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Introduction
Companies have developed brands and specific products for sale. They ought to make consumers mindful of their brands, products, and features of these products, so they develop creative initiatives to raise them and often pay advertising agencies for their creative work and advertisements before a large public. Mass media professionals produce messages to help sell products by promoting awareness and prompting people to make actual buying decisions. Still, the ability to reach individual consumers who adjust to specific characteristics is an incredible thing in the network society and targeted marketing age.
Effects and influences of propaganda, persuasion, social influence and attitude variations on society.
Propaganda has an essential impact in contemporary society, thanks to the new media technologies (Satellite TV, the Internet) that guarantee quick and instant communication of information, which expand the audience. The concept of propaganda systematically supports a doctrine to persuade a large number of people. Social influence and persuasion are usually associated with an adverse and reprehensible action, and this is because of the attempts made abusively by different totalitarian regimes. In essence, propaganda is a conscious act of political and revolutionary communication representing a social influence strategy. The difference element is misinformation. This concept can therefore be one of society's integration and consolidation or can, on the other hand, be a factor of agitation.
The essence of advertising of Coca-Cola.
In our situation, taking Coca-Cola as an example is one of the world's biggest soda drink brands. In addition to its vast product range, the company is renowned for its outstanding marketing expertise and promotional campaigns. With its name and logo, you can quickly identify the Coca-Cola brand among many brands. Without the years spent in promotions and advertisement by the soda giant, this brand recognition is not feasible. Coca-Cola is known for creating some of the most exciting business campaigns.
Initial reactions to the Coca-Cola product advertising campaign.
On the 126th anniversary of Coca-Cola Company, with its history spanning over a century, no surprise that since the brand started it has undergone a lot of changes. This is how Coca-Cola has grown over the decades and the growth of its business, from nine drinks per daily to around 19400 drinks at Jacobs' Pharmacy in Atlanta, Georgia and worldwide. Not all of Coca-marketing Cola's ideas were successful. In 1985 the firm changed Coke's recipe for the first time in 99 years, in an opportunity to help Pepsi. In just 79 days, Coca-Cola returned to the initial formula. The latest taste reaction was largely adverse. For over an era, Coca-Cola has retained its acceptance and kept it up to date while still nostalgic. Coca-Cola remains, despite the competition, one of the most productive and renowned brands in the world (Chernysh and Demchenko, 2020). This gives your competitors a clear picture of persistence and endurance, not what happens along the way.
How the Coca-Cola campaign uses an authoritative figure to persuade customers.
Coca-Cola attempts to communicate that it best satisfies thirst. However, various scientists and marketing writers have raised questions about Coca-ability Cola's to satisfy thirst efficiently and argue that marketing experts have developed Coca-Cola. In other words, Coca-thirst Cola's differs fundamentally from that of natural water thirst, and Coca-thirst Cola's is more like a desire than a thirst in its virtual meaning. Vincent and Kolade say that companies present the most effective advertising messages to solve a problem for potential customers. This can be regarded as a problem and a need to be met. In particular, some people are trying to satisfy the need to be great by trying to be stylish and sophisticated and associate with well-known and successful individuals. Coca-Cola uses this fact by paying for the successful association of famous individuals with its products. Consequently, people buy these products to suit their desire to be stylish and trendy (Vincent and Kolade, 2019).
What Coca-Cola campaign offers something in reciprocation.
The Coca-Cola Basis has a Foundation that has provided over 1 billion dollars since it was founded in 1984 to support workable local communities from supply of water to women's enablement, recycling to well-being throughout the world.
Areas of priority
• Women empowerment: economic empowerment and enterprise
• Environmental protection: admission to clean water, preservation of water, and recycling
• Community enhancement: youth development, education and other community and municipal initiatives
The Foundation also offers support to many local community programs in the United States, such as arts & culture, community and economic developments, HIV/AIDS deterrence, and realization programs in Africa and America (Flache, 2017).
Sense of social approval in Coca-Cola Campaign.
Brand consistency ensures that new customers have a very predictable first impression and that experience for habitual customers, whom in turn promotes long-term acquaintance and product loyalty. This applies to organizations of all sizes but particularly to organizations with several locations across the country and the world. Brand consistency also works under a robust and unified banner in these cases. The journey to a new country is full of experience: expressions on the faces of the people, the remarkable architectural detail, the smells of local cuisine, and the distinctive rhythm of language. This particular sense of awareness and homeland is a direct result of Coca-Cola's brand experience (Flache, 2017). When you think about it, Coca-Cola has become an unaware antidote to cultural shock thanks to its impeccable brand consistency. And remarkably, wherever you are at any place in the world, the brand always evokes the same feeling: positive, authentic, inclusive.
Likeability of Coca-Cola advertising Campaign.
Coca-Cola is one of many companies that use advertising products because you understand that the smart use of promotional donations can significantly influence sales, income, and social approvals. These promotional gifts offer your business endless advertising strategies. When customers receive it, the gifts continue to publicize and reiterate their brand to customers long after receiving it (Flache, 2017). It is crucial to keep your brand name in front of your clients, and practical and useful promotional gifts are the best way to do so.
How the movement implies a scarcity of the brand and the media effects to the Coca-Cola campaign.
We examine the compelling communications aspects of the Coca-Cola' Share-a-Coke' camp, identify the target audience, identify communication targets, design a message, choose the media the message needs to communicate to, and, finally, select the source of the message. Australia's adolescents and young adults did not have a particular preference for Coca-Cola. So, the 'Share a Coke' campaign was used to break the equality of teens and young adults on the soda market. Coca-Cola Australia launched a previous campaign, known as "Bottle Blast," that used TV advertising and an online summer blast game to capture the market for teens and young adults.

Everyone knows that a shortage in basic economics may increase demand and provide greater value to an item. Coca-Cola is one of the leading publishing companies that is considered as the highly successful 'Share a Coca-Coke' campaign, where customers could purchase for a limited period Coca-Cola bottles and cans with their beloved name. The limited edition of this campaign urged customers before it was too late, to find names on their bottles. The Coca-Cola blog released following the campaign an article about the strategic approach and impact of the campaign on sales and brand awareness (Vincent and Kolade, 2019). While one of the world's most recognizable brands is Coca-Cola, this provides some critical insight into how to develop a limited-edition strategy and successfully implement it.
Media research and data that specifically relate to the Coca-Cola’s product and the advertising campaign.
The success of a marketing campaign has different criteria to be assessed. One is consumer confidence, market share and marketing campaign revenue. By evaluating the criteria for customer loyalty, Coca-Cola marketing initiatives can be considered extremely successful. Millions of people around the world consume Coca-Cola regularly. In 2017, Interbrand ranked it as one of the most popular companies. As of April 2018, it is the third-largest product brand with a majority of Facebook fans with 107,42 million fans. The company sells its goods in more than two hundred countries based on market share criteria, hires a staff of 6,1800, and is a market frontrunner in each of these industries. In terms of effectiveness, Coca-Cola was willing, primarily because of its successful integrated marketing approach, to generate US$35.41 billion during 2017 from operations (Vincent and  Kolade, 2019).


Conclusion
The reliability and efficacy of the integrated marketing relations plan are essential for an organization's long-term accomplishment. Coca-Cola focuses deeply on the media to execute its complete brand engagement strategy. The business chooses media from newspapers, magazines, Twitter, television, video, radio, banners, and posters. Coca-Cola's efforts have shown that visual and word study used in Coca-Cola marketing campaigns seeks to send three forms of messages; Coca-Cola helps satisfy hunger properly. Coca-Cola is trendy to drink; Coca-Cola is part of a lifestyle. All the significances Coca-Cola offers to its customers, though, are just imagined. The dispute that Coca-Cola suits hunger better than other drink is honestly alleged. It is also apparent that Coca-Cola does not make someone in practice stylish, trendy and modern. While Coca-Cola gives its consumers primarily perceived advantages, it has become one of the most profitable multinational companies globally by efficiently selecting components of brand awareness and their practical use.
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