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Executive summary
This report focuses on analysing the strategies of the Coca-Cola Company. Coca-Cola remains one of the largest multinational corporations in the world for many years. Despite its achievements, the company has had to deal with several issues, especially its lack of commitment to environmental protection and ethical business practices implementation, as well as the intense competition with PepsiCo in the global market. This report includes an analysis of the internal and external business factors of the company, using the SWOT and Porter’s Five Forces framework. In order to critically analyse and evaluate the company’s strategies, the report uses Ansoff’s Matrix and Bowman’s Strategic Clock models, discovering how the company achieves its competitive advantage through strategic planning. Based on the analysis, Coca-Cola is recommended to shift its focus on the non-carbonated beverage market by investing in R&D, embrace modern technologies to improve customer experiences and its relationship with customers and invest more in CSR activities.
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1. [bookmark: _Toc132405777]Introduction
The Coca-Cola Company is, without a doubt, the most well-known brand in the world when it comes to the production and distribution of soft drinks. The Coca-Cola Company, which was founded in 1892, is one of the largest multinational corporations coming from the US. The corporation owns more than 400 unique beverage brands, some of which include water, juices, diet teas, energy teas, and coffees. The company’s most famous product is the Coca-Cola drink. The company also produces its own line of beverages. The company has made remarkable progress in a number of areas, including the volume of sales, the retention of customers, the expansion of products that are available, and the profitability of the business as a whole. In 2022, the company gained an annual revenue of $43 billion, which was an incline of 16% from the previous year (The Coca-Cola Company, 2023a). For all businesses, conducting business analysis of the internal and external environments is extremely important, especially for a giant multinational corporation like the Coca-Cola Company. Conducting business analysis can help companies understand more about their business environments and the impact of business influential factors (such as politics, economic elements, etc.) so that they can adjust their strategies appropriately (Jenkins and Williamson, 2015). In that context, using business analysis tools such as SWOT, Porter’s Five Forces framework, Porter’s Generic Strategies and Ansoff’s Matrix, this paper will investigate the growth strategy and strategic process that may be responsible for the success of the organisation. Based on this analysis, there will be recommendations on how the organisation can improve its business operations, compete with its rivals and develop even more in the market.
2. [bookmark: _Toc132405778]Main findings of strategic analysis and Critical evaluation of strategic options
2.1. [bookmark: _Toc132405779]Overview of the Coca-Cola Company’s Strategy
A comprehensive analysis of the existing market as well as the opportunities for expansion is performed by Coca-Cola before the company gets involved in any new business ventures. The company's operations are continuously evaluated in light of all relevant external and internal influences, and the findings are reported. When a company extends its operations around the globe, it is required to pay heightened attention to the prospect that the environment in which those expansions take place may have an impact on those expansions. All of the environmental concerns, including those relating to tax policy, labour law, environmental regulations, and political stability, are now being investigated in great detail. 
Choosing the course of action that will most effectively result in the accomplishment of your company's goals is an essential part of developing a strategy for your business (Hill et al., 2016). The first stage of the strategic planning process at Coca-Cola involves the process of defining the company's mission and vision statements. This stage acts as the initial step in the process. The mission statement of an organisation is a statement that is meant to be used by the company's internal stakeholders as well as its external stakeholders. This is because the mission statement is designed to be used by both groups. This statement needs to clarify the organization's mission, values, and the direction that it will be headed strategically (Hill et al., 2016). The firm claims that its vision has been beneficial in assisting them in the creation of a strategy that has enabled them to remain a low-cost leader, with the intention of increasing client loyalty and boosting sales. 
Strategic implementation refers to the process of putting a strategy into effect and is sometimes used interchangeably with policy implementation. To accomplish this goal, the organisational structure must be organised, resources must be distributed, a method must be devised for decision-making, and people must be managed. The Coca-Cola Company has developed a quality management system as a part of the process of turning the company's goal into a reality. This system will guide and coordinate the company's activities in order to guarantee that the product's quality is maintained. In addition to this, a control structure is constructed so that the administrative and operational processes may be directed appropriately. According to the organisation, in order to be successful in a new market, one must methodically build amazing tactics and stick to them in order to be successful (Hill et al., 2016). As a direct and immediate result of this, the strategy of the firm on an international scale has been regulated by quality controls. 
2.2. [bookmark: _Toc132405780]SWOT analysis
By examining their strengths, weaknesses, opportunities, and threats (SWOT), firms may better grasp who they are as a company. The organisation may determine what needs to be done to improve and retain its strengths and get rid of its weaknesses based on the results of the SWOT analysis.
2.2.1. Strengths
First of all, because the Coca-Cola Company is an enormous multinational corporation that has been operating on the global market for a long time, the organisation has numerous strengths. The strong brand identity of the company is one of its greatest assets. Since the organisation’s founding and multinational operations, its brand identity has grown. The company’s widespread appeal has provided the corporation with a competitive advantage and the leverage it needs to grow into a significant global franchising company (Wheeler, 2017). For example, Coca-Cola’s signature logo with a red colour background has become one of the most recognisable brand identities in the world (The Coca-Cola Company, n.d.). According to James (2013), Coca-Cola’s brand identity is so famous and recognisable that about 93% of the world’s population can recognise this red-and-white logo.
Moreover, it is undeniable that Coca-Cola has a strong loyal customer base. One of the brands with which Americans are most emotionally connected is Coca-Cola. The brand is often linked to the feeling of ‘happiness’ and has a high level of consumer loyalty (Sanchez-Porras and Rodrigo, 2017). As seen from the company’s advertisements and marketing campaigns, Coca-Cola always emphasises the feeling of happiness and other positive emotions that Coca-Cola can bring to customers, which is likely to connect with customers’ emotions more easily. Moreover, customers are able to detect its distinctive tastes fast. For them, it might be tough to find alternatives. 
Another strength of the company is its ability to diversify its product portfolio. By selling Coca-Cola in a variety of different flavours, such as Coca-Cola Cherry and Coca-Cola Vanilla, the company can satisfy people’s requirements of consuming a traditional familiar beverage with different tastes. Moreover, the company also created Coca-Cola Zero (not containing sugar) and Coca-Cola Light (containing less sugar than traditional Coca-Cola), which can meet the increasing requirements of people who want to consume healthier products with fewer calories but still desire the delicious taste of Coca-Cola (The Coca-Cola Company, 2020). Especially in the context of people increasingly adopting a healthy-eating lifestyle, these healthier alternatives have become popular among these customers. In addition, because of the company’s sufficient resources and investment, it enjoys the advantage of economies of scale, which enables the company to produce goods at lower costs.
Furthermore, the company has an extended global reach and an enormous global distribution system. The company is present in more than 200 countries and its goods are consumed daily in 1.9 billion servings (The Coca-Cola Company, 2023b). Over 500 new products have been launched and sold by the company around the world. Every lifestyle and demographic is recognised to be affected by its brands. Moreover, after many years of operating in the global market, the company has been able to develop one of the world’s largest and most effective global distribution networks. The firm has roughly 900 bottling facilities worldwide and about 225 bottling partners (The Coca-Cola Company, 2023b). 
2.2.2. Weaknesses
The company’s products, services and business methods all have certain flaws. The Coca-Cola Company’s high-sugar carbonated beverages have drawn the attention and warning of several health professionals (Marengo, 2019). As can be seen from Figure 1, compared to its rivals, Coca-Cola seems to have even greater sugar content.
[image: Coca-Cola and Pepsi brands differ in sugar around the world | Daily Mail  Online]
Figure 1; Sugar content in Coca-Cola compared to other soft drinks (Pickles and Poulter, 2015)
On the other hand, the company’s product line-up is extremely constrained. The company has lagged behind Pepsi, Co., its main rival, which has introduced various products to the worldwide market, such as Pepsi’s famous Lay’s’ being one of the most well-known and favourable potato chip brands in the world. For example, in the US market, Lay’s has a market share of 41%, which is much higher than other brands (Figure 2). In the meantime, compared to Pepsi, Co., the Coca-Cola Company does not have much experience with food. The company has only launched 9 snack brands, but they are not distributed on a global scale but instead in certain countries. For example, Tsakiris Chips, which is a Greek-flavoured potato chips brand, became Coca-Cola’s brand in 2004 and is only famous among Greek consumers, or Bambi, another brand selling biscuits and sweet and salty products, is only sold in Serbia (Coca-Cola HBC, 2023). As a result, this lack of diversity in the product portfolio of Coca-Cola may make it more challenging for the company to compete with its rivals in the global market.
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Figure 2: Most popular potato chip brands in the US based on annual sales (Statista, 2022a)
On the other hand, the Coca-Cola Company has been criticised for not doing enough to improve its environmentally destructive packaging and for a serious lack of environmental initiatives to handle the plastic waste. As reported in the Tearfund report in 2020, Coca-Cola belonged to the list of the world’s largest contributing companies to global warming and increased carbon emissions via using plastic bottles that can only be used once (Win, 2020). According to a documentary by BBC called “One Panorama” in 2021, it was estimated that in the Philippines, there were about 1 billion Coca-Cola plastic bottles that were dumped or burnt every year (BBC, 2021). Coca-Cola’s lack of participation in protecting the environment has negatively affected the company’s public image and reputation, which is especially damaging for the company since global consumers have increasingly been aware of the negative impacts of industries on the environment and wanted to contribute to environmental protection by adopting ethical purchasing behaviours from ethical and sustainable brands (Bray et al., 2011; Djafarova and Foots, 2022). 
2.2.3. Opportunities
The Coca-Cola Company has a lot of new opportunities to continue growing in the future. First of all, the business may engage in high-tech supply chain management thanks to its ample funds and resources. Fuel and shipping costs have grown as a result of the sharp rise in petrol and diesel prices and their long-term unpredictability, which has a detrimental impact on the effectiveness of MNCs' supply chains (PwC, 2022). Moreover, like Pepsi, Coca-Cola has the chance to expand its product portfolio in the healthy beverage and food category. They may expand beyond carbonated drinks and increase their revenues and brand recognition and loyalty as a result. Coca-Cola has prioritised reducing the amount of sugar in its beverages as 29% of the company’s volume sales have been reported to come from low- and no-calorie products (The Coca-Cola Company, 2023a).
2.2.4. Threats
While being one of the biggest MNCs, the business faces a number of challenges. The first is the profusion of legal actions brought against the business because of its plastic pollution and inefficient water management techniques (McCormick, 2020). As seen in Figure 3, Coca-Cola has been reported to be the world’s biggest contributor to plastic pollution with a huge number of plastic packaging bottles dumped each year. The public perception of the business and its reputation have suffered as a result. In addition, as was already indicated, the corporation must cope with consumers' growing concern for their health and their apparent trend away from sugary soft drinks towards other healthier alternatives. The last threat to Coca-Cola is the intense indirect and direct competition that the company has to face. There are several businesses that compete with Coca-Cola indirectly despite Pepsi’s obvious direct competition in the global market. Coca-Cola’s dominance in the market might be threatened by numerous direct competitors such as Starbucks and Nescafe. 
[image: ]
Figure 3: The world’s biggest contributing companies to plastic pollution (Statista, 2020)

2.3. [bookmark: _Toc132405781]Porter’s Five Forces framework
In order to understand more about the external business environment of the Coca-Cola Company, Porter’s Five Forces framework will be applied. This model aims to analyse the five influential factors that can affect the industry’s attractiveness and profitability including the threat of new entrants, the threat of substitutes, the bargaining power of suppliers, the bargaining power of buyers and industry rivalry (Porter, 1980).
2.3.1. Threat of new entrants
The threat of new entrants in the case of Coca-Cola is quite low because of the dominance of Coca-Cola and Pepsi in the global market. Moreover, the soft drink sector is already saturated as consumers have a wide range of brands to choose from. Therefore, it would be absolutely challenging for new entrants to attract customers and make them switch from popular brands such as Coca-Cola and Pepsi to pursue them. Moreover, in order to compete with enormous MNCs such as Coca-Cola and Pepsi, new businesses would need a huge number of resources, especially financial resources, human resources, global distribution networks and other assets. One of the most important entry barriers is the high costs of labour and supply chain management. Moreover, they would also have to create a large number of products to be able to gain economies of scale like Coca-Cola. These requirements and market saturation are the main challenges for new entrants to enter the soft drink sector, which means the threat of new entrants is low.
2.3.2. Threat of substitutes
For Coca-Cola, the threat of substitutes is quite high because there are various drink choices available for consumers such as bottled water, coffee and tea. For example, bottled water and sports drinks have become popular among consumers because of the emerging trend to adopt healthy eating habits (International Bottled Water Association, 2022). These drinks are often promoted as healthier compared to carbonated soft drinks. Moreover, it can be seen that consumers also have a wide range of choices for coffee and tea. Starbucks and Nescafe have promoted the trend of consuming coffee among consumers, especially young consumers for many years. For example, Starbucks not only offers delicious easy-to-drink caffeinated beverages that suit the taste preferences of young consumers but also provides them with a place where they can enjoy delicious drinks and work or hang out with their friends at the same time (Taylor, 2016). 
2.3.3. Bargaining power of suppliers
As stated above, the Coca-Cola Company’s distribution network involves a huge number of suppliers coming from many countries around the world. Coca-Cola bases its supplier selection on ethical standards and regards this as a key building block for future success. They make sure that their partners in bottling and suppliers comply with the legal and procedural standards. The suppliers also get excellent ethical training and are evaluated in accordance with the Supplier Guiding Principles and the Code of Business Conduct (The Coca-Cola Company, 2021). Moreover, there are many different suppliers of equipment for Coca-Cola and they basically offer the same products and services, which implies that it would not be difficult for the company to switch to other suppliers. Due to these factors, they only have low to moderate power. 
2.3.4. Bargaining power of buyers
The bargaining power of buyers is high in the soft drink industry because they have a wide range of choices for soft drinks. Consumers are likely to purchase standardised beverage goods in the current beverage business (Shahzad et al., 2015). They have the option of purchasing Coca-Cola or other non-alcoholic and alcoholic beverages. If a beverage is removed from the market or discontinued, customers can still buy other drinks from other brands. As a result, customers will choose cheaper drinks when they have similar quality and taste. However, in the retail industry, supermarkets such as Walmart tend to have high admission fees and strict standards for beverages (Banks, 2016). Consequently, the buyers’ bargaining power is quite strong.
2.3.5. Industry rivalry
It is commonly known that the soft drink sector has intense competition because of the large number of established MNCs operating in the industry. According to the Food and Beverages Global Market Report 2021 by ReportLinker (2021), in terms of sales revenues and sales growth, the Coca-Cola Company only ranked the 8th position, while PepsiCo, Nestle and Budweiser round up the top three. At the same time, it is noticeable that PepsiCo remains the biggest competitor in the market of Coca-Cola (Figure 4). The market shares of these two companies vary in different markets. However, it is expected that this intense fight will be likely to continue in the future. Furthermore, there is intense pricing rivalry in this sector. Coca-Cola contributes to price and cost reductions to gain market share. Coca-Cola especially is not developing as quickly as the high-tech sector does. PepsiCo, which is fiercely aggressive, is Coca-Cola's most formidable adversary in the "Coke" market in terms of variety of competitors. Nevertheless, these two businesses operate in a wide variety of products and have a wide range of offerings, which to some extent decreases industry competitiveness.
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Figure 4: Competition between Coca-Cola and PepsiCo over the years (Chatr, 2021)
2.4. [bookmark: _Toc132405782]Bowman’s Strategic Clock
After analysing the external forces of the soft drink industry that the Coca-Cola Company is operating in, it is important to find out how the company positions itself in the market based on its price and value, using Bowman’s Strategic Clock framework. According to Bowman and Faulkner (1996), there are 8 positions around the clock and each position represents a different strategy using value and prices. In the case of the Coca-Cola Company, the organisation has to adopt a more proactive and aggressive posture when it comes to marketing and promotion in order to compete effectively. It is possible that Coca-connection Cola's with bottle producers is another area where they may need some work. If Coca-Cola wishes to preserve its status as the preeminent player in the global beverage business, it will be necessary for the company to make certain modifications. Coca-Cola has to start having conversations with people as soon as possible. 
Coca-Cola is a phenomenon that can be seen all over the globe, and its unique history may be researched in each and every country. Coca-Cola may stand to gain by adopting a more assertive approach to its business practices. Coca-Cola has firmly established itself as the benchmark for its sector and is accelerating its global expansion at a rapid speed. The company has to establish and use its internal strength in order to enhance its market penetration and promote its aim of market expansion. It would be to cost-advantage Cola's to expand its product line to include more healthful drinks like fruit juices and bottled water. Such an expansion would be profitable for Coca-Cola. Coca-Cola has to get moving on creating new Coke flavours while keeping the beverage's signature taste intact so that consumers will continue to buy it. It would be to Coca-Cola’s advantage to enter into strategic alliances with other businesses and make acquisitions of successful firms. Coca-Cola also needs to adopt a more aggressive approach to its strategic management in order to be successful. Additionally, they need to experiment with new methods for branding their products in order to stay ahead of the competition. It is possible that a number of factors, such as taking into account human resources, increasing sales potential, and adopting new technologies, contributed to Coca-Cola’s performance.
2.5. [bookmark: _Toc132405783]Ansoff’s Matrix
Ansoff’s Matrix is also a commonly used framework for companies to come up with new strategic decisions to stay competitive in the market. According to Ansoff (1957), there are four options for businesses including (1) Market penetration, (2) Market development, (3) Product development and (4) Diversification.
In the case of Coca-Cola, the company has utilised all four strategies, depending on different markets, situations and periods of time (Figure 5). For example, the company implemented the product development strategy in 1985 when it launched Coca-Cola Cherry, which was a new flavour of Coca-Cola at that time. This new product was able to make it stand out from its competitors and satisfy the requirements of customers who enjoyed cherry-flavoured products. Another example is how the company conducted the diversification strategy. In order to enter a new market, Coca-Cola acquired Glaceau for $4.1 billion in 2007, along with its line of Vitaminwater drinks (The Coca-Cola Company, 2007). This acquisition resulted from the decreasing sales of carbonated soft drinks such as Coca-Cola and the company believed that the beverages market might be moving towards a less sugary and healthier future. As a result, the company hopped on board the expanding health beverage industry.
[image: Ansoff Matrix - Cola-Cola]
Figure 5: The Coca-Cola Company’s application of Ansoff’s Matrix strategies 
Despite the fact that Coca-Cola is a worldwide brand, the majority of the company's efforts are focused on the communities in which each of its locations is located. In many of its new endeavours, Coca-Cola places a significant emphasis on giving back to the communities in which it operates. Coca-Cola produces and distils the syrups and beverage bases that are utilised by bottling facilities; nevertheless, the company does not sell the product to end users directly. Bottling companies sell the product to end users. Coca-Cola is the company that oversees and manages the marketing operations for the brands of other firms. Coca-Cola has operations in a wide number of different countries and regions. The following pie chart provides a visual representation of how Coca-Cola does business in various regions of the globe to varying degrees, depending on the locale. 
2.6. [bookmark: _Toc132405784]Competitive advantage through strategic planning
2.6.1. Vertical integration strategy
Vertical integration is a business strategy that offers a company an advantage in the market by consolidating the manufacture, wholesale distribution, and retail selling of a single good or service into a single operation. This is because the company will have a higher barrier to entry, an easier time investing, better control over product quality, and more time to bring the product to market, all of which contribute to a higher barrier to entry. One of the problems is the high cost of bureaucracy, and another is a failure to adapt quickly enough to rapidly changing technological trends (Hill & Jones, 2007). The strategic outsourcing of a firm's noncore major creative activities may help the company better manage its expenses, distinguish its goods, react more swiftly to changing market circumstances, and make better use of its precious resources. These benefits may be achieved by the company formulating and executing a Diversification strategy that is related to the core business.
When a firm is generating free cash flows, which is a term that refers to resources that are in excess of what is essential to retain a competitive edge in the company's core business, the management of the company may start to look at diversifying the company's activities (Hill & Jones, 2007). A diverse corporation has the potential to produce wealth via the following means: 
· Sharing of experience and expertise among employees of an organisation. 
· Bringing previously unavailable knowledge to recently founded companies. 
· The financial benefits that result from pooling available resources. 
· The practice of stuffing many units of a product into a single container. 
· Utilising variety to control competition.
When a corporation starts a new business unit in a different industry, but within the same sector as the firm's existing business unit, this is an example of related diversification. Another example of related diversification is when a company acquires another company. This is done by each stage of the value chain sharing one or more compounds with one another.  It is possible to increase one's ability to capitalise on the benefits of multipoint competition by diversifying into markets that are unrelated to one another. This can be accomplished through the application of an organisation's core competencies to new business lines, which can lead to an increase in earnings.
2.6.2. Global marketing strategy
The Coca-Cola Company has been able to prove itself as one of the most successful companies in terms of global marketing and branding. When a business expands its portfolio, building a brand becomes increasingly important. Instead of picking an unknown product, customers are more likely to trust a brand that they are familiar with (Bastos and Levy, 2012). In developed markets, brand recognition is also seen as the norm. Coca-Cola made the right choice to spend more than about $193 million on enhancing and investing in its advertisements to build brand value (Statista, 2022b). These advertisements emphasised making an impression on customers and transformed Coca-Cola from an infrequently purchased beverage brand to a crucial component of people’s daily lives. When Coca-Cola created its first global marketing campaign in 2015, it marked a significant advancement. The main goal was to implement the "one-brand" approach and unify all of its subsidiary goods under the "Coca-Cola" label. The early 2016 campaign "Taste the Feeling" highlights the senses of refreshment, flavour, elevation, and interpersonal relationships that come with drinking an ice-cold Coca-Cola. For health-conscious customers, it conveyed a more general message that they could still enjoy Coca-Cola by selecting a suitable type of beverage with a range of caffeine calories. In addition, the company has effectively utilised the localisation strategy to improve its marketing campaigns in certain countries. Coca-Cola’s localisation strategy involves putting local factors in its marketing and branding efforts in different countries, as well as offering exclusive products or flavours for each market. For example, in 2020, in order to enhance localisation in the Indian market, the company announced its partnership with Kolkata Knight Riders, with the intention of generating interest in the upcoming Indian Premier League season among Bengali football fans (Drinks Insight Network, 2020). 
3. [bookmark: _Toc132405785]Conclusions
In the end, it is in Coca-Cola's interest to put into effect measures that will improve worker safety, create an environment that is inclusive, refill water supplies, and plant trees. These are all things that contribute to an inclusive culture. It is essential for Coca-Cola and its bottling partners to work together in order to rid the workplace of any possible hazards that might result in an employee being unwell or injured. Because water is a component in many of Coca-Cola's products and because a lack of water presents a potential risk to the operations of the company, it is essential for Coca-Cola to be cautious about the amount of water it consumes, which is because that water is an essential ingredient in many of Coca-Cola's products.
4. [bookmark: _Toc132405786]Recommendations
Based on the analysis above, there are several recommendations on strategies that can help the Coca-Cola Company resolve its problems and develop even more in the future, as well as compete with its rivals in the market. 
4.1. [bookmark: _Toc132405787]Decreasing volume in the carbonated soft drink sector
The first recommendation for the Coca-Cola Company is to decrease its sales volume in the carbonated soft drink sector. Coca-Cola’s biggest competitor, PepsiCo, has been investing in the non-carbonated soft drink sector for over a decade and increasing its market share in the industry (Farrell, 2010). According to Forbes (2018), the company has been able to account for nearly 40% of the non-carbonated beverages industry in the North American market. Its non-carbonated product portfolio has expanded significantly over time and there are numerous brands that have gained global consumers’ attention over many years such as Aquafina (bottled water), Gatorade (sports drink), Tropicana (chilled juice) and Lipton (bottled tea). Therefore, it is recommended that Coca-Cola invested more resources in R&D to develop more non-carbonated beverage products and also expand its product portfolio in order to compete with PepsiCo in this sector. Moreover, this strategy also allows the company to reach more markets and customers who are not interested in carbonated drinks.
4.2. [bookmark: _Toc132405788]Participating in the health and wellness trend
As mentioned above, there has been an emerging trend of adopting healthy eating and drinking habits that has increased consumers’ consumption of healthy non-carbonated beverages. As the Internet has given people accessible scientific information regarding the negative impacts of sugary carbonated drinks, people have now become more aware of taking care of their health and are more interested in drinking healthy beverages to improve their health conditions (Bleich et al., 2018). There have been controversies surrounding soft drinks’ ability to cause obesity and heart-related diseases that have prevented people from consuming sugary carbonated drinks such as Coca-Cola (Barlow et al., 2018). As a result, it is recommended that Coca-Cola should commit more to the health and wellness field. The company should work on decreasing the sugary content of its carbonated drinks (as it is higher compared to competitors) and stay in touch with its customers by emphasising innovation and value creation. 
4.3. [bookmark: _Toc132405789]Integrating advanced technologies
The company should have to follow AI technology to serve its customers. The company will be able to communicate with customers and send them customised messages thanks to this technology. Users who choose to communicate with the vending bot via Facebook Messenger will receive responses that are tailored to them depending on the data Facebook has acquired about them. This vending machine modification can help Coca-Cola better monitors consumer behaviour and adjusts its products/services accordingly as businesses strive to make the retail experience more comfortable and digitally engage customers. It is expected that this will eventually affect more than just vending machines.
4.4. [bookmark: _Toc132405790]Focusing on CSR activities
To fulfil the growing demands of environmentally aware customers, the corporation should also invest more in enhancing its CSR initiatives (Eze and Ndubisi, 2013). Meanwhile, customers may decide to support businesses that prioritise environmental initiatives and give back to the community (Gupta et al., 2021). Coca-Cola will thus need to concentrate more on improving its packaging to be more environmentally friendly and enhancing additional CSR efforts.
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