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[bookmark: _Toc62915484]Executive Summary
Effective marketing is essential for any business in the global and local market. This is because it defines the success and position of the business in the environment. Irrespective of the magnitude of any company, it is bound to face various marketing challenges. For instance, when focusing on the Coca Cola Company, a globally known brand, has also faced different marketing challenges. Precisely, having existed for more than a century, the business has struggled to have its products remain relevant and in line with the changing consumer needs. Consequently, this has led to the need to develop marketing objectives and strategies to improveits products' relevance. For instance, the Coca Cola Company incorporates each marketing mix element in improving the overall brand and product.Moreover, the implementation of these marketing objectives will aid in the solving of marketing challenges. Additionally, in order to ensure that all these objectives are achieved, an implementation and evaluation plan has been developed. 


[bookmark: _Toc62915485]Company Profile
The chosen company is Coca Cola.  The Coca-Cola Company is an American corporation that was founded in 1892. It is primarily engaged in the manufacture and sale of syrup and concentrate for Coca Cola, sweetened carbonated beverages. Coca Cola also produces and sells other soft drinks and citrus beverages. The company has more than 2800 products available in more than 200 countries.  It is the largest beverage manufacturer and distributor in the world. It is also one of the United States' largest corporations(Pendergrast& Crawford, 2019). Coca Cola is headquartered in Atlanta Georgia. Coca Cola has been successful in many countries globally but has faced numerouschallenges among them being marketing challenges. The marketing challenges the company faces in Brazil in regard to the Tubainas War is an example of the company's marketing struggles. However, the biggest Coca Cola marketing problemremains fresh and top of mind as a century-old iconic brand.
Coca Cola was founded in 1892. This means that today, the company is more than 100 years old. Being more than a century old, it is an amazing milestone that comes with incredible brand awareness and speaks to its long-standing popularity. This is a remarkable legacy that the company continues to enjoy. However, this global corporation's biggest problem facing the marketing team is not allowing the company to rely on its history to remain fresh and relevant to its modern consumers (Chua et al., 2018). To solve this marketing challenge, the company has to constantly work to find new and unique ways, strategies, campaigns, and events to make sure that it stays top of mind for legacy and its modern consumers. 
[bookmark: _Toc62915486]Situational Analysis
It is imperative to note that being more than a century old has its disadvantages. Coca Cola, being more than a century old, it becomes harder for the company to get people excited.  Due to the brand's age, it is so standard in people's culture that there is a risk that consumers will glaze past the products unless they come up with innovative campaigns that would keep the people excited. It is worth noting that it is tricky to take pride in brand legacy and constantly keep consumers excited and still have a reason to keep purchasing the brand. The consumer-packaged-goods world is moving so fast, and the older brands such a Coca Cola cannot rest on their glory. They are faced with the problem of consistently reminding their consumers why they were exciting in the first place. 
Generally, The Coca Cola Company enjoys its strong brand legacy. However, its brand legacy or age is what doubles as a problem when it comes to marketing. Consumers are already aware of the brand as it has been in existence for more than 100 years. Consumers have also purchased a lot of the brand's products.  Also, the issue of the law of diminishing marginal utility applies. This law explains that the satisfaction that one derives from consuming a given product decreases as they continue to consume more and more of the product (Ormazabal, 2015). As such, with people consuming more and more of Coca Cola products, the satisfaction they initially derived from it, wanes as they consume more and more of it. Therefore, soon they are likely to buy less or shift to substitute products. As a result, the company is faced with a marketing problem as it needs to keep its modern consumers excited. The company is faced with the challenge of finding new innovative strategies, campaigns and events to appeal to the modern consumers and keep them excited. The company is faced with the challenge of keeping its brand exciting, keeping the initial satisfaction consumers derived from it, and even adding more to it.
Overall, remaining fresh and top of mind as a century-old iconic brand is a marketing problem that The Coca Cola Company faces today. Even though the company enjoys a brand legacy, the company's marketing team cannot allow the brand to rest on its glory because it has to ensure that it stays top of mind for legacy and most importantly, the new consumers. Since its inception in 1892, the company has had several marketing strategies, campaignsand events. Being more than 100 years old, consumers have seen so much from the company in its attempt to appeal to consumers of varied generations. Therefore, today, the company faces a marketing problem that revolves around creating unique and innovative strategies to continually remind consumers that their products are exciting and contain more, if not the same, satisfaction. The global brand's marketing team can solve this marketing problem by constantly incorporating unique campaigns, events and strategies to make sure it stays top of mind for legacy and modern consumers. The company's marketing team can achieve this by conducting market research to identify current market trends so as to formulate their marketing strategies and campaigns in a manner that matches the current market trends.
[bookmark: _Toc62915487]Marketing Objectives
Marketing is one of the major factors that encourage a business's survival in a competitive industry environment. Therefore, for a company that seeks survival in a business environment, it is advisable to adopt effective marketing strategies based on its products' target market (Morgan et al., 2019). Moreover, even with success, a company should also seek to improve the existing marketing strategies to mainstream new trends that always develop with time. In this case, the chosen organization is the Coca Cola Company, one of the companies that globally dominates the oligopoly market. The company has existed in the market for more than a century;therefore, it has a broadmarket scope globally, including loyal customers. Moreover, to get where the Coca Cola Company is, in terms of its global ranking, has required the adoption of effective strategies (Brondoni, 2019).Although the organization appears to be successful, it continually faces a variety of challenges associated with its marketing; therefore, it requires to develop relevant marketing objectives aimed at meeting the needs of the target market.
Developing marketing objectives is a vital step towards improving a company's competitive advantage in an industry. Marketing objectives facilitate the increase of a company's products, improve its awareness among the target market, and in some scenarios, facilitate the ongoing brand management by maintaining the company's prominence in the public place (Vinerean, 2017). In this case, developing marketing objectives aimed at solving the Coca Cola Company's marketing challenges should be focused on specific sectors since the organization is already prominent in the public space, with people globally aware of its products. These marketing objectives include, by the end of 2021, the Coca Cola Companywill develop three products that accommodate healthy beverages products. Another goal is that by the end of January 2022, the Coca Cola Company will introduce promotional activities to award loyal customers. The third marketing objective is that by the end of 2022, the Coca Cola Company will have employed price elasticityto mainstream the target market price.
[bookmark: _Toc62915488]Research
Furthermore, the development and achievement of the named marketing objectives require adequate research. Therefore, one of the significant research studies that would be conducted concerning accomplishing the first objective is establishinga variety of new markets existing in the industry. One of the significant challenges facing various companies, especially beverage-based organizations, is the dynamic customer needs (Morganet al., 2019). Most customers, especially the young generation, are continually shifting from consuming sugary carbonated drinks to healthier beverages. Therefore, since the Coca-Cola Company's products' major differentiation factors arethe inclusion of sugary components, it should develop other drinks that also address the changing consumer needs (Morgan et al., 2019). Moreover, since the company is prominent in the public space, venturing into a new market would increase market segment and sales. This is because the loyal customers would be willing to try the latest products, assured of the quality.
Additionally, to achieve the second marketing objective, detailed research would be conducted on adopting promotions as part of marketing. The use of promotions defines the mode of communication used by an organization to communicate with its customers. Therefore, the research conducted would provide detailed information on these communication methods, primarily since the Coca Cola Company is well known worldwide. Moreover, the promotions done would be aimed to remind the customers of the organization's products and maintain their interest(Vinerean, 2017). Based on the organization's history, it is apparent that it has existed in the market for more than a century, negatively influencing its relevance. Additionally, the research that would be conducted would focus on three major sectors: The Coca Cola Company as an organization, the marketing situation, which maintains the organization's products relevant in the changing market, and the market the organization exists in.
Research on the price elasticity in the Coca Cola Company's market would be conducted since various other beverage companies in the industry provide cheaper similar products.Based on research, one of the significant challenges in marketing is when competitor companies reduce the cost of their products for differentiation(Vinerean, 2017). Pricing is a delicate issue in any organization since it also influences the company's profit margins, which would threaten its existence. Therefore, detailed research would be conducted with the aim of benefiting the organization with minimized risks.In this case, the Coca-Cola Company has experienced the challenge associated with pricing sourced from events such as the Tubainas war in Brazil (Morgan et al., 2019). Therefore, the research would be conducted to analyze the market, the current pricing, andthe pricing's anticipated changes.
[bookmark: _Toc62915489]Target Markets
In this case, the outlined marketing objectives are aimed at the youth as the target market, including both genders. In the current market, most of the elderly and children are discouraged from the consumption of sugary carbonated beverages for their well-being. Therefore, the youth have the potential to consume the products presented by the Coca Cola Company, both the newly developed and the already existing (Brondoni, 2019). Precisely, the developed marketing strategy aimed at entering a new market is aimed at addressing the current trends mostly associated with the youths, who are moving towards the consumption of healthier beverages.
[bookmark: _Toc62915490]Marketing Mix
Marketing ensures that a company remains relevant to its customers and facilitates the increase in its products' sales. Therefore, to improve a company's marketing margins, various strategies are adopted. An excellent example of these techniques is the marketing matrix, which refers to a set of tactics used by an organization to promote its products or brand in the market (Išoraitė, 2016, 26). The marketing matrix involves four significant elements, including pricing, product, distribution, and promotion. The marketing matrix is an essential strategy that makes up a business plan facilitating its success. Moreover, all the outlined elements influence each other (Dost et al., 2019, 64).In this case, the organization under consideration is the Coca-Cola Company, which, based on research, has faced various challenges related to marketing. Moreover, different marketing objectives have been developed to address the challenges.
As indicated, the elements that make up the marketing mix influence each other through different interactions. These interactions significantly affect the overall aim of the marketing mix (Išoraitė, 2016, 26). There are three primary levels of interactions among the elements that make up the marketing matrix. The first level includes an interaction involving consistency, whereby the different elements, such as selling high-quality products through a high-quality distributor or retailer. The second level of positive relationship involves integration, which involves an active amicable relationship among the elements. For instance, heavy marketing or advertising goes hand in hand with the products' high prices to incorporate the amount spent on advertising (Išoraitė, 2016, 31). Simultaneously, heavy advertising results in product differentiation. Lastly, the third level of interaction of the marketing mix elements involves leverage. It consists of a relationship whereby each element involved in the marketing mix is used effectively to support the whole mix. Based on that, the Coca Cola Company incorporates each marketing mix element in improving the overall brand and product. 
[bookmark: _Toc62915491]Product
The Coca Cola Company has over 3900 beverage flavour choices since it has a huge product portfolio of over 500 brands of both still and sparkling drinks. Moreover, the Coca-Cola drink is considered one of the most recognized, valuable products globally, so it is the leading soft drink (Pratap, 2017, n.p.). The Coca Cola Company's individual brands are worth more than 21 billion dollars since it also has an extensive market portfolio with outlets worldwide. Precisely, some of the organization's most common brands include Coca-Cola, Fanta, and Sprite, which are flavored soft drinks. The organization also houses various other healthier brands that are usually calorie-free soft drinks such as Coca Cola Zero, Diet Coke, and Coca Cola Life (Brondoni, 2019, 19). Moreover, the company also incorporates energy drink brands such as Powerade and Powerade Zero. Other brands based on juice production includeMinute Maid, Del Valle, and Simply Orange; bottled water such as Ciel and GlaceauVitaminwater.
[bookmark: _Toc62915492]Distribution
Due to the magnitude of the Coca Cola Company, it has an immense distribution of its products; specifically, the beverage products are sold in over 100 countries globally. Moreover, it has six primary operation areas, including Africa, North America, Latin America, Europe, Eurasia, and Pacific (Brondoni, 2019, 19). Moreover, the company mainly implements distribution through the use of indirect marketing channels. Various sales models are present in the market; however, Coca-Colacombines all parties involved in the distribution, including the retailers, wholesalers, and other intermediaries (Brondoni, 2019, 20). Consequently, this facilitates the maintenance of an efficient marketing method globally, incorporating the customer needs and delivery periods. The explained distribution channels have enabled the continued prosperity of the organization in the soda industry globally.
[bookmark: _Toc62915493]Pricing
Price is a core factor in any business since it facilitates the acquisition of profits(Wu et al., 2018, 77). Moreover, among all the other three elements making up the marketing mix, price is the only element that sees through revenue generation—the rest focus on the incurred costs in an organization. According to research, the Coca Cola Company makes its pricing decisions from the value placed on its products by its consumers, whereby the organization strives to convince the consumer that the value of the product is equal to the value of the price incurred. Moreover, the organization sets product prices by combining two significant methods: competition-based and customer value-based pricing. The major competitor of the Coca Cola Company is Pepsi; therefore, other than the other factors influencing the pricing strategy, the competitive factor also influences the pricing element(Pratap, 2017, n.p.).
[bookmark: _Toc62915494]Promotion
Coca Cola exists in an intensely competitive environment, facing most competition from Pepsi in the soda industry. Therefore, the organization spends a significant number of finances on advertising its products to increase sales. For instance, in 2016, the organization spent about $4 billion on promotion and advertising, and due to the intense competition, the company's expenditure on marketing increased to $4.1 billion in 2018 (Pratap, 2017, n.p.). The company has also diversified its promotion techniques; for instance, in 2016, the company conducted a campaign, Taste the Feeling that united all brands under the Coca Cola Company.Moreover, the company also utilizes the internet platform to promote its products, including its social media accounts. For instance, the company's YouTube platform has over 1250 promotional videos of Coca Cola, its leading brand. Additionally, the company has also engaged in cooperate social responsibility by sponsoring social activities and promoting sustainability by developing sustainable manufacturing and supply chain processes.
[bookmark: _Toc62915495]Implementation Plan
In order to solve the established marketing challenges in this study, the identified marketing objectives should be implemented. Therefore, this calls for the development of an implementation plan. According to Chernev (2020), an implementation plan facilitates the organization and the development of steps towards achieving the established goals or objectives. In this case, the developed implementation plan seeks to aid in the achievement of three significant marketing objectives of the Coca Cola Company. These specific objectives include by the end of 2021, the Coca Cola Company will develop three products that accommodate healthy beverages products, by the end of January 2022, the Coca Cola Company will introduce promotional activities to award loyal customers, and by the end of 2022, the Coca Cola Company will have employed price elasticity to mainstream the target market price.
Furthermore, various resources will be allocated to the achievement of each objective. In the implementation phase, all the required resources will be assembled. Precisely, some of the resources include financial resources to cater for the cost of developing a new product and introduce promotional activities. Other resources include skilled personnel, such as financial advisers, marketing experts, and raw material suppliers to achieve all the three stated objectives. Since the three goals' implementation requiresadequate time, various months will be allocated to the implementation of each objective. Besides, the established requiredpersonnel have specific responsibilities that will aid in the achievement of the goals. Each of the personnel will be assigned duties since they are part of the team. For instance, marketing experts will be required to develop and implement effective marketing strategies.
[bookmark: _Toc62915496]Evaluation Plan
Additionally, to effectively implement and achieve the objectives, there is a need to develop an evaluation plan. The evaluation plan is essential to ensure that all the implementation strategies and activities are directed towards the achievement of the developed goals. One method used for evaluation is evaluating the success, based on various metrics for success. For instance,client satisfaction will indicate success in the developed product and alsoadditional promotional activities. Another matrix used will be sales indicators. An increase in sales will indicate success of the introduced products and asteady increase in the sales will mean success in increasing the number of loyal customers. Besides, net profit will also be used to evaluate the achievement of the developed marketing objectives. Precisely, an increase in the net income will depict the success of the introduced healthy products, increased loyal customers, and the positive influence of price elasticity.
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