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Milestone 2: 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 wide scope of market 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 Company will develop three products that accommodate healthy beverages products. Another objective 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 elasticity to mainstream the target market price.
Required 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 the achievement of the first objective is establishing a variety of new markets existing in the industry. One of the major challenges facing various companies, especially beverage-based organizations, is the dynamic customer needs (Morgan et 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 are the 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 new 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, especially 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, which would negatively influence 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 is maintaining the organization's products relevant in the changing market, and the market the organization exists in.
Research on the price elasticity in the market the Coca Cola Company exists in would be conducted since there are various other beverage companies in the industry providing 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, and the pricing's anticipated changes.  
Target Market
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. 
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