Running Head: ANALYSIS OF COCA COLA TASTE THE FEELING ADVERT	1

ANALYSIS OF COCA COLA TASTE THE FEELING ADVERT	7






Analysis of Coca Cola Taste the Feeling Advert
Institution
Name
Course









"Taste the feeling" is the current campaign line which is accompanied by background music that is attention catching. The ad involves a series of various emotionally charged moments in which the always want to have a taste of what is contained in the products of coca cola brands.  The ad starts with a view of a glass that is filled with ice and coca cola. The view is then followed by different wonderful moments that range from excitement, love and friendship. The ad then takes the viewers through another session where they are shown how coca cola is found in everyone's life and in particular it emphasizes on the youths. For instance, "the ad shows a girl who is skiing and then it says-Ice with Friends, Friends with stories, stories with fire and fire with Coca-Cola (Heilpern, 2016)." The ad gain takes the viewers through another session where a boy and a girl are kissing in the library. This scene is meant to affect the viewer's feelings in such a way that an individual feels like he is missing moments of love and fun. A party scene is a next scene that is aired where there is a young couple sipping coca cola from the same bottle. At the end of the advertisement is a scene where the ad says, "Coca-Cola with feelings' and even when you are alone Coca-Cola is a great companion (Heilpern, 2016)." Then the ads end with a gentleman taking gulps of coca cola. The advert is accompanied by different sounds which combine into something that is magical, and it makes the viewer stay awake and glue to the screen. 
The person who designed this advert was targeting to capture the attention of the young customers-the millennial. The advert tried to show the kind of life style that the youths have been yawning and searching for. The young always look for a life that is full of fun, excitement and love. This is experiences that capture the attention of the youth; if a fisherman wants to catch a fish, he must attach a bite onto the hook. The same idea has been used here in the ad since it has captured the moments in life that the youths might be looking for (Feloni, 2016). The youths around the globe are looking for ways through which they can do away with boredom.
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The "Taste the Feeling" ad has matched its message with the moment. By looking at the scenes and the message found in the advert, it goes hand-in-hand. For instance, at the scene where it shows young people kissing in the library matches with a feeling of love. The youths are looking for love since they have not been experiencing such kind of love. And for real, love is a good thing that makes a person have a thrilling experience. The sequence of the scenes that are portrayed in the ad has been nailed in the right way (Feloni, 2016). The advert has been built on a story that unfolds to the viewers over time and put in a series that is attention seeking. The ability to make use of a sequence of messages can be a game-charger so that at the end of the day the ad plays its role, which is, catching the attention of the viewer. In reality, if the statistics are done the youth are the ones that comprise much of the population across the population across the globe since the company is seeking for a chance to increase its market share (Pendergrast, 2013). To increase its sales volume, the company has to catch the attention of the targeted audience so that it buys the company's products. 
The coca cola ad, "Taste the Feeling" has customized its creativity at scale. The advert has been geared to the relevant audience, the scenes have been captured in such a way that they are featured in a style that is relevant to the targeted group of customers. The ads creativity is helpful to the relevant target audience.  The advert has also mixed the company's brands, that is, there are Coke Zero and the other sugary brand (Staff, 2017). In the recent, there is a campaign that has seen the population around the world avoid sugary products since they have been linked to obesity. However, there are those who want to have the brands that have sugar, and that does not have. To cater to all these customers, Coca-Cola Company has mixed all these brands in the same ad so that they can increase their sales volume (Feloni, 2016). The company had in the past few years experienced a decrease in sales since their brand image had been destroyed by some critics who had been against their brands.
The ad was focused on the consumers' intention, and not just their demographics. The ad has been successful in being creative towards meeting the consumer's anticipation or needs. The company knows very well why they are in the market for. This is the point where the company has dealt with the intent signals. By meeting the audiences' intention is what counts whether an advert is successful or not.  Following the ad, it has selected the right characters since they are correlated to the audience that the company is targeting for. Its young people, boys and girls who are partying. The ad has assumed that its target audience is already familiar with the brand and what they are doing is a brand recall. It has utilized images that are picked from the normal and regular life and represents the lifestyle of the young generation (Heilpern, 2016). The young people are all about working hard and going out for partying. 
The ad has successfully connected itself with the US cultural values. In the US, there is respect for other people's feelings and choice. It is not possible in the US to force a person to make a certain choice, no they go for what they believe in. The society in the US champions for an individualistic society where everyone's choice in life is respected since it is what makes the person happy. The country's social and cultural values are linked with friendship, energy and love. The ad is successful in linking these cultural values and the feeling of experiencing the joy that comes with the moments that the audience is seen doing such as skiing among others. The ad is also successful in brand recall which helps the company in customer engagement and retention as well as attracting new customers (Staff, 2017). The opening scene of the advert shows a glass that is labelled Coke, and it keeps on showing several time. This is a strategy that is meant to have brand recognized by the targeted audience. It is also a strategy that is geared towards brand recalling, once a viewer sees the advert they recall it. 
The ad is simple in the way it captures its intention of preaching "taste the feeling." Probably all the people would want to taste the feeling that is being said. The ad is consistent with the company's all-time preaching for consuming a beverage that makes the customers enjoy. Through the happy moments shown all through the ad clearly show the way, customers are enjoying consuming the company's brands (Staff, 2017). A company that stays consistent with the communications it makes to the customers across the world will always make the customers recall the brands that it deals with and this will help in capturing new and retaining the customers. The chief reason for carrying out ads is to increase sales volume that will, in turn, increase the profits that are made by the company at the end of the trading period.
The ad is successful in the way it is personalized. Despite the brand being a global icon, the company understands that it has to reach out to its customers in a personalized manner. Following the current exchange of culture through the social media, the company is well informed that the western culture has been adopted across the world. This makes it easy for the company to reach out to as many customers as possible through the ad. The way the ad is organized is following the western culture such as kissing and some sports like skiing are also associated with the same culture (Staff, 2017). However, due to the technological advancements that have been made in the recent, the world has been made to be one big society where people from all around the world can mingle and exchange their cultures. However, the western culture has been viewed as superior compared to the rest across the globe. Hence, the ad is customized in the western culture since it has been adopted across the globe.
The ad has been successful in being kept relevant in the way it reaches out to its target audience.  During this time, the youths are expecting something that is creating an exciting moment in their lives. By looking at the advert, it is crystal clear that the moments that are captured by the advert are all showing people getting excited by the moments. The moments are filled with pleasure and joy; the youths are enjoying the moments (Staff, 2017). The moments are catching the attention of many people across the world, and everyone who sees that will yawn for the same. The way the moments are showing on the screen can replicate the feeling that anyone who happens to consume the coca cola products will experience. Besides, the ad is showing how the brands of coca cola are different from that of their competitors in the market. 
The "Taste Feeling" advert has been successful in the way it has used the language. The language used in the advert is appropriate to the intended target, the youths. For instance, currently, the youths are not majoring so much in sentences that are complete, "Ice with Coca-Cola, Ice with friends." It is like a form of slang that can be associated with the youths and they love it that way. They understand the meaning in between the lines, and this is what makes them happy to be associated with such a language (Heilpern, 2016).
In conclusion, the current campaign line for the coke company is the "Taste the feeling" that replaced "Open happiness." The ad involves a series of various emotionally charged moments in which the always want to have a taste of what is contained in the products of coca cola brands.  The ad starts with a view of a glass that is filled with ice and coca cola. The view is then followed by different wonderful moments that range from excitement, love and friendship. The ad then takes the viewers to another session where they are shown how coca cola is found in everyone's life and in particular it emphasizes on the youths (Heilpern, 2016).  A party scene is a next scene that is aired where there is a young couple sipping coca cola from the same bottle. The ad ends with a man gulping coca cola. The ad has been considered successful following the way it has matched the information with the moments. For instance, the ad has captured the moments of love by having youths kissing in the library; kissing is associated with love and friendship. The coca cola ad, "Taste the Feeling" has customized its creativity at scale (Heilpern, 2016). The advert has been geared to the relevant audience, the scenes have been captured in such a way that they are featured in a style that is relevant to the targeted group of customers. The ad was focused on the consumers' intention, and not just their demographics. The ad has been successful in being creative towards meeting the consumer's anticipation or needs. The company knows very well why they are in the market for. The ad is successful in the way it is personalized. Despite the brand being a global icon, the company understands that it has to reach out to its customers at a personalized manner. Following the current exchange of culture through the social media, the company is well informed that the western culture has been adopted across the world.
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