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1. The role of marketing in creating value for customers

1.1 THE SOCIETAL  MARKETING CONCEPT  OF COCA COLA 

The concept of societal marketing helps to determine the organisational needs , interests and wishes of the target markets and also to effectively deliver the desired customer satisfaction to gain competitive advantage over its competitors. 
Such CRM strategies help the company strengthen partnerships and formalised partnership creation with consumers and vendors to enhance the current processes and procedures. 
The marketing principles can be successfully applied to improve the well-being of the customer and community.

Market Planning occurs in various stages and helps in the development of plans which also helps in the identification of customer need and requirements. The prime objective of market planning is to identify the various customer segments and develop products as per customer specification. After manufacturing cola beverages for 70 years in a singular flavour, the company decided to develop drinks in varied flavours. This decision was taken to yield profits from more than a singular segment and also diversify their risks. The company started manufacturing juices and selling it under the brand name Minute Maid to portray the brand as a health beverage manufacturer. This decision was taken because the company was accused of being a significant contributor for increasing obesity and other health concerns (Coca Cola, 2013c).  The company started production of sugar-free and low-sugar beverages under the brand names "Diet Coke" during the 1980s. The decision was taken to strengthen the firm's brand identity. In a new formula that was popularly dubbed "New Coke," Mr. Roberto C. Goizueta also launched a drink with a fairly new taste. Under the initial formula, however, coke started producing beverages to restore consumer trust and critics. These were some of the important product development strategies which were undertaken to satisfy customer requirements and had the capability of adapting to the changing marketing environment. With the changing marketing environment the company also introduced several changes in their promotional strategies. The company first started advertising about its product in television in the year 1970 and then later it started promoting the products through various means like online advertising, direct marketing, social media etc (Coca Cola, 2013j).  The company maintains excellent relationship with its customers and has also developed a habit of updating its follower base through its official website.  The company has been engaged in several product development techniques which counter the growing concerns of obesity and various other health problems. One of the major marketing strategies would be the bottling procedure of the company which would involve the development of market positioning strategy which focuses on the development of a beverage that spans the entire spectrum of the occasions and tastes (Coca Cola, 2013k). The company continuously strives for high quality product development procedure which includes the production of beverages in varied flavours and different sizes which includes Standard Size Returnable Bottle, Litter Returnable Bottle, No Return Bottle, PET bottles of 1.5 litres and can sizes of 330 ml (Coca Cola, 2013g). The cola beverage is available in various packaging modes which include 24 regular bottles, 6 bottle packs of 1.5 pets, 12 bottles in packs of disposable bottle and 24 cans in one carton pack (Coca Cola, 2013e). Apart from the state of the art bottling procedure system, the company develops a unique system which helps in bulk production on a global scale. Presently, the company has more than 250 bottling partners worldwide (Coca Cola, 2013e).The unique production system also lays emphasis on the production system which also helps in the sustainment of the environment. The Coca Cola system works closely with the bottling units and develops several strategies for the successful merchandise, manufacturing, packaging and distribution of branded beverages to the customers and vending partners. The Coca Cola stem wide performance has enabled the development of high standards which are also known as high performance indicators which helps in the production of high quality beverages. It had also established the CCR system which helps in the development of strategies which would be beneficial for the strategic advancement in the partnership. Recycling cans and bottles is one of the topmost priorities in the organization and the company has developed several initiatives for production of items and also maintaining the environment. Companies which undertake corporate social responsibility activities are very much appreciated by the common people hence; Coca Cola has undertaken several initiatives with popular artist to promote environment protection. Manufacturing products and also maintaining the environment is one of the biggest initiatives taken to satisfy the customer requirements and wants. The EKOCYCLE brand initiative was one of the biggest environmental initiative was taken the management of Coca Cola which laid emphasis on the education of customers and seek an inspirational lifestyle (Coca Cola, 2013m). The initiative was undertaken for facilitating the process of recycling and also influencing the purchasing decisions and also helps in zero waste.  The company has undertaken various other initiatives like water stewardship, healthy lifestyle programs which help in the betterment of the society and the community. Through various product development initiatives has undertaken programs for the development of beverages in cola, cherry and vanilla flavour. Apart from beverages the company has also undertaken various product development initiatives which include the manufacturing of healthy snacks for the health benefits of the common people. The bottling operational units were successful in hygienic packaging of the products and supplying it leading retail outlets for industrial and private consumption purposes (Coca Cola, 2013i). This bottling unit also helps in supplying the beverages to leading retail outlets and also to corporate customers. Major customer segmentation was performed and the common people were categorized based on age, habits, lifestyle etc. 

1.2  ADVANTAGES OF MARKETING TO CONSUMERS
The Coca-Cola Corporation operates the worldwide unrivalled distribution network operating in two hundred countries. Although the infrastructure is incredibly complex and costly, it does not prevent the business from achieving a competitive advantage which is sustainable. One of the company's advantages over its competitors is its 2020 Vision, which concerns the beginning of the US introduction of a beverage partnership model for the 21st century. This model represents the company and five other U.S bottlers to agree a principle to create a stronger U.S business model by granting new territories. These are the Coca-Cola Bottling Co. Consolidated, the Coca-Cola Bottling Company United Inc., Swire Coca-Cola USA, Coca-Cola Bottling Company High Country and Corinth Coca-Cola Bottling Works Inc. The model will enable the company operate more rational in the contiguous operating territories; it will establish a grant of exclusive territory rights  and distribution assets and cold drink equipment; n improved and more integrated information technology platform will be used by the company; a new beverage agreement will support the evolving operating model. Besides, the company aimed at reducing customers’ costs and risks creating value and sources of competitive advantage for its consumer. However, if consider the situation with the purchasing of a can of Coca-Cola in a supermarket with the price for a can in about twenty five cents as a part of the 24-pack, then in a hot summer day the same consumer will have to pay two dollars for a chilled can of the same Coke. This price premium is attributable not to a different product, however it means than a consumer will be more likely to buy the 24-pack saving one’s money (Bicle, 2011).    

1.3 COCA COLA’S  BRANDING STRATEGY

For a product or services that convey what a product represents, brand is a distinctive picture (Broyles et al , 2011). A product 's interest is in the brand name, as customers are able to pay for the brand they trust (Learned, 2013). Brands like apple , google, coca cola are top brands as they've been able to deliver on creativity consistently (Interband, 2014). The fact that Coca cola appeals to all class of people: age, ethnicity and nationality allows a brand that's sustainable. This has reached numerous markets with some convergent product such as coke, diet coke, etc. that are internationally appropriate and have been able to enter much of the industry with a major specific product well received in the world (Slater, 2001). This also has reached regional markets with exclusive goods appealing to local communities (Lee, 2013). The positive launch of health-related products in many countries suggests that Coca cola is still the brand to beat (Slater, 2001)
Among many of the local market specialisation and popularity of Coca cola is the launch of habu herbal drink in Thailand that gulped $1.6 m per year for marketing, but the market is now worth $671 m per year (Lee, 2013). Brand communication has been an essential to extend the reputation and branding power that coca cola has exploited completely (Learned, 2013). The brand tells its own storey in that the company's consistency and reputation has been continually upheld. Coupled with that is the special packaging and repacking of the specific Coca brand (Underwood, 2003) and strategic means of contact such as TV advertisements, billboards etc. This has also partnered with major brands and activities like global festivals of football and game, music (Interband, 2014). Like every other strong brand, the Coca cola brand has established fan-based consumers globally expanding its market niche, competitiveness, and sustainability (Slater, 2000). A high category of loyalist is above the standard of fan base or loyal consumer; collector who quickly and firmly associates with the label (Slater, 2001). It not only improved Coca cola 's productivity but also enhanced its social capital (Aaker et al, 2001). Coca Cola's brand reputation has been substantially improved by the higher-level loyalist community called collector and also its market growth (Aaker, 2012). 
There is also no question that brand is under siege, retail supermarkets every day put hundreds of thousands of items on shelf (Wood, 2000). Brand abundance, brand competition, price sensitive buyers, market saturation and existing product segment have made it impossible for both new and established products to thrive on the marketplace (Aaker, 2009). Brand loyalty has been subject to increased scrutiny of infidelity, but mature brand like Coca cola has embraced premium collectible as part of a marketing strategy to maintain core customer devotion (Slater, 2001).

1.4 Ansoff Matrix according to Coca Cola

The Ansoff Matrix explains the different strategies that a company can opt for based on the products it is selling and the market it is selling in (Cheverton, 2004).

	Products 
	Existing 
	New

	Market
	
	

	Existing 
	Market Penetration
	Product Development

	New 
	Market Development 
	Diversification



Table 1 Ansoff Matrix

Minute Made is a brand of Coca-Cola Company, which is the largest manufacturer of beverages in the world. Minute Made specializes in the manufacturing, marketing and distribution of fruit juices, teas and other drinks. 
Minute Maid’s primary marketing objectives for the next 12 months are an increased market share and increased sales. For this purpose the company will have to move around the Ansoff Matrix selling the same products in new and existing markets and brining in new products to sell in existing as well as new markets.

Market Penetration
Minute Maid can opt for by selling more of its current product to the market already consuming it through various sales promotions along with improved product quality and better relations with retailers to push the product into the market.
 

Market Development
The market development strategy can be followed by entering newer markets with the current range of products. This will require extensive marketing research and tapping into markets which have not be served yet and also by taking customers away from competitor brands.

Product Development
Product development strategy can be followed by introducing new products in to the existing market. This calls for a great deal of innovation to offer customers newer products with new features and benefits.

Diversification
Minute Maid can use the diversification strategy whereby the company can launch new and innovative beverages into a new market. This will require innovation as well as extensive market research to determine new markets and developing  products according to their tastes.



2. Stakeholder engagement and their impact on the marketing activities of Coca Cola. 


2.1 Definition of a stakeholder

The definition of a stakeholder is one who has a share or interest in an enterprise. Stakeholders in a company may include shareholders, directors, management, suppliers, government, employees and the community (free dictionary, 2006). Using this definition any individuals that have any type of connection with Global Communication whether they are employees, stockholders, customers, suppliers are stakeholders. These individuals could play a part of the role in implementing the company's strategic plan.

2.2 Coca Cola’s internal and external stakeholder 

They categorize their stakeholders as both internal and external.  “Internal stakeholders are entities within a business and external stakeholders are entities not within a business but who care about or are affected by its performance” (Maelo, 2016). Below is a representation of both the internal and external stakeholders of the Coco-Cola Company:




Fig.2 (source: Talharchet Manal)
Coca cola engage their stakeholders through interactive consultations. Below are key stakeholders and various examples of how it interacts with them: 

· Bottling partners: day-to-day cooperation as corporate partners, joint ventures, joint business strategy, strategic functional groups, senior management forum "Top-to-Top," Global Environment Council; 

· Consumers: hotlines for customers, local websites, tours of plants, studies, polls, focus groups; 

· Customers: daily meetings, dedicated account managers, joint business strategy , customer service programmers, social media engagement, surveys; 

· Communities: group events, plant tours, social concerns associations, sponsorships, university lectures; 

· Employees: participation surveys, senior management reports, city hall meetings, workplace relations, professional growth plans, health and safety outreach systems, neighborhood and employee wellbeing initiatives, hotline ethics; 

· Governments and state regulators: advisory boards on international investment, recycling and regeneration programmes, chambers of commerce; 

· NGOs: dialogue, collaborations on common issues, membership of business and industry associations; 

· Shareholders and analysts: annual shareholder meetings, quarterly sales reports and webcasts, other company updates and webcasts, quarterly shareholder newsletters and ongoing communication with investors and analysts; 

· Suppliers: Collaborative Value Development Projects, International Supplier Meeting, Sustainable Sourcing, Manufacturer Guidelines, Packaging Associations; 

· Business associations and sector and government organizations: sector partnerships, collaborative value-creating projects, continuing discussion and political participation.





3. Conclusion and recommendation 


In conclusion Coca Cola will promote protection at the workplace, including place of business, water replenishment and reforestation. 
Coca Cola must collaborate with bottling companies to avoid you injuries or injury and to ensure healthy conduct in the workplace. 
Furthermore, Coca Cola must use water with caution because it is commonly used by Coca Cola in other products and lack of water can be a major issue in destiny. New businesses who are participating in international collaboration should recognise that while it is a positive step, it is a step full of variables that must be taken care of in strict adherence to international processes and policies. 
However, there is the possibility of weakening important company values if the impact of the foreign business is overwhelming, and this needs to be balanced. 
Pardeep said, "In 5 years, I envisage all international cooperation to be ideally focused towards mutual development even if dispute resolution or troubleshooting is the initiation element. 
Within 10 years I envisage international collaboration to also include societal development agenda and enhancement of the environment. 
Within 15 years, I imagine such strong international cooperation with unwavering determination to make the world better, that common aims to change the world are being worked on irrespective of nationality and culture differences.
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