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[bookmark: _Toc118142838]Abstract
Crossing the national borders and conquering new markets abroad, can be particularly challenging for every company (large or small). Switching marketing activities from local to global mode is a long-term process that requires integrated marketing strategy. The Coca Cola Company crossed national borders a century ago and thanks to its aggressive marketing strategy became a multinational beverage corporation, which produces world`s most popular soft drink and owns one of the most powerful brands. The aim of this paper is to critically evaluate Coca Cola`s marketing activities through literature review, address the shortcomings of its marketing strategy and provide recommendations how to improve it. 
[bookmark: _Toc118142839]1.Introduction
Invented in 1886 by Doctor John Pemberton as a medical beverage sold in a pharmacy in Atlanta, Georgia, with only 25 bottles sold a day, nowadays Coca Cola Company evolved into a multinational beverage company when numbers get to fantastic 1,9 billion sold drinks per day in more than 200 countries, with 700.000 employees and 225 bottling partners [1]. Its presence in the global market as one of the best, amongst others is due to its faithfulness and focus on the company`s mission and vision. Its primary purpose is to refresh the world and make a difference with a vision to continue company`s growth by creating customer value, empowering people, and building and supporting sustainable communities [2].
                              
[bookmark: _Toc118142840]2.Coca Cola`s Marketing Strategy: Creating and capturing superior value
Comprehending marketing as the process by which companies engage customers, build strong customers relationships, and create customer value in order to capture value from customer in return (Kotler et al, 2017), puts the customer in the focus of marketing activities of successful companies. The fast-changing global environment is challenging marketers to create new innovative marketing strategies that fit customer`s mindset and technology improvement.
[bookmark: _Toc118142841]2.1. Market segmentation and targeting
Understanding the marketplace and customer preferences in terms of needs and wants, dividing the market into different segments and defining the groups of customers by their shared characteristics, helps marketers to identify their customers and design customer-oriented marketing strategy to target them correctly (Kotler et al, 2017). 
Coca Cola uses four major variables in determining market segments: geographic, demographic, behavioral and psychographic. Geographic variables segment Coca Cola global market into geographical units (countries, regions, cities, neighborhoods) with a focus on urban and suburban areas. Due to increasing demand from rural areas, the Company provides well developed distribution network in every country it operates. The demographic variables divide Coca Cola`s market in sub-markets based on age, occupation, social class, nationality, marital status, family life cycle. This includes consumers from 10-40 (kids and teens, younger adults, married couples), while the elderly population is not excluded completely. Students and employees (from working class to middle and upper class) are the profile of Coca Cola`s audience. Sub-segmenting demographic groups according to their personality, lifestyle and values (psychographic variables), resulted in developing a range of different products (Xiang, 2022).
Coca Cola follows differentiated or segmentation marketing strategy by dividing the market into smaller sub-markets and trying to appeal each one of them with a unique marketing strategy. That is why Coca Cola Company offers multiple products targeting sub-markets (Peterson, 2007). It targets every customer, but the segmentation is by age, family size and income. The primary target is younger customers 10-25 years old and secondary people aged 25-40. That is why they often engage well known celebrities in their advertising campaigns to connect with their younger customers and give them a sense of belonging and identifying with a particular lifestyle. However, they also address the elderly population over forty, with low sugar drinks that fit their self-consciousness and healthy lifestyle. The Company delivers its products in a variety of sizes and packages, to make them more affordable for different market segments (students, families, middle class) also addressing various family sizes and occasions.
Considering the differences in taste and gender preferences, some of the drinks by the taste and the package are more popular among female (Coca Cola Light) and others with their stronger taste and masculine colored package are more preferred by men (Coke Zero). With its “Glocal” strategy (meaning “Think global, act local”) Coca Cola pursues separate local marketing strategies that can significantly differ depending on culture, custom and income. For example, in China where people are more used to drink tea and more health conscious, Coca Cola offers several teas and plant-based drinks (Chu, 2020). 
In general, according to the content of advertising campaigns and slogans used frequently, Coca Cola doesn`t only sells a product, it sells “the feeling” and targets friendly young people willing to have fun and active social life, progressive and open-minded, that value knowledge, travelling and experiencing diverse cultures. Through its adverts the Company glorifies love, friends` and lovers’ relationships, family values and relationships that everyone can identify with. 
[bookmark: _Toc118142842]2.2. Market differentiation and positioning
Concerning the customers` perception regarding the company`s product, positioning relates to company`s marketing decisions undertaken to get customers to believe that its products are different from its competitor`s on an important benefit sought by the market (Peterson, 2007). Since Coca Cola is targeting various sub-markets (i.e., segmentation marketing), its positioning strategy differs for each one of them.
In the global market of beverage industry with wide range of products offering similar benefits, Coca Cola`s positioning strategy makes the company`s products stand out among competitor`s, transforming it into unique one, making the customer consider using it. Primarily, Coca Cola positions its products as refreshing and thirst-quenching and secondly, as products that bring joy and happiness. During the years they have created an image as the only “Real one”. Their positioning strategy is focusing on their distinctiveness and uniqueness compared to their competitors, making their customers believing that their products have higher quality and standard.
Company`s positioning strategy also includes comparison with its biggest rivals` products and making clear distinction, in terms of quality and brand culture. Coca Cola Company and PepsiCo have been rivals for over a century, competing for their position in the beverage market, trying to promote sales and enhance customer`s awareness of their respective brands. Coca Cola emphasizes its individuality and uniqueness in the world as its competitive advantage, starting with the secret recipe, famous logo and contour bottle design (that can be recognized even in the dark). Maintaining logo`s original design, it became a classic icon rooted in the hearts of their customers, reinforcing the concepts of “classic” and “rigid”, that creates a chain reaction from seeing the logo through considering the brand to consumption of the product (Dai, 2021). The colors bright red and white are the main distinguishing feature of Coca Cola`s adverts. While red strongly affects human emotions such as sense of danger, excitement, love and passion, white strongly contrasting red is associated with purity and virtue. This combination communicates to the audience that the company addresses in the adverts, children and young people that are pure and virtuous, and capable of strong feelings at the same time (Bekimbetova, et al., 2021). 
In building a competitive advantage Coca Cola uses differentiation strategy to provide to the customers a unique experience different from the rivals. Offering a wide variety of beverages under the same brand name the company is building its strong identity in the market (Bordes, 2009). Individual brand management strategy brings additional value to the parent brand, by empowering individual brand names like Fanta, Sprite and Costa Coffee. Beside the brand recognition, investing in charity and sport sponsorship and sustainability projects is also complementing product differentiation. 
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Figure 1. Coca Cola Marketing Strategy

[bookmark: _Toc118142843]2.3. Marketing mix
Coca Cola uses marketing mix of 4Ps as a tool in implementation of an efficient and effective strategy to satisfy different customers` needs and wants, and consequently maximize shareholder value (Vrontis and Sharp, 2003).
[bookmark: _Toc118142844]2.3.1. Product strategy
Coca Cola`s product diversification around the world is impressive, over 200 brands in five categories: coffees and teas; juices and dairy and plant based; sparkling soft drinks; water and hydration and flavored alcohol beverages [3]. Constant improvement of the products by design, ingredients, and size to adapt to age groups, different lifestyle, various cultures and customs is enhancing customers` relationship. Advertising campaign “Share Coke” that allowed customers to put their names on the bottle or choose from prepared 200 common names, increased brand loyalty, by strengthening the bonds with the customers. 
https://www.youtube.com/watch?v=2l_WzEdUd0o  
The key features of its products are innovation and creativity. From the iconic contour bottle, through “six packs” that encouraged customers to buy more, to Diet Coke that became the most popular low-calorie soda drink in the world in less than two years. Following modern trends and people`s concerns about their health, Coca Cola introduced “Coke Zero Sugar” with artificial sweetener and “Zero Calorie Plus” that reduces triglycerides in the blood after having a meal (Chu, 2020).
Brand establishment played a vital role in expanding company`s product portfolio, because consumers are ready to spend extra money trusting to a branded product rather than choosing a product they have never heard of before (Mayuresnikam, Patil, 2018). 			Coca Cola Company prefers talking about the brands rather than products because it`s not only about refreshing, but it`s also about the feeling and experiences associated with the consuming the product (sharing, happiness, joy, magic). The brand recognition covers the overall presentation of the product – quality, design features, variety, packaging, support and guarantees. Inventing a unique and quality product was not enough for success (Baker, 2003, p.298). Finding ways to differentiate their products among their competitors` and creating preference and awareness of the brand by offering positive added values was key for Coca Cola`s success. Using its marketing strategy to inspire people to find the positive side of people`s kindness and morality, Coca Cola has been classified as “Magician`s brand” meaning that dreams come true, considering concepts of realization and idealism meaningful. The belief that people can deal with hardships and difficulties using any tool, conveys the message that “happiness is not difficult to possess”, “magic is possible”, ”coke side of life – the positive side of life” can be reached by simply opening a bottle of their favorite drink (Dai, 2021).
When it comes to product quality, the Company doesn`t make any compromises. Lessons learnt from the case of “New Coke” in 1985, when Coca Cola introduced the new formula of the famous soft drink trying to regain market share, showed the importance of relevant information on consumers wants and needs, in this case consumers` emotional bonding with the original taste of Coke.
[bookmark: _Toc118142845]2.3.2. Pricing strategy
In its global positioning Coca Cola uses price discrimination as a pricing strategy by selling its identical or significantly similar products at different prices in different segments. Recognizing that within different sub-markets some customers are more price sensitive than others due to their buying power or due to is it their needs or their wants they are addressing to, is determining Coca Cola strategy towards the price. 
https://www.businessinsider.com/prices-around-the-world-rent-iphone-2018-5?r=US&IR=T#a-2-liter-of-coca-cola-is-most-expensive-in-oslo-and-cheapest-in-istanbul-28 
The price can significantly vary (from 50 cents to 5 dollars) depending on if it is a purchase of 24 cans slab, a chilled can in the supermarket or a petrol station, or a bottle in a hotel bar. When entering a new market especially price sensitive one, Coca Cola follows penetration pricing strategy with lower prices than the rivals` in order to grab a major part of the market share, and after establishing brand loyalty it promotes itself as a premium brand through various promotions slowly raising the prices. In developing very price sensitive countries, like India, both rivals accept price parity in every segment.
[bookmark: _Toc118142846]2.3.3. Promotion strategy
Always creative and innovative Coca Cola established a new standard in the world of advertisement spending billions in the promotion of its products, especially its brand recognition. Adapting to diverse cultures, customs and languages, it conveys the main message through the years, that it`s not just a beverage, it`s the feeling it delivers. The Christmas campaign with famous Santa Claus character, revived the legend and gave the world the most memorable and recognizable jolly character of Santa we know today. Campaigns like “Share a Coke”, “Happiness machine” and “FIFA World Cup” were another way to reconnect with their customers, to become more personalized in the interactions with the customers and become a part of their lives. Coca Cola advertising reflects and imposes on other cultures the American values and way of life, where everything is possible if you have a dream (Bakimbetova, et al., 2021). The internet era and technological innovations have completely transformed the way how big corporations communicate brands to their customers. Digital marketing is the new marketing tool that companies use to promote the brand and reach to the consumers. The popularity of social media (such as Facebook, Instagram and Twitter) has encouraged Coca Cola to shift its marketing activities towards and reach their followers, modulate their experience and through the word-of-mouth strategy create greater impact from marketing (Sundaram, et al., 2020). Using digital marketing tools (like blogs, e-mail marketing, mobile marketing, search engine, viral marketing) in brand advertisement has improved brand loyalty, awareness, visibility and perception, which overall influenced the company`s brand equity. 
Another way Coca Cola uses to promote the superior value it creates is by charity and sport sponsorship, philanthropic activities in the communities, social responsibility and sustainability project and campaigns. Its most important sponsorships (NBA, NCAA, NASCAR, Apple iTunes, American Idol, Olympic Games), corporate partner with FIFA, partnerships with WWF, Special Olympic Games, USAID, American Red Cross, World Economic Forum and many others significantly increased brand visibility [4]. Involving in people`s lives by supporting notable events or by being a part of the solution of their community issues, is an effective way of getting the brand closer to the customers.   
[bookmark: _Toc118142847]2.3.4. Distribution strategy (Place)
The place in the marketing mix refers to the availability of the products. Coca Cola operates in four geographic segments (North America; Latin America; Europe, Middle East and Africa; and Asia-Pacific) and two non-geographic (Bottling Investment Group and Global Ventures). To successfully cover its operating area, Coca Cola has developed a comprehensive and extensive distribution system that operates through multiple channels. The Company manufactures and sells syrups, beverage bases and concentrates to the bottling partners; owns the brand and is responsible for consumers brand marketing activities. Further a network of independent bottling partners manufactures, package, merchandise and distribute the final branded beverages to the customers and vending partners who sell the products to the consumers and vending partners which sell products to the consumers. Sometimes Coca Cola makes strategic investments in some bottling partners to enable the entry to a certain market or to maintain control. To provide financial and institutional support to struggling franchisees Bottling Investment group was created. Once they become stable and profitable the company sells its controlling stake. Sometimes in order to provide more control over the operations, it might keep a minor stake. Bottling partners have the exclusive right to produce or distribute the products on the particular territory from third parties, but Coca Cola reserves the right to manufacture and distribute its products [5]. 
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Figure 2. Coca Cola Marketing Mix 
[bookmark: _Toc118142848]2.4. PESTEL Analysis of Coca Cola Company
Coca Cola Company uses PESTEL analysis to identify how various external factors (such as political, economic, social, technological, environmental and legal) can impact company`s operations and profitability.
- Political factors – Coca Cola as multinational corporation that operates in more than 200 countries is highly dependent on government policies in certain areas, especially the ones that regulate sugar and caffeine consumption, tax rates (ex. on sugar production) and trade relations. 
- Economic factors – The economic stability in the countries where Coca Cola makes investments can impact the sales and development of the company. The rising costs of raw materials (ex. steel and aluminum), sourcing adequate water, inflation rate can significantly decrease the profit of the company. 
- Social factors – Increased health consciousness change the mentality of the consumers base towards healthier drinks, which strongly affected sales of carbonated and soft drinks globally. This increased company`s vulnerability, because it mainly relies on soft drinks sales and still hasn`t launched a food division as competitors did.
- Technological factors – Technological innovations have changed the way beverage industry operates. Coca Cola uses technology for market research, data analysis and production process improvement. Social media advertisement is the main tool that company uses to reach its large consumer base and increase brand equity.  
- Environmental factors – Coca Cola is facing strong criticism and public scrutiny for being the biggest polluter and the biggest water consumer in the world. That is why the company needs to shift to more sustainable sources to reduce its carbon footprint. Using advanced technology in water and waste management can improve company`s sustainability and raise the awareness of consumers who are concerned about the environment.
- Legal factors – To avoid legal prosecution and protect the brand image, the company needs to comply to the local laws and regulations when it comes to caffeine and sugar consumption, labor practices (working conditions and wages). 
[bookmark: _Toc118142849]2.5. SWOT Analysis of Coca Cola Company
SWOT analysis help the company to identify strategies that can strengthen its position in the market, minimize the effect of its weaknesses, take advantage of the opportunities to maximize revenue and create systems for managing threats when they arise.
[bookmark: _Toc118142850]2.5.1. Strengths
- High brand equity – Coca Cola is one of the most popular brands in the world.  With its global presence and strong unique brand identity, this valuable brand is related with strong customer loyalty and brand awareness. Brand awareness is useful when introducing new products or spending less money on advertising the current ones.
- Large market share – Operating in over 200 countries and selling 1,9 billion drinks daily, with diversified brand portfolio of 200 brands and 500 different beverages, Coca Cola is the largest non-alcoholic beverage company worldwide. This allows the company to achieve economies of scale and reach larger customer audience.
- Extensive distribution network – Coca Cola has developed an efficient and extensive “Coca Cola system” based on a strong partnership relation, consisting of 225 bottling partners and about 900 bottling plants worldwide.
[bookmark: _Toc118142851]2.5.2. Weaknesses
- Soft drinks reliance – Besides its diversified product portfolio, Coca Cola primarily depends on soft drinks sales, which makes the company vulnerable due to changing customer preferences. Unlike PepsiCo that introduces many snacks, Coca Cola still hasn`t launched a food division.  
- Business practices controversy – The company is constantly under public scrutiny because of its business and environmental practices, in terms of the impact of its product on health (diabetes and obesity), lobbying government officials and bribing health organizations through sponsorships, environmental sustainability (plastic waste and water pollution). This damages its public image and brand equity.
[bookmark: _Toc118142852]2.5.3. Opportunities
- Product portfolio diversification – To maintain revenue, improve brand quality and conquer its competition, Coca Cola needs to take the advantage of diversifying its product portfolio by introducing new products, such as healthy drinks, savory snacks and packaging drinking water.
- Sustainability – As one of the biggest polluters (single-used plastic bottles), to improve its brand image and position itself as environmentally friendly, Coca Cola must invest in innovative and recyclable packaging.  
- Strategic acquisitions – Through its strategic acquisitions, such as Fairlife, Costa Coffee, Vitamin Water and many others, Coca Cola expanded its product portfolio and enlarged market share. This is another way to beat the competition, and Coca Cola is capable of such aggressive strategy.  
- Increase presence in developing countries – With doubled consumption of cold drinks during summer and less health consciousness, this market is a good opportunity for Coca Cola to increase market share.
[bookmark: _Toc118142853]2.5.4. Threats
- Increased competition – The beverage industry is very competitive with numerous companies offering similar products, which is shrinking the market every day. New beverage industry segment such as ready-to-drink coffees and teas, energy drinks and bottled water are faster than Coca Cola`s brand. 
- Increased health consciousness – Today people around the world are becoming more health conscious and soft drinks are seen as non-healthy. This leads to avoiding Coca Cola products, looking for healthier options offered by rivals and discussions in governments for introduction of sugar taxes. 
- Water scarcity – The company heavily relies on water as a crucial ingredient in its products. Water security and water quality are the main challenges especially in the developing countries. Water is limited natural resource, due to increased demand it is becoming scarce, which is why Coca Cola has faced strong criticism and negative publicity due to its vast consumption of water even in water scarce regions. This could negatively impact the production costs and capacity in the future.
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Figure 3. SWOT Analysis of Coca Cola



[bookmark: _Toc118142854]3. Conclusion
The rapid development of the beverage market has attracted many competitors, diversified segments have been formed and bottled water sales are constantly increasing. This led to market shrank and declined sales of carbonated and soft drinks. Coca Cola still has a dominant market share in the non-alcoholic beverage industry compared to its biggest rival Pepsi Co. But things are changing, people are becoming more health conscious and carbonated drinks are perceived as unhealthy, loosing the advantage when consumers decide what to buy.
Considering this market trend Pepsi Co changed its marketing strategy. The promotion of Lipton tea under the Pepsi Co brand was successful and demonstrated a growth trend for development of tea products within the beverage industry in future. Also, Pepsi Co launched its food division longtime ago, nowadays offering various health snacks (Dai, 2021). 
Conversely, Coca Cola didn`t use the potential to expand in the segment of packaging drinking water (although owns Kinley and several other bottled water brands) as a healthy thirst-quenching substitute or as a dominant product for conquering market in the developing countries facing clean water shortages. Many products that have been introduced by Coca Cola in segments different than carbonated drinks are not very popular because the advertisement prioritize carbonated and soft drinks. Unlike its biggest rival, Coca Cola didn`t enter the food segment as an opportunity to bring additional component to the revenue and brand equity. Relying mainly on soft drinks sales, Coca Cola is still perceived as a company that manufactures unhealthy products that cause serious health issues such as obesity, diabetes and heart disease. Trying to minimize the effect of market trends, Coca Cola`s business practice of lobbying and “bribing” health organizations has been strongly criticized by the health-conscious community with allegations of illegal activities in order to shift the responsibility away from its products that added to health issues (Rey-López and Gonzalez, 2019). This damaged the overall brand identity of the company. Additionally, its reputation suffered as a result of its environmental practices of the company. Coca Cola failed to minimize the effects of negative publicity due to its practices of waste and water management and is still considered as the biggest polluter and the biggest water consumer worldwide.      
[bookmark: _Toc118142855]4. Recommendations
To retain its dominant market share and its competitive advantage over the rivals. Coca Cola must focus its marketing strategy on building a reputation of sustainable company that cares for its customers preferences and shift towards a healthier lifestyle. The company must invest in research and development to respond to new market trends and challenges.
· Coca cola should develop no or low sugar versions of its traditional drinks so the consumers can have a variety of refreshing choices,
· Coca Cola can use the expertise of people who are more health conscious to develop beverages without sugar as an alternative of carbonated beverages, such as bottled water, dairy drinks, energy drinks, plant-based drinks and teas,
· Coca Cola should use more aggressive marketing while promoting Kinley, also consider opportunities of acquiring local providers of packaged drinking water under its brand,
· Using its brand power and creative advertising Coca Cola can influence customers to try new products or even raise the awareness of healthy living of those that are more used to the traditional products,
· To promote the healthier options the company can engage celebrities well known by their healthy lifestyle and use them as role model for their customers,
· The healthy product should be placed in key locations in the stores to increase the chances of being spot and purchased as a first choice,
· Using advanced technology in design improvement and promotion can be beneficial for the company to effectively communicate new products to the Millennials and generations after, 
· Coca Cola must launch a food division with healthy snacks (containing natural ingredients and flavors) to minimize the competitive advantage of Pepsi Co in this segment.
Coca Cola`s public image as the biggest polluter and the biggest water consumer is not very beneficial for the brand equity. Besides all its efforts and investment in sustainability, Coca Cola didn`t succeed to change public perception, which is why it must take responsibility for the consequences of their operations and business practices towards environment. Upgrading production technology to ensure greater efficiency in waste and water management is key for future development of the company. This might raise the costs of production, but in long-term it will improve the reputation and gain public respect. 
The company must keep strong focus on its ambitious packaging program “World without waste” in terms of:
· Redesigning its package into 100% recyclable globally by 2025, and using at least 50% recycled materials by 2030,
· Collecting and recycling every single bottle or can they sell by 2030,
· Building a partnership with people to support a healthy, waste-free environment,
· Building sustainable packaging partnership with experts, NGOs, industry and governments.
Coca Cola Company must develop a strategic approach to solve the problems of water scarcity and water pollution by returning to the environment the same amount of water used in the production. A partnership with relevant governments and NGOs and making investments in building water treatments facilities can make a huge impact in the society and introduce Coca Cola as a leader in health and sustainability improvement in beverage industry.     
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