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Coca-Cola
Coca-Cola is the brand which I choose. A red-letter logo defines Coca-brand Cola's identity. The red hue inspires confidence in those who consume Coca-Cola, while the script typeface screams delight. Coca-Cola imprints its brand on a bottle with an unusual form. This demonstrates to clients that they are not receiving a replica – they are receiving the genuine article. In this manner, the brand establishes reputation and trust. While the Coca-Cola logo is essential to the brand's identification, it extends beyond the logo's design, typeface, and colors. The shape of the bottle, without any letter on it, was quickly recognized as the logo on a global scale. Asa Griggs Candler began stamping the Coke logo on datebooks, artworks, notebooks, and bookmarks in the 1880s (Boyjoo, et al., 2017). This is how the company's first national brand identity design process began. Coca-Cola introduced New Coke in 1985 and ceased manufacturing of traditional Coke at the same time. Due to the failure of this move, the firm quickly decided to resume sales of the traditional beverage. When cherry and diet coke were introduced in the 1980s, the firm battled with brand awareness (Boyjoo, et al., 2017).
Coca-Cola is the world's best-selling carbonated, sweetened soft drink. Pepsi is Coca-primary Cola's competitor due to the comparable flavor of their primary product. According to the business, the beverage is distributed in over 200 countries. Similarly, Coca-drawn Cola's Santa Claus is an excellent example of a visual brand association promotion. Their cans and bottles were decorated with cartoon Santas and other festive, seasonal features such as falling snow. Acquiring this linkage required Coke to persuade people to associate all of their pleasant memories about the winter season and holidays with drinking Coca-Cola. It's critical to remember that not all attempts will be successful. Pepsi's attempt to recreate this design strategy with Santa and snow on every packaging and product will almost certainly fail. Pepsi's colors do not go with a red Santa like Coke's colors do. Recognize and accept your limitations since they will have a significant impact on your total performance.
Within an hour of drinking a can of cola, the body might experience negative consequences. There are 37 grams (g) of added sugar over ten teaspoons (tsp) (Maani et al., 2019). The World Health Organization advises no more than six teaspoons per day. According to 2015 research, sugary beverages are responsible for 184,000 fatalities worldwide each year (Maani et al., 2019). The high sugar level in Coca-Cola should make a person vomit, yet the phosphoric acid in the beverage masks the sweetness, allowing people to drink the entire glass. After an hour, a sugar drop sets in, resulting in irritation and sleepiness. Within 40 minutes, the caffeine in the cola has been entirely absorbed by the body. Caffeine dilates the pupils and elevates the blood pressure. It stimulates a person's desire to consume another can.
Coca-Cola has shifted its business plan to become a full-service beverage company by providing consumers with extra items they desire. In 2017, the firm decreased the sugar content of over 500 of its beverages worldwide, bringing 30% of over 3,900 products. The Company acknowledges that customers should eat no more than 10 percent of their daily intake of kilojoule/energy in addition to adding sugar, including the World Health Organization (WHO) (Maani et al., 2019). Coca-Cola South Pacific has grown its small cans and other miniature packages by 88 percent between 2013 and 2015. The Company retains its longstanding policy of not advertising children under the age of 12 in all nations. In September 2009, Coca-Cola was the first beverage producer to approve the front-of-package marking of kilojoule on nearly every packaging.
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