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Coca-cola is a beverage company that has focused on the production of soft drinks. It has presented itself as a giant company that has captured the market from young teenagers to adults. It has branded its products like Coca-Cola. The company runs several commercials to attract new customers and explore customer loyalty, it uses social media and online platforms to make the advertisements.
(Mochama 2019) Cinematographers of Coca-Cola commercials incorporate a variety of soundtracks in their quest to construct affective images that mirror the construction, management and practices of society. Using Berol’s model of communication, we explore the commercial from the source decodes the message, the message, the channel, and how the receiver decodes the message. The source of the message is Coca-Cola, the parent company. It creates the message using communication skills, the attitude of the message or advertisement is set in summer to quench the lustful thirsts of teenagers. The social system used is social media and the culture is based on a youthful culture as the message encourages the youth to enjoy their moment.
On the message, the content is advertising and getting a market for Coca-Cola products. The commercial shows how the drink is refreshing and quenches the thirst especially when someone has been in the sun. the addition of its cool temperature makes it an ideal product to use when one is basking in the sun. The structure of the content has been used to increase sales during the summer holiday as schools are closed and teenagers are always by the beach.
The channel used to present the commercial is through social media and online platforms where they can see and hear the advertisement. The receiver, the teenagers at this point then decodes the message and this is where after viewing the commercials they go and try the product that had been advertised. Using commercial advertisement is a method of increasing sales as the organization makes an effort to market their product or produce more information about their product.
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