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Introduction
Coca-Cola originated on 8 May 1886 when a pharmacist named John S. Pemberton developed a caramel-coloured syrup. He took it to Jacobs Pharmacy in downtown Atlanta and mixed it with carbonated water, resulting in the world's first Coca-Cola. It was initially sold at local soda fountains for five cents a glass, and about nine of these refreshing beverages needed to be served every day for the first year of Coca-Cola's launch (The Coca-Cola Company, 2023). But the Coca-Cola brand was created by Pemberton bookkeeper Frank M. Robinson, who not only gave the drink its "Coca-Cola" name, but also devised the brand's now-impressive logo (Maybach, 2019).

Critically analysing the design of the Coca-Cola brand
The Coca-Cola wordmark, in the elegant Spencerian typeface, named after the calligrapher Platt Rogers Spencer, has remained essentially unchanged since its creation in 1886, with the first major evolution occurring in 1974, when the arc, or "fishtail", was introduced, which is characterised by the placement of the Coca-Cola wordmark in a curved shape. The first major evolution took place in 1974, when the arc or "fishtail" was introduced, featuring the Coca-Cola word in a curved shape. The Arden Square logo appeared in 1969 and featured the text within a red square or rectangle. Although the design of the logo has changed slightly over the years, Coca-Cola's classic white text on a red background has remained the same. Coca-Cola's brand identity proves its strength as a visual brand and highlights the fact that it has evolved with the times while remaining true to its brand image, which has been a key factor in its widespread recognition and appeal (Rice, 2023).

The Coca-Cola bottle is another feature of the Coca-Cola Company's brand, and is commonly referred to as the "contour bottle" or "hobble skirt" bottle. The design of the bottle came about when Coca-Cola responded to a challenge to create a bottle that would be recognisable when broken in the dark. So Coca-Cola took inspiration from the ridged shape of a cocoa pod and turned it into the bottle's distinctive curves. Its shape is ergonomic to hold in the hand while still being distinctive. The Coca-Cola bottle highlights the brand's commitment to innovation, uniqueness and customer experience, and its design makes it a timeless symbol of the brand and a classic piece of industrial design. Today, wherever you see it, the contour bottle instantly reminds you of "Coca-Cola." (Vizologi, 2023).

Coca-Cola's target consumers range from young to middle-aged middle-income to high-income earners, as these customers can relate to its brand identity and what it wants to say to the public. Coca-Cola's logo reflects a sense of youthful energy, fun, adventure and authenticity (Edrawsoft, n.d.). Similarly, it focuses on the senior and health-conscious segments, with its Diet Coke products offering sugar-free options for these consumers. It also caters to families, celebrating festive events, mini-sets and cans in package sizes and styles for mobile consumption (Carmely, 2022). Among the target customers that Coca-Cola wishes to attract include people who prefer sugary or sweet soft drinks, who like to have fun and challenges in life, who have a fashionable sense of dress, etc. As a result, Coca-Cola has implemented different advertising strategies and it has implemented strategic tools on social platforms, sponsorships, global awareness, television advertisements, print media, billboard advertisements, and so on. In order to increase global awareness, Coca-Cola has made several innovations while staying true to its principles to attract customers who like freshness and challenges (Sattar, 2023).

Methods for assessing and monitoring brand success
1. Brand research
Definition and Purpose: There are a variety of approaches to brand research that are designed to provide insights into consumer preferences, market trends, and competitor activity, and ultimately to help organisations refine their branding strategies. This is the broadest category of brand measurement.
Insight into consumer preferences and market trends: Brand research can reveal valuable information about the needs, preferences and perceptions of your target audience as well as the competitive landscape of your industry.
Key methods and tools: brand research can be conducted using surveys, focus groups, interviews and market analyses.
How it can help organisations refine their branding strategy: By understanding the factors that influence consumer decision-making and keeping abreast of industry trends, organisations can make more informed decisions about their branding efforts and develop a more compelling branding strategy (Braaten, 2023).

2. Brand enhancement
Definition and Purpose: Brand enhancement is an increase in consumer awareness, perception or intention to purchase a product or service as a result of specific marketing activities. Brand lift research is conducted to measure the effectiveness of these activities and to help companies optimise their marketing efforts.
Key indicators and metrics: Some of the key brand lift metrics include ad recall, brand awareness, brand intent, purchase intent and consumer sentiment. These metrics help organisations evaluate the impact of their marketing activities on their target audience.
Methods and tools: Brand lift research typically involves a combination of pre- and post-campaign surveys or experiments to assess changes in consumer perceptions and behaviour. Advanced analytics tools can be used to process and analyse data to gain insights into the effectiveness of marketing plans.
How it can help businesses optimise marketing efforts: by measuring the impact of marketing activities on brand enhancement, businesses can identify which initiatives are driving the most significant results and allocate resources more effectively. This helps maximise return on investment (ROI) and optimise marketing efforts for better results (Rice, 2023).

3. Brand equity
Definition and purpose: Brand equity is the value that a strong brand adds to a company's products or services, as perceived by consumers. It is an important component of a brand's overall value and plays a significant role in driving consumer preference and loyalty.
Key components and metrics: Brand equity involves comparing the components of a brand enhancement or brand tracking study (including brand awareness, brand association, brand sentiment, and brand loyalty) with key company metrics such as revenue, market share, and lifetime value per customer to understand the relationship between brand and business value.
Methods and tools: Brand equity can be measured using advanced quantitative research methods such as regression, clustering and machine learning predictive models. These tools can be used to analyse data and gain insights into the overall value of a brand.
How it can help organisations enhance their brand strategy: By understanding the components of their brand equity and identifying areas of strength and weakness, organisations can make more informed decisions to enhance their brand strategy. This can help drive long-term growth and foster customer loyalty (Hayes, 2023).
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