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Marketing Mix
Marketing ensures that a company remains relevant to its customers and facilitates the increase in its products' sales. Therefore, to improve a company's marketing margins, various strategies are adopted. An excellent example of these techniques is the marketing matrix, which refers to a set of tactics used by an organization to promote its products or brand in the market (Išoraitė, 2016, 30). The marketing matrix involves four major elements, including pricing, product, distribution, and promotion. The marketing matrix is an essential strategy that makes up a business plan facilitating its success. Moreover, all the outlined elements influence each other (Dost et al., 2019, 63).In this case, the organization under consideration is the Coca-Cola Company, which, based on research, has faced various challenges related to marketing. Moreover, various marketing objectives have been developed to address the challenges.
As indicated, the elements that make up the marketing mix influence each other through different interactions. These interactions significantly affect the overall aim of the marketing mix. There are three main levels of interactions among the elements that make up the marketing matrix. The first level includes an interaction involving consistency, whereby the different elements, such as selling high-quality products through a high-quality distributor or retailer (Išoraitė, 2016, 35). The second level of positive relationship involves integration, which involves an active amicable relationship among the elements. For instance, heavy marketing or advertising goes hand in hand with the products' high prices to incorporate the amount spent on advertising. Simultaneously, heavy advertising results in product differentiation. Lastly, the third level of interaction of the marketing mix elements involves leverage (Išoraitė, 2016, 29). It involves a relationship whereby each element involved in the marketing mix is used effectively to support the whole mix. Based on that, the Coca Cola Company incorporates each element of the marketing mix in improving the overall brand and product. 
Product
The Coca Cola Company has over 3900 beverage flavor choices since it has a huge product portfolio of over 500 brands of both still and sparkling drinks. Moreover, the Coca-Cola drink is considered one of the most recognized, valuable products globally, so it is the leading soft drink (Pratap, 2017, n.p.). The individual brands under the Coca Cola Company are worth more than 21 billion dollars since it also has a large market portfolio with outlets worldwide. Precisely, some of the organization's most common brands include Coca-Cola, Fanta, and Sprite, which are flavored soft drinks. The organization also houses various other healthier brands that are usually calorie-free soft drinks such as Coca Cola Zero, Diet Coke, and Coca Cola Life (Brondoni, 2019, 18). Moreover, the company also incorporates energy drink brands such as Powerade and Powerade Zero. Other brands based on juice production includeMinute Maid, Del Valle, and Simply Orange; bottled water such as Ciel and GlaceauVitaminwater.
Distribution
Due to the magnitude of the Coca Cola Company, it has an immense distribution of its products; specifically, the beverage products are sold in over 100 countries globally. Moreover, it has six primary operation areas, including Africa, North America, Latin America, Europe, Eurasia, and Pacific (Brondoni, 2019, 25). Moreover, the company mainly implements distribution through the use of indirect marketing channels. Various sales models are present in the market; however, Coca-Colacombines all parties involved in the distribution, including the retailers, wholesalers, and other intermediaries. Consequently, this facilitates the maintenance of an efficient marketing method globally, incorporating the customer needs and delivery periods. The explained distribution channels have facilitated the continued prosperity of the organization in the soda industry globally.
Pricing
Price is a core factor in any business since it facilitates the acquisition of profits. Moreover, among all the other three elements making up the marketing mix, price is the only element that sees through revenue generation. The rest focus on the incurred costs in an organization (Wu et al., 2018, 78). According to research, the Coca Cola Company makes its pricing decisions from the value placed on its products by its consumers, whereby the organization strives to convince the consumer that the value of the product is equal to the value of the price incurred. Moreover, the organization sets product prices by combining two significant methods: competition-based and customer value-based pricing. The major competitor of the Coca Cola Company is Pepsi; therefore, other than the other factors influencing the pricing strategy, the competitive factor also influences the pricing element.
Promotion
Coca Cola exists in an intensely competitive environment, facing most competition from Pepsi in the soda industry. Therefore, the organization spends a significant number of finances on advertising its products to increase sales. For instance, in 2016, the organization spent about $4 billion on promotion and advertising, and due to the intense competition, the company's expenditure on marketing increased to $4.1 billion in 2018. The company has also diversified its promotion techniques; for instance, in 2016, the company conducted a campaign, Taste the Feeling that united all brands under the Coca Cola Company (Pratap, 2017, n.p.) .Moreover, the company also utilizes the internet platform to promote its products, including its social media accounts. For instance, the company's YouTube platform has over 1250 promotional videos of Coca Cola, its leading brand. Additionally, the company has also engaged in cooperate social responsibility by sponsoring social activities and promoting sustainability by developing sustainable manufacturing and supply chain processes.
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