Running head: Data and Metrics





              
1
Data Metrics







4

Data and Metrics
Name of Student

Institution Affiliation

Data and Metrics


Coca-Cola is an example of a company that uses data to retain customers. In 2015, the company managed to strengthen its data strategy, and it did so by creating a digital-led loyalty program. With an interview conducted by the ADMA managing editor, it made clear that data analytics is behind the retention of customers in the company. Coca-Cola puts its customers to be the kings and queens, and it aims to provide the best to attract new customers and retain the old ones.


The company explicitly uses two types of metrics that is, marketing metrics and activity-based metrics. (Neely, 2001) Marketing metrics are the type of metric which uses numeric data that enable the marketers to analyze the performance against the objectives of the organization. In case of a deviation between the targeted plans and what performance is achieved by the staff, the metrics help the company to take corrective measures. The marketing metrics make it easier to justify the budget, which is based on sales returns by the marketers. There is also the activity-based metrics, which is among the most popular metrics that are used in performance analyzing. Its primary purpose is calculating statistics and reporting. Its main type includes attendees at the firms' event, downloads and tracking website visitors. 



These specific metrics have categories that consist the marketing effect on the preference shares, the rate at how customers are acquired, the consumer's buying rate growth, the total customer engagement, and growth rate compared to market competition. (Shaw, 1997)These metrics provide the company with different ways of putting rationale in the market investments. Still, this strategy does not correlate marketing to the performance of the business and its strategy. This approach helps marketers in knowing how the company's resources are utilized.  



The company gets a number of values by using big data. For example, with data, there is an increase in marketing and product development. This is enhanced by the sharing of opinions by consumers either through social networks, phones, or email. With this then, the company can hear their views and they can adjust their approach. Also, with the help of data Coca-Cola is able to create more relevant content for their different audiences. The use of data enables the company to focus more on the creation of relevant content that brings a different message for its various audiences. Also, the company uses data to deliver branded content that will always align with the passions of its consumers. (the UK, 2018)There are other metrics that Coca-Cola can use. 

The purpose of metrics is getting the knowledge of where exactly you are. For example, if one opens a company and they do not have an idea of what they are doing, then that means they had not planned the effects of not knowing where a company is headed lead to a disaster. The company should set goal metrics because it is important for a company to establish the strategy, and performance goals need to be measurable. Not all metrics measure goals, so it is important to set a metric goal.



Companies have been allowed to use data to reach goals more easily and completely than ever. In most cases, however, data usage starts infringing on the rights of individuals, which at times may be unethical. Most companies and also the government, are aware of these limitations. Coca-Cola is one of the most successful brands in the world. Due to access to data by employees, Coca- Cola has faced many problems. For example, in 2006, three employees got arrested for stealing and selling the companies confidential information. This information was given by Joya Williams, who was the administrative assistant in Atlanta. This was an ethical issue in which good leadership would have resolved the issue before it even started. In recent years, Coca-cola has taken the initiative of fixing its ethical problems internationally.
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