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(Assignment TWO 75%)
Coca-Cola’s Innovative Marketing Strategies
[bookmark: _Toc59060970]1. Introduction
Coca-Cola is a multinational company established in the 1880s in the United States. The company is ranked among the leading firms in the food and beverage industry globally, specializing in soft drinks production and selling. Coca-Cola has a firm brand name differentiated in various products of soft drinks such as Fanta, Coca-Mini, Coca-zero sugar, sprite, and energy drinks. According to The Coca-Cola Company (2018), Coca-Cola has its operations in more than 200 countries globally and more than 5000 stores and plants worldwide. Coca-Cola has a more significant percentage dominance of the beverage industry’s market due to the superiors of its products and services as well as its strategic and aggressive marketing programs or methods (The Coca-Cola Company, 2018, n.p). Over time, the company has been regularly innovating its marketing strategies, which have helped it significantly increase its brand awareness and evaluate and manage the customers through the use of various communication channels to meet their expectations both currently and in the future.
[bookmark: _Toc59060971]2. Communication
Ruler (2018, 367) defines communication as the process that involves 'sending and receiving' messages though nonverbal or verbal, including oral communication or speeches; graphical representations (e.g., maps, charts, and infographics) and writing; signals, behaviours, and signs. Effective communication is vital in fostering an organization's performance and enhancing relationships with external stakeholders, especially the customers. For instance, communication helps the management respond to the customers' queries and collect their feedback regarding the quality of their goods and services and clients' expectations (Bergaman et al., 2016, 535). In marketing, proper or effective communication plays a crucial role in promoting the company's products and services by increasing public awareness.
[bookmark: _Toc59060972]3. The Shannon and Weaver macro-model of the communication process
Düren (2013, n.p) explains “the Shannon and Weaver macro-model of the communication process” as a 'transmission model' consisting of 5 elements. These include; source of information, which is used in the producing the message; 'a transmitter' used in encoding the signals from the message,' 'a channel,' used in adapting signals for transmission, 'a receiver' for decoding the messages from the signal and 'a destination' where the message(s) arrive(s), according to Oxford University Press (2020, n.p).
[image: ]
Figure 1: Shannon and weavers information theory model.


According to Kotler & Keller (n.d, 585), several factors must be considered when using the model. Here senders must understand the nature of their audience(s) they intend to reach and the kind of responses they are interested in obtaining. They must ensure their messages are encoded to be successfully decoded by their target audience. The messages must be transmitted through the 'media' to reach the 'target audience' and help develop the required feedback channels vital in monitoring the responses (Kotler & Keller, n.d, 585).  With this model, the more overlaps between the receiver and the senders' experience, the more likely the message will be significant. However, there may be retention, attention, and distortion processes in the operations.  
[bookmark: _Toc59060973]4. Integrated Marketing Communications
Oana (2018, 91) defines integrated marketing communications as an approach designed to attain a marketing campaign's objectives by implementing well-coordinated various 'promotional methods' with the primary goal of reinforcing each other. According to Purdue University Online (2020, n.p), since the introduction of integrated marketing communications, it has helped various companies improve their performances in various ways. For instance, they are promoting their strategic communication, public relations, digital communications, promotions, media relations, publicity, and corporate communication (Purdue University Online, 2020, n.p). In several organizations, corporate communications, public relations, marketing, advertising, publicity functions, and promotions are the main components in their integrated marketing communications mix (Purdue University Online, 2020, n.p). 
[bookmark: _Toc59060974]5. Current promotional of the Coca-Cola Company
Coca-Cola strives by putting many efforts towards creating and maintaining a good relationship between the company and its customers. According to Coca-Cola Company (2018), the company aims to make its products and brand part of people's regular lives, thereby creating special moments to create feelings and emotions of affiliation. For Coca-Cola to attain this, it applies the IMC (integrated marketing communications) in communicating with its target markets or customers (Mrithula, 2019, n.p). This plan has significantly changed and created an adaptation of its product positioning, societal and market perspectives.
Currently, Coca-Cola has organized various communications strategies for promotion campaigns of its activities such as direct marketing, advertising, internet/ interactive marketing, public relations, sponsorship marketing, personal selling, and sales promotions (Mrithula, 2019, n.p). However, Coca-Cola considers advertising crucial for promoting the company's activities since its more extensive customer/ client base is global. To attain this, the coca cola's uses influential or catching 'advertising techniques such as relatable and catchy slogans, which create a 'permanent impact' on the viewers or listeners.
[bookmark: _Toc59060975]6. Recommendation of promotional strategies for the Coca-Cola Company
[bookmark: _Toc59060976]A. Online Promotions 
With the current technological advancement, especially on the internet, Coca-Cola should consider increasing its marketing or promotion activities for its products via various online platforms such as social media and websites. Globally, millions of people are connected to the internet through various social media platforms such as WhatsApp, Facebook, Twitter, and Instagram; therefore, Coca-Cola advertising through these platforms can increase awareness of its products more effectively and efficiently.  
Also, Coca-Cola should design an interactive website with diversified features, specifically the ones supporting online shopping. In the current face of increasing globalization levels, most companies have ably expanded on their customer base by adopting online selling and delivery to their customers in different parts of the world. Likewise, for Coca-Cola to remain competitive in a borderless business environment, it should adopt online selling platforms or strategies to increase its products' awareness of its potential customers/ markets. Furthermore, enable them to place their orders and get prompt deliveries quickly.  
[bookmark: _Toc59060977]B. Offline Promotion 
Personal selling is one of the offline promotional strategies Coca-Cola should adopt to increase its awareness and sales. As a global company, Coca-Cola should establish its agents in all markets or parts of the world to reach out to all potential customers and create new product(s) awareness and sell existing products to the customers. Establishing sales representatives in different parts of the world can help Coca-Cola build strong relationships with its customers and promote its products to various customers in the regions of their operations. Coca-Cola is also recommended to open some sleeves in various parts of the world to help end the marketing communications for its products.
Secondly, Coca-Cola should embrace and promote direct marketing in its bid for sales promotions. This can be executed by forming partnerships with various restaurants, multinational organizations, and theatres. Besides, when customers order drinks, the restaurants should only offer Coca-Cola to them, thereby forcing them to buy its products. Therefore, this will be helping the company to outcompete its rival firms in the market.  
[bookmark: _Toc59060978]7. Branding Strategies and Brand Equity of the Coca-Cola Company
Coca-Cola Company has various Branding Strategies and Brand Equity, helping to increase its market share. For instance, brand awareness is one of the branding strategies used by Coca-Cola. The company's brand is recognized globally, with hundreds of products under one brand name. Coca-Cola spends billions of dollars on advertising, making it the major spending company on marketing its products (Kalakumari & Sekar, 2014, 153). The company has created successful 'brand awareness' through its authenticity, red, white, and curved bottle brand cans (Kalakumari & Sekar, 2014, 154). Besides, Coca-Cola has promoted brand awareness through various activities such as sponsoring several associations and events, which has made it among the widely known and loved brands globally.
Brand associations are another branding strategy used by Coca-Cola in promoting its products in the market. Coca-Cola hires various top celebrities, such as musicians and athletes, for features in their advertisements, which has helped the company come up with several marketing campaigns that catch the public's attention. Associating its brand with top celebrities has widely earned its product trust and awareness from the potential customers (Kalakumari & Sekar, 2014, 154).  
Lastly, brand loyalty is another branding and equity strategy used by Coca-Cola in promoting its products. Coca-Cola always aims at creating remarkable memories in the bodies and minds of its dear customers around love, Christmas connect and love with people. This has helped the company keep loyal customers for its products for a long time, even if it calls for paying higher prince instead of switching to other products. 
[bookmark: _Toc59060979]8. Keller’s Brand Equity Model
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Figure 1 – Keller's Brand Equity Model by Mind Tool.

According to Coca-Cola Branding (2016, n.p), the "Keller's Brand Equity Model" is also known as the CBBE model. It is a "pyramid" model that highlights 'four key' levels that Coca-Cola works through to create a successful brand.  
Coca-Cola uses the CBBE model in promoting its brand through the following ways. Firstly, brand identity, where the company focuses on producing and selling high-value products and packaged differently in attractive containers and labels, is quite different from its competitors. Secondly, brand meaning; the company strives to ensure that the products' quality and prices meet the customers' expectations and value for their money.  More so, Coca-Cola considers brand responses by gathering feedback from its customers regarding their experiences or complaints on the products and their advice on product improvement (Coca-Cola Branding, 2016, n.p). Lastly, brand relationships are other issues Coca-Cola considers in improving customers' experiences and sales. The company researches and collects data on how people freely purchase and use its products.  
[bookmark: _Toc59060980]9. Advantages and Disadvantages of Keller’s Brand Equity Model
The application of Keller's Brand Equity Model is associated with both advantages and disadvantages. Starting with the merits, the CBBE model is vital in helping the company to identify the impact of their brand in the market and consequently how to get easily identified from a couple of products from its competitors. Besides, the CBBE model helps the company understand its meaning in the market by assessing its performance and customer's perception of it (Handlin, 2018, n.p).
 However, the CBBE model is also associated with several demerits. For instance, the model solely depends on customers only to explain the product's performance in the market, ignoring other influential factors such as political, social, and other economic factors such as price levels and the degree of competitiveness. The model's neglect of other factors makes it inappropriate to explain and advise companies like Coca-Cola on how to improve their market sales and product performance effectively.  
[bookmark: _Toc59060981]10. Brand Equity, Stakeholders and Corporation Social Responsibility (CSR)
Coca-Cola has a wide variety of brand equity by creating awareness, brand association, and brand loyalty. All these strategies are laid to ensure an increase in brand awareness and popularity in the market. Regarding the company’s stakeholders, Coca-Cola has internal and external stakeholders engaged in both direct and indirect company activities. The internal stakeholders include workers (at all levels, from top management to subordinates). The company's external stakeholders include; customers, suppliers, government, human rights activists (civil society), and the general public, among others.
Coca-Cola participates and implements corporate social responsibilities (CSR) in all its activities, right from the production to the marketing tasks. For instance, the company has in place environmental conservation programs, stringent policies to fight corruption both within and outside the workplace. It also respects and promotes rights, creates a conducive working environment, and improves the standards of living of the surrounding community by constructing public infrastructures such as schools, roads, and hospitals (Dudovskiy, 2015, n.p). 
[bookmark: _Toc59060982]11. The Customer Journey and the Customer Touchpoint
[bookmark: _Toc59060983]C. The Customer Journey
[bookmark: _Toc59060984]According to an article by McKinsey (2016), the customer journey can last for days or weeks and this is due to the process by what is happening before, the current state and after, alongside with the total experience of the product and service. It further states that in the process a customer can be satisfaction when they are provided with the best of experience from star to finish, and that this can also reduce end-to-end service cost.
(1) [bookmark: _Toc59060985]Problem awareness; regarding awareness issues, Coca-Cola has responded by increasing its marketing campaign by allocating a significant amount of resources in advertising through big international media houses, newspapers, and magazines.
(2) [bookmark: _Toc59060986]Evaluation and Consideration; here, Coca-Cola frequently carries out market research to determine the changes in the consumers’ choices, the performance of its products, and customers' reactions between its products and competitors. The regular evaluation helps the company determine the necessary changes needed for its products and marketing strategies to increase its market performance through increased sales.
(3) [bookmark: _Toc59060987]Commitment/Purchase evaluation; Coca-Cola carries out after-sales research to determine the customers' satisfaction levels with the company's production. Besides, the evaluation also aims to determine the customers’ reactions to the company's prices compared to the competitor's prices. This is carried out to ensure and maintain customer loyalty by continuously improving the quality of products sold to them for better experiences and love.  
(4) [bookmark: _Toc59060988]Retention/post-purchase evaluation; here, Coca-Cola ensures that its esteemed customer remains with its contacts in case they need more clarifications regarding the usage of its products. The company also carries out follow-up activities to determine whether its customers are facing so some difficulties in using or after the use of its products, thereby providing them with appropriate remedies in different forms such as refunds and replacements (Piggot, 2015, n.p). 
(5) [bookmark: _Toc59060989]Advocacy; in the sphere of advocacy, Coca-Cola advocates for various issues, including consumer protection from being exploited by the low quality and high prices from various companies. Besides, Coca-Cola participates in advocacy for environmental protection through using packages that are recyclables. Besides that, it sponsors various efforts to protect the environment internationally (Bervoets, 2016, n.p). Environmental protection is essential in ensuring the sustainability of the company’s activities. 
[bookmark: _Toc59060990]12. The Coca-Cola Company’s touchpoints and customer journey
[bookmark: _Toc59060991]D. The Customer Touchpoints of the Coca-Cola Company
Coca-Cola has embraced and made constant innovations part of its journey both in its processes and products. The company regularly carries out extensive research to understand the prevailing market dynamics, specifically changes in the customers’ preferences and competitors’ prices (Piggot, 2015, n.p). The research data collected is used in making vital decisions regarding changes in the products, prices, and processes. Besides, Coca-Cola puts its esteemed customers at the centre of everything, thereby ensuring that they are provided with the best quality products at reasonable prices (Bervoets, 2016, n.p). Coca-Cola has successfully attained this via differentiation and market segmentation hence enabling it to meet all the customers’ needs or expectations in all market segments. 
(1) [bookmark: _Toc59060992]Social Media Pre-Purchase and Post-Purchase stage; Coca-Cola carries out massive social media marketing activities through various platforms such as Facebook, Twitter, and Instagram (Gilliland, 2017, n.p). The company instantly replies to all customer queries and offers clarifications on the product specifications, prices, and uses. After the products' sale, the support team offers the customers guidance, responding to their queries, and directing them to the possible new agents for physical help if a need arises.
(2) [bookmark: _Toc59060993]Company Events; Coca-Cola organizes a couple of events such as sports activities, and music shows purposely to promote its products by creating brand awareness. Globally, Coca-Cola sponsors various community activities such as charitable runs, among others. Such activities attract large crowds of people, increasing brand awareness to potential customers (Gilliland, 2017, n.p). Coca-Cola’s arrangement of events is considered among the most popular strategies the company uses to increase its products' sales.  
(3) [bookmark: _Toc59060994]Peer referral; because of the high quality of Coca-Cola’s products, their customers usually refer their fellows to taste them. The peer referral program has helped Coca-Cola significantly to increase brand awareness and increase product sales. The company offers gifts to customers who refer their fellows to buy its products, which resulted in an increase in the company's products.
[bookmark: _Toc59060995]13. Advantages and disadvantages of the Coca-Cola Company Journey
Coca-Cola’s journey is associated with several advantages. For instance, it is efficient in terms of using fewer resources and attaining higher results. The company's marketing strategies adopted, such as event sponsorship and peer referral, have helped it realize increased brand awareness quickly, increasing the market for its products globally.
Besides, the company's journey has ensured consistency in its activities and expansion of the market. For instance, follow-up activities have helped the company constantly innovate, thereby meeting the dynamics in the customers' tastes and preferences and consolidating or expanding on its market position for a long time. Besides, the marketing strategies have enabled Coca-Cola to quickly respond to the market dynamics and the strategies taken by its competitors. Its customers have maintained their loyalty and satisfaction due to the continuous product improvements and appeasing marketing strategies used by Coca-Cola.
However, the journey adopted by Coca-Cola is associated with some disadvantages. For instance, some of the strategies, such as sponsoring events, are considered costly for the company, and sometimes, the results cannot be easily realized (Gilliland, 2017, n.p). 
[bookmark: _Toc59060996]14. Conclusion. 
In the current competitive global environment, it is pivotal for multination companies like Coca-Cola to operate in various markets to design and adopt aggressive yet strategic marketing programs. Being a leader in the beverage industry internationally, Coca-Cola has long applied strategic marketing techniques that have helped it consolidate its market position long amidst stiff competition from existing and emerging firms. The company's marketing strategies mainly aim to create promotional strategies to increase brand awareness, thereby creating customer satisfaction and loyalty. However, Coca-Cola should carry out extensive research activities to find out the competitors’ prices and new products on the market to ensure constant innovations and customer satisfaction.
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