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In designing their marketing plans, businesses should weigh three considerations: business income, the customer desires, and the needs of the public.

1. Society (Welfare for Humanity)
Companies have to ensure first that the goods, programmes, decisions, expenditure advances represent society.
2. Consumers (Confidence)
Products and services should appeal to the needs of the customer.
3. Enterprise (Profits)
For profit-making and wealth maximisation, it is necessary to create long-term consumer relationships, be socially conscious and produce satisfactory goods.
General Advantages of Marketing
An obvious advantage of marketing is the promotion of your business; getting the recognition and attention of your target audience across a wide ranging or specific market.
It's the enhanced brand recognition that goes hand in hand with this. Potential customers and members of the public will begin to associate your logo and mark with your business over time.
Each company has to 'spend money to make money.' It is no different to invest in the marketing. Therefore, the most important advantage of marketing is quite simply to improve profits for businesses by boosting sales.
The act of granting a company a specific design or symbol for advertising its products and services is branding.
Advantages of branding:
· Awareness
The harder a company works on its branding and identity, in most cases, the more awareness it creates. For example, Coca-Cola is known worldwide for its product. A consumer can see it in a foreign county, with labeling in a foreign language and know it is a Coca-Cola product. The red color and shape of the bottle is an immediate trigger in many minds as to the fact that the drink is a Coca-Cola product. This is branding and identity at its best.
· Consistency in the Marketplace
The more often a customer sees your brand on the market, the more often they consider it for purchase. If the brand and identity are truly consistent, the customer is more likely to feel consistent with the quality and become a loyal follower of the brand. This means however that the product must maintain a consistency that also reflects the image.
· Customer Loyalty
         Well-executed branding helps to build customer loyalty by reinforcing the purchase of goods in the consumer's mind. For sports products, a campaign focused on physical fitness and not on a particular product helps to establish the brand as a leader in the industry for both previous and future customers. When a product is linked to a lifestyle, it keeps consumers pursuing similar objectives.
The Ansoff Matrix, also known as the Ansoff product and market growth matrix, is a marketing planning tool that usually helps businesses determine their product and market growth. This is generally determined by focusing on whether the products are new or existing and whether the market is new or existing.
The model has been invented by H. Igor Ansoff, man. Ansoff was primarily a mathematician with an expert knowledge of business management. It is believed that the concept of strategic governance is widely attributed to the great man.
The Ansoff Matrix has four marketing strategies alternatives:
Market Penetration
When we look at market penetration, it usually concerns products which exist and which also exist in the existing market. This strategy may involve further exploitation of the products without necessarily altering the product or the outlook of the product. This will be possible through the use of promotional methods, putting in place different pricing policies that may attract more clients, or one could make the distribution more extensive.
In Market Penetration, the risk involved in its marketing strategies is usually the least since the products are already well known to consumers, and so is the established market. Another way to increase market penetration is through various initiatives that will encourage increased use of the product. The use of toothpaste is a good example. Research has shown that the toothbrush head influences the amount of toothpaste used. Thus, if the toothbrush head is larger, it will mean that more toothpaste will be used to promote the use of toothpaste and eventually lead to more purchases of toothpaste.
New products are introduced into existing markets in the strategy for product development growth. Product development may differ from the introduction of a new product on an existing market or may involve the modification of an existing product. By modifying the product, one would probably change its outlook or presentation, increase the performance or quality of the products. By doing so, it can make more appeal to the already existing market. A good example is the car manufacturers offering a range of car parts to target car owners in the purchase of a replica of models, clothing and pens.
Market Development
Marketing development is the third marketing strategy. It may also be referred to as Market Extension. In this strategy , the company is selling its existing products to new markets. This can be made possible through further segmentation of the market by helping to identify a new client base. This strategy assumes that the existing markets have thus fully exploited the need to venture into new markets. Various approaches to this strategy include: new geographic markets, new distribution channels, new product packaging and different pricing policies. In New Geographical Markets, the business may be exposed by exporting its products to other new countries. It would also mean setting up other branches of the business in other areas that the business had not yet ventured into. Several companies have adopted the franchise method as a way to set up other branches in new markets.
Guinness is a good example. Originally, this beer was made to be sold in countries with a colder climate, but now it is also sold in African countries. The other method is to use new distribution channels. This would involve selling the products via e-commerce or mail order. This would involve selling the products via e-commerce or mail order. Selling through e-commerce will capture a larger client base as we are in a digital age where most people often access the internet. In New Product packaging, this means repacking the product in a different method or dimension. That way, it could attract a different customer base. In the context of different pricing policies, the company could change its prices in order to attract a different customer base or to create a new market segment. Market development is a very risky strategy compared to market penetration. That's the way it's targeting a new market, and you can't stop telling how it can come out.
Diversification
Diversification is the last strategy. This growth strategy involves an organisation that markets or sells new products to new markets at the same time. It is the most risky strategy among others, as it involves two unknowns, the creation of new products and the lack of knowledge of the development problems that may arise in the process. There is also the fact that a new market is being targeted, which will give rise to the problem of having unknown characteristics. In order for a company to take a step towards diversification, they need to have their facts right about what it expects to gain from the strategy and to have a clear assessment of the risks involved.
There are two kinds of diversification. Diversification and unrelated diversification are related. In the context of related diversification, this means that the business remains in the same sector that it is familiar with. For example, the cake manufacturer diversifies into a manufacturer of fresh juices. This diversification is in the same sector as the food industry. In the case of unrelated diversification, there are usually no previous industrial relations or market experiences. One can, for example, diversify from the food industry to the mechanical industry.
Although diversification can be risky, with an equal balance between risk and reward, the strategy can be highly rewarding. Another advantage of diversification is that, in the event that one business suffers from adverse circumstances, the other line of business may not be affected.
 A person, such as an employee, a customer or a citizen, who is involved in an organisation, a company, etc. and therefore has a responsibility towards it and an interest in its success is a stakeholders.
There are many factors, both internal and external, that have an impact on the management planning function within the organisation, and Coca-Cola is no exception. More than a billion times a day, thirsty people around the world are getting refreshment products from Coca-Cola. Coca-Cola is the most popular and best-selling soft drink in history, as well as the best-known product in the world. The Coca-Cola franchise covers a population of approximately 398 million.
Coca Cola Corporation is one of the oldest corporations in the world. Since it was in existence, it has undergone many internal and external changes. In order to survive the consequences of these events, the company has used change management techniques. Coca Cola is a type of company that requires changes in its products and business strategies in line with consumer expectations and the external environment.
Goodstein, Nolan and Pfeiffer state in their book that A mission defines the existence of an organisation and covers four areas, first of all, what is the purpose for which, how and why an organisation exists. The mission statement sets out the framework for the organisation in which it will operate. A profit-driven organisation is intended to meet the needs of the market and to serve the community for a non-profit-driven organisation. Who will be the client of the organisation and the community at large in a non-profit organisation. How the strategy of the organisation to deliver a quality product or service to its potential customers is covered. The answer to the "why" of a profit-driven organisation would be to maximise profits and achieve growth by taking advantage of new opportunities. A non-profit organisation is not concerned with profit and focuses on providing community service. The culture of organisation is faith, attitude and values. It provides the basis for the way in which the organisation carries out its activities. Values are an important part of the organisation and define its organisational characteristics, its actual and required competence and quality of work. It provides the basis for decision-making, guidance on how work is going to be done, what kind of people are needed, and areas that need more care. The stakeholder holds powers and can significantly influence the decision of the organisation. The stakeholders include shareholders , employees, customers , the community, lenders, suppliers and the government. Shareholders and lenders may influence the decision of the organisation as they have a significant interest and power. The second major stakeholder is the organisation's customers and the holder of enormous power and interest. Employees who require proper salaries and benefits against their services. All three stakeholders can influence the decision of the organisation; therefore, the organisation should perform a stakeholder analysis before making a strategic decision to achieve its long-term objectives.
Typically, the objectives of the organisation are long-term gaols that it wants to achieve. Normally, these are maximising shareholder wealth, providing quality products and increasing market share.
As in the case of Coca Cola, its objectives include

Leader of the market in its industry

Global Growth

Providing a reliable and high quality product.

In order to achieve this objective, it has values that are based on teamwork, precision and that bring its employees together to strive to achieve its objectives.
Coca Cola has achieved the objectives of its three key stakeholders.

Customers have provided their customers with quality products and put the trust of their customers at the top of their agenda. Coca Cola has invested heavily in its research and development area to produce high-quality beverages.
Employees have recognised their employees as an asset and have understood that a motivated employee is committed to the growth of the company. It has taken various measures to meet the needs of its employees and to provide them with a means of communicating and expressing their feelings.
Shareholders want a high return on their investment. As can be seen from the growth and development of coca cola. It works hard to maximise shareholder wealth. 
Its organisation is responsible for developing strategies to meet the objectives of the stakeholders. Each stakeholder has a different set of objectives associated with the organisation. Shareholders' interest is to maximise wealth and business growth. It is apparent from the case that Coca Cola has achieved significant growth over the years and has expanded its business world by serving more than 200 customers.

Customers would like value for money. Coca cola research and development has produced a product that meets customer demand, and marketing development has increased over the years. Coca Cola maintains that the trust of customers is vital to the success of the organisation.
Coca Cola has met the legal and regulatory requirements both nationally and internationally. In any business government, there is always a major stakeholder, as it has significant power to disrupt organisational plans. It is therefore necessary for the organisation to prepare its strategies in accordance with the law and regulations.
Employees are key stakeholders of the organisation; the organisation should develop strategies for the training and development of its human resources and provide an opportunity for excellence.
Coca-Cola is a strong brand in the world. Flexible market strategies and incredible innovation capacity make Coca-Cola a leader in the soft drink sector. However, the labels "Junk Food" and "cause obesity epidemic" are the original sins of soft drinks. To get rid of this image, Coke not only dresses its brand image but also profits from other non-soft drink fields.
Coca-Cola Company is the exclusive distributor of Evian bottled water and Rockstar energy drinks in most of the U.S. and Canada, in addition to selling its own brand of Dasani water, Minute Main juices and Powerade sports drinks.  By diversifying, the company reduces the risk of focusing solely on a specific product – coke.
From the early days where just nine beverages a day were sold, Coca-Cola has evolved to the most popular brand in the world, selling more than 1.4 billion beverages a day. Up to 2010, there are 92,800 employees worldwide, with a total revenue of $31 billion.
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   Societal Marketing stresses social responsibility and implies that 

the business should build a communication plan to deliver service 

to consumers and preserve and enhance both the consumers and the 

well-being of society better than the competition in order to ensure 

long-term sustainability.

The concept of societal marketing holds that a company should 

make good marketing decisions by taking into account the wishes 

of the consumer, the requirements of the company and the long-

term interests of society.

Societal marketing creates a favourable image which increases 

sales for the company. It's not exactly the same as social marketing 

and social media marketing terms. It is an expression which is 

closely related to CSR and sustainable development.

It highlights and suggests social responsibilities for sustaining that.

It calls for innovative marketing, socially and environmentally 

conscious marketing that addresses customers and companies' 

present needs while either maintaining or improving future 

generations capacity to fulfil their needs.

The global warming alarm button is pressed, and the way we 

manage our energy needs discovery. Thus businesses are 

increasingly either attempting to incorporate the idea of social 

promotion in whole or in part.


