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INTRODUCTION
In today's swiftly evolving beverage industry, it is impossible to stay ahead of the competition and meet customer demands without effective internal management and a keen understanding of the external environment (Tien et al. 2019). This poster of marketing management will use a PESTEL and Porters five forces analysis to examine the external characteristics of Coca Cola, evaluate the firm's internal environment, and highlight the crucial role that marketing plays within the company in order to present a comprehensive study of Coca Cola which is one of among the most well-known soft drink company.
EXTERNAL ANALYSIS

PESTLE Analysis

Political Factors 
Coca-Cola is in a position to have a direct effect on the culinary products governed by government laws and regulations. It is possible for various nations to have variants of these laws. Due to trade sanctions between the United States and Burma, it was previously unlawful to purchase Coca-Cola in Burma (Okoye-Chine, 2021).
Economic Factors
The business is certain that the new trade agreement between the US, Mexico, and Canada will promote free and equitable trade between the three nations. Customers now prefer calorie-free beverages over sugary ones as their preferences have changed. As per the Coca-Cola Company, the retail price of its goods, including Diet Coke as well as Zero Sugar, has gone up by 8%.
Social Factors 
Coca-Cola has never failed to interact with its customers through some form of social endeavour. In 2014, Coca-Cola began disseminating awareness with the trending hashtag #share coke. It was recommended that individuals seek for bottles with names to which they have a personal bonding, give the bottle to a member of their family and then share their experience on social media implementing the hashtag "share a coke."
Technological Factors 
Coca-Cola has never been anxious to attempt new things with its varied product offerings. It will come with Japan's very first chilled beverage that is already prepared for consumption. The culture of the organisation places a primary emphasis on creative problem solving.
Legal Factors
Coca-Cola has previously encountered difficulties in a number of countries due to the quantity of caffeine contained in their beverages (Liu, 2021). The company was also accused of paying less wages and mistreating their employees, which prompted numerous complaints from labour unions. It has been charged with initiating discrimination cases against its employees.
Environmental Factors 
Coca-Cola has received a significant amount of criticism for its involvement in depleting the groundwater supply in India. It is reportedly the sector that exploits the most freshwater resources worldwide.
Coca-Cola's PESTEL analysis demonstrates that the company must strategize effectively to prepare for its future expansion. They may wish to investigate working on issues that may directly affect them. Coca-Cola, for instance, must devise a strategy that will enable them to attract more health-conscious consumers by offering fresh options for their carbonated beverages. 
Porters Five Forces Model

Bargaining Power of Suppliers
Suppliers of the Coca-Cola Company have little bargaining power. This is due to the fact that Coca-Cola has a large pool of potential suppliers to choose from and its transition costs are low. Although Coca-Cola can simply switch from one supplier to another, a supplier cannot switch away from Coca-Cola with the same ease. This may result in monetary losses for any of the providers.

Bargaining Power of Buyers
In the relation to Coca-Cola, customers have limited ability to negotiate for lower prices. Individual customers typically make low-volume purchases and are not significantly concentrated in any particular market. However, there is little distinction between Pepsi and Coca-Cola in terms of their respective products. The vast majority of their varieties are comparable.

Threats of Substitutes
Pepsi-manufactured beverages, fruit juices, and numerous hot as well as cold beverages are the primary substitutes to Coca-Cola products.  There are numerous products that can be substituted for Coca-Cola. In addition to hot and chilled beverages, there is a vast selection of juices available for purchase at the market. Customers incur relatively modest costs when transferring service providers.

Threats of New Entrants
There are several barriers within the beverage industry that make it difficult for new firms to enter. It is impossible for a brand to develop overnight. There is a substantial quantity of investable capital. Every aspect, from administration to sales and marketing, requires a substantial financial investment. Even if local brands commence on a smaller scale, substantial financial resources are still required for marketing and hiring qualified personnel.

Present Competitive Rivalry
Coca-Cola maintains a prominent presence on numerous social networking platforms, such as Facebook, Twitter, and others. Coca-Cola uses social networking to disseminate information about new products, test advertorial campaigns, and other relevant topics.
It has been analysed from the Porters Five Forces Analysis that Coca-Cola conducts market research using the information collected by the dispenser regarding the beverages selected by consumers. Coca-Cola is undergoing a business process change known as BPR because it was one of the corporations responsible for popularising soft drinks.
INTERNAL ANALYSIS

The company's management is responsible for the internal business environment and the consequences of that environment. Coca-Cola ensures the implementation of the necessary internal environments, which include an efficient production technique, appropriate organisational skills, and efficient communication networks.

SWOT Analysis

Strengths: 
Coca-Cola is an extraordinarily successful company with a different brand identity. Its effervescent drinks are the most popular beverages in the history of beverage consumption. Coca-Cola is frequently known as one of among the most emotionally charged brands in the United States. This profitable brand is related with the word 'happy,' and it has a loyal customer base. Customers can readily determine their individual preference.
Weaknesses: 
The product assortment of Coca-Cola lacks diversity. Coca-Cola is trailing behind Pepsi in this market, as Pepsi has presented numerous new snack products, including Lays and Kurkure. As a consequence, Pepsi now has a benefit over Coca-Cola. Coca-Cola's practices depend effectively on the technological skill of numerous third parties. The company has extended its partnership with Microsoft for an additional five years so that Microsoft could continue to provide business software.
Opportunities: 
Coca-Cola's logistics and supply chain are absolutely essential to the company's operations. Both the total cost of transportation and the price of petroleum are steadily increasing. Therefore, the development of sophisticated and enhanced distribution systems can represent an opportunity for development (Serodio et al. 2020). In addition, Coca-Cola owns a number of bottled water brands, involving Kinley. Coca-Cola has important growth potential in this market, so they should investigate it. 
Threats: 
Coca-Cola has conventional numerous criticisms regarding its water management practises. Numerous social as well as environmental organisations have asserted that the corporation has a monumental water consumption in regions with severe water scarcity. 
After analysing Coca-Cola's strengths, vulnerabilities, opportunities, and threats as described above, we are able to reach the following conclusion: Coca-Cola is the market leader within the effervescent beverage industry.
ROLE OF MARKETING IN COCA COLA

Segmentation

Coca-Cola's market segmentation strategy places primary emphasis on four distinct dimensions: geographic, demographic, psychographic, and behavioural. Coca-Cola was established in the United States, but throughout its history, the company has extended its name and products to a large number of countries around the globe (Chu, 2020). Coca-Cola may be focusing its efforts on urban as well as suburban areas, but the company also works to ensure that its products are disseminated uniformly across the nation. As the organisation continues to expand, it has determined that there is a demand from rural consumers.

Targeting

In addition to having a significant global presence in the industry, Coca-Cola offers a wide range of products, which contributes to the diversity of their marketing strategy. In addition, it is necessary to meet the needs of a wide variety of clients, including those who are especially concerned about their health. Coca-Cola concentrates its marketing efforts primarily on consumers among the ages of 10 and 25, through a secondary market consisting of those in their 25s and 40s.

Positioning

Coca-Cola markets its beverages on the basis that they alleviate thirst and stimulate the senses. It is believed that consumers who purchase their products are filled with happiness (Okoye-Chine, 2021). Coca-Cola beverages as well as other products are also related with having a great time with family as well as friends, as well as enjoying daily activities. Additionally, the company ensures that its products are of premium quality and are consistently marketed.
Marketing Mix

Product 
Coca-Cola products are available in a wide range of volumes and packaging options. Coca-Cola, the company's primary product, is available in the following sizes of cans, glass bottles, and plastic bottles. Two hundred millilitres, five hundred millilitres, one litre, one along with a half litres, as well as two litres (Tien et al. 2019). To differentiate itself from Coke, each of these bottles along with cans prominently and readily presents the Coca-Cola company logo. Each Coca-Cola bottle has its own unique, brand-specific design. Coca-Cola, the company's flagship brand, provides separate variants, like classic, diet, light, as well as sugar-free, making it easy for customers to identify the beverage in issue.

Price
Oligopoly is a market structure that depicts situations where there are some sellers but many buyers. Pepsi and Coca-Cola are the two most significant competitors. Coca-Cola's prices are comparable to Pepsi's on this market. If Coca-Cola sets prices for its products in a given market sector that are excessively higher than those set by Pepsi, customers may switch brands, specifically in developing countries where customers are price-sensitive.

Place
Coca-Cola has been on the market for more than 130 years as well as operates in more than 200 countries globally, it has found a wide distribution network. The wide distribution network exemplifies Coca-Cola's location strategy in their marketing blend. The Coca-Cola Corporation is reliable for both the production and transportation of the beverage to the numerous bottlers located in various regions of the globe. The corporation has determined in advance the sizes and dimensions of the bottles.

Promotion
Coca-Cola is the industry leader in terms of marketing and brand building. Coca-Cola's marketing strategy prioritises violent marketing through advertising campaigns employing a variety of media, such as television, web commercials, print media, sponsorships, etc (Serodio et al. 2020). Coca-Cola participates in important sponsored events like American Idol, NASCAR, BET Network, NCAA, Olympic Games, as well as FIFA World Cup, among others. Coca-Cola also broadcasts television advertisements in a diversity of national languages throughout the globe.

FUTURE RECOMMENDATIONS FOR COCA COLA

From the analysis of Ansoff Matrix it has been analysed that Beverages for Life is a strategy that will be pursued by the Coca-Cola system, and the Coca-Cola Company has announced that it will take strategic measures to reorganise and better equip the system to carry out this plan. This will allow the company to construct a portfolio of beverages geared towards capitalising on growth opportunities in a constantly altering and evolving market.

· The company is presently in the process of constructing a globally networked organisation that will combine the advantages of scale with the local expertise required for success. In order to scale innovative ideas more rapidly, the company plans to create new operational divisions with a focus on regional and local execution, with a particular emphasis on regional execution. These divisions will collaborate closely with five marketing category leadership teams located in various regions of the globe. 
· The nine newly developed operating units will replace the company's existing business divisions and groups, resulting in a more efficient structure (Geng et al. 2021). The operating divisions will have a high degree of integration, a more uniform organisational structure, and a significant emphasis on reducing resource redundancy and accelerating the adoption rate of new products. In the coming months, these alterations will be implemented.
n market societies economic exchange requires the existence and enforcement of rules that 
the market cannot generate itself. Although the dimensions and limits of state intervention 

have always been a matter of debate, it is indisputable that certain rules need to be 

implemented for an economy to function properly and contribute to the common good. 

Consequently, many theories of society assume that these rules will be created and enforced 
by national states. In this scenario the state determines formal regulations and delineates the 

sphere of private freedom within which individual citizens and private businesses are entitled 

to conclude contracts and pursue their private interests.

CONCLUSION
The presented analysis has benefitted in concluding about the presence of intense competition in the beverage sector. It has been examined that it is necessary for Coca Cola to implement effective marketing strategies that will benefit them in accomplishing their goals and maintain their sustainability in the market. The presentation poster also examines about the different factors that will benefit Coca Cola in meeting out different sustainability challenges of the marketplace.
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