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1.History
For more than 100 years of existence of the Coca-Cola brand, the popularity of the soft drink is growing every year. 
What is the secret to the brand's huge success? To find out, you need to dive into the history of business.


If science is still not entirely clear about when the universe was born, in the world of soft drinks, the beginning of everything is more than clear: The Big Bang happened in 1886. And exactly on May 8. A day like everyone else for the ordinary Jacobs ’Pharmacy in Columbus, USA, and probably for the rest of the world.
For the next 134 years, however, history will be included in this day in the memory of the entire industry, and the name of the drink - in the legend. Because today Coca ‑ Cola is the most famous and best-selling soft drink in history and the most recognizable brand in the world.
The popular Coca ‑ Cola is part of the Coca-Cola Company, which today offers more than 500 brands of beverages and over 4,300 products worldwide.
The first sip of Coca-Cola
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The drink, which gave the world's most famous taste, was first served at Jacobs' Pharmacy on May 8, 1886. Dr. John Smith Pemberton, a local pharmacist, made his own prescription syrup and offered a jug of the new product at the pharmacy. to his friend Jacobs. After a test from probably the first focus group in the history of marketing - the series Jacoby and customers in the pharmacy, the first glasses of syrup diluted with soda received a grade of "excellent". So start selling the new drink, which is delicious and refreshing - features that become the first advertising slogan of Coca ‑ Cola. By the end of the memorable year 1886, an average of 9 drinks were sold per day.
Pemberton's accountant, Frank Robinson, went down in history as the godfather of the new drink. He called it Coca ‑ Cola and, convinced of the attractive effect of the two letters "C" on advertising materials, created the logo using the handwritten font of Platt Rogers Spencer.
John patented the prescription and entered into a contract of sale with the largest pharmacy of the period, Jacobs' Pharmacy. The composition was valued at only 5 cents for a standard bottle of 200 g. Buyers were offered to buy a "panacea for all nervous disorders", the inventor claims that the syrup labeled Coca-Cola can get rid of morphine addiction, and it also helps to deal with impotence.
The founding of the Coca-Cola Company
For some time after its creation, the drink Coca-Cola is sold exclusively in pharmacies as a medicine and does not attract much attention. This happened until laziness prompted pharmacist Willie Venable to mix the syrup with soda and get a truly magical "pop". The discovery prompted the idea of ​​setting up a soda plant. At the same time, the introduction of the "dry law" has become an undoubted advantage for the development of the business for the production of soft drinks.

It was difficult for John Pemberton to start his own business. The result was poor health, and the financial situation left much to be desired. The decision to sell most of the business turned out to be the only right one. John won $ 2,000, but that didn't improve his position. Willie Venable, who made the miraculous discovery of soda, became a partner, owner of 2/3 of the beverage company. In the initial stage, things went badly, business development was difficult, the business brought only losses.
John Pemberton died two years after founding Invigorating Cola without making his business successful. The recipe for the drink from the widow's wife was bought by the enterprising Irish emigrant Asa Kendler. A few years later, he also registered The Coca-Cola Company, a well-known brand of the brand. The authorized capital of the newly established company was equal to 100 thousand dollars, the development was going fast. According to the results of the year of operation, the company's shareholders have already received small dividends. From that moment began the gradual ascent of the brand to the heights of Olympus.

Important! By the beginning of the 20th century, the Coca-Cola brand was recognized as the most famous brand of soft drinks, and the turnover exceeded 120 thousand dollars. In 1906, the company's position was so strong that it was decided to open production in Cuba and Panama. This event served as the basis for the emergence of the global promotion of the drink.

2. Marketing  Strategy 
The company grows and develops every year. The manufacturer's arsenal includes more than 200 items: carbonated drinks, juices, iced teas, energy mixes. The products of the brand are sold in more than 200 countries around the world and are the most sought after. Daily sales exceed 1 billion units. The Coca-Cola brand is recognized as one of the most expensive in the world, the net profit of the corporation exceeds $ 8 billion. The giant has broad prospects for further development, which he does not intend to stop.

The company grows, develops, never ceases to amaze with its uniqueness, social orientation, scale of activity. Coca-Cola drinks are known to 95% of the world's population and this is far from the limit.

For the first time, the company brings together all the products of the Coca-Cola family under one brand and in a single global campaign called "Taste The Feeling", which begins worldwide this year. This is the new slogan of the company, which will replace the previous "Open the way to happiness" from the last 7 years.

Coca-Cola's marketing strategies

 In the famous book "Strategic Marketing" by the French author J.-J. Lamben, who noted: "International development strategies apply to all companies, whether they are present in foreign markets or not." Last but not least, the researcher came to this conclusion thanks to the experience of implementing Coca-Cola's International Marketing Strategy, which has been building it for decades.

In its most general form, the international marketing strategy at the company level is a system of significant and achievable goals and objectives, formalized in the form of a marketing program. From the point of view of the Republic of Korea, each strategy includes five main elements: market selection, product planning, pricing, distribution and market system, and marketing mix.

Coca-Cola uses a global marketing strategy. Its essence is based on global economies, global brands and includes the following key elements:

1) world industry;

2) the nature of the competitive structure of the industry;

3) hypercompetition;

4) the interdependence of companies. In addition to Coca Cola, this strategy is used successfully by Intel, General Electric, Motorola, Johnson & Johnson, Gillette, McDonald's, Compaq Computer and other world-renowned corporations.

Experts note the desire of global companies to create their "bases" in the countries of the most important economic regions: North America, Europe, Asia-Pacific region (Asia-Pacific region).

It is not difficult to notice that the homeland of most global companies is the United States, which shows favorable conditions for the emergence and development of just such a form of business in this country. In line with these priorities, American scientific thought carefully substantiates the usefulness and inevitability of the global economy. For several years, the global paradigm has been a major determinant of US companies' entry into foreign markets. Coca Cola is the clearest example here. It is no coincidence that the history of the Company's development is included in all classic marketing textbooks.

As Rice Al and Trout Jack write in their famous book Marketing Wars, the energy of the company's managers has always been focused on stimulating consumption. The most striking examples in its history are "Thirst Knows No Seasons" (1922) and "A Refreshing Pause" (1929).

Until the end of the 70s of the XX century the Company followed a policy of continuous expansion of the bottle network. By selling the concentrate at a high price, the company has secured significant benefits. Bottlers took advantage of the strong demand. But in the early 1980s, the network stopped expanding - with the advent of beverage cans and plastic containers, small bottling companies were unable to buy new machines. Then, according to the new development concept, Coca Cola created 8 "anchors" - large subsidiaries for bottling, whose activities cover the entire planet. The participation of the parent company in the "anchor" companies, according to the economic strategy, nowhere exceeds 50%, but it is enough for full control over the activities of their management.

The largest bottled Coca Cola is Coca-Cola Enterprises, which produces 57% of the beverages sold in the United States and occupies 20% of the global market for this beverage. Despite the formal independence of management, the company's board of directors is chaired by Douglas Ivester, CEO of Coca Cola.

Despite the fact that the Company's representatives like to repeat that their task will remain unfulfilled until people stop craving, the Company is trying to increase its profits not only by selling more drinks. One of the tactics is to promote your products in the catering chain - fast food restaurants.
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In the 1990s, Coca Cola stepped up its marketing, advertising and sponsorship efforts in hopes of gaining more consumer acceptance. However, this is quite expensive: sales costs, mainly due to marketing, reached $ 6.6 billion in 1996, while the company's profit was $ 3.5 billion.

Coca Cola is also trying to maintain its bottling plants. Their network, which has grown significantly over the past decade and a half, is now a brake on the company. In fact, in addition to supplying concentrate to its distributors, the Company develops a development strategy for them and organizes advertising campaigns. They in turn not only bottle and canned drinks, but also sell products and market in local markets.
Coca-Cola has been seeking to acquire other soft drink makers for several years, often in clear violation of antitrust laws in various countries. However, these actions sometimes fail. Thus, the contract for the purchase of the French "Orange" for 844 million dollars did not take place. Another agreement - to purchase the right to use the Cadberry Schwepps brand outside the United States - was also banned.

Despite Coca Cola's counter-arguments that its products are now almost as widespread in the world as ordinary tap water, antitrust advocates are no longer paying attention to this aspect, but to the company's ever-growing monopoly on its products for restaurants, cafes and hotels.

In terms of advertising moves, Coca-Cola has generally reached a new level of quality - no one has yet hidden mobile phones in beverage cans. However, this campaign will not take place outside the United States due to marketing issues. Representatives of the advertising industry are confident that with the help of such high-tech bait Coca-Cola will be able to restore consumer interest in its products.

In 2005, Coca-Cola decided to revolutionize its marketing strategy to reach a new generation of consumers. The newly created promotional plan was named M5 after a team of five design companies tasked with presenting Coca-Cola's optimistic image to the public.

The American giant has hired one company from each continent. Europe is represented by English Designers Republic, Asia by Japanese caviar, North America by MK12, South by Lobo, Africa by Rex & Tennant McKay.

Coca-Cola will develop club-style packaging as well as distribute videos and music. However, the manner of their transmission has not yet been determined. It is already known that the drink will be bottled in aluminum cans, which will repeat the shape of the bottle. Some boxes will change color depending on the lighting.


Thus, the company Coca-Cola continues its triumphant march to conquer the markets. Apparently, as a global company, Coca-Cola aims to monopolize the soft drink market.

[image: Coca-Cola unveils logo design refresh]







[image: Industry reaction: Ronaldo's outburst smacks of hypocrisy, but will Coca- Cola really take a hit? | PR Week]

[image: Celebrity Endorsements Sling Unhealthy Food to Consumers | Celebrities,  Diet coke, Taylor swift 13]
Tayler Swift








[image: Known for his pin-up girls, Gil Elvgren was a student of Haddon Sundblom. This painting was done in 1955.]
Gil Elvgren (1914-1980)


2

image3.jpeg




image4.jpeg




image5.jpeg




image6.jpeg




image7.jpeg




image8.jpeg




image1.jpg




image2.png




