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[bookmark: _heading=h.gjdgxs]Introduction
Marketing analysis refers to the process of collecting and analysing data to gain insights into customer behaviour, market trends, and the effectiveness of marketing campaigns. The goal of marketing analysis is to use this information to make data-driven decisions that improve the overall effectiveness and efficiency of marketing efforts (Shah et al., 2019). There are several types of marketing analysis that businesses can use to inform their marketing strategies. These include customer analysis, competitor analysis, market analysis, and campaign analysis. In the following report, all these segments are discussed in detail by considering Coca Cola brand.
[bookmark: _heading=h.30j0zll]Company’s Profile
Coca-Cola is a carbonated soft drink brand that is one of the most well-known and recognisable brands in the world. Over the years, Coca-Cola has expanded its product line to include a wide range of beverages, including other carbonated soft drinks, juices, teas, and sports drinks. The company operates in over 200 countries and has a large global presence, with a market capitalisation of over $200 billion (Annual Report, 2019). Coca-Cola has also been heavily involved in marketing and advertising over the years, with iconic campaigns such as "It's the Real Thing" and "Taste the Feeling". The brand has also sponsored major sporting events, such as the Olympics and FIFA World Cup. In recent years, Coca-Cola has focused on diversifying its product offerings to appeal to changing consumer preferences, such as the growing demand for healthier beverages. The company has introduced new products, such as Coca-Cola Zero Sugar and Coca-Cola Energy, and has also acquired companies such as Honest Tea and Toppo Chico to expand its portfolio.
[bookmark: _heading=h.1fob9te]Role of Marketing for the Coca Cola
[bookmark: _heading=h.3znysh7]Branding Like No Other
The World Tourism Organization (WTO) projects that in 2010, there will be more than a billion tourists. For evidence, see the attached file. Long-distance international travel is predicted to increase by 5.4% each year, whereas regional travel is only forecast to increase by 3.8% per year (Sultan, 2019). Continued global prosperity, increased recognition of tourism's role in employment and economic growth, enhanced infrastructure, focused marketing and promotion initiatives, flight liberalisation, expanded intraregional cooperation, and a rise in Public-Private Partnerships are all expected to be major factors propelling the tourism industry forward in the next decade (PPPs).
[bookmark: _heading=h.2et92p0]Maintaining Product Quality
For a long time, all authorised distributors of Coca-Cola were obligated to serve the beverage at temperatures no higher than 40 degrees Fahrenheit. This policy may have been effective at soda fountains, but modern Coca-Cola uses different methods to ensure its products are always of the highest quality (Tien, 2019). They almost never deviate from the original formula because of the massive backlash that occurs whenever the recipe is changed. Coca-Cola has kept its brand fans around and attracted new ones by always delivering high-quality products.
[bookmark: _heading=h.tyjcwt]Pricing Strategy
From the 1890s until 1959, consumers could get a bottle of Coca-Cola for five cents. In no way an exaggeration. The brand's consistent pricing attracted many customers who appreciated that, despite the changing world, the soft drink was still a relatively inexpensive and high-quality option (Bekimbetova, 2021). Coca-Cola bottles used to cost $0.99, but that price tag had to change. Nonetheless, Coke grew its brand and gained a significant number of committed, happy customers by advertising Coca-Cola as an affordable alternative to other soft drinks of the age and maintaining the product's perceived value.
[bookmark: _heading=h.3dy6vkm]Globalization
Several large U.S.-based companies have learned over the years that going worldwide is the only way to transform a brand from a success to a global sensation. Coca-early Cola's worldwide expansion initiatives reflected this truth. Coke is currently sold in over 200 different countries under more than 500 different brand names, each one tailored to the local palate (Deshpande, 2020). Coke's future financial success has been guaranteed by its strategy of global expansion in tandem with emerging economies. During the past seventy years, this vast worldwide influence has expanded dramatically.
[bookmark: _heading=h.1t3h5sf]Managing Missteps With Grace
Coca-Cola has set itself apart from competitors by its ability to gracefully address marketing and business missteps and let customers know the company is listening to their complaints. A well-known example of this is the New Coke fiasco that occurred in 1985. About a century after Pemberton's original invention, Coca-Cola decided to make a change to the secret recipe for their popular soft drink in this year (Gertner, 2018). In the early 1980s, when Coke's monopoly on the US soft drink industry began to erode, the company made a choice to introduce a new formula that performed better in blind taste tests in an effort to broaden its customer base. They made a decision without taking into account the millions of other Americans who felt the same way about 'Old Coke' as they did.
[bookmark: _heading=h.4d34og8]External Analysis for Coca Cola
[bookmark: _heading=h.2s8eyo1]Customer Analysis
The Coca-Cola Company's mission is to provide products and services that are in demand by consumers. The Coca-Cola Company has more than 400 different beverage brands to suit a wide variety of tastes. They have the ability to deliver beverages to consumers of all ages, both sexes and all cultural backgrounds (Chu, 2020). Coca-Cola has achieved unprecedented global success thanks to the universal appeal of its products. Coca-Cola has responded to the growing demand for low-calorie and fat-free versions of their flagship products by developing Diet Coke and Coke Zero, both of which retain the same great taste as their full-strength counterparts but have much fewer calories and fat. They also have a wide selection of kid-friendly and adult-friendly fruit juices, such as Disney Hundred Acre Woods for younger kids and Grown Up Fruit Juice for those who want a more mature taste.
Products from Coca-Cola are purchased by people of all socioeconomic backgrounds, although the middle and higher classes account for the bulk of sales. Because of the company's great financial success, Coca-Cola is able to put more resources into streamlining internal processes. Businesses might do this by upgrading their beverage production equipment (Guo, 2021). Despite people's increasing awareness of their environment and the damage done in the past, problems persist. Many buyers factor in an organisation's ethics and social responsibility while making purchases. Customers who have an interest in environmental protection are more likely to buy from these businesses if they take steps to lessen pollution at and around their facilities. If individuals learn that a company cares about the same things they do, they are more likely to purchase goods from that company. The Coca-Cola Company is working to improve its environmental footprint.
[bookmark: _heading=h.17dp8vu]Campaign Analysis
[bookmark: _heading=h.3rdcrjn]Multichannel Rollout
Coca-Cola launched the "Share a Coke" campaign across several platforms, such as television commercials and print media. Yet, it was through Facebook and other social media that the campaign started to gather real traction (Větrovcová, 2020). Facebook saw massive participation from their users. Because participants could communicate with one another, the campaign had also inspired widespread dissemination. Basically, customers had to text in the name of a buddy, and it would display in real time on the iconic Coca-Cola sign at Sydney's King's Cross.
[bookmark: _heading=h.26in1rg]Online Media Campaign
A flood of social media content was generated as a result of heavy client participation. Customers who often use sites like Facebook, Twitter, and Instagram to share content with their networks were prioritised throughout the development of this feature. Coca-Cola also transformed these consumers into the brand's "creative directors" by having them spread the word about the company. Because of this, a great many new users joined social media platforms like Twitter, Facebook, and Instagram. establishing a one-on-one rapport with clients.
[bookmark: _heading=h.lnxbz9]Connecting with the Consumers
Coca-Cola was successful in connecting with its customers on an emotional level because to the brand's use of customization. Coca-Cola saw customization as the future of connecting with its customers, so it launched a campaign in favour of the practice. The campaign capitalised on the fact that customers like expressing themselves creatively through storytelling and social media (Verhoef, 2023). Coca-Cola also hoped to engage with its target audience while boosting awareness of the company's product. When a consumer shares a bottle of Coca-Cola with his dad, for example, he may feel more like he is showing his appreciation for his dad than he is for the company. In addition, individuals are inspired to make more personal online media content that is then widely shared by sharing images of themselves with the hashtag #shareacoke on social media.
[bookmark: _heading=h.35nkun2]PESTLE Analysis
When it comes to managing a company, the PESTLE analysis is crucial. It is crucial for any company to investigate the local environment before establishing operations there. They need to figure out whether there are any uncontrollable elements in the world that might affect how they do business. Even for the countries that are now functioning, these conditions need to be managed (Cox, 2021). This can help them recognise potential threats and lucrative openings. Any potential risks they provide can be reduced via careful planning. It will help them develop and flourish. Coca-Cola, despite its massive customer base and powerful brand, is vulnerable to competitive threats. Research using the PESTEL framework may help Coca-Cola better understand and respond to the many challenges facing the organisation.
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[bookmark: _heading=h.1ksv4uv]Political Factors
The commercial climate may be significantly impacted by political problems. If the political climate in the country is unpredictable, it doesn't matter how much time and money a company invests, it might still end up losing money. Hence, political events may affect the growth of a business. Sales of Coca-Cola might be affected by alterations in taxation, labour laws, or economic conditions (Gómez, 2019). Additionally, there are occurrences where the government provides financial backing and subsidies to a business. It's possible that this is the norm for locally owned or government-backed brands. There might be stiff competition for Coca-Cola. Coca-Cola might feel the effects of foreign commerce with the United States. For example, because of the nature of Burma's trade connections with the United States, Coca-Cola is prohibited from operating there.
[bookmark: _heading=h.44sinio]Economic Factors
The majority of companies determine how much to invest in a country based on its economic climate. It is important to consider a country's economic stability even when trade between them is brisk. If not, the company may struggle to break even, let alone expand. Coca-reputation Cola's as a beverage maker precedes it. Competitors might utilise similarly flavoured carbonated drinks to introduce themselves to the market (Edrawsoft, 2021). Nonetheless, the company's perseverance in the face of intense competition is backed up by its loyal customer base. Seventy percent of Coca-revenue Cola's comes from countries other than the United States. The health of their economies might have an effect on their rates of development. The economics of affected nations is one area that has felt the effects of the pandemic. The company's bottom line might take a hit as a result. The cost of the beverages' key components and the conditions of their suppliers' contracts may have an effect on their business. The rising price of unfavourable trade relations might be a threat to the company's development.
[bookmark: _heading=h.2jxsxqh]Social Factors
A company's operations are heavily influenced by the cultural context in which they are conducted. They have to acknowledge the issues if they want the firm to succeed. If this doesn't happen, the company may have trouble attracting new customers. Coca-Cola is famous for its sugary sodas. Brands that don't provide healthy options may find it harder to make money as customers increasingly favour those that do (Farooq, 2021). Coke Zero is a product of the firm, but it needs to do more to win over health-conscious consumers. Coca-Cola needs to cater to the preferences of people in all the countries it operates in. Almost thirty new flavours have been launched in Japan. By offering these novel tastes, they may be able to increase their client base. Coca-Cola is both a household name and the company that pioneered modern advertising. They have exploited a variety of social topics as the basis for their branding and promotional efforts. Hence, the possibility of attracting new customers and establishing a solid reputation for the business as a whole is enhanced.
[bookmark: _heading=h.z337ya]Technological Factors
Technological challenges are not directly responsible for the expansion of beverage brand names, while other variables related to technology may have an indirect impact. Research is essential for businesses while developing new items. The more money they have to put into infrastructure, the better chances they have of conducting high-quality research (Frue, 2021). The rise in smartphone users parallels the rise in overall technical sophistication. Using social media for advertising and marketing purposes might boost the company's brand awareness. Online surveys are another tool used by businesses to learn more about customer satisfaction, interest in new products, and other relevant information. It's possible that this will reduce their spending on R&D and new product introduction.
[bookmark: _heading=h.3j2qqm3]Ecological Factors
Beverage companies may see a drop in consumer loyalty due to environmental concerns. More eco-friendly packaging options should be investigated by the company. They can replace their plastic water bottle with paper or cardboard instead (John, 2021). The company's reputation might be improved by the use of innovative trash-management technology. The company may fund novel educational campaigns or donate to environmental causes to raise public understanding and support. The company has been using two water-efficient agriculture practices known as RAIN and CARE. It has helped them win over eco-conscious people.
[bookmark: _heading=h.1y810tw]Legal Factors
The brand's bottom line might not take a hit because of the brand's legal troubles. Yet, they may still have an effect through oblique means. Several countries have set limits on how much sugar may be included in beverages. Coca-Cola provides a variety of services. Thus this should be taken into account (Frue, 2021). The company should respect workers' rights and think about their working circumstances. If they underpay their employees or fail to offer a safe working environment, companies may face legal repercussions.
[bookmark: _heading=h.4i7ojhp]4P’s Marketing Strategy
Coca-marketing Cola's marketing plan analyses the brand using the "4 Ps" of the marketing mix. Marketing strategies are price strategy, product innovation, and promotion planning. Several business strategies, inspired by the Coca-Cola marketing mix, contribute to the commercial success of the brand (Morgan, 2019). Coca-marketing The business aims and objectives of Coke and its competitors can be helped by the company's strategy.
[bookmark: _heading=h.2xcytpi]Coca Cola Product Strategy
Coca-marketing Cola's mix approach may be examined by learning about the company's whole catalogue of offerings. Coca-global Cola's product catalogue includes the following: The list of popular soft drinks includes Coca-Cola, Fanta, Sprite, Diet Coke, Coca-Cola Life, Coca-Cola Zero, Dasani, Osewalla, Ciel, Minute Maid, Powerade, Coca-Cola Light, Simply Orange, Fresca, Del Valle, Glaceau Vitaminwater, Glaceau Smartwater, Fuze, Mello Yello, Honest Tea, Fuze Tea, and Powerade Zero. Coca-Cola offers a wide range of packaging options for its products. 
[bookmark: _heading=h.1ci93xb]Coca Cola Pricing Strategy
Because they charge different amounts for products in different types of markets. There are supposedly few vendors and many buyers in the beverage sector, making it an oligopoly. Coke products in that market segment have prices that are competitive with those of Pepsi (Farooq, 2021). If Coke raises its prices too high in comparison to those of Pepsi in a specific market segment, consumers may choose to switch brands. As a result, we have reached an agreement to maintain pricing stability within each market segment.
[bookmark: _heading=h.3whwml4]Coca Cola Place Strategy
Coca-distribution Cola's network is particularly large because the company has been around for over 130 years and is present in over 200 countries. Coca-massive Cola's distribution network puts an emphasis on the positioning strategy that is part of the company's marketing mix. Once the bottles are full of beverages, they are shipped off to the carrying and forwarding agency (Edrawsoft, 2021). The bottles are then transported to the stockists, wholesalers, and finally, the retailers where they are sold to the final consumers. Most of the time, the distributor will ship the goods to the wholesalers, who will then deliver them to the retailers as needed. There are 2.5 million retail outlets in India that stock Coca-Cola beverages. Coca-Cola also sells its wares to the hospitality industry on a global scale. To further reduce waste and save money and resources, Coke has also built a substantial reverse supply chain in which the company collects unsold glass bottles from retailers and recycles them into new goods.
[bookmark: _heading=h.2bn6wsx]Coca Cola Promotion Strategy
When it comes to marketing and branding, nobody does it better than Coca-Cola. Coca-marketing Cola's plan centres on heavy use of various forms of media for promotion (TV, internet, print, sponsorships, etc.). In March 2016, Coca-Cola started a campaign in India called "Taste Cola's the Feeling," which attempts to remind consumers of the happiness and joy that can be found in drinking Coke. His ability to connect with young Indians was a major factor in his selection (Gómez, 2019). The commercials were played often on several different channels. Coca-Cola is now a staple of American culture, and its availability is taken for granted by the general public. Coca-Cola can now potentially increase and sustain its existing client base.
In exchange for advertising Coke products, distributors and retailers earn bonuses. Coca-Cola hoardings and freezers are also given to these establishments for promotional purposes. The placement of products on supermarket shelves is carefully considered in order to maximise sales. Coca-Cola also supports several global community and environmental programmes through their CSR activities. Each of these elements, then, summarises a different part of Coca-marketing Cola's strategy.
[bookmark: _heading=h.qsh70q]Conclusion and Recommendations
The marketing process is a continuous cycle that involves understanding customer needs, developing products or services to meet those needs, and promoting and selling those products to the target audience. Each stage is critical to the success of the marketing campaign, and careful planning and execution are essential to achieve desired results. There are several ways that marketing can increase the revenue of Coca-Cola. Here are some strategies that could be effective. Coca-Cola is already a well-known brand, but by increasing its visibility through targeted advertising, sponsorships, and social media campaigns, more people will become aware of the product and be more likely to purchase it. Coca-Cola can leverage its brand equity to introduce new products and flavours that appeal to different segments of the market. This can help increase revenue by reaching new customers and expanding the company's product line.
Offering promotions and deals such as coupons, loyalty programs, and discounts can encourage customers to purchase more Coca-Cola products, which can lead to increased revenue. By strategically placing Coca-Cola products in popular movies, TV shows, and other media, the company can increase brand visibility and create a positive association with its products. Coca-Cola can use data analytics to identify key segments of the market and create targeted marketing campaigns that speak to their specific needs and preferences. This can help increase the effectiveness of the company's marketing efforts and ultimately drive revenue growth. Overall, a well-executed marketing strategy can help Coca-Cola increase its revenue by expanding its customer base, increasing sales of existing products, and creating new opportunities for growth.
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