Question 1 Porter’s Five Forces：Porter's Five Forces is a strategic model that was designed to analyze the industry structure and the competitive forces that affect the performance of a firm. According to Pervan, Curak and Kramaric (2017), there are five basic forces that determine the state of competition in an industry. This is a very popular framework as it connects strategic decision-making with the external environment, as well as long-term profitability. The model can be applied to the world non-alcoholic beverage industry with Coca-Cola as the case organisation. Coca-Cola is present in more than 200 countries, and its revenue is more than 60% generated outside of the U.S. (Kalogeropoulos, 2024). The industry is undergoing structural change, however, as consumers' preferences for healthier drinks change. According to Euromonitor (2023), the world's carbonated soft drink volumes have increased at less than 1% per year during the last ten years, while bottled water and functional beverages have increased at a much higher pace. This slow growth creates the risk of having more competition and necessitates strategic analysis.  Further, for carbonated beverages, the barrier to entry is low because of brand loyalty, distribution and economies of scale. According to Islami, Mustafa and Topuzovska (2020), a strong brand identity diminishes the chances of entry success. Coca-Cola's brand value is valued at more than $50 billion, which makes it one of the most valuable brands in the world (Sadiq, 2025). In health segments, however, the obstacles are lower and smaller companies can get in with organic, low-sugar or functional drinks. Niche products like kombucha and plant-based beverages have proven their value in the quick rise of these types of drinks. That means that Coca-Cola is required to expand into new products.  The buying power of suppliers is low as the raw materials like sugar, water and packaging are made common commodities. But the regulations of the environment have come to influence the supplier in the field of packaging materials. Coca-Cola is extremely vulnerable to recycled material supply chains and sustainability demands, with a production of more than 3 million tonnes of plastic packaging each year (Laville, 2019). This pressure has prompted investment into recyclable packaging and the “World Without Waste” initiative, which will ensure that 100% of the bottles sold are collected and recycled by 2030 (The Coca-Cola Company, 2022). Following that, there is great buyer power when there are low switching costs, and there are strong alternatives available. Retailers also have a great amount of bargaining power as space is limited. According to Market Growth Reports (2026), the private label soft drinks market is more than 35% of the volume in Europe, which adds to price competition. Coca-Cola can be easily substituted by consumers with the competition, like Pepsi and other substitutes. This reduces the ability to price and encourages Coca-Cola to focus more on building a strong brand, advertising and emotional loyalty, and its global marketing spending is over $4 billion per year (Bragg et al., 2019).  Moreover, one of the primary drivers in the industry is the fear of competition from substitutes. Substitutes include bottled water, coffee, tea, energy drinks, and low-sugar functional beverages. According to Euromonitor International (2023), bottled water is now the largest beverage category in terms of volume in the world, beating carbonated soft drinks. Sugar consumption increases with health issues, too, as the World Health Organisation (2026) advises lowering sugar consumption to less than 10% of daily calories. Consequently, Coca-Cola has broadened into water (Dasani), sports drinks (Powerade) and low sugar (Coca-Cola Zero Sugar), which is one of its fastest-growing products. Further, there is a highly competitive rivalry in the industry, especially between Coca-Cola and PepsiCo. Both companies spend significant marketing budgets on advertising, innovation and global sponsorships. According to Bejleri, Kraja and Memaj (2024), competition becomes more intense if the industry growth rate is low, and the companies are fighting with each other for market share. Furthermore, supermarket private brands deepen the price competition, particularly in the developed ones. This means that the margins are continually under pressure, and product differentiation is always needed.  In conclusion, Porter's Five Forces offers Coca-Cola a comprehensive framework to analyse the competitive pressure in the industry and help guide its strategies. The analysis indicates that the greatest threats are posed by substitutes, buyer power and rivalry, rather than new entrants or suppliers. This is directly aligned with Coca-Cola's strategy of creating diverse, healthier drinks, decreasing sugar content and promoting sustainability efforts, which is important for long-term competitiveness. The model does have some limitations. It is relatively static in nature and primarily about industry structure, not really reflective of more dynamic changes to consumer behaviour, digital disruption or cross-industry competition. It also undervalues its own assets, like innovation and brand power, key players in the success of Coca-Cola. Kabue and Kilika (2016) support the concept of sustained competitive advantage being driven by the value, rarity, inimitability, and organisation of the firm-specific resources. However, although these are all important restraints, Porter’s Five Forces is still very relevant.
Question 2 The Resource-Based View (RBV) and Strategy Clock are two internal strategic frameworks that can assist firms in achieving competitive advantage. The RBV holds the position that long-term competitive advantage can be attained through resources which are Valuable, Rare, Inimitable and Organised (VRIO) (Assensoh-Kodua, 2019). It is based on internal strengths as opposed to external market structure. One such evident example is Unilever. Unilever has a brand portfolio of over 400 brands, the largest brand being Dove, which makes over €6 billion in annual sales around the globe (Unilever, 2024). This portfolio is worth having since it facilitates the pricing power and consistent demand in the markets. It is also infrequent since there are not many competitors of comparable magnitude in the area of fast-moving consumer goods. Moreover, Unilever (2026) has a global supply chain and distribution network that operates in over 190 countries and is hard to imitate because of long-term supplier relations and investments in infrastructure. RBV assists managers in determining what assets can be maintained to maintain an advantage, such as brand equity and scale of distribution. Nevertheless, it is restricted in the sense that it fails to explicitly demonstrate how the rapid external changes, like inflation or sustainability control, can dissolve the resource value.  Further, competitive positioning in terms of price and perceived value is detailed in the Strategy Clock (Echchakoui, 2018). It determines the positions as low price, hybrid, differentiation and focused differentiation. Unilever primarily works in a hybrid approach whereby it has a high brand differentiation and mass-market pricing. For instance, Dove is a high-end personal care brand that is distributed by mass retailers in large quantities but with a high-end perception, allowing it to sell high volume sales but with a high-end perception (Syaharani, 2021). This strategy enhances market share and margins over low-price competitors with low-margin private-label supermarket brands.  RBV and the Strategy Clock can be used together to offer complementary information. RBV is a clear reason why Unilever is able to compete well, as it possesses strong intangible resources, including brand equity and global supply networks, and the Strategy Clock is a clear way of how it can place these resources in the market through hybrid differentiation strategies. Furthermore, the weakness of RBV is that it might be overly internally oriented, not taking note of changes in consumer behaviour. The Strategy Clock conceptualises competitive behaviour in categories that are fixed. Nevertheless, put together, they assist companies in relating the internal capability and external positioning to establish a sustained competitive advantage.
Question 3 When businesses integrate consumer insights, pricing, innovation, and communication into an integrated value approach, creating consumer behaviour and enhancing switching costs, they can build a market position. The focus is on customer understanding since perceived value is what drives buying decisions as opposed to product features (Zauner,  Koller and Hatak, 2015). A good example to illustrate this is McDonald's, which operates more than 40,000 restaurants across the globe and uses this data to determine behavioural patterns, including demand peaks and location preference (Nawangwulan, Anantadjaya and Rachmat, 2025). The leading factors in the choice of fast food in the urban markets are speed and affordability. This observation has given rise to drive-through optimisation and online ordering check-ins, cutting down average service time in most restaurants to less than 3 minutes in busy restaurants (Noone & Coulter, 2012). This positively enhances customer satisfaction and repeat purchase behaviour.  The strategy of pricing strengthens positioning as it creates the sense of value. The Strategy Clock states that companies can compete using low price, hybrid, or differentiation strategies (Echchakoui, 2018). McDonald's uses a hybrid pricing strategy, which has a low-cost value menu alongside high-end products such as McCafe's beverages. As an illustration, the US market has price-sensitive consumers to whom the $5 meal bundles are offered as the price of food increased by more than 20% between 2021 and 2024 (Reuters, 2024). This dynamic pricing helps safeguard market share in economic slowdowns and safeguard margins for high-end product lines. Following that, innovation enhances competitiveness in addressing the changing demand. According to Teece (2020), dynamic capabilities enable firms to be dynamic by constantly innovating. McDonald's has also spent a lot of money on digital innovation, with mobile app sales accounting for over 25% of the systemwide sales in the US in 2024 (Business Wire, 2025). The company also launched AI-driven menu boards, which modify product recommendations according to the time, weather, and demand patterns.  A communication strategy develops brand salience and affects consumer choice. Integrated marketing communication will guarantee uniformity in the communication through touchpoints (Manser, Peltier and Barger, 2017). The worldwide advertising campaigns like the I am Lovin' It by McDonald's promote emotional brand recognition, which studies report boosts the purchase intention. Engagement through social media and individualised promotion of the apps also enhances loyalty by generating a cost of switching behaviour.
Question 4 Contemporary organisations are under more and more pressure to strike a balance between financial performance and social responsibility, sustainability and value to stakeholders. How much they should focus on these areas will be determined by whether long-term value creation is viewed as financial or overall performance in society.  The shareholder view states that maximisation of profits by a firm should be a priority as long as it does not violate the law (Clarke and Friedman, 2016). This perception promotes efficiency and strict accountability of performance, but it may foster short-termism. This is a weakness that is evident in corporate reactions to environmental risks, where slow response may add to the overall cost in the long-term through fines by regulators or damaged reputation.  Conversely, the stakeholder perspective (Freeman, Dmytriyev and Phillips, 2021) is based on the fact that firms rely on a variety of groups whose interests have to be balanced. This is becoming even more applicable to the global markets that have become complex in terms of trust and the influence of legitimacy on performance. According to research by McKinsey (2020), a company with a well-integrated environmental, social, and governance (ESG) integration has a lower cost of capital. This implies that stakeholder focus can boost a company’s financial performance, but not diminish it.  Corporate Social Responsibility (CSR) is a way of operationalising this balance. According to Carroll (2016), the CSR pyramid has economic, legal, ethical and philanthropic responsibilities. The layer of ethics is especially significant in the contemporary supply chains, where the unethical labour or environmental conduct may result in a huge financial penalty. As an illustration, the UN predicts the risks associated with climate can decrease global GDP by 7.9% by 2050 unchecked (Morrison, 2026), demonstrating that sustainability is not a luxury, but it is a matter of money.  The culture of an organisation is essential too. According to Asare et al. (2025), culture has a stronger impact on decision-making than formal strategy. Companies that are sustainable in their culture are more likely to have better ESG performance, in that employees will make decisions that are coordinated without having to be controlled by managers. According to Deloitte (2024), three-quarters of Gen Z workers like to be employed in organisations that demonstrate high sustainability pledges, which is directly related to attracting and retaining talent. Overall, companies need not be concerned with financial gain.
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