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Part 1: Core Values and Corrective Adjustments at the Coca-Cola Company
Introduction
Coca-Cola Company has been successful for many years keeping pace with the changes and also with its competitors. However, even though a lot of competition exists in the industry, Coca-Cola seems to be at the top in the drinks and beverages industry. Being a multinational brand, the company prides itself in a vast customer base for its products which helps it to learn from one country to another and implement changes that help it to continue surging forward in the path of success. The success of this company, however, emanates from the core values and business culture that it applies in its business (Shah et al., 2019). That explains the solid customer loyalty that the company has enjoyed for many years and continues to do so. Being a beverage and drinks company, it can be superb for the company to ingrain values of being sensitive to the health of its customers. This, therefore, calls for adjustments in its products to be in tandem with the advice of the medics on the health benefits of their products to human health. This paper explores the values alongside corrective adjustments at this great company.
Core Values to be Ingrained in Coca-Cola
Co-Cola is already a successful company and one can only wonder what they can do to make themselves even better. Despite their success, competition is always spending days and nights thinking about how to bit Coca-Cola in this industry. Therefore, it is only prudent for Coca-Cola to also think of the best way to stay ahead of the competitions because failure to do so can lead Coca-Cola to relinquish its top sport to its competitors. This being the case, Coca-Cola can improve its position even better by instilling the values of health sensitivity, honesty and environmental sensitivity and exceptional leadership.
The core values of the Coca-Cola company are accountability, leadership integrity, passion and collaboration. This means that Coca-Cola already operates with these values at the heart of its operations. These values are part and parcel of its employees, the managers, the supervisors and the stakeholders who invest in the company. However, research has shown that even when a company is doing very well, it is always good to keep heads up and think about the future so as to keep doing well. Therefore, on top of the mentioned core values of Coca-Cola, I would like to ingrain the value of environmental sensitivity or friendliness to the operations of the company. The recent years have seen customers becoming more sensitive to the social responsibility of a brand as well as its orientation towards green production (Bagramian, 2016). This means that people become ready and more willing to promote and buy products of companies that are going green in their operations. Therefore, greed production needs to be a core value for the Coca-Cola company so that it can help to conserve the environment.
Another core value that Coca-Cola needs to ingrain in their operations and activities is honesty. Honesty in the way they communicate the ingredients of their drinks and the appropriate levels or amounts of each ingredient in their beverages. Instilling the value of honesty will also ensure that no scandals are reported regarding issues such as reporting of the actual profit margins, which determines the amounts that the company pays in taxes. The value of honesty is good in any business environment and it will definitely be good for this company and it will cast away any doubts that people might have in their operations. This can only go a long way in making the company better and better.
Health sensitivity needs to be at the core of the operations of Coca-Cola and therefore, the company can incorporate values that do with human health. This company deals with the production of soft drinks and these drinks are consumed by millions of people all over the world. That means that it plays a significant role in determining the health of the world. This being the case, the company needs to ingrain sensitivity to human health. This will go a long way in ensuring that their products are in tandem with the advice of health experts in society about such drinks.
Corrective Adjustments at Coca-Cola Company
The success of a company depends greatly on how often and well the company management identifies flows in their strategy and corrects them. This is the case for Coca-Cola because its managers are keen at making changes in strategies and strategy implementation to ensure success. A failing strategy is discarded or altered to help the organization stay on focus and on the correct path of achieving the desired goals and objectives. However, before changes are made, the managers analyze the situations and evaluate all factors leading to the failure that needs changing (Bui & De Villiers, 2017). This helps Coca-Cola to ensure that changes are not done haphazardly, something that can be detrimental to the company.
Some of the changes that have been made in Coca-Cola and which have affected the performance of the company include the introduction of the zero-sugar versions of the Coke and Fanta soft drinks. During the last year, Coca-Cola took hid of the pressure to provide health-friendly drinks to its worldwide customers and introduced the zero-sugar Fanta and Coke zero sugar (Greenhalgh, 2019). This meant that the company had become sensitive to the health of its customer. This was a response to reports that soft drinks, including Coca-Cola’s Fanta and Coke, contained high levels of sugar that were causing obesity and diabetes among consumers (Lee, Philip & Yahya, 2018). This report threatened the survival of soft drink producers such as Coca-Cola and Pepsi and this made the company to introduce the zero-sugar version of its products to help curb the fear that was threatening to plunge the company into losses worldwide (Porosk et al., 2018). The initial plan was that Coca-Cola would make all its products to be sugarless but then realized that the sugar only affected people with diabetes and such diseases. Therefore, the management took a corrective adjustment and decided to keep the old types of drinks alongside the new zero-sugar versions of the drinks (Singh & Sahin, 2017). This meant that the company had taken care of both diabetic and normal customers. This corrective adjustment has seen an increase in the profit margins of the multinational company since the introduction of the zero-sugar drinks.
Another corrective adjustment that Coca-Cola managers made in their strategy is the localization of the branches within every country where the company operates. At one point, the company had a central management system of all production plants. This meant that the production plants had to receive approvals of employment and recruitment from a central office (Banks, 2016). Other operations, such as managing the volumes of production, were also centralized. \but the managers though that the centralization of the company operations could damage and hinder potential robust business in areas that were vibrant. The managers, therefore, after careful study and consideration of the unique factors of every region in every country, the made a corrective adjustment and allowed every production plant to determine the volumes of production and to determine their rules but kept the standards of production the same throughout all production points (Banks, 2016). This corrective adjustment has seen every region having their own operations regarding the production and distribution of Coca-Cola products in various regions in different countries across the world. This corrective adjustment to their strategy has helped them to reach even the remote areas because they have allowed localization of their operations in sub-branches in each country.
The third corrective adjustment had to do with the use of celebrity endorsement. In various countries, the company tried to endorse their products using celebrities. \however, the managers realized that public information available about celebrities and their values and character were affecting the people’s views and perceptions about the company. Therefore, to ensure brand loyalty, the company switched to the use of brand ambassadors in various regions. This ensured that the company remained in close link with the cultural values of its customers. This has greatly helped the company to maintain high sales of its products across different cultures and hence, its performance has improved. Furthermore, the company has concentrated more on using sporting events to advertise its products 9 Coburn & McCafferty, 2016). A good example is the Olympic games where Coca-Cola has been a sponsor for many years now.
If the managers of the Coca-Cola company stick to the status quo and fail to make necessary corrective adjustments as needed from time to time, the company will succumb to competitors such as Pepsi. This is because competitors will take advantage and make the changes that they deem fit for business and this will help them to edge Coca-Cola in terms of keeping up with the changing times and preferences of the market. What will follow is that those who are undecided will easily be convinced to switch to the competitors of Coca-Cola and buy their products. The sales of Coca-Cola products and, consequently, the profit margins will shrink and this will lead to the closure of some production plants which can lead to the total collapse of the company. Therefore, the company needs to keep pace with the changes that happen and aim at making the necessary corrective adjustments to ensure that they remain competitive and satisfy their customer needs always.
Conclusion
To sum up, Coca-Cola, just like any other business company, is keen on maintaining its high-profit margins. However, to do so, it has to ensure that it remains upbeat with the necessary variations that occur in society in which it operates. For its betterment, it can instill the values of honesty, sensitivity to the environment and sensitivity to human health. These values can help \Coca-Cola to push forward and remain a top company in the beverage industry. The managers have to make changes such as the introduction of zero-sugar and localization of production to reach even the remotest customers. Keeping up with the pace of the changing world and taking necessary corrective measures can go a long way in making the company even greater.
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