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Executive summary -
This report will provide an in depth analysis and evaluation of Coca Cola’s internal and external environment. This will go on to show the organisations aspects of sustainability and resilience. The methods of analysis that has been used in this report include Michael Porter’s Five Forces alongside Bowman’s Strategic Clock. A PEST and SWOT analysis has been conducted in order to gain a wider knowledge regarding the organisation and their internal and external environment. To also gain wider knowledge on Coca Cola’s stakeholders and how important they are to them a Power Interest Matrix was completed. It has been stated that resilience within an organisation means that individuals can adapt to major changes within the company and can keep good focus when faced with any major challenges. This is done by keeping the organisations end goal in their mind and working to full potential to make this a success. This is important to Coca Cola due to them being able to see that their employees can stay motivated, work well with other employees under difficult circumstances if any changes or challenges have arisen in the business. By the organisation having a resilient workforce it leads them to a success compared to companies that may struggle to work in challenging circumstances. It has been seen by Johnson and Scholes that ‘strategy determines the direction and scope of an organisation over the long term’, and they also go on to say that it should determine how resources are configured to ensure all needs of stakeholders and markets are being met. Strategy is also important within a business as it is the main drive for them in meeting objectives and having successful strategies being launches and not falling through. This is due to strategies being able to help organisations see what their strengths and weaknesses are and if there are any improvements that need to be made. This is crucial in ensuring that the organisation has a sustainable and profitable future (Ovans 2015). 
Below is a table of theorist’s definitions on strategy and strategic management. 
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Introduction
1.1 Company background
Dr John Stith Pemberton, born in Atlanta, Georgia in 1886, was a local pharmacist who created the syrup for Coca Cola. Pemberton tested the syrup at Jacobs Pharmacy and it was marked as ‘excellent’. This went on to be sold at the Pharmacy for five cents a glass. Soda water teamed up with the syrup that provided a drink that was directly ‘delicious and refreshing’, a topic that continues to echo today wherever Coca Cola is enjoyed (Coca Cola Company 2020). Soda water was teamed with the new syrup to supply a drink that was directly ‘delicious and refreshing’, a topic that continues to echo today wherever Coca Cola is enjoyed (Coca Cola Company 2020). The brand has since become a household drink in over 200 countries across the world. 
The worldwide organisation has over 3000 refreshment drinks and a portfolio of 500 brands, ranging from Coca Cola and variations, to the organisation's enterprise carbonates like Fanta, Lilt, Sprite and PowerAde. Furthermore, within the UK, the organisation also pairs with Schweppes (Yafai 2016). 
Back in 1888, Pemberton sold parts of his business to different buyers. The majority of the company had been sold to an American businessman from Atlanta. His name was Asa G.Candler. The Atlanta man promoted the beverage by creating free drink vouchers, outfitting pharmaceutical companies and soda fountains with the items bearing Coca Cola branding (IBID). In 1919 the Coca Cola firm was sold to a gang of investors. The main investor was named Ernest Woodruff.
Advertisement has been a key element to the rise of the Coca Cola firm. Coca Cola has always been portrayed as a fun/refreshing soda. The firm has always used to quality slogans or persuasive TV commercials. Coca Cola released an ‘I’d like to buy the world a coke’ commercial. This was released in 1971. In 1981, Robert c. Goizueta became chairman of the board and CEO of the company. Goizueta was the organizer with operations in the new public company. This was named Coca Cola enterprises inc. Under the new leadership of Goizueta, he introduced the first extension of beverages within the company. Diet Coca Cola. This went on to become an extremely popular drink within the low calorie sector within the world (IBID). 
Due to the main challenges of the planet wide pandemic people throughout the world are affected. Within the coca cola organisation they are doing all they can to minimise the spread of corona virus, they are also supporting all requirements of their employees, customers, consumers and communities. It's been stated by James Quincey the chairman and CEO that ‘we are prioritizing safety –whether for our system associates or for our customers and consumers’. The security of coca colas system employees is their highest priority. Within some locations, their delivery drivers don't leave their truck which is reducing person to person interactions. a number of their manufacturing plants are implemented split shifts to avoid shift to shift contact (The Coca Cola company, 2020). It's been seen that the Coca Cola foundation is providing additional funding and grants to communities and organisations in response to corona virus. To date, over $55m has been provided to support local organisations and vulnerable communities during these times (IBID)
1.2 Report objectives -
1) To evaluate and analyse Coca Cola’s strategic choices. 
2) To use different theorists models on strategy and gain a wider knowledge into Coca Cola’s implementation of the models. 
3) To gain a wide knowledge regarding Coca Cola’s stakeholders and how important they are to the company. 
1.3 Business strategy
Coca Cola uses the differentiation strategy to form themselves as unique and break away from other companies. By using the differentiation strategy, coke creates a product that's unique and valued. Coke differentiates themselves by using unique marketing and advertising campaigns to entice their customers to remain loyal to their brand (Neil 2020).
Another differentiation strategy coke has used, is the Coca Cola freestyle machine. This machine allows customers to combine and match their classic Coca Cola beverages with many various flavours. They will continue to use this as a differentiation strategy to separate themselves from competitors and maintain customer loyalty (Naama et al 2019).
A further differentiated strategy Coca Cola could use could be the alcohol drinking culture to take advantage of the alcohol market. For instance, many drinks are ordered as a ‘rum and coke’ or ‘whiskey and coke’. A recommendation to the Coca Cola organisation could be that they could collaborate with a whiskey company like Captain Morgan and sell the liquor with a bottle of coke (BenLud 2013).
Dr Henry Mintzberg created 5 versions of strategy for organisations that they can adhere to, known as the 5p’s of strategy. By an organisation understanding each P they can develop a robust business strategy that takes full advantage of the organisation's strengths and capabilities (MindTools, 2020).
Coca Cola 5 P’s strategy -
Plan – it is evident that within the Coca Cola organisation they have strict plans. This is shown through their organisations SWOT and PEST analysis that they have in place, which is showing that the tools required for a successful planning phase are being used.
Ploy – Coca Cola doesn’t appear to specialise in being the most cost-effective option, they rely heavily on the success of their name. Coca Cola is legendary for their national Christmas trucks campaign, gifting free drinks to customers.
This has been seen to be a very clever marketing ploy by the organisation as the success of the campaign, which has run for the past 22 years, attracts thousands of individuals nationally. It also is an effective marketing tool as when consumers are getting something for free it makes them feel as if they are gaining something back (Bean ND). The
The campaigns success and positive customer experience simply cannot be replicated by competitors as the original idea that the organisation brought out was so unique. The idea of the Coca Cola Christmas truck has proven to be extremely popular throughout the world with individuals quoting ‘doesn't it feel like Christmas now the Coca Cola advert is on the TV’ and ‘it wouldn’t be Christmas without a visit to the coca cola truck’ (BusinessBalls, 2020).
Pattern – strategies can emerge from past organisation behaviour or simply from accidentally discovering which actions work.
Position – this is an organisations placement within their competitive market. It has been seen that Coca Cola are ranked the highest company within their market by repeatedly bringing out new strategies to draw in their consumers. This is giving consumers the sense that something new is continuously emerging, which they haven’t tried before, giving them the need and wants to try it. The Coca Cola organisation has kept the central part of their organisation which is Coke but they continuously adapt to their consumer's needs. The organisation uses strategic positioning so they can keep the same image all around the world. This has been seen to be a part of individual’s daily lives (Vendredi 2012).
1.4 Competitive Strategy -
Michael Porter came up with generic competitive strategies. This is an organisations position within their current market and if their ‘profitability is above or below the industry average’ (Porter 1985). Having an above average profitability in an organisation means that they have competitive advantage. Porter stated that there are two types of competitive advantage which are low cost or differentiation. He also states within his strategy that with these two combined sections of competitive advantage leads to ‘generic strategies for achieving above average performance in the industry’. These are cost leadership, differentiation and focus.
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From analysing research into Coca Cola’s competitive advantage, it has been seen that, due to the company having a secret recipe for the formula to make the refreshing beverage it gains better taste over its competitors. It has been seen that their rivals Pepsi have made similar flavours as Coca Cola however, the taste will simply never be the same and beat the word wide brand. This ties in with customer loyalty which gives the company a competitive advantage as Coca Cola’s techniques are effectively developed resulting in them being able to keep costs low for consumers which has resulted in high customer loyalty (Karpinske 2017). 
Consequently, this shows that cost leadership was the main generic strategy that Coca Cola used. It is a highly effective strategy that increases their market share and popularity. This has gained sales growth and recognition for the firm. Therefore, this has proved to be a vital advantage for Coca Cola (Pratap 2018). 
2.0 MAIN FINDINGS;
2.1 Overview of Coca Cola’s strategies
1 – Market segmentation
Market segmentation is used by the Coca Cola firm. Firstly, the target was increasing a steady volume of profit so it would increase customer domain and set out stepping stones for future business. This was achieved by selling drinks at reasonably priced rates. Within 2015, across the world, the firms’ price and blend increased by 2% in regards to their volume. This resulted in increase to their organic revenue by 4%. The huge firm gained value share across the world within their industry (Mayureshnikam et al 2018). This was down to implanting market segmentation based on income and Geography. 
2- Brand establishment and customer relationship 
Brand establishment becomes vital while expanding an organisations portfolio. Customers tend to trust a branded product and sometimes spend an additional penny upon it instead of choosing an unheard product. Name is additionally viewed as a standing quo in developed markets. Coca Cola made a right decision to take a position in developing the brand value by improving and modernising the advertisements, investing $250 million. These ads focused on creating an impression upon people and altered the attitude of Coca Cola from an occasional drink to an integral part of people’s lives. A breakthrough happened in 2015 when Coca Cola developed its first global marketing campaign. The first objective was to determine the ‘one-brand’ strategy to bring all its sub products under one name ‘Coca Cola’. The slogan ‘taste the feeling’ launched in early 2016 emphasizes the refreshment, taste, uplift and private connections that are all a part of enjoying an ice-cold Coca Cola. For the fitness-orientated consumers, it sent a broader message they will enjoy Coca Cola by choosing an appropriate sort of drink with varying numbers of calories in caffeine (IBID). 
3 – Increasing financial efficiency 
Coca Cola made efforts to realise financial flexibility by implementing an answer referred to as ‘zero-based work’, where an annual budget is revised from zero and must be justified annually at the top instead of simply carrying over at levels established within the previous year. Also, savings were made by choosing to advertise carefully and hamper expenses in non-media marketing, like in-store promotion. Overall, $600 million were realised by productivity investment in 2015 which were further utilized in brand making, business improvement and providing decent dividends to shareowners (IBID).
4 – Increasing process efficiency 
An organisation is often termed to be fully efficient when its process time is minimised without affecting the standard. Coca Cola took steps to reshape their business processes and investigated redundant areas. It removed a layer of functional management and connected their regional business units on to headquarters. Further investigation led to removal of process roadblocks and barriers which finally made it faster, smarter and more efficient. Focus was placed on employee interaction making work a fun-filled, exciting and career fulfilling environment. Employees were motivated to nourish curiosity, learning, innovation and growth (IBID). 
5 – Focusing core competencies and models 
Coca Cola’s primary core competency has been the power to manage an enormous system of independent bottling partners and also acquiring variety of bottles under its own. The first aim has been to enhance performance by increasing productivity, optimising manufacturing and distribution systems.
All this effort finally creates value for the retail and restaurant customers. In 2015, the organisation took major steps in North America to form company-owned bottling territories independent. The plan was to refranchise the North America bottling system by 2017. A replacement unified bottling partner was planned to line up in Western Europe and accordingly, a transaction was accounted. Furthermore, improvement and refranchising has been planned for bottling system in Southern Africa, East Africa, Indonesia and China. Coca Cola plans to scale back company-owned bottles to 3% from 18% of the worldwide volume (IBID).
2.2 Coca Cola’s analysis of Porter’s strategy -
Harvard graduate school professor Michael Porter invented ‘Porter’s five forces’ in 1979 to be ready to fully analyse an industry's attractiveness and certain profitability. This strategy has become one among the foremost popular business strategy tools employed by organisations. Porter noted that each organisation keeps a close eye on their competitors but he also encouraged them to seem beyond what their competitors do and appearance into other factors that would be impacting the business environment (Porter 2008). It’s been seen that Coca Cola need a customer orientated strategy which involves travelling above and beyond for the changing needs of their consumers and adapting to evolving changes within the environment (All Answers LTD 2018). 
Bargaining power of suppliers – the bargaining power of suppliers of Coca Cola is weak. This is often due to the amount of suppliers being high and therefore the switching costs for Coca Cola are low. While the organisation can easily switch from one supplier to another, it is not possible for any supplier to modify faraway from Coca Cola as easily. This might cause losses for any of the suppliers (Pratap 2018). 
Bargaining power of buyers / customers – the bargaining power of individual customers in Coca Cola’s case is low. Individual customers generally buy small amounts of coke and they aren't concentrated in specific markets either.
Therefore, overall the purchasers bargaining power is weak (IBID) 
Threat of latest entrants – within the beverage industry there are several factors that discourage new brands from entering the market. Growing a brand overnight is impossible and there are significant investments that are required. Coca Cola do not have these concerns as they are already established (Butler 2020). 
Threat of substitutes – main substitutes of Coca Cola products are the beverages made by their rival Pepsi, fruit juices and other hot and cold beverages. The amount of substitutes of Coca Cola products is high. There are several juices and other forms of hot and cold beverages within the market. The switching costs are low for the purchasers (Kasi, 2017). 
Competitive rivalry between the prevailing players – there are two major players within the soda industry, Coca Cola and Pepsi. There's an intense rivalry between the two. There are a couple of smaller players but they do not pose major competitive threat to Coca Cola. 
The two main players within this market are nearly an equivalent size and they have similar products and methods. The extent of differentiation between the 2 brands is additionally therefore low and the price war is intense between them. People have already heard of the ‘Coca Cola wars’, therefore the level of competitive rivalry between the two is strong (Pratap, 2018).
2.3 Bowman’s strategic clock analysis
Bowman’s clock –
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The Bowman’s strategic clock was developed by Cliff Bowman and David Faulkner. It's purely a marketing model that helps the organisation analyse their position within the market (Bhasin, 2019). Coca Cola has taken the strategy option of hybrid, during which case it maintains its price and within Great Britain there are only 22 products available to consumers meaning, there is high differentiation there. Coca Cola has increased its annual marketing budget substantially, launched many new products, and developed a model to assist its retail customers maximise their sales while it continues to plan for the longer term.
Alternatively, it often tackled through economies of scale where the corporate produces in large quantities to hide cost and tries to penetrate different geographies. This choice has proved to be beneficial to Coca Cola albeit its market share has not grown tremendously. However, it definitely features a much higher market share than their competitor Pepsi (UK Essays, 2018).
2.4 Evaluation of Porters strategy and Bowman’s strategic clock -
Porter’s five forces model is effective for Coca Cola because it enables them to ascertain whether a technique has the potential to bring profit to the company's competitive environment. Coca Cola is the leading brand within the beverages sector and features a global presence. Pepsi is their only major competitor within their market. When analysing Porter’s strategy, it's been seen that Coca Cola’s bargaining power of suppliers is weak. It's also been seen that threat of latest entrants to Coca Cola isn't a serious factor for them to consider as growing an enormous brand overnight is impossible and requires huge investments. Furthermore, it seems that Coca Cola doesn't need to worry about new entrants to their market but, consider their rivalry, Pepsi. This supports the threat of substitutes to Coca Cola as, the amount of substitutes of Coca Cola is high and their rivals are always beginning with new, similar flavours, maintaining with the changing environment (Pratap, 2018).
Bowman’s strategic clock analysis shows that Coca Cola is trying to make their products more differentiated therefore, they are not ready to lose their share within the market. To conclude, it shows that they have always maintained their price leaving it as highly valued to their consumers.
2.5 Coca Cola SWOT and PEST analysis
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Please refer to appendix one for a full analysis on Coca Cola’s PEST.
2.6 Evaluation of SWOT and PEST analysis
Concluding on the SWOT analysis of Coca Cola it has been seen that they have a definitive market position within the soda industry. However, it is recommended to bring more innovative changes. Some of these changes could be, that Coca Cola need to step into the food market so, introduce new products like snacks. One more recommendation is that the company need to improve their water management system and be able to deal with all criticisms from environmental health.
The PEST analysis on coca cola shows that certain political, economic, social and technological factors are of particular important for the soda giants' business. While the technological factors might be under control within the business, the social, political and economic factors would require them to change its marketing strategies as per the changing conditions. Water scarcity is particularly a big problem that is affecting coca cola. Water scarcity would continue to trouble it in the long term in most of the countries where coca cola’s production plants are based. This will also be the most challenging area for them to manage. While they have made their way to adopting healthier products by increasing the number of low-calorie beverages and the world economy is also geared towards growth, a stronger dollar may still continue to bite (Pratap, 2018).
2.7 Stakeholder analysis – Mendelows 1981 power/interest matrix
Mendelows power interest matrix theory 1981, suggests that organisations analyse their stakeholder groups based on power, which is the ability to influence the organisations strategy or project resources, and also how interested they are within the organisation or project succeeding (Oxford College 2020). Regarding Coca Colas stakeholders, all of which have some level of power in their decisions to an extent, each different stakeholder has a different level of interest and power regarding the organisations.
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The power matrix model allows organisations to identify which stakeholders are majorly important with high power and high interest, and which they would need to manage closely, investing a lot of time and resources on. Once the organisation has identified these, keeping them on side and keeping them up to date on a daily basis is priority. Furthermore, those stakeholders with low power and low interest should be monitored and minimum effort expended in terms of time and money. 
Stakeholders -
The following image by Coca Cola HBC 2020 shows Coca Cola’s stakeholders and how they engage with them.
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2.7 Evaluation of what was discovered in the stakeholder analysis -
The stakeholder analysis shows that Coca Cola have many stakeholders, each having a different level of power and interest to the organisation. With Coca Cola taking into consideration their stakeholders within their company decisions, this will increase their chances of succeeding through accommodating their needs and interest of the company (Oxford College 2020). The analysis shows how important the role of Coca Cola’s stakeholders is to them and their success. It also reveals how important it is for them to manage and identify which stakeholders are highly relevant for their projects to gain greater success for the organisation as a whole.
Conclusion - this report has provided a fair analysis of Coca Cola’s business and competitive strategy through utilising strategic management tools. Coca cola has a strong business strategy which is in line with the aims of the business.
Appendices –
Appendix one;
Coca cola PEST analysis
P – Political – As Coca Cola is classed ‘within the food category’ UK Essays, 2019), it has to ensure it abides by the regulations provided by the Food and Drug Administration (FDA) in order to protect public health. They are also impacted by any Government regulations introduced in regards to manufacturing or tax laws. Failure to adhere to these restrictions can result in fines. Another factor which influences Coca Cola is the Occupational Safety and Health Act. Failure to strictly follow this act may result in fines, penalties and potential shut down of the business if death was to occur.
E – Economical – coca cola is subject to many economical factors. Firstly, the growth or recession of the economy can have a huge impact and is a factor which is out of their control. A second factor is currency exchange. As coca cola is a global brand if the currency of a country devalues so will their profit margin, which again is largely out of their control. Coca cola have been very successful in optimising the way they utilised loan schemes, as demonstrated in the recession of 2001. They ‘took out low-cost loans’ whilst rates were low to grow the business before the rates increased in 2002. Finally, coca cola have been extremely skilled in increasing their income by adapting their flavours to appeal to countries outside of the U.S which is ‘roughly 70%’ of their income now.
S – Social – one of the largest influences on Coca Cola is media perception. If the media is portraying Coca Cola in a positive light then this usually results in positive outcomes for the business. Also, Coca Cola have adapted the flavours of their products to meet the demands of their customers in different societies and cultures. However, this focus does not appear to be continued in America which has seen a move towards healthier lifestyle choices such as bottled waters. Coca Cola has not created a product that is solely a healthy option to meet this new customer need.
T – Technological – Coca Cola have taken full advantage of the developments within technology. They have purchased the latest machinery which has enabled them to manufacture larger quantities and ensure faster delivery times of their products. However, purchasing the newest and most efficient machinery incurs a large cost.
In addition to purchasing the newest machinery, Coca Cola have maximised their opportunity to advertise and promote their products through the use of social media as seen via their naming campaign. This allowed them to cheaply and effectively promote whilst staying on trend a
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Michael Porter states that organisations
need to take three generic strategies into
consideration to be ahead of their
competitors. These are cost leadership,
differentiation and focus (Admin 2013)

Henry Mintzberg said that strategic
managements setting objectives and
looking at competitors within the
environment. He also states that using his
5P model to develop strategies within the
business (Mind Tools 2020) These P's are;
-Plan

-Ploy

-Pattern

- Position

-Perspective

Johnson and Scholes states that strategic
management s when an organisation
uses management activity to set targets
for the company and evaluate resources
being used (Johnson and Scholes 2010).
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Weaknesses

Strengths

Product Diversfication s low—Whera Pepsi has mada asensibls move and
diversified nto the snackssegment with products ke Laysand Kurkura, Coca
Colais missing rom that segment

Company valuation —Coca Cola is valued around 75.2 bilion dollars. Tnis
valustion includes the brand value, the various factories and sssets opaned up
across the planet and therefore the complate operations cost and prfit of
Cocacols

Absance n health beveragesThe business environment i changing and ather.

people are taking messures to mke sure thatthey re not abess. Carbonted

beveragesara one amang the main easons for fat intaka and Coca Colais that
‘e largest manufacturer of Carbonted beverages.

Fantastic marketing strategies — Coca Cola unilke Pepsi ahiays ties to win
peoples heart. Where Pepsfs target is continuously changing, and i targeted | - Water management —CocaColahas faced flakwithin the overdue t s water.
fowards younsters, Coca ol targets peopl of s agex managament issues.Several roups have raised awsus withinthe name of

Comomer togaty - W e swons oot o turl het Coca Ceta | GoeRColadue totheivas consumptionof water even i water scrce regons

festuras s ot of customer oyalty.

Opportunities

Developing nations~ Although developed nations have 3 igh prasence of
Coca cola these countries are slowly moving towards ealthy beverages.

Threats

Rawmaterial sourcing ~Water i the anly threat to Cocacola. The weakness
of Cocacolawas the suspected use of pesicdes or vast consumption of water.
Howaver, the thraat hera i that water scaciy s on the ise. Wit the climate
changing,and regions of various countriesfaing scarcity of water, onsr or

Packaged drinking water ~With hyafene becoming amajor actorinthe
consumption ofvwater, Packaged drinking water has found ftsway into peoples.
ming. Coca cols hasa presence in the packed drinking water sagmant through Tater someone might aise fingers on beverage companiss.
Kiney. Indiract compstitors~ Coffee chainslike Starbucts, Csfé cofee day, Costa
Market the lessersallingproducts  In the product portfolio of Coca cola, thare |  cofee are o the rise.These chainsoffer 2 halihy competition to Coca colas
sre seversl products which have not found scceptance inthe market. Coca carbonated drinks. Tey might not be  big competition for Coke, but they do.
Cola nes 10 concentrate on the marketing of thase products st well. g adent toitsbeverage market.
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The following image by Coca Cola HBC 2020, shows Coc¢
and how they engage with them.
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