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An international brand worth

S71Billion

Consumed 1.8 billion times a day

43% Market Share (US soft drinks)
SOURCE: Statista2020
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Whose main competitor is this
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An international brand worth

S11Billion

8% Market Share (US soft drinks)

SOURCE: Statista2020
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That is also
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A branding exercise that has
lasted over 100 years
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How?
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The 4 pillars of branding

Narrative Differentiaten Communicate Consistent
You need to tell a Make it stand out  Reach your audience Keep to one
story about the brand  from the crowd using the correct key visual style

channels
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Narrative
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John Pemberton
1831 —-1888
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JOLN 2, 1906, Scientific American

Delicious, Refreshing
and Necessary—Why?

Did it ever occur to you that there could be something more than mere thirseslaking and palate-
ing in a temperance beverage?
If it could be demonstrated that a drink could fulfill several requisites, wouldn't you be disposed to
accept it as a marked advance along the right lines of living

Coca-Cola comes nearer being the ideal beverage than any other known to man.

This is because the hustle and bustle of the life of to-day is much more wearing than ever before in the
history of the human race.

Therefore a beverage that is delicious to the taste, with the additional virtues of increasing brain and
muscular force, is calculated to be of the greatest benefit to those whose work requires either

Sustained Brain Effort or Continued Muscular Exertion
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The best way to show that
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these statements,

COCA

The lcaf of the Coca shrub
as found on the west coast
of South America, has held
from time immemorial a re-
markable place in the re-
ligious, social and physical
history of the Peruvians and
their immediate neighbors.
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old age without ill effect.”" -
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Coca Cola was
marketed as a drin
that could aid brain
function and
physical activity.
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Print ad from 1885
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The Root Glass Company of
Indiana created the iconic
glass Coca-Cola Contour
Bottle in 1915.

The Contour Bottle was
designed to help Coca-Cola
stand out from other drinks
at the time.
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The design brief was to
ensure that the bottle was
recognisable even in the
dark, or if it was broken.

Distinctive shape was based
on ‘Hobble skirts’ which
were a short-lived fashion
trend that peaked between
1908 and 1914.
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COCA-COLA.  (Qeca-(Pela ﬁé@ Cetloly Ceetty @
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https://www.youtube.com/watch?v=xplJLfs8uoBk



https://www.youtube.com/watch?v=xpJLfs8uoBk
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In contrast...
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now its Pepsi-for those who think young -

Today we get more out of life because we put more in—more activity, J
more lively, modern ideas. This is the life for Pepsi—light, bracing, clean- '
tasting Pepsi. In stores, at fountains, think young. Say " Pepsi, please!"”
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Delicious and

Refreshing
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Thomas Nast
lHlustration 1862
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Merry Christmas... H

ave a Coke

1

oo busy hands call for the pause that refreshes

The lviy -l.lj. 1S COMINE up and the air is full of the L\:mi::\'
spirit of Christmas, That's just where Coca-Cola belongs,
Everybody knows thar friendliness is speaking when
somebody says Hare @ Code. That's the happy moment
for the friendly pause, the socuable occasion for light-
hearted fun and sparkling refreshment.

Coke = Coca-Cola

¢ abbrecoazson V' Coke'' are the rigistored teade-

suish sbe praduct of The Coca-Cola Company.

1945 print ad
‘Family values’
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YCan’t Beat #
The Real Thing.
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< Ciara Baxendale < CiaraBaxendale 21 Jul
L
My mother and sister went to Ireland and brought me back
&

' this....I can now finally share a coke with myself !
pic.twitter.com/T9EGduzWph
Hide photo 4 Reply t3 Retweet X Favorite € Pocket *** More

Share A Coke
e 2 BELAY 9 campaign 2011
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EXPLORE THE WORLD OF
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In 2013, Coca Cola launched The
Ahh Effect, which involved a
series of online games aimed at
teenagers.

The idea was to create fun,
‘snackable’ digital games that
cater primarily to mobile users.
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Coca-Cola promoted the games by marketing them
through sites such as Buzzfeed, Vevo and Twitter, and
also challenged people to create their own mini-
games to be included on the Ahh Effect domain.

There were 61 different games in the campaign, each
designed to cater to the short attention span
associated with teenagers. Overall, it was an
effective way to reach and engage the brand’s young
audience.
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GOOD ‘ TIMES
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THEY DON’T MAKE “EM
LIKE THEY USED TO.

WE DO.




