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Marketing Mix and Marketing Strategies for Coca Cola and PepsiCo
[bookmark: _GoBack]A marketing mix is a tool that incorporates several components that are aimed at strengthening and solidifying a brand of a product so that it can be sold. The existence of the company, in not only to exist but rather to sell its products better than other players in the market and be able to maintain its stock turnover. Companies ought to come up with strategies on ways they can sell their products and thus creating the marketing mix, which is one of the strategies. Marketing mix has been coined through a number of theories that were conceptualized in the 1940s by Jerome McCarthy. For any company that wants to thrive well in the market, it must define well its marketing mix and strategies to ease the sale of its products and as well maximize its profits margins. 
Marketing mix has been developed on four pillars, known as the four Ps of Marketing mix representing the price, product, promotion and place. However, with time, late in the 1990s, the four P's were changed, and four C's were adopted instead. The four C's that were coined later vary but they are based on two theories; Lauterborn's theory and the Shimizu's theory. The Lauterborn's theory is based on cost, consumer, convenience, and communication while Shimizu's theory is based on cost, commodity, channel, and communication. All these are part of the marketing mix because they form part of the essential component that companies must consider during the marketing of their products and service.
[image: ]
Every industry that is existing with its distinct companies uses marketing strategies to ensure that their products are selling and they have gained the trust of the customers. The soft drinks industry is one of these industries whose companies have incorporated the use of marketing mix in the sale of their products. The Coca Cola Company is one of the biggest companies in the soft drinks industry that has levelled its usage of the marketing mix. The company has adopted strategies for its pricing, advertising and distribution that have enabled it to become distinct from other companies.
Product
Coca Cola, in its product strategy in the marketing mix, has implemented an extensive product range enabling it to provide the customer with disposal of varieties they can choose from. Globally, Coca Cola offers different products in their merchandise like the Sprite, Fanta, Diet Coke, Dasani, Coca Cola Zero, Minute Maid, Coca Cola Life, Powerade, Fresca, Powerade Zero, Del Valle and many other products. The company has adopted a packaging strategy for its products in different sizes and ways. The Coca Cola beverages are found in bottles and cans of 200ml, 500ml, 1ltr, 2ltrs in both cans, plastic bottles, and glass bottles. The Company has visibly displayed its logo in the packages so that it can differentiate itself from other companies like Coke. Besides, the company has adopted unique shapes for its products, and this distinguishes it from other company’s products.
Price
Coca Cola Company, in its price strategy marketing mix, has adopted 2nd-degree price discrimination criteria for its products. The company charges distinct rates for different products that fall in different segments. The company is sometimes considered to be running an oligopolistic business where there are many buyers but only a few sellers. Coca Cola and Pepsi are the prevailing actors in the market for beverages. The products from Coke are priced in the same way as those from Pepsi that are in the same segment. The prices of Coke products are bit higher, than those in the same segment with Pepsi products, then consumers like those in developing countries, which are likely to shift since they are price sensitive. The companies thus come into an agreement of maintaining the price parity of each product in every segment. However, the significant difference in Coca Cola is that it offers discounts on bulk purchases of their products, and as well, they allow for product bundling.
Place
Coca Cola has adopted a distribution strategy that makes it distinct from its competitors. The company has been in existence for over 130 years, its operation is spread over 200 countries around the globe, and thus it has been able to develop a massive distribution network. The company’s distribution network defines the place strategy in the marketing mix of Coca Cola. The company has a secret formula towards its production, and then it distributes the product to the various bottlers that are located in the different joints globally. The company predefines the shapes as well as the sizes of the bottles. The bottlers are only mandated to fill the containers with the beverages and then it is shipped to the agents who carry and forward the beverages. Road transport is used to transport the bottles to the stock agents, further to the distributors and then later to the retailers who sell the beverages to the final consumers.
In most cases, the products involve a distribution channel from distributors to wholesalers to retailers, and the demand of the consumers dedicates this regular supply. The extensive channel of distribution that has been built by the company has enabled Coca Cola to have its products in almost every retail outlet as well as supermarket globally. For example, in India, Coca Cola beverages are accessible in approximately 2.5 million outlets. On the other hand, Coke has also built a large reverse chain supply strategy, where they assemble glass bottles that are left over after consumption, they can reconvert them into reusable products, and thus they can save on cost and other additional resources.
Promotion
Apart from the other four P’s, Coca Cola has adopted as well a distinct promotional and advertising strategy in its marketing mix, enabling the sale of its products. Amongst the existing companies, Coca Cola has set a bench in the advertising and branding. Coca Cola’s promotional strategy aggressively focuses on marketing campaigns with media like TV, online ads, sponsorship as well as print media. Coca is involved in the following significant sponsorships of events like the FIFA World cup, BET Network, Olympic Games, NBA, and many more. Besides, various TV advertisements are launched by Coca Cola in different language around the globe. For instance, “Taste the Feeling,” was launched in March 2016 in India and it sought and as well sought to remind the loyal customers about the happy and joyous moments that Coca Cola beverages bring into their lives.
Additionally, Coca Cola offers distinct incentives to its distributors and retailers for their efforts in the push of Coca Cola products. Retailers benefit from the refrigerators that are given by the company, and as well they benefit from the hoardings. Supermarkets offer emphasis on the spacing to generate visibility to the products. Besides, Coca Cola engages in different corporate Social Responsibility activities that aid in support of social and environmental issues globally.
The primary rival of Coca Cola is the Pepsi Company that produces products that fall in the same segment like those of Coca Cola. The companies are almost the same in the various categories of marketing mixes, and as well, they are different in many ways. Brand strategy and product positioning for the two companies is different in many ways. PepsiCo operates in more than 200 countries, and it has a market experience of about 100 years. PepsiCo offers convenient purchasing, availability, low-prices, and favorable tastes and being among what customers expect in non-alcoholic beverages, it has enabled the company to be a leader in this segment in competing highly with Coca Cola. PepsiCo uses mass marketing strategy, which targets groups of customers in different demographic regions. PepsiCo, as well as focuses on segmentation as an essential strategy that enables it to target specific groups. The product marketing mix of PepsiCo involves beverages as well as food products like snacks and breakfast. The expansion of the breakfast and snack segment has enabled the company to be ahead of the rival Coca Cola. The snacks from the company like Kurkure and Cheetos are grown in demand, and this makes the company have a more significant advantage over the rival Coca Cola.
Conclusively, both companies have struggled towards corporate social responsibility and ethical considerations. The products produced by the companies have received criticism in many countries with regards to health, the efficacy and safety of the products to the body. For instance, criticism of the increase in diabetes due to sugary beverages led to the production of Sugar-Free Coca Cola and well as Pepsi Sugar-Free. Therefore, the companies have been conscious of corporate social responsibility as well as an ethical consideration in the production of their products.
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