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ABSTRACT
For more than 136 years, The Coca-Cola Company has been reviving society and changing lives. Since COVID 19, it has been having to readjust its strategy. Thus the report concentrates on its strategic analysis. It analyses with SWOT, PESTEL and Porter’s five forces as well as Ansoff Matrix. Obviously, it has both strengths and opportunities with weaknesses and threats. Then, it proceeds on with analyses on a strategy of personalised customer care, which may help Coca-Cola Co. deliver cutting-edge customer service to ensure long-term stability and competitive advantage against a backdrop of a pandemic. Based on the above analyses, it is suggested to develop vision and mission, together with linking the vision with company values, upgrading decision making, adopting technological innovation and taking care of customer care employees, etc.
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1 Introduction
1.1 Research Background
1.1.1 Definitions of Strategy and Strategic Management
A company’s strategy generally refers to the actions it takes to achieve greater performance. While according to Whittington et al. (2019), it is a long-term direction of an organization. 
According to Mintzberg, strategy is both a plan and a ruse. It is a plan for corporate activities as well as a purposeful, predictable, and planned action procedure. It is also a strategy, that is, a strategy is more than just a plan that comes before action. A strategy is also a means by which action is taken in a particular environment, a tool to intimidate and outwit rivals in a competitive game, a decision based on future and global resources, and a methodical strategy and planning for the enterprise’s long-term general problems (Sohu, 2022). 
This is also referred to as strategy: An organization’s long-term direction and scope must be in line with the expectations of its stakeholders in order to obtain an advantage in a changing environment (Johnson, et al., 2017). 
Managers select strategies for achieving the vision of the enterprise through strategic management. The development and implementation of the primary goals and initiatives undertaken by an organization’s managers on behalf of stakeholders are referred to as strategic management in the field of management. This is done while taking into account resources and an evaluation of the internal and external environments in which the organization operates (Wikipedia, 2022).
1.1.2 The Impact of COVID 19 Towards Coca-Cola Co.
Since they depend on the supply chain and need business continuity, the soft drink industries have been impacted by the COVID-19 epidemic that has scattered throughout the globe since the beginning of late 2019. This epidemic, which is being referred to as a "black swan event," has caused untold damage and millions of deaths (Geng, Jiang and Liang, 2021).
Before the COVID19 epidemic, the majority of respondents to a study by Nair et al. (2021) bought Coca-Cola products in supermarkets and convenience stores. Although the proportion of respondents who continued to purchase Coca-Cola products in supermarkets and convenience stores during the COVID-19 epidemic declined, the majority of respondents did so. Furthermore, the survey findings revealed that during the COVID-19 epidemic, a surge in respondents’ purchases of Coca-Cola products on online purchasing sites. The outbreak has seriously affected sales of Coca-Cola products, particularly offline products (Fern Fort University, n.d.). 
2 Analyses on the Macro-Environment and Micro-Environment of the Firm 
For Coca-Cola Co.’s macro-environment (external environment), the tools SWOT and PESTEL are chosen, while Porter’s five forces is chosen to analyze its micro-environment (internal environment).
2.1 SWOT Analysis
SWOT analysis is one of the most fundamental methods for evaluating the state of a company and its industry. Strengths, Weaknesses, Opportunities, and Threats are referred to as SWOT. It offers "raw material"—a summary of the underlying circumstances affecting both your business and its surroundings (Dess, 2019).
2.1.1 Strengths
Taking Coca-Cola Co. as an instance, there are at least six strengths. First of all, strong branding. Secondly, substantial operations. Thirdly, considerable revenue in its expansion (even in some underdeveloped countries). Fourthly, its distribution network. Fifthly, its strong brand image. Last but not least, its recent good performance on capital market (stock). 
As is known to us all, Coca-Cola has a distinctive brand identity and is a highly well-known product. The best-selling drinks in history are its soft drinks. The company’s instantly recognizable emblem, classic red and white color scheme, and well-known advertising slogans draw clients of all ages (Qujingqi, 2019).
In terms of distribution network, more than 200 countries sell Coca-Cola, 1.9 billion products are sold daily, and more than 500 new products have been launched globally. People’s lifestyles are influenced by Coca-Cola in practically every nation on earth. Coca-Cola Company works with regional businesses in various nations across the world to quickly bring new goods to all levels of the market in addition to having its own bottlers, distributors, and retailers (Xiaoting, 2022).
2.1.2 Weaknesses

The firm also owns weaknesses, which involves product diversity shortages and health care issues.
Sugar, carbon dioxide and water, caramel, phosphoric acid, and caffeine are the key ingredients in Cola-Cola has a lot of sugar, which means it may take a toll on people’s health especially under the pandemic situation.

On top of that, the majority (69%) of the Coca-Cola Company’s revenue comes from its carbonated beverages. It is a clear indication of shortages in a variety of products (Xiaoting, 2022).
2.1.3 Opportunities

In terms of opportunities, it faces up acquisitions, growing bottled water market, large domestic markets, export potential and high income among people.

In the first place, Coca-Cola Co. occasionally releases new items, such as certain nutritious foods or non-carbonated beverages, which can both satisfy some consumers and diversify their business divisions. They can also expand their business in emerging nations after that. For instance, firms may still be growing in the underdeveloped nations. Last but not least, the business can take advantage of the potential of online sales, enabling customers to purchase their goods more easily and safely during a pandemic. As a result, product sales will rise as well.
2.1.4 Threats

Competitive pressure, reliance on bottling partners, the slow growth of carbonated beverages, imports, the tax and regulatory sector, as well as a decrease in rural demand are the dangers the company is facing.
Competition and raising consumer awareness of health are expected to be top priorities for Coca-Cola Co. Water, homemade beverages, coffee from coffee shops, and some emerging industries like bubble tea make up the majority of the beverage industry’s substitutes. They continue to reduce the market share of the business. Coca-Cola and other carbonated beverages, on the other hand, are viewed by the medical community as unhealthy foods. Customers who care deeply about their health may refrain from purchasing this kind of beverage (Greenhalgh, 2019).
2.2 PESTEL Analysis
The macro-environmental (external environment factors) that have an impact on an organization can be analyzed and tracked by scholars using the PESTEL study framework or tool (Xiaojing, 2017). It mainly involves six factors, in terms of politics, economy, society, technology, environment and law.
2.2.1 Political Factors
The profitability of Coca-Cola Co. will be greatly impacted by political considerations. As a well-known producer of soft drinks, The Coca-Cola Company is subject to a number of political concerns. The distribution of soft drinks can spread the political environment’s systemic risks. Before entering the market, Coca-Cola needs to carefully evaluate these variables. The level of political stability, the legal framework for contract execution, price controls, taxes, wage controls, and additional requirements for product labeling and beverage rules are among the political considerations (Xiaojing, 2017).
2.2.2 Economic Factors
Coca-Cola corporations can use economic data from the nation, such as growth rates, industrial economic indicators, and inflation rates, to determine product prices for customers. Coca-Cola firms must take into account economic elements while conducting a PESTEL study, including labor costs and productivity, education level, disposable income, business cycle phases, economic growth rate, inflation rate, interest rate, and unemployment rate (Xiaojing, 2017).
2.2.3 Socio-Cultural Factors
Coca-Cola must comprehend consumer wants and how its company creates marketing messages for customers in the soft drink industry when analyzing the social environment. The Coca-Cola Company will look at social determinants such as culture, attitude, leisure pursuits, demographics, and skill levels of the general public (Xiaojing, 2017).
2.2.4 Technological Factors
The Coca-Cola Company can examine the technology landscape in order to advance the business. Understanding the influence on the consumer goods industry’s value chain structure, the impact on the cost structure of beverages, and the pace of technological adoption are all part of technological analysis (Fern Fort University, n.d.).
2.2.5 Ecological Factors
The Guardian reported on December 7, 2020, that Coca-Cola, Pepsi Cola, and Nestle have been ranked as the top three plastic pollution-producing companies in the world for the third year in a row and had made "zero progress" in decreasing plastic waste. More than 300,000 pieces of trash from 55 different nations were examined by an environmental protection agency, and the Coca-Cola Company was found to have the most plastic waste. Despite Coca Cola’s attempts to introduce the first drink bottle made of marine recycled plastic and packaging made entirely of recycled plastic that year, they are manifestly tiny in light of the amount of plastic trash produced globally (Environmental Protection Front, 2020). So it is advisable for Coca-Cola Company to take its corporate social responsibility.
2.2.6 Legal Factors

The perfect intellectual property law of the United States has facilitated the development of Coca-Cola Company. As is known to us all, the secret formula is still under safe condition. In addition, there are less lawsuits around the globe for this company instead of others.
2.3 Analysis with Porter’s Five Forces 

A technique for examining a company’s competitive environment is to use Porter’s five forces framework. It uses industrial organization economics to extract 5 forces that control the level of competition and, consequently, the profitability of an industry (Michael, 1979). The 5 competitive forces that shape strategy are namely competitors or rivalry, new entrants, substitutes, suppliers as well as buyers.
2.3.1 Competitors
The likelihood of a price war is quite low due to the low unit price of the items sold in the beverage business. Pepsi, Nestle, and other major companies are the primary rivals in the beverage sector. These beverage businesses possess unrivaled influence. 
Considering Pepsi Cola as an illustration, it was founded by Brad Pepsi in 1902. With soda water, cola fruit, sugar, pepsin, vanilla, plant essential oil and other ingredients, North Carolina pharmacist Brad made a remedy that promoted digestion in 1894. Pepsi, the prefix of pepsin, was registered as a trademark in 1898 by Brad (Baidu, 2022). Its packaging is dynamic, blue is a representation of innovation and youth, and Pepsi Cola, which uses the phrase “young generation” to distinguish itself from Coca-Cola classic, holds the second-largest market share in this category. In order to uphold the status of the sector, Coca-Cola’s design uses traditional colors that are “more authentic” and is full of attractive vitality. It also gives people a feeling that is streamlined and elegant.
2.3.2 New Entrants
It is impossible for Coca-Cola Co. to control the beverage market to a significant extent because the products in the business are quite homogeneous and have very comparable prices and product qualities. The beverage sector attracts new entrants because to its low entry barrier, cheap investment requirements, and low transfer costs. Coca-Cola Co.’s market share may be impacted by this (Donger, Zhongming and Qingli, 2022).

2.3.3 Substitutes
A company such as Pepsi Cola is just one of many beverage companies on the market that offer a wide variety of carbonated soft drinks to consumers.
They each have unique advantages and can, in some cases, take the place of Coca-Cola Co. For instance, people who enjoy sweet drinks prefer Pepsi Cola since it contains more sugar. Moreover, Coca-Cola’s substitutes has a low price and a low switching cost for customers, which puts Coca-Cola under some threat (Donger, Zhongming and Qingli, 2022).
2.3.4 Suppliers
The beverage firm with the biggest global market share is Coca-Cola Co., and due to its size, it has a high demand for raw materials. Nearly all vendors compete for the loyalty of significant clients like Coca-Cola Co.

Coca-Cola’s ingredients can be split into 2 categories: the secret formula itself, and everything else, such water, carbon dioxide, and other ingredients. Suppliers have little negotiating power because Coca-Cola Co. owns the formula completely and does not require assistance from outside vendors. Suppliers are quite fungible; all they need to supply is water, equipment, bottling, and packaging. Therefore, suppliers have little leverage in negotiations (Donger, Zhongming and Qingli, 2022).
2.3.5 Buyers
The beverage sector has grown quickly, and consumers now have a wide range of options. The rivals’ products get more and more unique as a result of Coca-Cola replacements, which unquestionably increases consumers’ negotiating power (Donger, Zhongming and Qingli, 2022).

3 Ansoff Matrix Analysis
Ansoff Matrix is a 2*2 product market matrix proposed by H. Igor Ansoff, the father of strategic management, in his classic work Corporate Strategy in 1965. Ansoff Matrix takes products and markets as two dimensions, with the horizontal axis as “new/existing products” and the vertical axis as “new/existing markets”. It divides 4 product/market combinations (product development, diversification, market penetration, market development) and corresponding marketing strategies to analyze the development strategies of different products in different markets.

It is simple to construct and comprehend, aids in the organization’s consideration of the ideal growth approach, and makes it simple to spot threats. It works well when combined with other, more potent strategic planning frameworks for analyzing and contrasting goods, services, and markets. It does not take into account the internal and external aspects that can help achieve goals. Meanwhile, it is also unsuitable for analyzing the detailed operations and activities (Clarissia, 2019, p. 1494).
3.1 Market Penetration

In order to reach out to current clients with existing products, companies must concentrate on their present product market portfolio and work to improve market share. This is referred to as market penetration.
By establishing the connection between Coca Cola and Christmas running yearly Christmas advertising, Coca Cola Co. increases holiday sales regardless of altering its goods. In order to accomplish the goal of festival marketing in China, Coca-Cola is linked to the Spring Festival through New Year ads (Jinzhong, 2019).
3.2 Market Development
Exploiting new markets with current products is referred to as market development, and businesses locate customers in new areas who have the same product needs. Although the product’s positioning and sales strategy will alter, the product’s underlying technology will remain unchanged.
Coke Zero was introduced by Coca-Cola Co. in 2005. The idea behind it is the same as Diet Coke that has traditionally been considered a “feminine” product. But Coca-Cola Co. was able to access the male market for Coke Zero because to its “masculine” packaging and marketing (Jinzhong, 2019).
3.3 Product Development
Product development refers to introducing new products to existing customers, adopting product expansion strategies and promoting existing customer relationships. It usually increases the market share of the organization by expanding the depth and breadth of existing products and introducing new generation products or related products to existing customers (Jinzhong, 2019).
The cherry, lemon and vanilla series of Coca-Cola Company are the application of this strategy, and they are innovative products launched in the existing market.
3.4 Diversification

Creating new items and offering them to new markets is a risky strategy. Separating this method into Related Diversification and Unrelated Diversification makes sense. The former involves operating in a known market, whereas the latter involves entering an unproven market or business. An acquisition action has increased Coca-Cola Co.’s share of the sugar-free beverage market after acquiring Glaceau for 4.1 billion dollars, including its health drink brand Vitaminwater.
4 Building a More Personalised Customer Care Strategy
4.1 Definition of Hyper Personalised Customer Care
Hyper-personalization is more complicated and takes into account behavioural and real-time data such as browsing patterns, in-app behaviors, and engagement data. Traditional personalization places a focus on personal and transactional information such as name, organization, and purchase history.

Utilizing this data can assist businesses in contextualizing their interactions with the new generation of customers, who are more and more dependent on quick resolutions to their problems while juggling a variety of other obligations.

The millennial generation is particularly responsible for this rising demand. This generation, which accounts for a fifth of the population, is the first to have grown up with access to technology. As a result, their priorities as customers are accessibility and simplicity. 
With this in mind, it is now more crucial than ever for companies of all sizes to modernize their contact centers to satisfy these rising digital demands. Considering that this generation also has more options than ever before. Those who don’t modernize run the risk of falling behind (Framingham, 2022). 
4.2 How to Apply a More Personalised Customer Care Strategy
4.2.1 Developing Vision and Mission
The essential goal of a company that distinguishes it from other businesses of its kind and defines the range of its operations in terms of products and markets is known as the company mission. 
For Coca-Cola Co., its mission consists of to refresh the world, to inspire moments of optimism as well as to create value and make a difference.
While a vision represents a general statement of the organization’s intended direction that evokes emotional feelings in organization members.
To achieve sustainable growth, Coca-Cola Co. has established a vision with clear goals. Here “5P” Vision means: In order to maximize shareowner return while remaining aware of our responsibilities (profit); Providing an inspiring work environment where people are motivated to reach their full potential (people); Delivering to the world a portfolio of beverage brands that anticipate and satisfy people’s desires and needs (portfolio); Building a loyal network of partners (partners); Being a responsible global citizen who makes a difference (planet).
4.2.2 Linking the Vision with Company Values
When it comes to Coca-Cola Co.’s Values, it is governed by shared values, which include seven components made up of leadership, passion, integrity, accountability, collaboration, innovation, and quality. As a corporation and as individuals, we shall live by these principles.
Based on clear goals and objectives, Coca-Cola Co. needs to readjust and implement a more personalised customer care strategy given a pandemic background.
4.2.3 Applying a More Personalised Customer Care Strategy
At first, core competencies are a connected group of abilities, pursuits, and assets that collectively: provide customers with value; set a company apart from its rivals; and, possibly, may be expanded and enhanced as markets shift or new chances present themselves (Hamel and Prahalad, 1990).
Taking Coca-Cola Co. as an example, developing a more personalised customer care strategy is a kind of way to develop its core competencies. Just as mentioned before, personalisation takes a variety of forms. Of the firm’s strategy, it is better advised to upgrade decision making, adopt technological innovation as well as take care of customer care employees within the setting of COVID-19 pandemic.
4.2.3.1 Upgrading Decision Making
In terms of upgrading decision making, there are at least two aspects: e-commerce and advertisement. 
Coronavirus forces customers to use the Internet and form the habits in routine life (Abiad, Arao, & Dagli, 2020). It can be predicted that this trend will proceed because online shopping reduces the contact in reality, which correspondingly reduces the risk of infection. In this way, to cater to consumers’ consumption habit, win competitors and finally sustain sales, it is quite important for Coca-Cola Co. to be committed to e-business. It is a symbol of taking customer care into consideration. In 2022, the Coca-Cola Company published its 2021 fourth quarter and annual financial reports. The yearly single box sales of 2021 fully catch up with 2019 after experiencing rise in each quarter of that year compared to 2019, when the COVID-19 virus broke out (JRJ, 2022). It can be estimated that Coca-Cola Co. has made great efforts to try different ways of improving its revenues.
Generally speaking, Coca-Cola Co. tends to sell things like “concept” (e.g. happiness), so it is not surprising that it has been devoting a large proportion of funds to attract customers by conveying its value, vision and so on. According to Investopedia (2021), approximately $4.24 billion was spent on Coca-Cola advertising during the 2019 fiscal year. It is not a time to stop spending advertising budget during the epidemic, but rather a time to adjust how to spend it. It is also a chance, since companies who are prepared to meet consumers’ needs during a recession keep a large portion of the new clients they acquire and strengthen their relationships with existing clients (Kumar and Pauwels, 2020). In this way, there is no reason why Coca-Cola Co. do not resort to investing on commercials. If an ad. is creative enough, Coca-Cola Co. can disseminate a notion that the company will accompany its customers through hard moments.
From time to time, some promotion activities (a part of ad.) work, as well. In China, Coca-Cola Co. sells its classic product or new products (like plum flavor of the concept with Metaverse) with 60% off. For one, under the crash of the epidemic, the consumption level of people (especially youngsters) has decreased, and this action can retain the consumer group. For another, new products have to attract people with cutting profit in favour of the customers’ cost. Otherwise, people might feel it unbeneficial to buy a drink with challenging taste. Perhaps by this means can this business be dealt in a large quantity result in gains. And if it doesn’t launch promotion, other rivals will seize the first opportunity.
4.2.3.2 Adopting Technological Innovation
For a better personalised customer care, Coca-Cola Co. has to follow the trend of technological times, which includes blending technologies and people through all mediums and real-time agent tools implementation. 
In fact, Coca-Cola Company faces up the shortcoming of lacking of product diversity. However, the recently released sugar-free Coca-Cola has made significant changes to both the formula and packaging. Based on the original formula of 0 calories, 0 sugar, and 0 fat, it has improved the flavor formulation to make it more reminiscent of the traditional original Coca-Cola. Coca-Cola Co., which is familiar with the sugar-free idea, makes a new entry into the market for carbonated beverages (Jiangxi Network Radio and Television Station, 2021). Although there are still health hazards associated with sugar-free products, if they satisfy consumer desire for a healthy sugar reduction, the market will experience a surge.
Real-time agent tools are classified into real-time data analysis, browsing patterns, interactive analysis and so on. Personalised customer care can be realized with the support of technologies as algorithm, computer-vision AI and augmented-reality software (McKinsey & Company, 2020). 
When customers reach out, Coca-Cola Co. responds immediately, which would definitely leave customers with a good impression. Programmers who are responsible for it ought to work at backend to supervise and analyse the latest big data. Coca-Cola Co. can employ price discrimination through high-tech methods that first determine each customer’s highest level of willingness to pay. To determine which customers a product should be marketed to in order to maximize profits, a firm must first determine how much various customers are prepared to pay for it. Then, using this knowledge, it determines which customers to sell the product to at radically different rates (discounts).
The demand difference of consumers is mostly caused by their different living environments. For the demand differentiation, it is necessary to achieve the service differentiation. Considering these, it is suggested that when online buyers look for what they want to purchase, the relevant webpages should be changed as well to recommend what they are most interested in based on data analysis. And then their purchase histories should be kept to make buyers convenient next time, recording their individual consumption preferences. 
Whilst interactive analysis is also important. For example, purchasers might ask for after-sales services, so within certain quality guarantee period, Coca-Cola Firm has to treat them with kind attitude in order to solve their complaints. Only when customers feel their right is protected, they are likely to continue to select Coca-Cola rather than other brands. 
4.2.3.3 Taking Care of Customer Care Employees
As the above part mentioned, knowing customers, and really knowing them, the company will be able to engage customers considerably more successfully if they can collect all consumer data, including user attributes, habits, and previous interactions across all channels. Therefore, employees in customer care positions can provide priceless consumer knowledge and experience from the front lines of customer service to positions in other departments of the company (McKinsey & Company, 2020). 
During the pandemic, sometimes workers in this firm require to work remotely indeed. On the one hand, the firm has to monitor and optimize their performance. On the other hand, it is significant to show the enterprise’s care to talents who suffered from the epidemic. Partly because if employees recover from diseases, they can fulfill their intelligence to accomplish their work with higher efficiency.
5 Conclusion
Combined with both macro-environment and micro-environment analyses as well as Ansoff Matrix model, it is not tough to conclude Coca-Cola Co.’s merits and demerits. Firstly, it boosts strong reputation and a temporarily irreplaceable position in the beverage market. Secondly, its suppliers are relatively loyal and its distribution network is comparably reliable.
Nonetheless, as a classic brand, it faces up emerging new entrants, competitive competitors, various substitutes’ threat with increasing bargaining power of buyers. On top of that, its brand diversity, brand recognition as well as health concerns may hinder or obstruct its further advance. 

    From the perspective of strategic management, we should take an insight into transforming Coca-Cola Co.’s weaknesses and threats to opportunities.
Regarding to the choice of a new strategy in the context of COVID-19, building a more personalised customer care strategy seems to be one of many trials. Based on developing vision and mission, together with linking the vision with company values, the Coca-Cola can upgrade decision making, adopt technological innovation and take care of customer care employees, etc. According to VRIO theory (value, rarity, inimitability and organisational support), companies can become more sustainable and competitive.
Since Ansoff Matrix Model is too simple, so the analyses are mainly carried by the other three tools. Personalised customer care strategy focuses on the core competences including customer care, which is conducive to promote the sales or revenue of this organisation.
6 Recommendations
Current society is an era of transition from mass consumption to personalised consumption. Only when enterprises understand and solve these problems can they truly master personalized marketing, so that enterprises can remain invincible in the fierce market competition. If Coca-Cola Co. embeds a customer-centric mindset, that is to say, it will contribute to customer-focused strategy. For companies, it is crucial for them to make targeted customers and potential ones satisfied.
In the first place, Coca-Cola Co. should make rational decisions, such as paying more attention to e-commerce and increase product publicity, which fits the requirements of the specific era. It is necessary to give full play to the characteristics and advantages of the product itself (differentiation), formulate different product plans according to the different needs of consumers, constantly deepen the product depth, and avoid meeting personalised and unsatisfying needs in the market.

In the second place, it should attach importance to certain technological innovation. For example, real-time agent tools are integrated into real-time data analysis, browsing patterns, interactive analysis and so on. By high-tech, Coca Cola Co. can implement price discrimination, which first identify the highest willingness to pay of each customer. For any product, the company need to know how much different customers are willing to pay for it; Then, on the basis of understanding customers’ willingness to pay, it decides which customers a product should be sold to to maximize its profits, with absolutely different prices (discounts). 
In the third place, Coca-Cola Co. should take care of customer care employees like flexibly using digital office, looking after their own employees first. Internally, it can excavate the excellent cultural resources within the enterprise; Externally, it can actively introduce foreign enterprise culture that conforms to its own ideas. Employees are allowed to find a sense of belonging in the corporate culture, so that consumers can feel the unique care while contacting the corporate culture.
References List 
Abiad, A., Arao, R. M., & Dagli, S. (2020) The economic impact of the COVID-19 outbreak on developing Asia.
Baidu (2022) Pepsi Cola
Available at: https://baike.baidu.com/item/%E7%99%BE%E4%BA%8B%

E5%8F%AF%E4%B9%90/184081?fr=aladdin (Accessed: 15 November 2022)

Clarissia, M. S. (2019) ‘A study on Ansoff Matrix Technique: As a growth strategy and an adaptive learning technique adopted in the leading brand of products’, Journal of Composition Theory, 12(9), pp. 1494-1506.
Dess, G.G. (2019) Strategic management: text & cases. Ninth, international student edition. New York, New York: McGraw-Hill Education.
Donger F., Zhongming, T. and Qingli, Z. (2022) Financial and Strategies Analysis of Coca-Cola Company in the Period of COVID-19 Epidemic, Atlantis Press.
Environmental Protection Front (2020) Coca Cola has become the world’s first plastic pollution source, destroying the ecology for the economy and making consumers pay for it?
Available at: https://view.inews.qq.com/k/20201209A0AA0M00?web_channel
=wap&openApp=false&f=newdc (Accessed: 15 November 2022)
Fern Fort University (n.d.) The Coca-Cola Company PESTEL & environment analysis. 

Available at: http://fernfortuniversity.com/term-papers/pestel/nyse4/710-the
-coca-cola-company.php (Accessed: 15 November 2022)
Framingham (2022) Why Personalised Customer Care could Make or Break your Business
Available at: https://www.proquest.com/docview/2700491678?accountid
=130472(Accessed: 15 November 2022)
Geng, H., Jiang, N. and Liang, Q. (2021) Strategic Management and Financial Analysis in the Context of Epidemic--A Case Study of Coca-Cola Company, Atlantis Press.
Greenhalgh, S. (2019) ‘Soda industry influence on obesity science and policy in China’, Journal of Public Health Policy, 2019, 40(1), 5–16. doi:10.1057/s41271-
018-00158-x
Hamel G. and Prahalad C.K. (1990) ‘The core competence of the corporation’, Harvard Business Review, vol. 68, no. 3, pp. 79–91.

Investopedia (2021) A Look at Coca-Cola’s Advertising Expenses
Available at: https://www.investopedia.com/articles/markets/081315/look-

cocacolas-advertising-expenses.asp(Accessed: 15 November 2022)
Jiangxi Network Radio and Television Station (2021) Good flavor “Coca Cola”, sugar free one is introduced with new formula
Available at: http://cn.chinadaily.com.cn/a/202110/27/
WS61791876a3107be4979f5159.html (Accessed: 15 November 2022)
Jinzhong, Z. (2019) Strategic Planning and Execution: Ansov Matrix - Why does Coca Cola have so many flavors and packages?
Available at: https://zhuanlan.zhihu.com/p/59042403 (Accessed: 15 November 2022)
Johnson, G., et al. (2017) Exploring Strategy Text and Cases 11th edition, Harlow: Pearson.

JRJ (2022) Food Enterprise Express | Annual revenue growth of Coca Cola Company in 2021 is 17% higher than expected 

Available at: https://zhuanlan.zhihu.com/p/466335519 (Accessed: 17 November 2022)
Kumar, N. and Pauwels, K. (2020). Don’t cut your marketing budget in a recession.
McKinsey & Company (2020) The care of one: Hyperpersonalization of customer 

care.
Michael E. Porter (1979) How Competitive Forces Shape Strategy, Harvard Business Review.
Nair, R.K. et al. (2021) The impact of COVID 19 towards international business strategy: A study of Coca-Cola company. International Journal of Accounting & Finance in Asia Pacific (IJAFAP).

   Qujingqi (2019) SWOT analysis of Coca Cola in 2019
   Available at: https://zhuanlan.zhihu.com/p/70512716(Accessed: 15 November 2022)
Sohu (2022) Mintzberg | 5P strategic model
Available at: https://www.sohu.com/a/537162682_121124210 (Accessed: 14 November 2022)
Whittington, R. et al. (2020) Exploring strategy text and cases. Twelfth edition. Harlow: Pearson.
Wikipedia (2022) Strategic management
Available at: https://en.wikipedia.org/wiki/Strategic_management#cite_note-
SMJ_Nag_2007-1 (Accessed: 15 November 2022)
Xiaojing, Lin (2017) CUSTOMER RELATIONSHIP MANAGEMENT: case study Coca-Cola Company
Available at: https://www.theseus.fi/handle/10024/126089 (Accessed: 15 November 2022)

Xiaoting, Zhao (2022). The Impact of COVID-19 Pandemic on Financial Performance of Coco-Cola, Atlantis Press.
Appendices
The Coca-Cola Company is an American multinational beverage corporation founded in 1892, best known as the producer of Coca-Cola. The Coca-Cola Company also manufactures, sells, and markets other non-alcoholic beverage concentrates and syrups, and alcoholic beverages. The company’s stock is listed on the NYSE and is part of the DJIA and the S&P 500 and S&P 100 indexes.
The soft drink was developed in 1886 by pharmacist John Stith Pemberton. At the time it was introduced, the product contained cocaine from coca leaves and caffeine from kola nuts which together acted as a stimulant. The coca and the kola are the source of the product name, and led to Coca-Cola’s promotion as a “healthy tonic”. Pemberton had been severely wounded in the American Civil War, and had become addicted to the pain medication morphine. He developed the beverage as a patent medicine in an effort to control his addiction.
In 1889, the formula and brand were sold for $2,300 (roughly $71,000 in 2022) to Asa Griggs Candler, who incorporated the Coca-Cola Company in Atlanta in 1892. The company has operated a franchised distribution system since 1889. The company largely produces syrup concentrate, which is then sold to various bottlers throughout the world who hold exclusive territories. The company owns its anchor bottler in North America, Coca-Cola Refreshments (Wikipedia, 2022).
Source: Wikipedia (2022) The Coca-Cola Company
Available at: https://en.wikipedia.org/wiki/The_Coca-Cola_Company#Acquisitions
(Accessed: 20 November 2022)
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