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Strategic Management Project: Coca-Cola Company (Phase 2)
Current Strategy
	Coca-Cola has managed to become one of the brands that is most recognized around the world, a factor that may be attributed to the establishment and implementation well laid out strategies. Initially, the founders of the company began their business based on a well-researched market formula. Pemberton sent samples of the formula that he intended to use to create early versions of soda to the lab for assessment and on receiving feedback he refined his formulas and created unique flavors that would satisfy the tastes of customers. Furthermore, the first recipe that was used to make Coca-Cola drinks remains a well-guarded organizational secret that has been rumored to be locked in a vault in Atlanta. Regardless of the minor changes that have been made to the original recipe of Coca-Cola, including the removal of cocaine from the ingredients used to make the drink, the recipe of the same has been constant allowing the organization to save time that would have been spent on creating new tastes that would suit regional markets in different parts of the world (Butler & Tischler, 2015).
	Additionally, the font that was used to create the Coca-Cola logo in 1923 has remained the same considering that the selection process ensured that it was standardized thus giving it a timeless aspect. The latter equally saves the time and resources that the company would use to keep changing the same to fit market trends. Also, the packaging of Coca-Cola drinks was made unique with the aim of giving the organizational products a look that indicated it was a premium drink that would not be compared with others in the market. Retailers of Coca-Cola products were also tasked with guaranteeing that product quality was maintained by ensuring that they never serve the drink when its temperature is above 40 degrees. Similarly, the organization managed to maintain the price of their drink at a constant for about seventy years thus, they were able to establish consumer loyalty among consumers. The company also adopted a word-of-mouth advertising concept that allowed it to create a voice of its own and it also became the first company to attach its brand name to items that did not have any relations with its products like calendars and clocks. Most importantly Coca-Cola also adopted a franchise model that entailed giving up their bottling rights and is currently working with about 250 bottlers who are independent entities (Butler & Tischler, 2015).
	Currently, Coca-Cola is working towards increasing their revenue and growing their profits through segmented growth strategies that vary depending on the type of market that they are operating in. Employee incentives are aligned with the prevailing growth rate and in new markets, the organization looks to increase the volume of their products while maintaining their affordability, a tactic for establishing a firm foundation for success in the future. On the other hand, to succeed in developing markets Coca-Cola tries to maintain a balance between product pricing and the volume that is supplied. In developed markets, the organization diversifies their product and price mix through the introduction of small and premium packages hence facilitating value creation based on the customer tastes. To solidify their success in the market, Coca-Cola has continuously invested in their brand through the implementation of better marketing strategies and the increase of both the quality and the quantity of advertising. Moreover, they have created a beverage portfolio that is extensive including the establishment of partnerships with producers of other products like Monster Beverage and Suja. Recently, in 2015, Coca-Cola launched a global campaign for all its products with a slogan that emphasizes tastes, personal connections, and refreshment, “Taste a Feeling.” The latter seeks to ascertain that regardless of the Coca-Cola product that one chooses to drink, they will always get the satisfaction they need (Schneider, 2016).
	The organization is also focused on increasing their efficiency considering they intend to boost their growth momentum, an end they have also tried to reach by enhancing their financial flexibility and implementing better marketing strategies. Hence, Coca-Cola has managed to improve their productivity and efficiency and still reduced the costs thereof. The organizational budget is also assumed to start from zero such that it must be justified instead of being carried over to the next year. They are working to drive productivity and continued savings in the company in the hope that the latter will make the organization stronger and better (Schneider, 2016). Furthermore, the organization is trying to build a brand that is consumer-centered such that it manufactures its products based on what the consumers want rather than what the organization deems fit. The latter has led to the introduction of sugar-free drinks as consumer tastes take a healthier turn. Coca-Cola is looking to put the needs of their consumers first, accounting for their move to abide by the recommendations of health authorities with regard to the ingredients and quantities thereof, used in the production process.
Similarly, technology plays a major part in the success of the organization, especially in the marketing department. Coca-Cola makes investments in millions of dollars in the digital marketing sector and it will continue to increase investments in the same to enhance its success within the industry. The company has managed to exploit technology to build closely knit relationships with their customers through social media and mobile applications to run consumer loyalty programs like’ My Coke Rewards’. The organization’s IT department is also looking to exploit the resources available to it to come up with revolutionary strategies that would boost marketing of their products. Admittedly, the application of IT as a strategic tool has so far proven to be beneficial to the organization thus accounting for the continued exploitation of technology to further increase the organization’s competitive advantage (Levin, 2013).
	Coca-Cola has also simplified the company despite the rapid changes that have plagued the beverage industry in recent years. The changing tastes and preferences of consumers of Coca-Cola products coupled with the technological evolutions affecting the production and supply chains have made it necessary for organizations to adapt fast and precisely to maintain their position in the market. To cope with the trends in the industry, Coca-Cola reshaped their business by eliminating functional management and directly linking regional businesses to their headquarters. Similarly, evaluation of their internal processes has allowed them to eliminate the barriers that would hinder organizational effectiveness and responsiveness to prevailing market conditions. To crown it all, they have established means to create a satisfying career environment for their employees to keep them motivated and committed hence reducing turnover rates. Finally, the organization has refocused on their core business model to an extent that they are currently associated with over 500 brands encompassing juices, coffee and sparkling water with about 20 of them generating more than a billion dollars in yearly sales. Also, the organization has managed to effectively lead a sophisticated and independent team of bottlers and still created value for their retailers. Management and acquisition of bottling partners have sort to improve performance and manage both production and distribution (Schneider, 2016).
	Recommended Strategy Changes
	Obviously, Coca-Cola Company was built mainly based on the high affiliations of consumers to drink their sugary beverages. On realization that such drinks are main contributors to the development of lifestyle diseases like diabetes and obesity, their intake has greatly reduced with consumers preferring healthier choices. Sugary drinks from the company are no longer as highly demanded a factor that has caused the organization to lose revenue with that regard. To keep up with the market trends and remain a world leader, the Coca-Cola name is now associated a wider variety of products including waters, energy drinks, and coffees, all of which the organization introduced to maintain high sales levels regardless of changing consumer tastes. Also, the organization introduced Diet Coke in the hope that they would maintain the popularity of their soda brand but on the realization that the low-calorie drink had artificial sweeteners that are unhealthy, consumers interests in the same reduced. So, considering that the organization has built its name around its soda brand, it is not willing to allow its decline. As the management team looks to make their soda brand as popular as it once was it may be a good time to completely alter the recipe used in its production. Despite the need to maintain the authenticity of the brand, after about more than a century of success while relying on the same soda recipe, the organization should consider introducing a newer version of its sodas based on a newly developed recipe that will adhere to the dietary and health recommendations that are currently proposed health institutions (Solomon, 2009).
	Similarly, the organization needs to put more effort in dealing with its main competitor, Pepsi Company. The latterly named organization has put Coca-Cola on its toes for a long time and it is not about to give up on its quest to take over the beverage industry. Thus, Coca-Cola’s strategies against competition should be revised to ensure that the organization offers an equally great competitive force to Pepsi in all sectors of the market that the latter has invested in including the diversification of products into the snack segment (Nair & Selover, 2012). Also, Coca-Cola should increase its focus on offering their consumers healthier product options to appeal to their tastes and maintain their loyalty. This means that the brand should be open to creating and adopting a new healthier drink as the signature brand product to better suit the needs of the consumers in its target market.
SWOT Analysis of Coca-Cola Company
	The SWOT analysis is a management technique that is used to determine the strengths, weakness, opportunities, and threats that a given organization faces facilitating strategic planning that will guarantee the organization’s success. When conducting a SWOT analysis, it is important to note that the strengths and weaknesses that are analyzed account for the internal factors affecting the organization whereas the opportunities and threats account for the external factors affecting the same. On the other hand, the weaknesses and threats characterize the negative forces that the organization faces whereas the strengths and opportunities account for the positive forces that are likely to propel an organization to success (Helms & Nixon, 2010).
	The strengths that are associated with Coca-Cola company as an organization include its brand equity qualities. In 2011, Coca-Cola was formally acknowledged to be the brand with the highest equity considering its brand uniqueness and extensive presence in regions around the world. The company has also been valued highly and it ranks among the top most valuable organizations around the world. The high valuation encompasses all aspects including the spread of organizational assets around the world, the value of the brand and the increased number of factories encompassing the costs and profits associated with Coca-Cola. It is needless to say that Coca-Cola is one of the few companies that has managed to penetrate different regions of the world and is currently present in about 200 countries. The organization’s global presence has largely contributed to the growth of its brand name that is unmistakable regardless where one goes. Moreover, Coca-Cola has the largest market share in its market niche with its most persistent competitor being Pepsi. The organization has also created and implemented effective marketing strategies that primarily target people of all ages thus, giving it a competitive advantage over Pepsi, whose marketing strategies target youngsters alone. Considering its long-term existence in the industry, Coca-Cola has managed to establish customer loyalty that is based on its consistent production of high quality and satisfying products. Also, the distribution network that has been established to cater to the supply needs of Coca-Cola products is large allowing the organization to command high market presence. Coca-Cola operates based on a unique departmentalization strategy such that the organization itself focuses on marketing, branding and the creation of new products and their bottling is handled by independent bottlers (Berry, 2010).
	The main weakness that Coca-Cola has to deal with is the stiff competition from Pepsi. Regardless of Coca-Cola being the obvious market leader, Pepsi is constantly implementing new strategies to garner the position for themselves thus being a constant threat to Coca-Cola. Although Coca-Cola has largely diversified the products that it offers its consumers to include healthier choices like waters and teas, the diversification levels are low since the organization has not moved into the snack market like is the case with its main competitor, Pepsi. The snack market has proven to be an essential revenue generator for Pepsi making Coca-Cola’s lack of entrance in the same niche a waste of an opportunity to generate more revenue. In the current state of the beverage market, consumers are increasingly aware of their health needs. They prefer choices that will allow them to lead healthy lifestyles that are not likely to facilitate the development of lifestyle diseases and conditions like obesity and diabetes. In countries that people would rather consume healthier beverages, the sales of Coca-Cola’s carbonated drinks may drop drastically costing the company the much-needed profits. Similarly, Coca-Cola has been called out for having poor water management strategies to an extent that the organization has been charged with overexploitation of water sources in regions where supply is low. The organization has also been accused of mixing pesticides with water to rid it of contaminants without considering that the pesticides would be harmful to the health of those who consume the ‘purified’ water. Furthermore, Coca-Cola operates in countries where currency value is distinctly different which makes it hard for the organization to track their financial well-being as regards revenue collected, assets and expenses especially when the foreign currencies fluctuate (Bose, 2008).
	In a constantly changing business environment, the opportunities available to Coca-Cola are numerous and diverse. First, the organization may choose to diversify their product portfolio to include healthier choices of both foods and drinks while taking advantage of their existing supply chain to distribute both of the newly introduced products. Correspondingly, Coca-Cola can maximize the sales of their carbonated drinks in developing countries that are also characterized by hotter summers, in some instances, when the sale of cold carbonated drinks doubles. Additionally, Coca-Cola can package drinking water to exploit the need for higher levels of hygiene in people’s minds that will also facilitate an increase the revenue accrued by the organization. Despite the functionality and extensiveness of the supply chain that Coca-Cola has established improvements must be made on the same to curb the increasing transportation costs, especially since the organization operates in different parts of the world. Also, Coca-Cola should focus on marketing their products that sell less to increase their acceptance in the market and further the realization of the cost that was incurred in launching them while potentially creating a means to further exploit the market to accrue even more revenue (Bose, 2008).
	The main threat to Coca-Cola is the change of consumer preferences to healthier drink choices that do not compromise on the bulk of Coca-Cola products. Next, there is the threat of indirect competition from brands like Starbucks that provide consumers with alternate drink choices which are preferred to Coca-Cola’s carbonated drinks hence threatening the organization’s market share. Similarly, sourcing of water as the main raw material of production of Coca-Cola beverages has become problematic especially with the changing climate that has caused a significant reduction in water supply in different parts of the world. If Coca-Cola’s water consumption is restricted, then the latter may take a toll on the organization’s revenue. Also, Coca-Cola has been associated with bad publicity regarding children and adolescents considering the negative effects associated with consumption of some of its ingredients including the sugar that is likely to cause diabetes and obesity if consumed continuously and in large quantities (Blanding, 2011).
	SWOT Matrix.
	INTERNAL FACTORS

	STRENGTHS (+)
	WEAKNESSES (-)

	 
· High company valuation
· High brand equity 
· Increased brand awareness
· Largest market share in its market niche
· Incredible and all-inclusive marketing skills
· Customer loyalty
· Extensive distribution network
· Excellent departmentalization strategy
	 
· Intense competition from Pepsi
· Low levels of product diversification
· Absence of healthy beverage choices
· Poor management of water
· Fluctuation of foreign currencies

	
	

	EXTERNAL FACTORS

	OPPORTUNITIES (+)
	THREATS (-)

	 
· Diversification to include healthier choices
· Extended reach of markets in developing nations
· Packing drinking water
· Improvement of supply chain
· Marketing of less accepted products
	 
· Changing consumer preferences to favor nutritious drink selections in the market
· Indirect competition
· Bad publicity 
· Reduced raw material availability (water)




BCG Analysis of Coca-Cola Company
	The BCG matrix is a tool that is used for corporate planning to depict the portfolio of a specific brand as it relates to the market share (horizontal axis) and the speed at which the market is growing at (vertical axis). Initially, the developers of the tool intended that it be used to establish the strategic organizational position and its potential to grow in the market within which it exists. Business portfolio is therefore segmented into four groups meant to reveal the likelihood of profitability of a business based on the cash invested to run the same and the cash that it generates in terms of revenue. Thus, performing a BCG analysis on an organization determines what the firm should invest in and what it should stop investing in. The four groups in which organizational brands are placed are dogs, cash cows, stars and question marks. Dogs represent the products that hold a lower market share when compared to competitors and their operation in a growing market is slow. Cash cows are the products that are most profitable to the organization and they should be maximally exploited. Stars are the products that operate in highly growing industries and maintain high market share. They generate a lot of cash but equally use as much in the production process. Question marks refer to the products whose production is questionable because they have a low market share and they keep incurring losses (Palia et al., 2014).
	At Coca-Cola, the products that belong to the stars category are the once that are part of a growing industry and also have a large market share. They promise a lot in terms of future growth and profitability as the industry expands. The production of such products guarantees the organization high market share when compared to other products. In a market that is still developing, stars are responsible for increasing market and creating an additional revenue source for the organization (Estrel, 2015). The bottled mineral water that is produced by Coca-Cola is a star product since it is an evolving product at an international level. The growth of population around the world will mean that there will be an increased need to produce mineral water thus allowing the organization to maintain a high growth rate. The brand name of the bottled water that Coca-Cola produces differs in different regions, that is, Kinley (Asia) and Dasani (UK, US) making both products fall under the stars category in the BCG matrix. Management should, however, ensure that bottled water is a strong revenue producer at Coca-Cola. Similarly, other stars that Coca-Cola is currently producing are Thumbs Up and Maaza. Organizational strategy in this regard provides that profits should be invested in such products to guarantee future growth and expansion of market share (Arnett, 2015).
	The cash cows represent the products whose growth rates are low but have a high market share. Such products are often likely to have been the stars of an organization in the past and possibly were the organization’s foundational products. Cash cows generate more cash than is required for their production and little cash investments thereof account for the high profits associated with their sales. They belong to a mature market that is neither declining or growing. The cash cows at Coca-Cola include Coca-Cola and Limca. From a strategic perspective, Coca-Cola should stop investing in their cash cows and use profits accrued to boost other products (Steinhardt, 2010).
	Question marks are characterized by their high growth rate that is coupled with the low market share which is also one of the qualities that are associated with a business that is starting out. They require large cash investments if the market share does not change. Question marks have the probability of growing to become stars and cash cows, eventually, but there is also a chance that they can become dogs. High investments are required to produce question marks and such products at Coca-Cola are Sprite and Fanta. The organization can, therefore, choose whether to invest in the products to make them stars or stop investing in them altogether to prevent them from becoming dogs (Krützkamp, 2013).
	Dogs account for the products that have low growth rates and low market share. They may be termed as ‘cash traps’ that are not capable of bringing in as much money. They are part of the declining stage of a business’ market and the management of an organization must determine whether they should invest in the product to gain market share or they should stop investing in the same. The dogs in Coca-Cola are Minute Maid and Diet Coke (Krützkamp, 2013).
	BCG Matrix
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SPACE Analysis of Coca-Cola

	The SPACE matrix is otherwise referred to as Strategic Position & Action Evaluation matrix. It is a management tool that is used mainly to formulate strategies that relate to an organization’s competitive position. The analysis looks at four main areas that affect an organization’s competitiveness in both its internal and external environment. In the external environment, it evaluates the attractiveness of the industry and the stability of the environment in which it exists whereas in the internal environment it looks at the organization’s competitive advantage and its financial strength. Combination of the ratings of each dimension on the matrix provides a guide for the strategic agenda of an organization thus determining whether it should take a conservative, aggressive, defensive or competitive approach to strategy formulation (Halmagyi & Yasnov, 2009).
	Thus, analyzing Coca-Cola while using the SPACE matrix means that the four qualities named above will be scrutinized based on predetermined characteristics. Analyzing the internal strategic position of the organization is divided into the analysis of its competitive and financial positions. The characteristics that define the organization’s competitive position are market share, brand image, customer service, product quality, manufacturing expenses and customer loyalty. The financial position is analyzed based on the organization’s revenue increase, earnings per share, liquidity, return on equity, efficiency ratios, and cash flow. The external strategic position of Coca-Cola will be assessed considering the company’s industrial and environmental stability. The characteristics that determine industrial stability include industry profits, barriers to entry, technological know-how, resource utilization, financial access and growth potential. The assessment of environmental stability will focus on the price elasticity of demand inflation rates, technological changes, competitive pressure, the variability of demand and competing product prices. Each of the characteristic factors in the four main categories named above will be rated on a scale of 1 to 6. Competitive position and environmental stability will be rated on a scale of -1 to -6 with -1 representing the best score and -6 representing the worst. Industry strength and financial strength will be rated o a scale of +1 to +6 with +1 being the worst score and +6 being the best (Halmagyi & Yasnov, 2009.
	SPACE Matrix.
	
	Internal Strategic Position
	External Strategic Position

	
	Competitive Advantage
	Industry Stability

	
	(-1 best -6 worst)
	(+1 worst +6 best)

	X
A
X
I
S

	Brand Image
	-1
	Financing Access
	+5

	
	Product Quality
	-1
	Growth potential
	+4

	
	Market share
	-1
	Technology Utilization
	+5

	
	Customer Loyalty
	-1
	Resource Utilization
	+5

	
	Manufacturing Expenses
	-1
	Industry Profits
	+4

	
	Customer Service
	-2
	Barriers to entry
	+3

	
	Average
	-1.2
	Average
	+4.3

	
	Total Axis Score                                     3.1

	
	Financial Strength
	Environmental Stability

	
	(+1 worst +6 best)
	(-1 best -6 worst)

	Y
A
X
I
S
	Liquidity
	+3
	Technology Changes
	-1

	
	Cash flow
	+4
	Inflation Rate
	-2

	
	Efficiency Ratios
	+5
	Price Elasticity of Demand
	-3

	
	Earnings per share
	+3
	Demand variability 
	-2

	
	Revenue Increase 
	+3
	Competitive Pressure
	-3

	
	Return on Equity
	+5
	Competing Product Price
	-3

	
	Average
	+3.8
	Average
	-2.8

	
	Total Axis Score                                       1.0




From the graph above, it is evident that Coca-Cola should take an aggressive strategy approach. The latter is an indicator that the organization is in a favorable position within the industry that is characterized by competitive advantages that are coupled with considerable financial strength. The organization also seems to be operating in a stable and attractive industry.
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