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                                                  Introduction

The company Coca Cola was established in the year 1886 by John S. Pemberton. It is the company that leads in world in manufacturing the non-alcoholic drinks. It is well position geographically since it can be found in over 200 countries around the globe. It has a product portfolio which has over 400 brands which include; bottled water, juices, energy drinks as well as soft drinks. From its establishment, Coca Cola has been well known for soft drinks has been known to make use of extensive as well as diverse advertisements so as to raise its market share which has ended up creating one of the most respected brands on the globe.  

In the year 2013, the company had managed to acquire a market share of 42.2% in the industry of non-alcoholic beverage (Fabbri, Chartres and Bero, 2017). In the last 10 years the organization has experienced its own share of problems. It has had a decline of sales as a result of increased awareness of health as well as obesity issues. As a result of this, the organization developed long-term objectives. One of the major objectives it developed was to double its revenue by the year 2020 as well as acquiring an ascendable, ground-breaking premium brand, which is the coca-cola.com. In the past few years, the revenue has been facing a downward trend. For example, in the year 2014, the organization recorded a net income of 15.4% in comparison to the previous year that it registered 18.3% (Roth, 2014). This deterioration in revenue does amount to the company not doing well; they are as a result of a decline in the industry of carbonated beverages (Fabbri, Chartres and Bero, 2017). To deal with this decline the organization is diversifying by the acquisition as well as the branching to much healthier drinks for example the Vitamin Water (Pahl and Richter, 2009).   

Return on Assets Trend

	RETURN ON ASSETS
	FINANCIAL YEAR 2016
	FINANCIAL YEAR 2015
	FINANCIAL YEAR 2014
	FINANCIAL YEAR 2013
	FINANCIAL YEAR 2012

	Y/Y TOTAL ASSETS CHANGE
	-3.13%
	-2.10%
	2.19%
	4.50%
	7.56%

	Y/Y NET INCOME CHANGE
	-11.08%
	3.78%
	-17.71%
	-4.36%
	4.46%

	RETURN ON ASSETS
	7.51%
	8.18%
	7.71%
	9.58%
	10.47%


In the year Financial year ending 2016, the company’s Return on Assets went down in comparison to the previous year to 7.51% as a result of a weakening of the net income, -11.08% to 6,550 million dollars from an amount of 7,366 million dollars in the previous financial year as the company’s assets were at 87,270 million dollars.

Revenue Annual Growth Rates Y/Y

	ANNUAL REVENUE GROWTH
	2016
	2015
	2014
	2013
	2012

	Y/Y ANNUAL REVENUE CHANGE
	-5.49%
	-3.70%
	-1.83%
	-2.42%
	3.17%

	ANNUAL REVENUE IN MILLIONS ($)
	 $41,863.00 
	 $44,294.00 
	 $45,998.00 
	 $46,854.00 
	 $48,017.00 


As can be observed from the revenue growth; in the financial year 2013, the company recorded a decline of -2.42% which was 46,854 million dollars from the previous year which was 48,017 million dollars. This was a significant reduction of 5.59% from the previous financial year. In the year financial year 2014, the decline was reduced to -1.83% which led to an annual revenue of 45,998 million dollars. In the year 2015 the change in revenue declined significantly by -3.70% to 44,294 million dollars. The organization experienced a deterioration of Annual Revenue for the fiscal year which ended on 2016 by -5.49% to 41,863 million dollars in comparison to 44, 294 million dollars which was reported in the Income Statements of year 2015. 

PE Ratio TTM between PepsiCo and Coca-Cola
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It is important to note that Pepsi has introduced a significant amount of non-beverages food items. This is a sector which is growing at a very high rate and which has been nicknamed as the as the crown jewels for the Pepsi Company (Sinclair and Keller, 2017). On the other hand Coca-Cola which is well known for its consistent concentration on beverages which forms a solid foundation for its income. As can be observed from the graph, PepsiCo has been operating at a lower P/E than Coca-Cola for bigger section of the 5 years. In the year 2011, Coca-Cola traded at a lower price than PepsiCo. This can be attributed to a large debt refinancing that Coca-Cola made in the year as a result of an acquisition which led to a large gain in the non-cash EPS (Kleinman, Kuei and Lee, 2017). 
It is important for the company to evaluate its strategies by capitalizing on its strengths. It has to do this by coming up as well as acquiring new products. So as to strengthen its revenue and make best use of its market share, the company has to strive to keep its completive advantage as well as preventing its competitors from getting into or even taking over the non-alcoholic beverage industry (Fine, 2009). 
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