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[bookmark: _Toc500590147]Executive Overview
Coca-Cola company is an American based multinational organization with its headquarters in Atlanta. The latter is incorporated in Delaware as a beverage corporation that manufactures, retails and markets beverages with no alcohol content and syrups. The main events in the history of Coca-Cola that have facilitated its current success are based on acquisitions. Coca-Cola acknowledges the dynamism of the business world and believes that for the organization to continue thriving they it must be future-oriented. EFE analysis of Coca-Cola indicates that the organization has opportunities to thrive on its extended reach and creation of a culture that is based on the acquisition. Some of the threats that the organization faces include the scarcity of raw materials and the changing consumer needs. The Competitive Profile Matrix analyzes the organization based on critical success factors like brand loyalty, global expansion and the size of the organization. The IFE analysis of the organization indicates that some of Coca-Cola’s strengths include high brand equity and favorable economies of scale. Among the weaknesses thereof is negative publicity and poor management of water. The financial ratio analysis indicates that Coca-Cola has maintained high levels of success over the years because of proper management of its strengths and weaknesses as well as of its opportunities and threats.
The organization have managed to become one of the brands that are most recognized around the world, a factor that may be attributed to the establishment and implementation well laid out strategies. Considering the changing market conditions, it may be necessary for Coca-Cola to consider altering the approach it takes towards the same. The SWOT analysis of the organization gives a detailed description of the organization’s strengths and weaknesses while the BCG matrix clearly defines the value of different organizational products to Coca-Cola. The SPACE matrix provides a detailed description of Coca-Cola’s financial position as regards competitive advantage, industrial and environmental stability as well as financial strength.
	The product position map indicates Coca-Cola is a market leader that faces stiff competition from Pepsi. The recommendations made concerning alternative strategies that the organization can use to maintain a favorable market position include the introduction of healthier drinks, better resource management, changes in the supply chain, increasing popularity of less popular brands, establishing the organization as a beverage rather than a soft drink company and product diversification. The most suitable strategy discussed is product portfolio diversification which if implemented is expected to allow the organization to maintain its position in the market and allow it to grow, as depicted in the financial projections.








[bookmark: _Toc500590148]Strategic Management Project: Coca-Cola Company
[bookmark: _Toc500590149]Introduction of the Company
[bookmark: _Toc500590150]	Coca-Cola and its Products.
	Coca-Cola company is an American based multinational organization with its headquarters in Atlanta. The latter is incorporated in Delaware as a beverage corporation that manufactures, retails and markets beverages with no alcohol content and syrups. The organization is known to produce the signature drink, Coca-Cola, invented by John Pemberton in 1886 in Georgia. Asa Candler bought the Coca-Cola formula in 1892 and incorporated the organization which has operated as a distribution business operating in all countries all over the world (Armus, 2005).  The Coca-Cola company currently headed by Muhtar Kent as chairperson and James Quincey as president and CEO regards itself as so much more than a Coca-Cola producer considering that they offer other products including organic tea and coconut water (Company et al., 2017).
	Among the assets that Coca-Cola possess are non-food products including Columbia pictures and World of Coca-Cola. Columbia Pictures was a film company that Coca-Cola bought in 1981 which was sold to Sony in 1987. On the other hand, World of Coca-Cola is a themed tourist attraction located in Atlanta that facilitates the staging of an exhibition on a multistoried structure. The experience is also characterized by sampling of different flavors as well as a feature of museum history (McLellan, 2006). Tab is another brand associated with Coca-Cola which was the organization’s first attempt at introducing a diet drink. However, its sales dropped drastically with the introduction of Diet Coke (Coffey, 2008). Other soft drinks that Coca-Cola produces include Fanta, Sprite, and 7Up. Due to the changing consumer preferences and the demand for healthy drinks, Coca-Cola introduced Minute Maid, Nestea, and Fruitopia among others.
	Coca-Cola was recognized as a global brand in 2010 and crowned the best soft drink company in many countries except for the Middle East. Regardless, in the latterly named region Coca-Cola holds a 25% market share with the biggest shareholder being Pepsi with 75% market share. However, in 2003 the market share growth of Coca-Cola increased by double digits meaning that in the future if the growth rate holds Coca-Cola may acquire a larger market share in the Middle East. In Scotland, a locally produced soft drink, Irn-Bru, was initially more popular than Coca-Cola brands but has currently been phased out by Coca-Cola and Diet Coke (Pike, 2009).
[bookmark: _Toc500590151]	Coca-Cola History.
	The main events in the history of Coca-Cola that have facilitated its current success are based on acquisitions. In 1960 Coca-Cola made its first acquisition of Minute Maid followed by Thums Up in 1993 plus Barg’s in 1995. The trend continued with the acquisition Odwalla branded smoothies, juices, and bars in 2001 followed by that of Fuze Beverage for $250 million. Later, in 2009, Coca-Cola tried to acquire the Chinese Huiyuan Juice Group but failed because the amount they were offering was rejected. Among other investments that Coca-Cola has made with that regard include the purchase of Columbia pictures at $692 million and selling it to Sony after 7 years $3billion. As of 2013, Coca-Cola finished purchasing ZICO, a company that produces coconut water, further diversifying the Coca-Cola products. The same applied to the purchase of Honest Tea Company in 2011. Furthermore, as of 2015, Coca-Cola became a minimum stakeholder of Suja Life LLC known for the manufacture of cold-pressed juice (Esterl, 2016).
	Since the establishment of the organization in 1886, Coca-Cola has continued to offer its consumers a taste that is both unique and refreshing leading it to become the biggest beverage company in the world. To reach its customers around the globe, the organization has been relying on, and still relies, on a network of associates who facilitate the same leading to the success of Coca-Cola. The organization is also keen to note the changes in consumer preferences, a factor that led to the diversification of the products offered to consumers including those with reduced sugar levels and higher nutritional value. Coca-Cola has also managed to remain in business over the years because of the strategic creation and maintenance of an associated network, partnerships and lasting value based shareholder, customer and community relationships (Company et al., 2017).
	Dating back to as far as 1938, the leadership at Coca-Cola has emphasized on matters concerning the health and well-being of its consumers, highlighting the necessity of proper nutrition as well as exercise to achieve the same. Similarly, in the latterly expressed year, Coca-Cola introduced a game, “Steps to Health” to Canadian consumers that focused on the importance of regular exercise and a balanced diet. Considering that Coca-Cola Company has a wide reach based on the uniqueness of the brand the organization has used the latter throughout the period of its existence to distribute both products and resources that facilitate the establishment of healthier and happier communities. Moreover, in 1960, the organization launched an “Eat Right, Be on the Ball and Have Fun” campaign through booklet distribution to educate teens on the means of building strong bodied through proper nutrition with information to guide their caregivers on the basics of good nutrition (Company et al., 2017).
	On matters concerning competition, Coca-Cola company has managed to stay ahead of its competitors over the years because of the exclusive partnerships that it has managed to establish with vendors including restaurants and cinemas, who tend to offer Coca-Cola drinks over Pepsi. Additionally, when sponsoring sports events Coca-Cola company eliminates competition by acquiring sole rights to sell while exploiting opportunities to sell to VIPs and other important clients, strategies that define the organization’s direct marketing approach. The biggest competitor of Coca-Cola company is Pepsi, which was involved in the ‘Cola Wars’ where blindfolded consumers seemed to love the taste of Pepsi products compared to those of the new Coca-Cola ones. The latter caused a drastic decrease in sales for Coca-Cola while increasing those of Pepsi at the same rate. Coca-Cola beat the competition by recalling the new drinks and reintroducing the old formula to the market as Coca-Cola Classic (McKelvey, 2006).
[bookmark: _Toc500590152]	Mission and Vision.
Coca-Cola acknowledges the dynamism of the business world and believes that for the organization to continue thriving they it must be future-oriented. Therefore, the organization prides itself on understanding the forces as well as trends that are likely to affect the future of the business facilitating the creation of strategic approaches to business. The organization mission is divided into three parts. The first part of the same indicates that Coca-Cola Company aims at being a world-class refreshment that satisfies the bodily, mental and spiritual needs of its consumers. Similarly, Coca-Cola company is looking to inspire moments that are filled with happiness and optimism through their brands and actions thereof. Finally, Coca-Cola is looking to make a difference and add value to the lives of the consumers and all those affected by the brand. Evidently, Coca-Cola’s mission is to ensure that their brand becomes more than a refreshment such that people can identify with the same on different levels including of the mind, spirit, and body. Coca-Cola aims at creating happiness through value creation thus facilitating achievement of its objective to make a difference (Company et al., 2017).
	According to Coca-Cola Company, the organization has developed objectives that they seek to achieve with the help of their bottlers to enhance the achievement of their mission. The company looks to inspire the people within it and encourages mutual inspiration through the provision of great working conditions. Clearly, Coca-Cola acknowledges the role that teamwork plays in organizational success and as such seeks to enhance the same. Also, the organization offers a drink portfolio that looks to satisfy the predicted needs and desires of people around the world. Consumers are king of business thus satisfying their needs is a primary concern for Coca-Cola. The organization further affirms the need for teamwork by creating a network of partners that also stresses the necessity of mutually expressed loyalty. Also, Coca-Cola plays a vital role enhancing the sustainability of the planet as a responsible global citizen that is looking to make a difference. Finally, the organization looks to maximize returns, in the long run, to benefit its shareholders while maintaining focus on its overall responsibilities (Company et al., 2017).
[bookmark: _Toc500590153]External Assessment of Coca-Cola Company
	An organization’s success is affected by both internal and external factors. External factors account for the determinants outside the organization that are likely to affect its success and productivity but cannot be controlled by the same. Thus, to guarantee the success of a business it must evaluate the external factors thereof and strategize on the best way maximally exploit the same. Some of the external factors to an organization include the consumer base, the changing trends, the law, infrastructure, the weather as well as the financial and economic conditions of the state within which it exists (Dhalla, 2007).
[bookmark: _Toc500590154]	EFE analysis of Coca-Cola Company.
	The EFE matrix is used to summarize the threats and opportunities that an organization faces in its external environment based on at least any five major external factors, named above. Some of the opportunities that present themselves to Coca-Cola company are based on the diversification of its product portfolio which has seen the organization penetrate in promising upcoming beverage markets and increase its customer base. Also, Coca-Cola has extended reach through introducing new products that better suit the changing consumer needs may aid in maintaining its consumer base and also attract new consumers. Developing nations have offered Coca-Cola a new consumption base in which case their inhabitants are heavy consumers of Coca-Cola products regardless of whether they are healthy or not. Exploitation of the latterly expressed market by the organization may lead to increase in the profits made considering that intake of their drinks doubles during the hotter seasons in the latterly named companies. Coca-Cola has established a well-structured supply chain management system that ensures that the business keeps thriving regardless of the changes in transportation and distribution costs. However, the organization should ensure that relevant adjustments are made on the same regularly. Similarly, the organization should focus on marking the products that have not been fully accepted in the market to attract new customers and increase their market base (Ayub et al., 2013).
	Coca-Cola has a brand name that has a good reputation and as such, exploitation of the same is likely to create opportunities for exploiting new market niches and increasing the organization’s profit levels. The introduction of bottled water to its product portfolio has opened up new markets for Coca-Cola that can be further exploited considering that the consumption rates for the same are increasing. Considering that Coca-Cola is a successful company that has existed for a long time, it has acquired the means to acquire other companies that produce different products from its own, offering the organization an opportunity to explore and harness new markets (Zishan, 2017).
	On the downside, the threats that Coca-Cola faces are based on the consumer preference changes whereby consumers are looking to purchase drinks that are healthier with an added nutritional value. The amount of sugar that is used in manufacturing Coca-Cola products eliminates them from such a list. Also, indirect competition from organizations like Starbucks is a threat to Coca-Cola because of the availability of alternatives and varieties that consumers can choose from to that effect. The latter is likely to cause a loss in market share for Coca-Cola. Water is one of the raw materials that Coca-Cola uses in the manufacture of its products and the scarcity of the same possess a threat to the production of Coca-Cola products. In another instance, in Venezuela, due to a reduction in sugar supply, the manufacture of Coca-Cola products had to be reduced. Some of the ingredients that are used to manufacture Coca-Cola products have been proven to have negative medical effects on consumers, like properties of the coca plant and cola nuts, a factor that has led to reduced intake of the same as consumers’ preferences change to healthier drinks (Pendergrast, 2013). Also, Pepsi offers the greatest competition to Coca-Cola, thus is the biggest threat to the organization. The legal necessity to disclose negative product effects possess a threat to Coca-Cola whose certain carbonated products have adverse medical effects on the consumers. Moreover, Coca-Cola over-relies on bottling companies to which it sells its concentrates and syrup for profits, with over 80% of Coca-Cola products being distributed bottling companies (Zishan, 2017).
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[bookmark: _Toc500590155]	Competitive Profile Matrix (CPM) Analysis of Coca-Cola Company.
	The CPM matrix facilitates the comparison of an organization with its direct competitors based on the critical success factors in the industry that they belong to. The latter is centered on the determination of the strengths and weaknesses of organizations compared to their competitors and helps determine whether a company is successful or not when compared to those that it competes with (Sohel et al., 2014). Coca-Cola company belongs to the beverage industry with its main competitors being Pepsi and Cadbury Schweppes. Coca-Cola holds the largest market share, that is, 43%, Pepsi holds 31% while Cadbury Schweppes holds 18%. Other players in the industry hold the remaining 8% (Fosfuri & Giarratana, 2009).
	The critical success factors in the latterly named industry include the size of the organization. The latter is important as it allows the determination of whether a given organization can manage to negotiate to be the sole supplier during a specific period. Next is brand loyalty in which case consumers of carbonated drinks prefer to consume a single brand in which case to maintain loyalty, factors like brand image are necessary to consider. Product price is another important factor since consumers whose decisions are not based on brand loyalty will be based on price. Thus, beverage companies must offer their products at pocket-friendly competitive rates. Also, global expansion is important to consider since the American market is saturated in the beverage industry. To maintain their success, beverage companies must explore new markets in other parts of the world (Bethuy et al., 2007). 
In a dynamic business world like the one that currently exists, product innovation is necessary to maintain the success of brands which must constantly adapt to the changing consumer needs. Moreover, consumption of soft drinks must pose the least negative health effects on consumers who are likely to stop consumption if they realize that the drinks have negative impacts on their health. Thus, beverage companies must ensure that the ingredients used to create the final product are safe for consumption. To attract and maintain consumers, soft drink producers must come up with entertaining and informative advertisements that create awareness about their brand. A good marketing strategy based on the brand advertisement is key to the success and productivity of a given brand. The kind of customer service that a brand offers has a direct effect on retention of their consumers thus is an important factor regarding organizational success. Additionally, the financial position of an organization determines its capability to handle business-related practices including its distribution network and Corporate Social Responsibilities. A better financial position means that the latter will be well handled facilitating maximization of resources and assuring higher profit margins (Bethuy et al., 2007).
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[bookmark: _Toc500590156]Internal Assessment of Coca-Cola Company
	As indicated above, organizational success is dependent on both its internal and external factors. Internal factors that affect businesses are the determinants of a given organization that affect the approach taken by the business as well as its operational success. One of the most critical internal factors that affect a business is the leadership style that is employed as well as the management system both of which determine organizational culture. Similarly, communication is a key internal factor that affects the way the business is run as well as the employee relations within the same. The communication channels in an organization are affected by both the management and leadership systems in place thus the success of the latter is key to the success of the established communication systems. Also, critical to internal organizational success is the level of employee motivation in which case high levels of the same are likely to assure organizational success (Fosfuri et al., 2009).
[bookmark: _Toc500590157]	Internal Factor Evaluation (IFE) of Coca-Cola Company.
	The IFE matrix is a strategic assessment tool that is used to evaluate organizations based on their internal strengths and weaknesses. The matrix allows the evaluation of the relationship between the strengths and weaknesses of the organization in question, providing an insight of strategic measures that should be taken to ensure its success in the future (	David, 2011).
	One of the strengths of Coca-Cola company lies in its increased success in creating brand awareness. Coca-Cola brand is known across the globe with its logo and brand colors being unmistakably popular among people from different regions of the globe. The latter is key to the maintenance of organizational success through maintenance and expansion of market share. Similarly, Coca-Cola has a large distribution network that allows it to distribute about 500 different product variants to 200 nations across the globe, a factor that assures large profit margins for the organization. Also, Coca-Cola registered a massive increase in revenue in three main areas including Latin America, South and East Asia, the Pacific Rim and in bottling investments. Increased revenue means increased profits which account for organizational success and its chances for survival in the future (Zishan, 2017).
	In 2011, Coca-Cola was named the brand with the highest brand equity as well as unique identity a factor that makes it clearly distinguishable from its competitors. The latter is key to ensuring that the latter maintains its consumer base and also attracts new consumers to enlarge the same. Also, Coca-Cola has been named as one of the most valuable organizations around the world with its current value being approximately 79.2 billion dollars. Moreover, Coca-Cola is recorded to be the soft drink producer with the largest market share accounting for about 43% of the same. The organization has also implemented futuristic and wholesome marketing strategies that target people across all ages giving it a competitive advantage over the rest of the producers in the beverage industry. Furthermore, Coca-Cola continues to maintain high levels of customer loyalty based on the excellence of the quality of its products. The latter means that the organization can maintain its market share, further assuring its future success.  Coca-Cola’s economies of scale allow the organization to share the fixed costs of production over about 500 different products allowing the company to offer its products to consumers at pocket-friendly rates. The size of Coca-Cola company allows the same to be capable of demanding lower prices from suppliers, underpricing certain products to increase their competitive advantage as well as acquisition smaller brands to diversify product portfolio and curb competition (Baah & Bohaker, 2015).
	Among the weaknesses that Coca-Cola company has to deal with is competition from strong market players like Pepsi. With such soft drink producers competing for market share, it means that there is a smaller consumer base that Coca-Cola reaches because other consumers may prefer products from the competing brands. Another issue affecting Coca-Cola is currency fluctuation among different countries that it supplies its products to. If the currencies in the said companies are not strong, the latter translates into decreased revenue for Coca-Cola. Also, considering that water is one of the main ingredients used to make Coca-Cola products management of the same must be prioritized. Water scarcity has led to increased costs of acquisition which have lowered Coca-Cola profit margins. Consumer tastes are moving towards the consumption of healthier products meaning that the revenue that Coca-Cola Company acquires from consumption of carbonated drinks is likely to reduce. Coca-Cola has also been faced with lawsuits based on the violation of human rights or unethical practices, factors that have tainted the brand name and if not well handled are likely to affect the brand image and consequently brand loyalty.
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[bookmark: _Toc500590158]Coca-Cola Financial Ratio Analysis for The Year 2016 And 2015
	
	FORMULA
	2016 (Millions)
	2015 (Millions)

	LIQUIDITY
	
	
	

	1. Current Ratio
	Current Assets/Current Liabilities
	$34010/26532
=1.28
	$33395/26929
=1.24

	2. Quick Ratio
	(Current Assets-inventory- prepaid expenses)/ Current Liabilities
	($34010-2675-2481)/26532
=1.09
	($33395-2902-2752)/26929
=1.03

	PROFITABILITY
	
	
	

	3. Operating margin
	Operating Income/ Net Sales
	$8626/41863
=20.61%
	$8728/44294
=19.70%

	4. Net profit margin
	Net Income / Net Sales
	$6527/41863
=15.59%
	$7351/44294
=16.60%

	5. Return on total assets
	Net Income/ Average Total Assets
	$6527/
((87270+89996)/2)
=7.36%
	$7351/
((89996+92023)/2)
=8.08%

	6. Basic Earning Power
	EBIT/ Total Assets
	1.51
	1.69

	7. Return on Common Equity
	Net Income/ Total Shareholder’s Equity
	$6527/$23220
=28.11%

	$7351/25764
=28.53%

	ASSET MANAGEMENT RATIOS
	
	
	

	8. Inventory turnover ratio
	Cost of Goods Sold/ Average Inventory
	
$16465/
((2675+2902)/2)
=5.90 times
	$17482/ ((2902+3100)/2)
=5.83 times

	9. Days Sales Outstanding
	(Accounts Receivable/Net Credit sales)365
	($3856/41863)365
=34 days
	($3941/44294)365
=32 days

	10. Total asset turnover ratio
	Net Sales/ Average total assets
	$41863/
((87270+89996)/2)
=0.47 times

	$44284/ ((89996+92023)/2)
=0.49 times

	DEBT MANAGEMENT RATIOS
	
	
	

	11. Total debt to Total assets
	Total Liabilities/Total Assets
	$64050/87270
=0.73
	$64232/89996
=0.71

	12. Times Interest Earned Ratio
	EBIT/ Interest Expense
	$8626/733
=11.77 times
	$8728/856
=10.20 times



[bookmark: _Toc500590159]Key Conclusions and Strategic Implications.

	As per the liquidity ratios, the liquidity position has improved slightly from the year 2015 to the year 2016. The quick ratio is more than 1.0 meaning that Coca-Cola can meet its short-term obligations effectively. Moving forward, the company should ensure that there more effort is put to maintain or even the liquidity position through proper management of the inflow and outflow of cash.
	The profitability ratios all show a decline in profitability in the year 2016 as compared to the year 2015. Some strategies to boost profitability in the coming year may include boosting sales or minimizing the cost of production and other operating expenses. The decline in profitability can be quite discouraging to potential investors and therefore this should be addressed immediately.
	The inventory turnover ratio has increased slightly from 5.83 times in 2015 to 5.90 times in 2016. This suggests improvement in inventory management in terms of ensuring that it is converted to sales. However, strategies should be implemented to improve this ratio further and have more inventory converted into sales. Days Sales Outstanding have increased from 32 days in 2015 to 34 days in 2016. This means that the management is not managing accounts receivable effectively. Debtors should be encouraged to settle their outstanding amounts through strategies such as period discounts. There is a decline in the total asset turnover ratio meaning that Coca-Cola should also implement strategies to manage assets better for increased sales and profitability.
	Finally, Coca-Cola has improved on debt management as seen with the increasing total debt to total assets ratio and the time's interest earned ratio. More strategies should be implemented to ensure that the liabilities are settled on a time and there is less funding from debt sources.
[bookmark: _Toc500590160]	Analysis of Internal Capabilities and Implications on Strategic Decisions.
	From the analysis above, it is evident that Coca-Cola has maintained high levels of success over the years because of proper management of its strengths and weaknesses as well as those of its opportunities and threats. Regardless, moving forward, Coca-Cola should seek to reduce the threats that it faces in the industry by relatively turning them into opportunities. Similarly, the management of the organization should work towards eliminating the weaknesses that the organization exhibits to further increase their chances of success. On the other hand, the exploitation of both the strengths and opportunities available to the organization should be maintained to guarantee its success in the future.
[bookmark: _Toc500590161]Current Strategy
	Coca-Cola has managed to become one of the brands that is most recognized around the world, a factor that may be attributed to the establishment and implementation well laid out strategies. Initially, the founders of the company began their business based on a well-researched market formula. Pemberton sent samples of the formula that he intended to use to create early versions of soda to the lab for assessment and on receiving feedback he refined his formulas and created unique flavors that would satisfy the tastes of customers. Furthermore, the first recipe that was used to make Coca-Cola drinks remains a well-guarded organizational secret that has been rumored to be locked in a vault in Atlanta. Regardless of the minor changes that have been made to the original recipe of Coca-Cola, including the removal of cocaine from the ingredients used to make the drink, the recipe of the same has been constant allowing the organization to save time that would have been spent on creating new tastes that would suit regional markets in different parts of the world (Butler & Tischler, 2015).
	Additionally, the font that was used to create the Coca-Cola logo in 1923 has remained the same considering that the selection process ensured that it was standardized thus giving it a timeless aspect. The latter equally saves the time and resources that the company would use to keep changing the same to fit market trends. Also, the packaging of Coca-Cola drinks was made unique with the aim of giving the organizational products a look that indicated it was a premium drink that would not be compared with others in the market. Retailers of Coca-Cola products were also tasked with guaranteeing that product quality was maintained by ensuring that they never serve the drink when its temperature is above 40 degrees. Similarly, the organization managed to maintain the price of their drink at a constant for about seventy years thus, they were able to establish consumer loyalty among consumers. The company also adopted a word-of-mouth advertising concept that allowed it to create a voice of its own and it also became the first company to attach its brand name to items that did not have any relations with its products like calendars and clocks. Most importantly Coca-Cola also adopted a franchise model that entailed giving up their bottling rights and is currently working with about 250 bottlers who are independent entities (Butler & Tischler, 2015).
	Currently, Coca-Cola is working towards increasing their revenue and growing their profits through segmented growth strategies that vary depending on the type of market that they are operating in. Employee incentives are aligned with the prevailing growth rate and in new markets, the organization looks to increase the volume of their products while maintaining their affordability, a tactic for establishing a firm foundation for success in the future. On the other hand, to succeed in developing markets Coca-Cola tries to maintain a balance between product pricing and the volume that is supplied. In developed markets, the organization diversifies their product and price mix through the introduction of small and premium packages hence facilitating value creation based on the customer tastes. To solidify their success in the market, Coca-Cola has continuously invested in their brand through the implementation of better marketing strategies and the increase of both the quality and the quantity of advertising. Moreover, they have created a beverage portfolio that is extensive including the establishment of partnerships with producers of other products like Monster Beverage and Suja. Recently, in 2015, Coca-Cola launched a global campaign for all its products with a slogan that emphasizes tastes, personal connections, and refreshment, “Taste a Feeling.” The latter seeks to ascertain that regardless of the Coca-Cola product that one chooses to drink, they will always get the satisfaction they need (Schneider, 2016).
	The organization is also focused on increasing their efficiency considering they intend to boost their growth momentum, an end they have also tried to reach by enhancing their financial flexibility and implementing better marketing strategies. Hence, Coca-Cola has managed to improve their productivity and efficiency and still reduced the costs thereof. The organizational budget is also assumed to start from zero such that it must be justified instead of being carried over to the next year. They are working to drive productivity and continued savings in the company in the hope that the latter will make the organization stronger and better (Schneider, 2016). Furthermore, the organization is trying to build a brand that is consumer-centered such that it manufactures its products based on what the consumers want rather than what the organization deems fit. The latter has led to the introduction of sugar-free drinks as consumer tastes take a healthier turn. Coca-Cola is looking to put the needs of their consumers first, accounting for their move to abide by the recommendations of health authorities with regard to the ingredients and quantities thereof, used in the production process.
Similarly, technology plays a major part in the success of the organization, especially in the marketing department. Coca-Cola makes investments in millions of dollars in the digital marketing sector and it will continue to increase investments in the same to enhance its success within the industry. The company has managed to exploit technology to build closely knit relationships with their customers through social media and mobile applications to run consumer loyalty programs like’ My Coke Rewards’. The organization’s IT department is also looking to exploit the resources available to it to come up with revolutionary strategies that would boost marketing of their products. Admittedly, the application of IT as a strategic tool has so far proven to be beneficial to the organization thus accounting for the continued exploitation of technology to further increase the organization’s competitive advantage (Levin, 2013).
	Coca-Cola has also simplified the company despite the rapid changes that have plagued the beverage industry in recent years. The changing tastes and preferences of consumers of Coca-Cola products coupled with the technological evolutions affecting the production and supply chains have made it necessary for organizations to adapt fast and precisely to maintain their position in the market. To cope with the trends in the industry, Coca-Cola reshaped their business by eliminating functional management and directly linking regional businesses to their headquarters. Similarly, evaluation of their internal processes has allowed them to eliminate the barriers that would hinder organizational effectiveness and responsiveness to prevailing market conditions. To crown it all, they have established means to create a satisfying career environment for their employees to keep them motivated and committed hence reducing turnover rates. Finally, the organization has refocused on their core business model to an extent that they are currently associated with over 500 brands encompassing juices, coffee and sparkling water with about 20 of them generating more than a billion dollars in yearly sales. Also, the organization has managed to effectively lead a sophisticated and independent team of bottlers and still created value for their retailers. Management and acquisition of bottling partners have sort to improve performance and manage both production and distribution (Schneider, 2016).
[bookmark: _Toc500590162]Recommended Strategy Changes
	Obviously, Coca-Cola Company was built mainly based on the high affiliations of consumers to drink their sugary beverages. On realization that such drinks are main contributors to the development of lifestyle diseases like diabetes and obesity, their intake has greatly reduced with consumers preferring healthier choices. Sugary drinks from the company are no longer as highly demanded a factor that has caused the organization to lose revenue with that regard. To keep up with the market trends and remain a world leader, the Coca-Cola name is now associated a wider variety of products including waters, energy drinks, and coffees, all of which the organization introduced to maintain high sales levels regardless of changing consumer tastes. Also, the organization introduced Diet Coke in the hope that they would maintain the popularity of their soda brand but on the realization that the low-calorie drink had artificial sweeteners that are unhealthy, consumers interests in the same reduced. So, considering that the organization has built its name around its soda brand, it is not willing to allow its decline. As the management team looks to make their soda brand as popular as it once was it may be a good time to completely alter the recipe used in its production. Despite the need to maintain the authenticity of the brand, after about more than a century of success while relying on the same soda recipe, the organization should consider introducing a newer version of its sodas based on a newly developed recipe that will adhere to the dietary and health recommendations that are currently proposed health institutions (Solomon, 2009).
	Similarly, the organization needs to put more effort in dealing with its main competitor, Pepsi Company. The latterly named organization has put Coca-Cola on its toes for a long time and it is not about to give up on its quest to take over the beverage industry. Thus, Coca-Cola’s strategies against competition should be revised to ensure that the organization offers an equally great competitive force to Pepsi in all sectors of the market that the latter has invested in including the diversification of products into the snack segment (Nair & Selover, 2012). Also, Coca-Cola should increase its focus on offering their consumers healthier product options to appeal to their tastes and maintain their loyalty. This means that the brand should be open to creating and adopting a new healthier drink as the signature brand product to better suit the needs of the consumers in its target market.
[bookmark: _Toc500590163]SWOT Analysis of Coca-Cola Company
	The SWOT analysis is a management technique that is used to determine the strengths, weakness, opportunities, and threats that a given organization faces facilitating strategic planning that will guarantee the organization’s success. When conducting a SWOT analysis, it is important to note that the strengths and weaknesses that are analyzed account for the internal factors affecting the organization whereas the opportunities and threats account for the external factors affecting the same. On the other hand, the weaknesses and threats characterize the negative forces that the organization faces whereas the strengths and opportunities account for the positive forces that are likely to propel an organization to success (Helms & Nixon, 2010).
	The strengths that are associated with Coca-Cola company as an organization include its brand equity qualities. In 2011, Coca-Cola was formally acknowledged to be the brand with the highest equity considering its brand uniqueness and extensive presence in regions around the world. The company has also been valued highly and it ranks among the top most valuable organizations around the world. The high valuation encompasses all aspects including the spread of organizational assets around the world, the value of the brand and the increased number of factories encompassing the costs and profits associated with Coca-Cola. It is needless to say that Coca-Cola is one of the few companies that has managed to penetrate different regions of the world and is currently present in about 200 countries. The organization’s global presence has largely contributed to the growth of its brand name that is unmistakable regardless where one goes. Moreover, Coca-Cola has the largest market share in its market niche with its most persistent competitor being Pepsi. The organization has also created and implemented effective marketing strategies that primarily target people of all ages thus, giving it a competitive advantage over Pepsi, whose marketing strategies target youngsters alone. Considering its long-term existence in the industry, Coca-Cola has managed to establish customer loyalty that is based on its consistent production of high quality and satisfying products. Also, the distribution network that has been established to cater to the supply needs of Coca-Cola products is large allowing the organization to command high market presence. Coca-Cola operates based on a unique departmentalization strategy such that the organization itself focuses on marketing, branding and the creation of new products and their bottling is handled by independent bottlers (Berry, 2010).
	The main weakness that Coca-Cola has to deal with is the stiff competition from Pepsi. Regardless of Coca-Cola being the obvious market leader, Pepsi is constantly implementing new strategies to garner the position for themselves thus being a constant threat to Coca-Cola. Although Coca-Cola has largely diversified the products that it offers its consumers to include healthier choices like waters and teas, the diversification levels are low since the organization has not moved into the snack market like is the case with its main competitor, Pepsi. The snack market has proven to be an essential revenue generator for Pepsi making Coca-Cola’s lack of entrance in the same niche a waste of an opportunity to generate more revenue. In the current state of the beverage market, consumers are increasingly aware of their health needs. They prefer choices that will allow them to lead healthy lifestyles that are not likely to facilitate the development of lifestyle diseases and conditions like obesity and diabetes. In countries that people would rather consume healthier beverages, the sales of Coca-Cola’s carbonated drinks may drop drastically costing the company the much-needed profits. Similarly, Coca-Cola has been called out for having poor water management strategies to an extent that the organization has been charged with overexploitation of water sources in regions where supply is low. The organization has also been accused of mixing pesticides with water to rid it of contaminants without considering that the pesticides would be harmful to the health of those who consume the ‘purified’ water. Furthermore, Coca-Cola operates in countries where currency value is distinctly different which makes it hard for the organization to track their financial well-being as regards revenue collected, assets and expenses especially when the foreign currencies fluctuate (Bose, 2008).
	In a constantly changing business environment, the opportunities available to Coca-Cola are numerous and diverse. First, the organization may choose to diversify their product portfolio to include healthier choices of both foods and drinks while taking advantage of their existing supply chain to distribute both of the newly introduced products. Correspondingly, Coca-Cola can maximize the sales of their carbonated drinks in developing countries that are also characterized by hotter summers, in some instances, when the sale of cold carbonated drinks doubles. Additionally, Coca-Cola can package drinking water to exploit the need for higher levels of hygiene in people’s minds that will also facilitate an increase the revenue accrued by the organization. Despite the functionality and extensiveness of the supply chain that Coca-Cola has established improvements must be made on the same to curb the increasing transportation costs, especially since the organization operates in different parts of the world. Also, Coca-Cola should focus on marketing their products that sell less to increase their acceptance in the market and further the realization of the cost that was incurred in launching them while potentially creating a means to further exploit the market to accrue even more revenue (Bose, 2008).
	The main threat to Coca-Cola is the change of consumer preferences to healthier drink choices that do not compromise on the bulk of Coca-Cola products. Next, there is the threat of indirect competition from brands like Starbucks that provide consumers with alternate drink choices which are preferred to Coca-Cola’s carbonated drinks hence threatening the organization’s market share. Similarly, sourcing of water as the main raw material of production of Coca-Cola beverages has become problematic especially with the changing climate that has caused a significant reduction in water supply in different parts of the world. If Coca-Cola’s water consumption is restricted, then the latter may take a toll on the organization’s revenue. Also, Coca-Cola has been associated with bad publicity regarding children and adolescents considering the negative effects associated with consumption of some of its ingredients including the sugar that is likely to cause diabetes and obesity if consumed continuously and in large quantities (Blanding, 2011).
	SWOT Matrix
	INTERNAL FACTORS

	STRENGTHS (+)
	WEAKNESSES (-)

	 
· High company valuation
· High brand equity 
· Increased brand awareness
· Largest market share in its market niche
· Incredible and all-inclusive marketing skills
· Customer loyalty
· Extensive distribution network
· Excellent departmentalization strategy
	 
· Intense competition from Pepsi
· Low levels of product diversification
· Absence of healthy beverage choices
· Poor management of water
· Fluctuation of foreign currencies

	






	

	EXTERNAL FACTORS

	OPPORTUNITIES (+)
	THREATS (-)

	 
· Diversification to include healthier choices
· Extended reach of markets in developing nations
· Packing drinking water
· Improvement of supply chain
· Marketing of less accepted products
	 
· Changing consumer preferences to favor nutritious drink selections in the market
· Indirect competition
· Bad publicity 
· Reduced raw material availability (water)




[bookmark: _Toc500590164]BCG Analysis of Coca-Cola Company
	The BCG matrix is a tool that is used for corporate planning to depict the portfolio of a specific brand as it relates to the market share (horizontal axis) and the speed at which the market is growing at (vertical axis). Initially, the developers of the tool intended that it be used to establish the strategic organizational position and its potential to grow in the market within which it exists. Business portfolio is therefore segmented into four groups meant to reveal the likelihood of profitability of a business based on the cash invested to run the same and the cash that it generates in terms of revenue. Thus, performing a BCG analysis on an organization determines what the firm should invest in and what it should stop investing in. The four groups in which organizational brands are placed are dogs, cash cows, stars and question marks. Dogs represent the products that hold a lower market share when compared to competitors and their operation in a growing market is slow. Cash cows are the products that are most profitable to the organization and they should be maximally exploited. Stars are the products that operate in highly growing industries and maintain high market share. They generate a lot of cash but equally use as much in the production process. Question marks refer to the products whose production is questionable because they have a low market share and they keep incurring losses (Palia et al., 2014).
	At Coca-Cola, the products that belong to the stars category are the once that are part of a growing industry and also have a large market share. They promise a lot in terms of future growth and profitability as the industry expands. The production of such products guarantees the organization high market share when compared to other products. In a market that is still developing, stars are responsible for increasing market and creating an additional revenue source for the organization (Estrel, 2015). The bottled mineral water that is produced by Coca-Cola is a star product since it is an evolving product at an international level. The growth of population around the world will mean that there will be an increased need to produce mineral water thus allowing the organization to maintain a high growth rate. The brand name of the bottled water that Coca-Cola produces differs in different regions, that is, Kinley (Asia) and Dasani (UK, US) making both products fall under the stars category in the BCG matrix. Management should, however, ensure that bottled water is a strong revenue producer at Coca-Cola. Similarly, other stars that Coca-Cola is currently producing are Thumbs Up and Maaza. Organizational strategy in this regard provides that profits should be invested in such products to guarantee future growth and expansion of market share (Arnett, 2015).
	The cash cows represent the products whose growth rates are low but have a high market share. Such products are often likely to have been the stars of an organization in the past and possibly were the organization’s foundational products. Cash cows generate more cash than is required for their production and little cash investments thereof account for the high profits associated with their sales. They belong to a mature market that is neither declining or growing. The cash cows at Coca-Cola include Coca-Cola and Limca. From a strategic perspective, Coca-Cola should stop investing in their cash cows and use profits accrued to boost other products (Steinhardt, 2010).
	Question marks are characterized by their high growth rate that is coupled with the low market share which is also one of the qualities that are associated with a business that is starting out. They require large cash investments if the market share does not change. Question marks have the probability of growing to become stars and cash cows, eventually, but there is also a chance that they can become dogs. High investments are required to produce question marks and such products at Coca-Cola are Sprite and Fanta. The organization can, therefore, choose whether to invest in the products to make them stars or stop investing in them altogether to prevent them from becoming dogs (Krützkamp, 2013).
	Dogs account for the products that have low growth rates and low market share. They may be termed as ‘cash traps’ that are not capable of bringing in as much money. They are part of the declining stage of a business’ market and the management of an organization must determine whether they should invest in the product to gain market share or they should stop investing in the same. The dogs in Coca-Cola are Minute Maid and Diet Coke (Krützkamp, 2013).
	BCG Matrix
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[bookmark: _Toc500590165]SPACE Analysis of Coca-Cola

	The SPACE matrix is otherwise referred to as Strategic Position & Action Evaluation matrix. It is a management tool that is used mainly to formulate strategies that relate to an organization’s competitive position. The analysis looks at four main areas that affect an organization’s competitiveness in both its internal and external environment. In the external environment, it evaluates the attractiveness of the industry and the stability of the environment in which it exists whereas in the internal environment it looks at the organization’s competitive advantage and its financial strength. Combination of the ratings of each dimension on the matrix provides a guide for the strategic agenda of an organization thus determining whether it should take a conservative, aggressive, defensive or competitive approach to strategy formulation (Halmagyi & Yasnov, 2009).
	Thus, analyzing Coca-Cola while using the SPACE matrix means that the four qualities named above will be scrutinized based on predetermined characteristics. Analyzing the internal strategic position of the organization is divided into the analysis of its competitive and financial positions. The characteristics that define the organization’s competitive position are market share, brand image, customer service, product quality, manufacturing expenses and customer loyalty. The financial position is analyzed based on the organization’s revenue increase, earnings per share, liquidity, return on equity, efficiency ratios, and cash flow. The external strategic position of Coca-Cola will be assessed considering the company’s industrial and environmental stability. The characteristics that determine industrial stability include industry profits, barriers to entry, technological know-how, resource utilization, financial access and growth potential. The assessment of environmental stability will focus on the price elasticity of demand inflation rates, technological changes, competitive pressure, the variability of demand and competing product prices. Each of the characteristic factors in the four main categories named above will be rated on a scale of 1 to 6. Competitive position and environmental stability will be rated on a scale of -1 to -6 with -1 representing the best score and -6 representing the worst. Industry strength and financial strength will be rated o a scale of +1 to +6 with +1 being the worst score and +6 being the best (Halmagyi & Yasnov, 2009.
	SPACE Matrix
	
	Internal Strategic Position
	External Strategic Position

	
	Competitive Advantage
	Industry Stability

	
	(-1 best -6 worst)
	(+1 worst +6 best)

	X
A
X
I
S

	Brand Image
	-1
	Financing Access
	+5

	
	Product Quality
	-1
	Growth potential
	+4

	
	Market share
	-1
	Technology Utilization
	+5

	
	Customer Loyalty
	-1
	Resource Utilization
	+5

	
	Manufacturing Expenses
	-1
	Industry Profits
	+4

	
	Customer Service
	-2
	Barriers to entry
	+3

	
	Average
	-1.2
	Average
	+4.3

	
	Total Axis Score                                     3.1

	
	Financial Strength
	Environmental Stability

	
	(+1 worst +6 best)
	(-1 best -6 worst)

	Y
A
X
I
S
	Liquidity
	+3
	Technology Changes
	-1

	
	Cash flow
	+4
	Inflation Rate
	-2

	
	Efficiency Ratios
	+5
	Price Elasticity of Demand
	-3

	
	Earnings per share
	+3
	Demand variability 
	-2

	
	Revenue Increase 
	+3
	Competitive Pressure
	-3

	
	Return on Equity
	+5
	Competing Product Price
	-3

	
	Average
	+3.8
	Average
	-2.8

	
	Total Axis Score                                       1.0




From the graph above, it is evident that Coca-Cola should take an aggressive strategy approach. The latter is an indicator that the organization is in a favorable position within the industry that is characterized by competitive advantages that are coupled with considerable financial strength. The organization also seems to be operating in a stable and attractive industry.
[bookmark: _Toc500590166]Product- Positioning Map
	Creating a product position map is also referred to as perceptual mapping. A product position map is a diagrammatic approach that is used by marketers of assets that seeks to visually represent the perceptions of both current and potential consumers. The organization’s position in terms of brand, product or product line is mapped relative to the competition within the market that they exist. Product positioning maps typically have two dimensions but in certain cases, they can be multi-dimensional when used to identify gaps in the market, potential merger targets or when seeking clarification of the perceptual problems that are associated with a company’s product (Quester et al., 2004). Creating an organization’s perceptual map allows the organization in question to understand their consumers better thus allowing them to be better placed to interpret consumer behavior as regards their products or services offered. In case the consumer perception of the company in question is negative, then the organization can conduct research on those grounds to determine what can be done to remedy the situation. A perceptual map similarly allows the organization to see how it is perceived especially by their competitors. In case an organization chooses to develop product position maps regularly, then they can be able to track consumer preferences and be better placed to deal with changes in the market. Product position mapping also facilitates the definition of market segments and clearly defines business clusters within the same thus providing the organization in question the opportunity to determine other businesses’ potential to partner or merge with. Perceptual mapping also allows an organization to track the progress of its new products in the market thus allowing the determination of its success or lack thereof considering its alignment with the business goals concerning positioning (Gelici‐Zeko et al., 2013).
	Market segmentation is important because it allows the brand to identify the products that can suit the needs of different consumers. However, Coca-Cola does not necessarily target a specified market segment and it adjusts its market strategy through the development of new products. In terms of age, Coca-Cola does not target any specific age group, but it is mainly consumed by those between the ages of 12 and 30 years. Regardless, Coca-Cola has also managed to reach those that are not in the age bracket specified above through their partnerships with fast food franchises, restaurants or the value that the brand gives to its consumers. Thus, Coca-Cola mainly targets the youth and from statistics collected members of both genders consumer Coca-Cola products at an almost equal rate. Furthermore, every customer is considered a target as well as a potential consumer by Coca-Cola. Those between the ages of 18 and 25 depict the greatest target population potential and as such are prioritized by the organization. The organization named above is not occupation oriented and instead tends to be family oriented (Sinha et al., 2009).
	Initially, Coca-Cola’s brand position was under a medicine patent as a cure for both fatigues and headaches. However, the latter was changed with the implementation of the tax imposition of 1898. As of 2014, the organization’s unique selling position (USP) was “Live on the Coke side of life.” Its products thrive under the perception of being refreshing and sources of quenching thirst. The latter also has a cultural value among friends and family and the joyful moments shared with others. Consumers have also associated the same with high quality and high consistency levels. Therefore, the factors that must be considered when referring to Coca Cola’s brand position include distribution, packaging, promotion, competition, and price. In terms of pricing, Coca-Cola’s prices remained constant for about 70 years regarding the prevailing and changing market conditions. Its packaging has however been altered over the years to fit market trends and maintain a superior look among other brands in the market. In terms of promotion, Coca-Cola believes in “letting the word spread,” creating awareness as well as reminders as well as keeping up with its competitors. The Coca-Cola slogan changes periodically, however, the bottom line is maintained depicting the products of offering high-quality products that bring people together (Fournier & Avery,2011). 
	As previously stated, Pepsi is Coca Cola’s biggest competitor. Pepsi’s current brand positioning is based on their slogan, “Live for Now.” The latter encourages their consumers to live life to the fullest and come together through music, entertainment and pop culture (Ferreira et al., 2008). In contrast, Coca-Cola appeals to an important part of people’s daily lives and creates an intimate relationship with consumers by encouraging them to summon past experiences they have had with the brand. The brand stresses that its consumers should live on the positively by creating a positive reality and also create a similar reality for others. Concerning brand differentiation, Coca-Cola stands out when compared to other brands because it has made itself out to be a symbol of both fun and joy, it has created a product line with culturally tailored products and has included an organic beverage line. Thus, the latter allows it to have a competitive advantage among its competitors in terms of being a market leader, formulation of strategic business partnerships, establishment of consumer relations that are collaborative, and multiple segmentation of the brand. Also, Coca-Cola has well-established client value management systems, an impressive and well-organized marketing strategy, expert managers, development strategies that are sustainable and a flexible sales and distribution model, all of which are factors that give it an advantage over its competitors (Cayla & Arnould, 2008). 
	Product Positioning Map


From the maps above, it is evident that consumers prefer Pepsi’s taste to Coca-Cola’s. Both drinks have similar amounts of caffeine, but Coca-Cola’s logo popularity is significantly higher when compared to Pepsi’s. Coca-Cola has also established an extensive brand universe compared to Pepsi, all of which are contributing factors to the market share each of the two brands possesses with Coca-Cola being the biggest shareholder garnering 42% with Pepsi holding 30%.
[bookmark: _Toc500590167]Strategies and Objectives for most Favorable Market Position
	If Coca-Cola is to continue growing and manage to at maintain and further increase its market position, it must consider adopting new strategies over time to allow the organization to be better placed to succeed regardless of the prevailing market conditions. However, strategic changes should focus on increasing the strengths of the organization and decreasing its weaknesses as well as maximally exploiting the opportunities available to the same and mitigating the effects of the threats thereof. First, considering the stiff competition that Coca-Cola faces from Pepsi, the organization must strategize to find means through which it can eliminate the competition once and for all. To begin with, Coca-Cola can find means to further diversify their product portfolio such that they reach a wider range of consumers. Heightened consumer numbers translate into higher revenue, increased brand awareness and often an increased market share which will mean that the stiff competition from Pepsi may be reduced significantly.
	Similarly, with the increasing rate of consumer preference changes, Coca-Cola should consider exploring new product lines that consumers are likely to be more interested in. In an era characterized by increased health awareness resulting from the escalation of the prevalence of lifestyle diseases, the organization should consider investing more in the production of healthier drink choices. The healthier the drinks they produce, the higher the number of consumers they are likely to attract thus allowing them to secure a more favorable market position. Resource management is also a key factor that must be considered if the organization is to maintain a favorable position in the market. The latter means that the management team should ensure that resources are allocated in a manner that allows their effective and efficient utilization, avoiding over-allocation of the same across projects. With that respect, the resource allocators must also understand that there is a need to focus resources on one project at a time instead of abandoning ongoing projects for new ones if the organization is to succeed in the project implementation process because fragmentation negatively impacts progress and results (Sirmon et al., 2008).
	With the constant changes in the business environment, for Coca-Cola to maintain a competitive advantage over its competitors, it must consider reinventing its supply chain to fit the current trends in the market. The more the supply of Coca-Cola products meets the needs of consumers, the higher the chances of organizational success as the latter is likely to translate into increased brand loyalty. Moreover, Coca-Cola should consider allocating more advertising resources to the less popular brands to increase their popularity among consumers. The latter is likely to lead to an increased consumer base as people adapt to the consumption of the less popular products.  On the other hand, Coca-Cola must look to find means to decrease or eliminate indirect competition. The latter may be done by making the organization a beverage company rather than a soft drink company. In so doing, the indirect competitors will now become direct competitors thus allowing Coca-Cola to have higher chances of success in maintaining its market position or further strengthening the same.
[bookmark: _Toc500590168]Selected Strategy: Product Portfolio Diversification.
	Product portfolio diversification is a term that is used to refer to the processes that are involved in expanding business opportunities by adding the market potential of a brand that already exists. An organization/ business may achieve diversification through entry into new markets or changing their pricing strategies. The new products are likely to be changed or improved or the marketing activities associated with the product/brand in question altered. In the case that an organization is looking to diversify their product portfolio, they must set the objectives of the latterly named move and their approach towards the same may be defined as either defensive or offensive. A defensive approach can be adapted when a business is looking to beat stiff competition, increase lowered demand for their products or add more products to a brand that was built based on a single product. An offensive portfolio diversification approach is however adapted in case there is a strong market opportunity and the existing company products cannot be used to exploit the same (Jacobs & Swink, 2011). 
	As Coca-Cola considers taking on a product portfolio diversification approach to attaining a favorable market position, the organization should use both offensive and defensive tactics with that regard to fully exploit organizational potential and maintain their position as market leaders. For Coca-Cola to gain a competitive advantage and maintain a market position that is favorable it must beat the stiff competition that Pepsi and other beverage organizations offer. Similarly, the defensive approach to product diversification at Coca-Cola will allow the organization to heighten the demand of its products whose demand has seemingly decreased, like is the case with its carbonated sugary drinks in developed countries. The later will also allow Coca-Cola to increase its products to include more than the initially branded ones thus raising the organizational changes of increasing its customer base considering the wider range of products to choose from. On the other hand, an offensive approach to diversification would allow Coca-Cola to exploit the new market for healthier drinks since the consumer preferences have seemingly been moving in that direction in the recent past. 
	The stiff competition between Coca-Cola and Pepsi has existed since the late nineties which have been branded as the cola wars. The latter is characterized by marketing campaigns as well as television advertisements created by both organizations targeting mutual areas of interest. During the short periods of competition between the two companies, the organizations contrast based on the strategies that they employ to avoid competition, their focus on different consumers, sponsorship of differing sports and differentiation of logos among others (Crosetto & Gaudeul, 2017). Hence, for Coca-Cola to gain a more suitable market position with that regard, they should further diversify their product portfolio to include products that are not offered by Pepsi such that they can take possession of a market niche within which the competition is not as stiff as the rest or where the same is minimal. Moreover, when Coca-Cola company was established, the drink that it promoted mainly was Coke, also referred to as Coca-Cola. Over the years, as the company grew and the trends in the market changed, there was a need to diversify the products offered and the latter saw to the introduction of others like Fanta and Sprite. The same was the cause for the introduction of other products including bottled water, minute maid and diet coke among others. However, the changes that already exist with regard to product portfolio diversification cannot be considered satisfying since the market trends are still changing which means that the consumer preferences resultantly keep diversifying. In the current market, consumers beverage and food trends are dominantly inclined to healthier choices such that even established organizations like Coca-Cola are either looking to reformulate their old brands or introduce new products altogether to satisfy consumer needs and maintain a market position that is favorable. According to surveys, consumer preferences for drinks that are healthier indicate that about 90% of consumers are more than willing to pay more to enjoy the benefits of high-quality goods (Hoke et al., 2017). The latter is likely to propel the offensive approach to product diversification that Coca-Cola is likely to take. The current beverage market provides an incredible opportunity for the organization to grow in terms of the products offered to consumers as well as revenue accrued. Since Coca-Cola has previously focused on the production of sugary carbonated drinks, part of its diversification strategy should include introducing drinks that are healthier and advertising them frantically to increase consumer awareness of the new products. This will allow the organization to tap into a new market niche which will potentially translate into increased revenue and a better market position.
[bookmark: _Toc500590169]Implementation and Assessment Plan 
	The first step towards implementing the diversification plan will be conducting a market research. Market research is also referred to as industrial research which accounts for application of organized efforts to collect information concerning consumers in Coca Cola’s target market. The latter allows the evaluation of both social and opinion aspects provided by the consumer making it essential to strategic business approach. Market research allows the organization to maintain a competitive advantage over their competitors allowing them to remain as market leader in the niche within which they operate. It offers the researcher an opportunity for identification and analysis of needs in the market regardless of whether the approach towards the same is quantitative or qualitative (McQuarrie, 2015). Coca Cola’s market research would, therefore, cover aspects of market trends, information, segmentation as well as SWOT analysis, among others, most of which have been highlighted in the three phases of this research.
	The next step to be taken towards implementation is the analysis of product adaption. The term product adaptation refers to the modification of products that that already exist such that they are more suited to cater to the needs of different market niches and consumers. Considering that Coca-Cola operates across international borders, analysis of product adaption is necessary since it will ensure that the product (s) the organization offers its consumers meet both the cultural and regulatory requirements thereof. Product adaptation would also be essential as Coca-Cola looks to introduce new products which are not necessarily new items. Analysis of product adaptation will, therefore, entail the evaluation of consumers, research, and competition as well as finally set priorities to determine the exact nature through which product adaptation should be implemented (Sridhar & Mishra, 2011). Product adaptation analysis will allow Coca-Cola to determine which diversification approach it should implement and in which regions depending on the market niche needs in thereof.
	The last step of product diversification is a legal review. Legal review entails sending a document or documents to a legal professional for them to review and send feedback (Clayton, 2015). Legal reviews are important to the diversification process as they ensure that the efforts the organization makes towards the same are in line with the set laws to avoid resource wastage associated with dealing with legal issues. The latter also allows the organization to avoid the bad publicity that may result from legal implications which may cause reduced consumer confidence in the products offered by the organization.
	The specific results that must be achieved through the latterly described implementation process include increased market share. Through product diversification, Coca-Cola should be able to control about 50% of the market or more before the end of the next financial year. Similarly, the organization should be able to increase its financial stability because of product diversification meaning that the brand value should increase to about 74 billion from 73.1 billion US dollars and the operating revenue increase from 41.86 to 42.5 billion US dollars within the next year. In terms of product, the strategy explained above should allow Coca-Cola to introduce at least five new products in the next year, mainly focusing on introducing healthier choices and tapping into new market niches. Furthermore, the organization should be well placed to offer better services to its consumers who will be able to access healthier drink choices from a trusted brand (Thomas, 2009)	The effectiveness of the implementation process will be evaluated after every three months with regards to the set market, financial, product and service goals. Each assessment will include documentation of evidence in photos, figures and graphs depending on the most appropriate way of presentation of data collected and the goals being assessed. At the end of the financial year, all the evidence that was documented within the same will be compiled to establish the trend concerning goal attainment. Similarly, the gap between the reported organizational performance and the set goals, if any, will be analyzed to justify the same and determine what Coca-Cola can do to eliminate it and increase the chances of attaining the goals set for the next financial year. The evidence will be collected mainly through analysis of accounting records and monitoring social media as well as customer care channels to determine consumer response to the brand and its specific products. A special strategy assessment team will be put together comprising of members from different management levels to conduct the periodic assessments that will determine the effectiveness of implementation of the product diversification strategy.


[bookmark: _Toc500590170]Financial Projection 
	Financial projections are comprised of estimated values of future organizational performance. They are important to the success of a business because they establish clear guidelines through which organizational success may be measured. In the case that financial projections are made regularly, organizations are better placed to deal with change that occurs in both its external and internal environment. Financial projections also allow the evaluation of an organization’s strengths and weaknesses as well as the determination of available opportunities thus allowing the organization to be prepared to exploit the same. The same applies to the recognition of problems and threats that the organization may face leading to timely reactions that mitigate the negative effects that may result from the same. Generally, financial projections allow the organization to react to the changing marketing conditions in a manner that allows it to maximally benefit from the same. The main objectives of creating financial projections include; it facilitates the translation of organizational goals into specific goals, it acts as a feedback and control tool in the organization and allows problem anticipation to better prepare for the same (Chilombo et al., 2008).
	The type of financial projection created is dependent on an organization’s objectives as well as its situation. The first type of projection that can be made is an annual forecast that may be updated monthly making it the main monitoring and evaluation tool within the organization. The latterly named type of projection also forms the basis for the creation of other types of forecasts. An organization may also choose to work with a long-term projection which forecasts its financial position over the next 3-5 years. Unlike the short-term forecast that is characterized by tactical and expectation plans, the long-term projection accounts for the strategic organizational goals in place. Similarly, financial projections may be characterized by budgets that translate the goals of an organization into temporary targets and detailed actions that may include details of organizational plans regarding staffing and expenditure on line items. Lastly, financial projections are also characterized by cash flows which further breakdown annul forecasts into greater detail targeting the monitoring of the flow of cash within an organization rather than the profits accrued by the same. A well-established financial plan should have cash needs that are properly defined through the creation of an accompanying cash flow statement. Thus, the financial projection made for Coca-Cola is a long-term forecast that accounts for three years after the end of the 2017 financial year (Chilombo et al., 2008).
	The key elements of a financial projection include the income statement, cash flow projection, and the balance sheet. The income statement is comprised of all aspects of a business including its expenses, profits, and revenues within the specified period. The main sections of the income statement are revenue, expenses, total income, income taxes and net income. Next is the cash flow projection. It records the flow of cash in a business and can be used to convince potential investors or creditors that the latter has a good credit risk and can manage to pay back a loan if in case it is granted. The main parts of the cash flow projection include cash revenues, disbursements and the reconciliation of cash revenues to disbursements. The balance sheet provides an overview of how much a business is worth within a specific period. It summarizes the financial data associated with a business into three categories, that is, assets, liabilities, and equity (Elliott & Elliott, 2007).
	The Coca-Cola financial projection below indicates that the net operating revenue in the financial year that ended on the 31st of March 2017 was $41863 million and the figure is expected to rise steadily and at the end of the three-year period that the projection covers be $73219 million. The gross profit that was recorded in the 2017 financial year was $25398 million and the figure is expected to rise to $53205 million after three years. The organization’s net income, income before taxes and consolidated net income are expected to rise significantly with margins of over $12 million over the projected period. In the statement of cash flows, the net cash that is accrued from operating activities is expected to increase from $5668 to $ 46634. Similarly, the net cash that is used in investing is also expected to increase from $1794 million to $21153 million at the end of the three-year projection period. The balance at the beginning of the period is expected to increase from $4093 million to $5182 million while the balance at the end of the period is forecasted to decrease progressively from $7797 million to $5442 million. In the balance sheet, the organizational total assets are expected to double within the three years while total equity is expected to triple. See the spreadsheet below for details.
[bookmark: _Toc500590171]Coca-Cola 3-Year Financial Projection.
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3.1	1	Y-Values	
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Critical Success Factor Weight Score Weighted ScoreScore Weighted ScoreScoreWeighted Score

Organization Size  0.12 4 0.48 4 0.48 3 0.36

Brand Loyalty 0.08 4 0.32 4 0.32 3 0.24

Global Expansion 0.09 4 0.36 3 0.27 2 0.18

Product Innovation 0.12 3 0.36 3 0.36 2 0.24

Health Issues 0.09 3 0.27 4 0.36 4 0.36

Advertising 0.13 4 0.52 3 0.39 3 0.39

Financial Position 0.05 3 0.15 3 0.15 3 0.15

Customer Service 0.1 3 0.3 3 0.3 3 0.3

Ditribution Network 0.12 4 0.48 4 0.48 2 0.24

CSR  0.04 3 0.12 3 0.12 3 0.12

Profit Margins 0.06 3 0.18 2 0.12 3 0.18

Total Score 1 3.54 3.35 2.76
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		Competitive Profile Matrix (CPM)																Competitive Profile Matrix (CPM)

						Coca Cola				Pepsi				Cadbury Schwepps

		Critical Success Factor		Weight		Score		Weighted Score		Score		Weighted Score		Score		Weighted Score

		Organization Size 		0.12		4		0.48		4		0.48		3		0.36

		Brand Loyalty		0.08		4		0.32		4		0.32		3		0.24

		Global Expansion		0.09		4		0.36		3		0.27		2		0.18

		Product Innovation		0.12		3		0.36		3		0.36		2		0.24

		Health Issues		0.09		3		0.27		4		0.36		4		0.36

		Advertising		0.13		4		0.52		3		0.39		3		0.39

		Financial Position		0.05		3		0.15		3		0.15		3		0.15

		Customer Service		0.1		3		0.3		3		0.3		3		0.3

		Ditribution Network		0.12		4		0.48		4		0.48		2		0.24

		CSR 		0.04		3		0.12		3		0.12		3		0.12

		Profit Margins		0.06		3		0.18		2		0.12		3		0.18

		Total Score		1				3.54				3.35				2.76
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Key Internal Factors Weight Rating Weighted Score

Strengths

Increased brand awareness 0.1 4 0.4

Extensive distribution network 0.1 4 0.4

Increased revenue growth (20% in Latin America) 0.12 4 0.48

High brand equity 0.07 3 0.21

Company valuation of 79.2 billion dollars 0.09 3 0.27

Largest market share holder  0.08 4 0.32

Excellent marketing strategies 0.05 3 0.15

Customer loyalty 0.06 4 0.24

Economies of scale 0.04 4 0.16

Increased market power 0.03 3 0.09

Weaknesses

Stiff competition from Pepsi 0.09 3 0.27

Currency fluctuations 0.05 2 0.1

Poor water management 0.05 2 0.1

Changing consumer needs 0.05 3 0.15

Negative publicity 0.02 2 0.04

Total Weight:  1Total Score: 3.38

Rating Scale: Management's Current Response is 4=Superior, 3=Above Average, 2= Average, 1= Poor
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		Key Internal Factors		Weight		Rating		Weighted Score

		Strengths

		Increased brand awareness		0.1		4		0.4

		Extensive distribution network		0.1		4		0.4

		Increased revenue growth (20% in Latin America)		0.12		4		0.48

		High brand equity		0.07		3		0.21

		Company valuation of 79.2 billion dollars		0.09		3		0.27

		Largest market share holder 		0.08		4		0.32

		Excellent marketing strategies		0.05		3		0.15

		Customer loyalty		0.06		4		0.24

		Economies of scale		0.04		4		0.16

		Increased market power		0.03		3		0.09



		Weaknesses

		Stiff competition from Pepsi		0.09		3		0.27

		Currency fluctuations		0.05		2		0.1

		Poor water management		0.05		2		0.1

		Changing consumer needs		0.05		3		0.15

		Negative publicity		0.02		2		0.04

		Rating Scale: Management's Current Response is 4=Superior, 3=Above Average, 2= Average, 1= Poor

		Total Weight: 		1		Total Score:		3.38
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		Conceptual Map Data

		Brands		Sweetness		Caffeine		Logo popularity		Brand Universe		Market Share

				(1-5)		(1-5)		(1-5)		(1-5)

		Coca-Cola		2		4		5		5		42%

		Pepsi		5		4		3		2		30%



Coca-Cola	
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CONDENSED CONSOLIDATED STATEMENTS OF 

INCOME (USD $)

In Millions, except Per Share data

12 Months Ended
March. 31, 2017
12 Months Ended
March. 31, 2018


12 Months 

Ended


March. 31, 2019



12 Months 

Ended


March. 31, 2020

12 Months Ended


March. 31, 2020

12 Months Ended


March. 31, 2021



NET OPERATING REVENUES $41,863

48,142                                   55,364                            63,668                              73,219                                  84,201                                    

Cost of goods sold $16,465

17,288                                   18,153                            19,060                              20,013                                  21,014                                    

GROSS PROFIT 25,398 30,854                        37,211                  44,608                    53,205                       63,187                        

Selling, general and administrative expenses 9,439

10,194                                   11,010                            11,890                              12,842                                  13,869                                    

Other operating charges 7,333

7,920                                     8,553                              9,237                                9,976                                    10,775                                    

OPERATING INCOME 8,626

12,740                                   17,648                            23,480                              30,387                                  38,544                                    

Interest income 486

510                                        536                                 563                                   591                                       620                                         

Interest expense 733

770                                        808                                 849                                   891                                       936                                         

Equity income (loss) - net

Other income (loss) - net 243

255                                        268                                 281                                   295                                       310                                         

INCOME BEFORE INCOME TAXES 8,136

12,226                                   17,108                            22,913                              29,792                                  37,919                                    

Income taxes 1,586

1,697                                     1,816                              1,943                                2,079                                    2,224                                      

CONSOLIDATED NET INCOME

6,550

10,529                                   15,292                            20,970                              27,713                                  35,694                                    

Other income  (23)

-                                         5                                     6                                       7                                           8                                             


Microsoft_Excel_Worksheet5.xlsx
INCOME STATEMENTS

		CONDENSED CONSOLIDATED STATEMENTS OF INCOME (USD $)

		In Millions, except Per Share data		12 Months Ended

March. 31, 2017

		12 Months Ended

March. 31, 2018

		12 Months Ended

March. 31, 2019
		12 Months Ended

March. 31, 2020
		12 Months Ended

March. 31, 2020
		12 Months Ended

March. 31, 2021


		NET OPERATING REVENUES		$41,863		48,142		55,364		63,668		73,219		84,201

		Cost of goods sold		$16,465		17,288		18,153		19,060		20,013		21,014

		GROSS PROFIT		25,398		30,854		37,211		44,608		53,205		63,187

		Selling, general and administrative expenses		9,439		10,194		11,010		11,890		12,842		13,869

		Other operating charges		7,333		7,920		8,553		9,237		9,976		10,775

		OPERATING INCOME		8,626		12,740		17,648		23,480		30,387		38,544

		Interest income		486		510		536		563		591		620

		Interest expense		733		770		808		849		891		936

		Equity income (loss) - net

		Other income (loss) - net		243		255		268		281		295		310

		INCOME BEFORE INCOME TAXES		8,136		12,226		17,108		22,913		29,792		37,919

		Income taxes		1,586		1,697		1,816		1,943		2,079		2,224

		CONSOLIDATED NET INCOME		6,550		10,529		15,292		20,970		27,713		35,694

		Other income 		(23)		- 0		5		6		7		8

		NET INCOME ATTRIBUTABLE TO SHAREOWNERS OF THE COCA-COLA COMPANY		6,527		10,529		15,292		20,970		27,713		35,694













CASH FLOWS

		CONDENSED CONSOLIDATED STATEMENTS OF CASH FLOWS (USD $)

		In Millions		12 Months Ended

March. 31, 2017



		OPERATING ACTIVITIES

		Consolidated net income		$6,527		$10,529		$15,292		$20,970		$27,713		$35,694

		Depreciation and amortization		943		1,113		2,829		4,375

		Stock-based compensation expense		223		118		211		103

		Deferred income taxes		(221)		- 0		- 0		- 0		- 0		- 0

		Equity income or loss, net of dividends		638		255		268		281		295		310

		Foreign currency adjustments		(39)		( 28 )		21		( 12 )		( 9 )		( 14 )

		Gains on sales of assets, including bottling interests		(128)		112		215

		Other operating charges		141		78		25		54

		Other items		57		45		63		39

		Net change in operating assets and liabilities		(815)		7,991		15,519		20,823		69,560		104,776		- 0

		Net cash provided by operating activities		5,668		20,213		34,443		46,634

		INVESTING ACTIVITIES

		Acquisitions and investments, principally beverage and bottling companies and trademarks		(655)		( 69 )		( 80 )		( 92 )		( 106 )		( 121 )

		Purchases of other investments		(212)		- 0		- 0		- 0		- 0		- 0

		Proceeds from disposals of bottling companies and other investments		454		- 0		- 0		- 0		- 0		- 0

		Purchases of property, plant and equipment		(1,370)		( 9,559 )		( 14,962 )		( 20,717 )		( 27,548 )		( 33,604 )

		Proceeds from disposals of property, plant and equipment		46		- 0		- 0		- 0		- 0		- 0

		Other investing activities		(57)		( 260 )		( 299 )		( 344 )		( 395 )		( 455 )

		Net cash used in investing activities		(1,794)		( 9,888 )		( 15,341 )		( 21,153 )		( 28,049 )		( 34,180 )

		FINANCING ACTIVITIES

		Issuances of debt		5,308		- 0		- 0		- 0		- 0		243

		Payments of debt		(3,211)		( 417 )		( 480 )		( 552 )		( 634 )

		Issuances of stock		570		- 0		- 0		- 0		- 0		- 0

		Purchases of stock for treasury		(1,079)		- 0		- 0		- 0		- 0		- 0

		Dividends		(1,764)		( 2,882 )		( 3,044 )		( 3,523 )

		Net cash provided by (used in) financing activities		(176)		( 23,076 )		( 34,206 )		( 46,380 )		( 56,732 )		( 68,117 )		- 0

		EFFECT OF EXCHANGE RATE CHANGES ON CASH AND CASH EQUIVALENTS		6		2		9		6

		CASH AND CASH EQUIVALENTS

		Net increase during the period		3,704		( 2,861 )		246		260		( 56,732 )		( 68,117 )		- 0

		Balance at beginning of period		4,093		7,797		4,936		5,182

		Balance at end of period		$7,797		4,936		5,182		5,442





BALANCE SHEETS

		CONDENSED CONSOLIDATED BALANCE SHEETS (USD $)

		In Millions		12 Months Ended

March. 31, 2017

		12 Months Ended

March. 31, 2018

		12 Months Ended

March. 31, 2019
		12 Months Ended

March. 31, 2020
		12 Months Ended

March. 31, 2020
		12 Months Ended

March. 31, 2021


		CURRENT ASSETS

		Cash and cash equivalents		$4,701		$4,936.05		$5,182.85		$5,442.00		$5,714.09		$5,999.80

		Marketable securities		278		$291.90		$306.50		$321.82		$337.91		$354.81

		Trade accounts receivable, less allowances of $57 and $51, respectively		3,090		$3,244.50		$3,406.73		$3,577.06		$3,755.91		$3,943.71

		Inventories		2,187		$2,296.35		$2,411.17		$2,531.73		$2,658.31		$2,791.23

		Prepaid expenses and other assets		1,920		$2,016.00		$2,116.80		$2,222.64		$2,333.77		$2,450.46

		TOTAL CURRENT ASSETS		12,176		12,785		13,424		14,095		14,800		15,540

		EQUITY METHOD INVESTMENTS		5,316		5,316		5,316		5,316		5,316		5,317

		OTHER INVESTMENTS, PRINCIPALLY BOTTLING COMPANIES		463		532.45		612.3175		704.165125		809.78989375		931.2583778125

		OTHER ASSETS		1,733		1992.95		2291.8925		2635.676375		3031.02783125		3485.6820059375

		PROPERTY, PLANT AND EQUIPMENT, less accumulated depreciation of $6,674 and $6,074, respectively		8,326		17884.8		32846.95		53563.95		81111.8		114715.78

		TRADEMARKS WITH INDEFINITE LIVES		6,059		5,756		5,756		5,756		5,756		5,756

		GOODWILL		4,029		3,828		3,636		3,454		3,282		3,118

		OTHER INTANGIBLE ASSETS		2,417		2,296		2,181		2,072		1,969		1,870

		TOTAL ASSETS		40,519		50,391		66,065		87,598		116,075		150,734

		CURRENT LIABILITIES

		Accounts payable and accrued expenses		6,205		5894.75		5600.0125		5320.011875		5054.01128125		4801.3107171875

		Loans and notes payable		6,066		5762.7		5474.565		5200.83675		4940.7949125		4693.755166875

		Current maturities of long-term debt		465		441.75		419.6625		398.679375		378.74540625		359.8081359375

		Accrued income taxes		252		239.4		227.43		216.0585		205.255575		194.99279625

		TOTAL CURRENT LIABILITIES		12,988		12338.6		11721.67		11135.5865		10578.807175		10049.86681625

		LONG-TERM DEBT		2,781		3198.15		3677.8725		4229.553375		4863.98638125		4620.7870621875

		OTHER LIABILITIES		3,011		3462.65		3982.0475		4579.354625		5266.25781875		5002.9449278125

		DEFERRED INCOME TAXES		877		0		0		0		0



		THE COCA-COLA COMPANY SHAREOWNERS' EQUITY

		Common stock, $0.25 par value; Authorized - 5,600 shares; Issued - 3,520 and 3,519 shares, respectively		880		880		880		880		880		880

		Capital surplus		7,966		7,966		7,966		7,966		7,966		7,966

		Reinvested earnings		38,513		49,042		64,334		85,304		113,017		148,711

		Accumulated other comprehensive income (loss)		(2,674)		(2,674)		(2,674)		(2,674)		(2,674)		(2,674)

		Treasury stock, at cost - 1,206 and 1,207 shares, respectively		(24,213)		(24,213)		(24,213)		(24,213)		(24,213)		(24,213)

		EQUITY ATTRIBUTABLE TO SHAREOWNERS OF THE COCA-COLA COMPANY		20,472		31,001		46,293		67,263		94,976		130,670

		EQUITY ATTRIBUTABLE TO NONCONTROLLING INTERESTS		390		390		390		390		390		390

		TOTAL EQUITY		20,862		31,391		46,683		67,653		95,366		131,060

		TOTAL LIABILITIES AND EQUITY		$40,519		50,390		66,065		87,598		116,075		150,734
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Opportunity Weight Rating Score

1 Diversification of product portfolio 0.065 4 0.260

2 Extended reach to meet consumer needs 0.075 3 0.225

3 Higher consumption rate in developing nations 0.055 4 0.220

4 Establishment of a flexible supply chain management system 0.040 3 0.120

5

Aggressive marketing for products not fully accepted in the 

market 0.050 2 0.100

6 Coca Cola brand name 0.080 4 0.320

7 Increased demand for bottled water 0.045 4 0.180

8 Creation of an acquisition based culture 0.090 4 0.360

Threat

1 Changing nutrition based consumer preferences 0.065 4 0.260

2 Indirect competition from other beverage producers 0.070 3 0.210

3 Scarcity of raw materials 0.055 2 0.110

4 Negative implications of some of the ingredients 0.045 3 0.135

5 Stiff competition from Pepsi 0.095 4 0.380

6 Legal requirement to inform on negative effects of products  0.090 4 0.360

7 Overreliance on bottling partners 0.080 1 0.080

Rating Scale: Management’s Current Response is: 4 = Superior, 3 = Above Average, 2 = Average, 1 = Poor

Total Weight: 1.000 Total Score: 3.320
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				EFE Analysis

		Opportunity				Weight		Rating		Score

		1		Diversification of product portfolio		0.065		4		0.260

		2		Extended reach to meet consumer needs		0.075		3		0.225

		3		Higher consumption rate in developing nations		0.055		4		0.220

		4		Establishment of a flexible supply chain management system		0.040		3		0.120

		5		Aggressive marketing for products not fully accepted in the market		0.050		2		0.100

		6		Coca Cola brand name		0.080		4		0.320

		7		Increased demand for bottled water		0.045		4		0.180

		8		Creation of an acquisition based culture		0.090		4		0.360



		Threat

		1		Changing nutrition based consumer preferences		0.065		4		0.260

		2		Indirect competition from other beverage producers		0.070		3		0.210

		3		Scarcity of raw materials		0.055		2		0.110

		4		Negative implications of some of the ingredients		0.045		3		0.135

		5		Stiff competition from Pepsi		0.095		4		0.380

		6		Legal requirement to inform on negative effects of products 		0.090		4		0.360

		7		Overreliance on bottling partners		0.080		1		0.080

		Rating Scale: Management’s Current Response is: 4 = Superior, 3 = Above Average, 2 = Average, 1 = Poor

				Total Weight:		1.000		Total Score:		3.320
















