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Introduction
Big data and artificial intelligence have completely revolutionized marketing. Today, companies can use these approaches to meet the needs of their customers in more personalized ways than ever before. Coca-Cola is a poster child that effectively shows how big data analytics makes targeted marketing possible. Marr (2017) provides an insight into how the company has utilized artificial intelligence in its marketing strategies. 
Cokes’ Immense Footprint
Coca-Cola is unarguably the world's largest beverage company with over 500 types of products. The company serves over 1.9 billion drinks each day within 200 countries (Marr, 2017). Some of its popular brands include Fanta, Coke Zero, Sprite, Schweppes, Diet Coke, Powerade, Dasani, and Minute-Maid. To ensure it stays at the top of the market, Coca-Cola collects big volumes of data through various platforms. It then analyzes the data to deliver customized products to each market segment.  
Specific Metrics Used
a. Drink Preferences
People's preferences for a given product tend to vary from one location to the other. Given the vast territory that Coca-Cola serves, the company must provide different drink flavors to meet customer expectations. Preferences are also vary depending on age, gender, and work profile among other factors. Coca-Cola uses vendor machines to collect data on drink preferences. As customers select different shots of flavors through a touch screen, the preferences are recorded for analysis. 
b. Social Engagement
Social engagement is a vital metric that enables brands to understand how much people are talking about their products. For instance, a high number of likes, shares or retweets on a social networking platform is an indicator of high-engagement. To effectively measure social engagement, Coca-Cola has set up social centers to collect and analyses the data. In 2015, the company established that their products are mentioned somewhere in the world at least once every two seconds.
c. Product taste and health
People across different markets have different perceptions on sugar, flavors, and calorie content.  Coca-Cola mines such data to enable them to deliver customized products to each market. It is through this approach the company produced healthy drink options such as Minute Maid, Zero-sugar, and Orange juice.  
Value of Data Analytics to Coca-Cola
a. Informing New Product Decisions
Data analytics have been playing an important role in Coca-Cola especially in the design of new products. The company uses data collected to establish customer preferences and create products to meet these demands. A good example is the introduction of Cherry Sprite based on flavor preferences on drink vendor machines. 
b. Personalization 
Artificial intelligence enables brands to deliver more personalized products to its customers. Coca-Cola intends to incorporate AI in its vendor machines so users can get their preferred flavors from any machine.
c. Behavior Adaptation
Moods influence buying decisions. For instance, customers at a gym are more likely to buy a drink if it promises to enhance their performance. Coca-Cola uses the same approach to customize the graphics displayed on a vendor machine depending on its location.  Machines in shopping malls appear livelier while those in hospitals are much more functional.
d. Healthier Options
Coca-Cola utilizes AI to deliver healthier drink options across its various markets. For instance, the company monitors weather data, satellite images, soil acidity, and crop yields to determine the health of orange fruits. This is instrumental when producing orange juice.
Other Important Metrics to Look At
Perception: buying decisions are greatly influenced by how other people view a particular brand. Potential customers look for recommendations on social media or product reviews before buying. Coca-Cola can increase sales if it started tracking how people perceive their brand. 
Brand Loyalty: this metric evaluates the ability of a brand to retain customers and attract new ones. Customer acquis ion rates and satisfaction are important factors to consider.  
Ethical Issues on the Use of Big Data for Marketing
The future of marketing lies in big data analytics and artificial intelligence. However, their use raises numerous ethical concerns especially on data privacy and machine learning biasness. Companies that use big data analytics have a duty to observe data privacy laws (Whittlestone, 2019). For instance, companies should avoid availing customer data to third parties. On the other hand, questions arise as to whether machine learning algorithms are developed enough to avoid biasness when making decisions on consumer behavior. Big data users should advocate the use of more transparent and explainable systems. 
Conclusion
Consumer preferences and social media engagement are important performance metrics for marketing. If used effectively, these metrics can lead to a good return on investment for any marketing efforts. Coca-Cola sets a good example of the use of these and other metrics in its marketing strategy. However, the company can realize more sales if utilized with other trends such as brand perception. Most importantly, the company should take the high road in the use of big data and artificial intelligence. 
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