transformation, next-level cybersecurity is also needed which improves the security and privacy of the business process and the increasing online threats help to force companies to develop cybersecurity plans and reduce the growing number of cybercrimes and phishing attacks. Effective cybersecurity is an effective megatrend and determines the deployment and proliferation of the connection of the technologies that help to develop universal connectivity. The technological development involving automation impacted the marketing function and developed the influence of promotional strategies that helped to connect with the students. Cybersecurity helps to provide safety and enhance ventilation by controlling the attacks including digital facilities and provides the potential to enhance business operations (Manoliu, 2022). In the present situation, sustainability is prioritised which helps to improve the promotion of sustainable practices to protect the planet (Tomson et al., 2021). There is a huge change due to industrial activities which affect the planet negatively. Marketing on sustainability and manufacturing environment-friendly products increase the attraction of customers and provide brand recognition. Hence, it is observed that the covid-19 pandemic has changed the lifestyle and preferences of people which makes the approaches a mega trend and helps to achieve success. 
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The success of a company comes with proper marketing campaigns and based on the case of Coca-Cola, it has changed the marketing aspect and developed effective strategies to develop sales and generate revenue for the business. Coca-Cola marketing's tragedies include different aspects of the business and develop the capability to reach a global level.
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Figure 1: Marketing strategy 
(Source: Self-created)
Global advertisement 
As the company has global operations, creative advertising is prioritised which helps to improve the marketing strategies and work on the advertising process to increase brand awareness in the global operations. The company respects its customer base in every country and provides the products according to the need (Brondoni, 2019). In this process, the labelling of the product has been done based on the regional language and established their partnership with regional celebrities and outlets so that the products can be served to every customer. The company develops creative advertising approaches for entertainment so that every customer gets the attraction and increases sales. 
Smart promotional strategies 
In the marketing process, promotions are important to attract the customer towards the products. The liability of the customers is developing, promotional platforms are needed to be used which help to make the process easier for them helps to improve their promotional mediums billboards, newspaper, television, radio, posters and banners, social media and other channels are used to communicate with the customers. This provides recognition about the products and helps to develop the promotional activities that reach the highest customer mortared to the customers. 
Sponsorship 
6the company is using sponsorship which helps to gain the attraction of customers, coca cola is a well-recognised brand which has different sponsorship and provide recognition in the businesses (Gunnarsson et al., 2023). The company produces sponsorship to the NBA, Olympics, and other television shows which react to a wide range of customers. Based on the marketing strategies, the company is influencing more customers and reducing their challenges from the marketing process. The company also gains more customers through celebrity endorsement which helps to develop interest of the customers across the globe. 
Social media 
Social media is considered an effective tool in the recent situation for the marketing process which helps to reach a wide range of customers to improve the recognition of the customers. In the social medial channels, there are some creative approaches are needed which helps to improve their strategic approaches, the company organise proper social media accounts and post content that improve their branding and provide information about the products, the social media marketing process includes content marketing, SEO marketing and mother that helps to influence strategic approaches and reach a wide range of audiences on the social media platform. 
Personalisation 
In the present situation, personalization is getting a new trend which helps to attract more customers and helps to provide a personalised experience which develops the satisfaction level of the customers. In the case of coca cola, a personalised strategy in the marketing process is used that helps to get a good number of steamers, the personalised packages are developed on the bottles and raise the sale of the products, this also helps to develop the emails subscription that makes the Seuss address the products. This helps to develop an emotional connection with the brands, the personalised approach also helps to provide free drinks for the new bottle which attracts customers and generates revenue for the business. 
Competing with price 
The global recognition of the company is developed from the marketing process in which the company develops competitive advantages as well which can be possible due to the competitive marketing pricing of the products. This is a smarter strategy of the company in which the MRP is designed to provide competitive advantages and maintain consumer volume. The pricing strategy of the company aims to compete with the global competitors and gain a strong customer base that helps to achieve success. 
Portfolio marketing 
The branding also focuses on the portfolio of the company which the marketing strategy of the company helps to maintain within the niche. The brand has grown different products according to the needs of the customers and introduced new products which attract a wide range of customers (Singaram et al., 2019). the company has managed their portfolio by providing a limited number of the beverages like coffee, tea, soft drinks and more. The company aims to develop the altercation of the customers and aims to convey that they do not have their products from production and expand their operations developing native customers. 
Branding 
Branding is a vital aspect of the marketing process and coca cola has brand recognition due to its logo. It is important to develop the branding which includes the caption, logo, and colour of the branding and helps to maintain the same brand logo so that the customer can understand the branding items easily. The labelling pattern of the company is considered a trademark of the present situation which helps to increase the barning approaches. 
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Investors 
Coca-Cola has developed a value for the investors and respects the perception and feedback for continuous improvement and engagement with the investors, the company has also created a communication platform that helps to develop annual meetings, earning calls, one-to-one meetings and investor conferences which develop the interaction. This helps to provide an understanding of important topics and ensure the disclosure and orientation towards the investors by providing accurate information (Coca-Cola, 2023). On the website, the investors get adequate information which helps to make communication easier such as reports, downloadable materials, videos and presentation on the strategy, performance and structure that helps to develop financial fillings and decei0 their interest. Based on the marketing functions, the investors gain information on the business operations and gain investment capital which helps to develop profit in the business. Hence, it is observed that investors gain advantages in the marketing functions and develop the number of investors to achieve the goals and objectives. 
Employees 
The employees in the organisation are prioritised to develop the cultural initiatives and provide business operations. The global employees are selected based on the high-performing talent with skills, passion and mindset that helps to build an inclusive and equitable culture which is supportive and inspiring for the employees (Coca-Cola, 2023). The focus of the company is on growth behaviour and empowering the employees which helps to gain information on the cultural aspects, a healthy workplace culture is developed by supporting the employees and incorporating different policies which increase engagement with the employees. In the marketing function, employees are prioritised as they have maintained a positive relationship and improved culture which helps to attract more employees and foster a positive reputation (Hongal, and Kinange, 2020). In addition, employees provide creative aspects in the promotional approaches that develop the attraction of customers as well. 
Suppliers 
Coca-Cola has developed a resilient and sustainable supply chain which is considered an integral part of the business and aims to accomplish the goals based on water, climate and human rights, the suppliers help to provide raw materials from the agricultural farms and develop partnerships that influence the global regulatory agencies. This helps to improve the operations by respecting human rights, the trade organisations are also prioritised and provide credible third-party standards that help to improve the entire business operations across the globe (Coca-Cola, 2023). The sustainable supply chain helps to develop the representation of global spending and focus on the top four priorities that improve the ingredients that maintain the quality of the products. The marketing functions provide an understanding of the roles and target markets to the stakeholders and develop marketing communication (Martin et al., 2020). it also provides knowledge about the marketplace and aligns with the supply and demand in the business and aims to influence the entire business operations. 
Customers 
The company has almost 30 million customer outlets across the globe and the company develops values to the small and big outlets, the customer range helps to develop the profitability of the business, this improves the services and establishes value-based relationships to lead to better business outcomes and shared approves. The company works together to prove the reduction of carbon emissions and develop an engagement that helps to develop customer satisfaction and improve positive relationships (Coca-Cola, 2023). The company has developed the business operations and marketing aspects in which the stakeholder helps to gain information from the marketing process and develop altercation on the business process, coca cola has developed its marketing function so that the business can reach a wide range of customers and gain competitive advantages. The marketing aspects also influence brand recognition and achieving goals and objectives. 
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Market research 
In business and marketing, research is an important aspect and is considered as the latest trend in the business process which helps to collect information on the target audiences and their preferences. Marketing research helps to develop information on the target demographics and provide products and services according to the preferences of the customers, this also helps to answer different questions about companies and empower the decision-making process (Sheth, 2021). Market research develops success in the business and develops it as a trend that helps to communicate with customers. In the market research, the marketing campaign evaluations are included which provide information on the effectiveness of marketing campaigns. This also evaluates the understanding of the online ads and makes adjustments to reach customers and keep customer acquisition costs reduced. The consumer segment also gains information from market research. To develop marketing research, Coca-Cola needs to conduct market research so that the need of the target customer can be identified and establish marketing content according to it which helps to achieve the goals and objectives of the business. Marketing needs accurate matt research to develop positive communication and achieve success in the business. 
Use technological advancement 
Technology has reformed the marketing process by establishing personalised marketing campaigns which help to target a wide range of customers. This helps to develop new technological approaches which involve integrated parameters and make companies build proper value for the marketing process. The information on consumer preferences can be developed with technological advance movement in which connectivity among the global pollution can be accomplished. In addition, personalised and experiential marketing can be developed from the marketing process that helps to provide information according to the needs. The involvement of artificial intelligence helps to contribute to the marketing process that helps to collect data and deliver ads according to interest (Appio et al., 2019). in addition, privacy can be developed and provide content to the audiences that help to achieve success in the business process. A new approach with VR and AR is included which helps to provide a 3D interactive environment which provides an immersive experience, this enhances the experience of the customers and improves the marketing process that develops the features of mobile apps. It is suggested to develop the technological adv movement in the marketing strategies to achieve success and influence achievements that help to achieve the goals and objectives. 
Effective digital marketing 
Digital marketing involves digital channels in the marketing process that attract more customers. The digital transformation develops marketing processes in the business which involve the use of websites, social media, mobile services, search engines and other channels. Digital marketing helps involve some principles and develop the understanding of the behaviour that helps develop strategies and a bias. The marketing develops incorporation of traditional and digital approaches that help to develop the interaction with the customer (Vieira et al., 2019). New technologies help to change the marketing strategies that allow businesses to cater the consumer trends and help to develop an attraction. This includes website marketing which helps to develop powerful channels and execute a variety of online marketing campaigns that develop brand awareness. Par-per-clicks are also included in the digital marketing process which enables marketers to set up campaigns that develop the involvement of the demographics and increase the interest that develops platforms in Google Ads and Facebook ads. 
Content marketing is included in the digital marketing process which reaches potential customers and develops content which helps to promote social media, search engine optimisation, email marketing, pay-per-click and more. This marketing helps to develop infographics, online courses, infographics and more. Email marketing develops effectiveness in the marketing process that helps to develop reach with the customers and develop interest of the customers in brands and products (Peter, and Dalla Vecchia, 2021). The use of social media marketing helps to attract millennials which helps to promote posts and tweets. Coca-Cola has used social media marketing which helps to develop an understanding of the entire business process. Coca-Cola needs to develop a key performance indicator which helps to measure the long-term performance of the marketing and develop efforts in the competition. Hence, it is identified that the company should use traditional and digital marketing effectively which helps to achieve the goals and objectives. 
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In this study, the discussion has been developed on globalisation in which the marketing strategies are prioritised to gain the profitability of the business. Coca-Cola has been selected in which the marketing strategies of the company are explored. There are some issues the company has faced related to the marketing functions such as social media influence on millennials, poor brand awareness, green marketing, customer preferences and artificial intelligence. The post-pandemic megatrends are also included which provide a way to follow the trends and achieve success. There are multiple marketing strategies used by businesses, including branding, sponsorship, competing prices and more, which increase the attraction of customers towards the business. The roles of stakeholders in the marketing functions are included in the employees, investors, suppliers and consumers which develops the understanding of the impact of them in the marketing process. Some recommendations are given in which the effectiveness of marketing research in the marketing process is included, in addition, technological advancement is also needed to reduce the identified challenges and develop the implementation of megatrends. The utilisation of digital marketing is also suggested that helps to improve the marketing strategies of the business. 
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