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Strategic Management Project: Coca-Cola Company
Introduction
	Coca-Cola and its Products.
	Coca-Cola company is an American based multinational organization with its headquarters in Atlanta. The latter is incorporated in Delaware as a beverage corporation that manufactures, retails and markets beverages with no alcohol content and syrups. The organization is known to produce the signature drink, Coca-Cola, invented by John Pemberton in 1886 in Georgia. Asa Candler bought the Coca-Cola formula in 1892 and incorporated the organization which has operated as a distribution business operating in all countries all over the world (Armus, 2005).  The Coca-Cola company currently headed by Muhtar Kent as chairperson and James Quincey as president and CEO regards itself as so much more than a Coca-Cola producer considering that they offer other products including organic tea and coconut water (Company et al., 2017).
	Among the assets that Coca-Cola possess are non-food products including Columbia pictures and World of Coca-Cola. Columbia Pictures was a film company that Coca-Cola bought in 1981 which was sold to Sony in 1987. On the other hand, World of Coca-Cola is a themed tourist attraction located in Atlanta that facilitates the staging of an exhibition on a multistoried structure. The experience is also characterized by sampling of different flavors as well as a feature of museum history (McLellan, 2006). Tab is another brand associated with Coca-Cola which was the organization’s first attempt at introducing a diet drink. However, its sales dropped drastically with the introduction of Diet Coke (Coffey, 2008). Other soft drinks that Coca-Cola produces include Fanta, Sprite, and 7Up. Due to the changing consumer preferences and the demand for healthy drinks, Coca-Cola introduced Minute Maid, Nestea, and Fruitopia among others.
	Coca-Cola was recognized as a global brand in 2010 and crowned the best soft drink company in many countries except for the Middle East. Regardless, in the latterly named region Coca-Cola holds a 25% market share with the biggest shareholder being Pepsi with 75% market share. However, in 2003 the market share growth of Coca-Cola increased by double digits meaning that in the future if the growth rate holds, Coca-Cola may acquire a larger market share in the Middle East. In Scotland, a locally produced soft drink, Irn-Bru, was initially more popular than Coca-Cola brands but has currently been phased out by Coca-Cola and Diet Coke (Pike, 2009).
	Coca-Cola History.
	The main events in the history of Coca-Cola that have facilitated its current success are based on acquisitions. In 1960 Coca-Cola made its first acquisition of Minute Maid followed by Thums Up in 1993 plus Barg’s in 1995. The trend continued with the acquisition Odwalla branded smoothies, juices, and bars in 2001 followed by that of Fuze Beverage for $250 million. Later, in 2009, Coca-Cola tried to acquire the Chinese Huiyuan Juice Group but failed because the amount they were offering was rejected. Among other investments that Coca-Cola has made with that regard include the purchase of Columbia pictures at $692 million and selling it to Sony after 7 years $3billion. As of 2013, Coca-Cola finished purchasing ZICO, a company that produces coconut water, further diversifying the Coca-Cola products. The same applied to the purchase of Honest Tea Company in 2011. Furthermore, as of 2015, Coca-Cola became a minimum stakeholder of Suja Life LLC known for the manufacture of cold-pressed juice (Esterl, 2016).
	Since the establishment of the organization in 1886, Coca-Cola has continued to offer its consumers a taste that is both unique and refreshing leading it to become the biggest beverage company in the world. To reach its customers around the globe, the organization has been relying on, and still relies, on a network of associates who facilitate the same leading to the success of Coca-Cola. The organization is keen to note the changes in consumer preferences, a factor that led to the diversification of the products offered to consumers including those with reduced sugar levels and higher nutritional value. Coca-Cola has also managed to remain in business over the years because of the strategic creation and maintenance of an associated network, partnerships and lasting value based shareholder, customer and community relationships (Company et al., 2017).
	Dating back to as far as 1938, the leadership at Coca-Cola has emphasized on matters concerning the health and well-being of its consumers, highlighting the necessity of proper nutrition as well as exercise to achieve the same. Similarly, in the latterly expressed year, Coca-Cola introduced a game, “Steps to Health” to Canadian consumers that focused on the importance of regular exercise and a balanced diet. Considering that Coca-Cola Company has a wide reach based on the uniqueness of the brand, the organization has used the latter throughout the period of its existence to distribute both products and resources that facilitate the establishment of healthier and happier communities. Moreover, in 1960, the organization launched an “Eat Right, Be on the Ball and Have Fun” campaign through booklet distribution to educate teens on the means of building strong bodied through proper nutrition with information to guide their caregivers on the basics of good nutrition (Company et al., 2017).
	On matters concerning competition, Coca-Cola company has managed to stay ahead of its competitors over the years because of the exclusive partnerships that it has managed to establish with vendors including restaurants and cinemas, who tend to offer Coca-Cola drinks over Pepsi. Additionally, when sponsoring sports events Coca-Cola company eliminates competition by acquiring sole rights to sell while exploiting opportunities to sell to VIPs and other important clients, strategies that define the organization’s direct marketing approach. The biggest competitor of Coca-Cola company is Pepsi, which was involved in the ‘Cola Wars’ where blindfolded consumers seemed to love the taste of Pepsi products compared to those of the new Coca-Cola ones. The latter caused a drastic decrease in sales for Coca-Cola while increasing those of Pepsi at the same rate. Coca-Cola beat the competition by recalling the new drinks and reintroducing the old formula to the market as Coca-Cola Classic (McKelvey, 2006).
	Mission and Vision.
Coca-Cola acknowledges the dynamism of the business world and believes that for the organization to continue thriving they it must be future-oriented. Therefore, the organization prides itself on understanding the forces as well as trends that are likely to affect the future of the business facilitating the creation of strategic approaches to business. The organization mission is divided into three parts. The first part of the same indicates that Coca-Cola Company aims at being a world-class refreshment that satisfies the bodily, mental and spiritual needs of its consumers. Similarly, Coca-Cola company is looking to inspire moments that are filled with happiness and optimism through their brands and actions thereof. Finally, Coca-Cola is looking to make a difference and add value to the lives of the consumers and all those affected by the brand. Evidently, Coca-Cola’s mission is to ensure that their brand becomes more than a refreshment such that people can identify with the same on different levels including of the mind, spirit, and body. Coca-Cola aims at creating happiness through value creation thus facilitating achievement of its objective to make a difference (Company et al., 2017).
	According to Coca-Cola Company, the organization has developed objectives that they seek to achieve with the help of their bottlers to enhance the achievement of their mission. The company looks to inspire the people within it and encourages mutual inspiration through the provision of great working conditions. Clearly, Coca-Cola acknowledges the role that teamwork plays in organizational success and as such seeks to enhance the same. Also, the organization offers a drink portfolio that looks to satisfy the predicted needs and desires of people around the world. Consumers are king of business thus satisfying their needs is a primary concern for Coca-Cola. The organization further affirms the need for teamwork by creating a network of partners that also stresses the necessity of mutually expressed loyalty. Also, Coca-Cola plays a vital role enhancing the sustainability of the planet as a responsible global citizen that is looking to make a difference. Finally, the organization looks to maximize returns, in the long run, to benefit its shareholders while maintaining focus on its overall responsibilities (Company et al., 2017).
External Assessment of Coca-Cola Company
	An organization’s success is affected by both internal and external factors. External factors account for the determinants outside the organization that are likely to affect its success and productivity but cannot be controlled by the same. Thus, to guarantee the success of a business it must evaluate the external factors thereof and strategize on the best way to maximally exploit the same. Some of the external factors to an organization include the consumer base, the changing trends, the law, infrastructure, the weather as well as the financial and economic conditions of the state within which it exists (Dhalla, 2007).
	EFE analysis of Coca-Cola Company.
	The EFE matrix is used to summarize the threats and opportunities that an organization faces in its external environment based on at least any five major external factors, named above. Some of the opportunities that present themselves to Coca-Cola company are based on the diversification of its product portfolio which has seen the organization penetrate in promising upcoming beverage markets and increase its customer base. Also, Coca-Cola has extended reach through introducing new products that better suit the changing consumer needs may aid in maintaining its consumer base and also attract new consumers. Developing nations have offered Coca-Cola a new consumption base in which case their inhabitants are heavy consumers of Coca-Cola products regardless of whether they are healthy or not. Exploitation of the latterly expressed market by the organization may lead to increase in the profits made considering that intake of their drinks doubles during the hotter seasons in the latterly named companies. Coca-Cola has established a well-structured supply chain management system that ensures that the business keeps thriving regardless of the changes in transportation and distribution costs. However, the organization should ensure that relevant adjustments are made on the same regularly. Similarly, the organization should focus on marking the products that have not been fully accepted in the market to attract new customers and increase their market base (Ayub et al., 2013).
	Coca-Cola has a brand name that has a good reputation and as such, exploitation of the same is likely to create opportunities for exploiting new market niches and increasing the organization’s profit levels. The introduction of bottled water to its product portfolio has opened up new markets for Coca-Cola that can be further exploited considering that the consumption rates for the same are increasing. Considering that Coca-Cola is a successful company that has existed for a long time, it has acquired the means to acquire other companies that produce different products from its own, offering the organization an opportunity to explore and harness new markets (Zishan, 2017).
	On the downside, the threats that Coca-Cola faces are based on the consumer preference changes whereby consumers are looking to purchase drinks that are healthier with an added nutritional value. The amount of sugar that is used in manufacturing Coca-Cola products eliminates them from such a list. Also, indirect competition from organizations like Starbucks is a threat to Coca-Cola because of the availability of alternatives and varieties that consumers can choose from to that effect. The latter is likely to cause a loss in market share for Coca-Cola. Water is one of the raw materials that Coca-Cola uses in the manufacture of its products and the scarcity of the same possess a threat to the production of Coca-Cola products. In another instance, in Venezuela, due to a reduction in sugar supply, the manufacture of Coca-Cola products had to be reduced. Some of the ingredients that are used to manufacture Coca-Cola products have been proven to have negative medical effects on consumers, like properties of the coca plant and cola nuts, a factor that has led to reduced intake of the same as consumers’ preferences change to healthier drinks (Pendergrast, 2013). Also, Pepsi offers the greatest competition to Coca-Cola, thus is the biggest threat to the organization. The legal necessity to disclose negative product effects possess a threat to Coca-Cola whose certain carbonated products have adverse medical effects on the consumers. Moreover, Coca-Cola over-relies on bottling companies to which it sells its concentrates and syrup for profits, with over 80% of Coca-Cola products being distributed bottling companies (Zishan, 2017).
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	Competitive Profile Matrix (CPM) Analysis of Coca-Cola Company.
	The CPM matrix facilitates the comparison of an organization with its direct competitors based on the critical success factors in the industry that they belong to. The latter is centered on the determination of the strengths and weaknesses of organizations compared to their competitors and helps determine whether a company is successful or not when compared to those that it competes with (Sohel et al., 2014). Coca-Cola company belongs to the beverage industry with its main competitors being Pepsi and Cadbury Schweppes. Coca-Cola holds the largest market share, that is, 43%, Pepsi holds 31% while Cadbury Schweppes holds 18%. Other players in the industry hold the remaining 8% (Fosfuri & Giarratana, 2009).
	The critical success factors in the latterly named industry include the size of the organization. The latter is important as it allows the determination of whether a given organization can manage to negotiate to be the sole supplier during a specific period. Next is brand loyalty in which case consumers of carbonated drinks prefer to consume a single brand in which case to maintain loyalty, factors like brand image are necessary to consider. Product price is another important factor since consumers whose decisions are not based on brand loyalty will be based on price. Thus, beverage companies must offer their products at pocket-friendly competitive rates. Also, global expansion is important to consider since the American market is saturated in the beverage industry. To maintain their success, beverage companies must explore new markets in other parts of the world (Bethuy et al., 2007). 
In a dynamic business world like the one that currently exists, product innovation is necessary to maintain the success of brands which must constantly adapt to the changing consumer needs. Moreover, consumption of soft drinks must pose the least negative health effects on consumers who are likely to stop consumption if they realize that the drinks have negative impacts on their health. Thus, beverage companies must ensure that the ingredients used to create the final product are safe for consumption. To attract and maintain consumers, soft drink producers must come up with entertaining and informative advertisements that create awareness about their brand. A good marketing strategy based on the brand advertisement is key to the success and productivity of a given brand. The kind of customer service that a brand offers has a direct effect on retention of their consumers thus is an important factor regarding organizational success. Additionally, the financial position of an organization determines its capability to handle business-related practices including its distribution network and Corporate Social Responsibilities. A better financial position means that the latter will be well handled facilitating maximization of resources and assuring higher profit margins (Bethuy et al., 2007).
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Internal Assessment of Coca-Cola Company
	As indicated above, organizational success is dependent on both its internal and external factors. Internal factors that affect businesses are the determinants of a given organization that affect the approach taken by the business as well as its operational success. One of the most critical internal factors that affect a business is the leadership style that is employed as well as the management system both of which determine organizational culture. Similarly, communication is a key internal factor that affects the way the business is run as well as the employee relations within the same. The communication channels in an organization are affected by both the management and leadership systems in place thus the success of the latter is key to the success of the established communication systems. Also, critical to internal organizational success is the level of employee motivation in which case high levels of the same are likely to assure organizational success (Fosfuri et al., 2009).
	Internal Factor Evaluation (IFE) of Coca-Cola Company.
	The IFE matrix is a strategic assessment tool that is used to evaluate organizations based on their internal strengths and weaknesses. The matrix allows the evaluation of the relationship between the strengths and weaknesses of the organization in question, providing an insight of strategic measures that should be taken to ensure its success in the future (	David, 2011).
	One of the strengths of Coca-Cola company lies in its increased success in creating brand awareness. Coca-Cola brand is known across the globe with its logo and brand colors being unmistakably popular among people from different regions of the globe. The latter is key to the maintenance of organizational success through maintenance and expansion of market share. Similarly, Coca-Cola has a large distribution network that allows it to distribute about 500 different product variants to 200 nations across the globe, a factor that assures large profit margins for the organization. Also, Coca-Cola registered a massive increase in revenue in three main areas including Latin America, South and East Asia, the Pacific Rim and in bottling investments. Increased revenue means increased profits which account for organizational success and its chances for survival in the future (Zishan, 2017).
	In 2011, Coca-Cola was named the brand with the highest brand equity as well as unique identity a factor that makes it clearly distinguishable from its competitors. The latter is key to ensuring that the latter maintains its consumer base and also attracts new consumers to enlarge the same. Also, Coca-Cola has been named as one of the most valuable organizations around the world with its current value being approximately 79.2 billion dollars. Moreover, Coca-Cola is recorded to be the soft drink producer with the largest market share accounting for about 43% of the same. The organization has also implemented futuristic and wholesome marketing strategies that target people across all ages giving it a competitive advantage over the rest of the producers in the beverage industry. Furthermore, Coca-Cola continues to maintain high levels of customer loyalty based on the excellence of the quality of its products. The latter means that the organization can maintain its market share, further assuring its future success.  Coca-Cola’s economies of scale allow the organization to share the fixed costs of production over about 500 different products allowing the company to offer its products to consumers at pocket-friendly rates. The size of Coca-Cola company allows the same to be capable of demanding lower prices from suppliers, underpricing certain products to increase their competitive advantage as well as acquisition smaller brands to diversify product portfolio and curb competition (Baah & Bohaker, 2015).
	Among the weaknesses that Coca-Cola company has to deal with is competition from strong market players like Pepsi. With such soft drink producers competing for market share, it means that there is a smaller consumer base that Coca-Cola reaches because other consumers may prefer products from the competing brands. Another issue affecting Coca-Cola is currency fluctuation among different countries that it supplies its products to. If the currencies in the said companies are not strong, the latter translates into decreased revenue for Coca-Cola. Also, considering that water is one of the main ingredients used to make Coca-Cola products management of the same must be prioritized. Water scarcity has led to increased costs of acquisition which have lowered Coca-Cola profit margins. Consumer tastes are moving towards the consumption of healthier products meaning that the revenue that Coca-Cola Company acquires from consumption of carbonated drinks is likely to reduce. Coca-Cola has also been faced with lawsuits based on the violation of human rights or unethical practices, factors that have tainted the brand name and if not well handled are likely to affect the brand image and consequently brand loyalty.
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Coca-Cola Financial Ratio Analysis for The Year 2016 And 2015.
	
	FORMULA
	2016 (Millions)
	2015 (Millions)

	LIQUIDITY
	
	
	

	1. Current Ratio
	Current Assets/Current Liabilities
	$34010/26532
=1.28
	$33395/26929
=1.24

	2. Quick Ratio
	(Current Assets-inventory- prepaid expenses)/ Current Liabilities
	($34010-2675-2481)/26532
=1.09
	($33395-2902-2752)/26929
=1.03

	PROFITABILITY
	
	
	

	3. Operating margin
	Operating Income/ Net Sales
	$8626/41863
=20.61%
	$8728/44294
=19.70%

	4. Net profit margin
	Net Income / Net Sales
	$6527/41863
=15.59%
	$7351/44294
=16.60%

	5. Return on total assets
	Net Income/ Average Total Assets
	$6527/
((87270+89996)/2)
=7.36%
	$7351/
((89996+92023)/2)
=8.08%

	6. Basic Earning Power
	EBIT/ Total Assets
	1.51
	1.69

	7. Return on Common Equity
	Net Income/ Total Shareholder’s Equity
	$6527/$23220
=28.11%

	$7351/25764
=28.53%

	ASSET MANAGEMENT RATIOS
	
	
	

	8. Inventory turnover ratio
	Cost of Goods Sold/ Average Inventory
	
$16465/
((2675+2902)/2)
=5.90 times
	$17482/ ((2902+3100)/2)
=5.83 times

	9. Days Sales Outstanding
	(Accounts Receivable/Net Credit sales)365
	($3856/41863)365
=34 days
	($3941/44294)365
=32 days

	10. Total asset turnover ratio
	Net Sales/ Average total assets
	$41863/
((87270+89996)/2)
=0.47 times

	$44284/ ((89996+92023)/2)
=0.49 times

	DEBT MANAGEMENT RATIOS
	
	
	

	11. Total debt to Total assets
	Total Liabilities/Total Assets
	$64050/87270
=0.73
	$64232/89996
=0.71

	12. Times Interest Earned Ratio
	EBIT/ Interest Expense
	$8626/733
=11.77 times
	$8728/856
=10.20 times



Key Conclusions and Strategic Implications.
	As per the liquidity ratios, the liquidity position has improved slightly from the year 2015 to the year 2016. The quick ratio is more than 1.0 meaning that Coca-Cola can meet its short-term obligations effectively. Moving forward, the company should ensure that more effort is added to maintain or even the liquidity position through proper management of the inflow and outflow of cash.
	The profitability ratios all show a decline in profitability in the year 2016 as compared to the year 2015. Some strategies to boost profitability in the coming year may include boosting sales or minimizing the cost of production and other operating expenses. The decline in profitability can be quite discouraging to potential investors and therefore this should be addressed immediately.
	The inventory turnover ratio has increased slightly from 5.83 times in 2015 to 5.90 times in 2016. This suggests improvement in inventory management in terms of ensuring that it is converted to sales. However, strategies should be implemented to improve this ratio further and have more inventory converted into sales. Days Sales Outstanding have increased from 32 days in 2015 to 34 days in 2016. This means that the management is not managing accounts receivable effectively. Debtors should be encouraged to settle their outstanding amounts through strategies such as period discounts. There is a decline in the total asset turnover ratio meaning that Coca-Cola should also implement strategies to manage assets better for increased sales and profitability.
	Finally, Coca-Cola has improved on debt management as seen with the increasing total debt to total assets ratio and the time's interest earned ratio. More strategies should be implemented to ensure that the liabilities are settled on a time and there is less funding from debt sources.
	Analysis of Internal Capabilities and Implications on Strategic Decisions.
	From the analysis above, it is evident that Coca-Cola has maintained high levels of success over the years because of proper management of its strengths and weaknesses as well as those of its opportunities and threats. Regardless, moving forward, Coca-Cola should seek to reduce the threats that it faces in the industry by relatively turning them into opportunities. Similarly, the management of the organization should work towards eliminating the weaknesses that the organization exhibits to further increase their chances of success. On the other hand, the exploitation of both the strengths and opportunities available to the organization should be maintained to guarantee its success in the future.
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Microsoft_Excel_Worksheet1.xlsx
Sheet1

		Competitive Profile Matrix (CPM)																Competitive Profile Matrix (CPM)

						Coca Cola				Pepsi				Cadbury Schwepps

		Critical Success Factor		Weight		Score		Weighted Score		Score		Weighted Score		Score		Weighted Score

		Organization Size 		0.12		4		0.48		4		0.48		3		0.36

		Brand Loyalty		0.08		4		0.32		4		0.32		3		0.24

		Global Expansion		0.09		4		0.36		3		0.27		2		0.18

		Product Innovation		0.12		3		0.36		3		0.36		2		0.24

		Health Issues		0.09		3		0.27		4		0.36		4		0.36

		Advertising		0.13		4		0.52		3		0.39		3		0.39

		Financial Position		0.05		3		0.15		3		0.15		3		0.15

		Customer Service		0.1		3		0.3		3		0.3		3		0.3

		Ditribution Network		0.12		4		0.48		4		0.48		2		0.24

		CSR 		0.04		3		0.12		3		0.12		3		0.12

		Profit Margins		0.06		3		0.18		2		0.12		3		0.18

		Total Score		1				3.54				3.35				2.76






image3.emf
Key Internal Factors Weight Rating Weighted Score

Strengths

Increased brand awareness 0.1 4 0.4

Extensive distribution network 0.1 4 0.4

Increased revenue growth (20% in Latin America) 0.12 4 0.48

High brand equity 0.07 3 0.21

Company valuation of 79.2 billion dollars 0.09 3 0.27

Largest market share holder  0.08 4 0.32

Excellent marketing strategies 0.05 3 0.15

Customer loyalty 0.06 4 0.24

Economies of scale 0.04 4 0.16

Increased market power 0.03 3 0.09

Weaknesses

Stiff competition from Pepsi 0.09 3 0.27

Currency fluctuations 0.05 2 0.1

Poor water management 0.05 2 0.1

Changing consumer needs 0.05 3 0.15

Negative publicity 0.02 2 0.04

Total Weight:  1Total Score: 3.38

Rating Scale: Management's Current Response is 4=Superior, 3=Above Average, 2= Average, 1= Poor


Microsoft_Excel_Worksheet2.xlsx
Sheet1

		Key Internal Factors		Weight		Rating		Weighted Score

		Strengths

		Increased brand awareness		0.1		4		0.4

		Extensive distribution network		0.1		4		0.4

		Increased revenue growth (20% in Latin America)		0.12		4		0.48

		High brand equity		0.07		3		0.21

		Company valuation of 79.2 billion dollars		0.09		3		0.27

		Largest market share holder 		0.08		4		0.32

		Excellent marketing strategies		0.05		3		0.15

		Customer loyalty		0.06		4		0.24

		Economies of scale		0.04		4		0.16

		Increased market power		0.03		3		0.09



		Weaknesses

		Stiff competition from Pepsi		0.09		3		0.27

		Currency fluctuations		0.05		2		0.1

		Poor water management		0.05		2		0.1

		Changing consumer needs		0.05		3		0.15

		Negative publicity		0.02		2		0.04

		Rating Scale: Management's Current Response is 4=Superior, 3=Above Average, 2= Average, 1= Poor

		Total Weight: 		1		Total Score:		3.38






image1.emf
Opportunity Weight Rating Score

1 Diversification of product portfolio 0.065 4 0.260

2 Extended reach to meet consumer needs 0.075 3 0.225

3 Higher consumption rate in developing nations 0.055 4 0.220

4 Establishment of a flexible supply chain management system 0.040 3 0.120

5

Aggressive marketing for products not fully accepted in the 

market 0.050 2 0.100

6 Coca Cola brand name 0.080 4 0.320

7 Increased demand for bottled water 0.045 4 0.180

8 Creation of an acquisition based culture 0.090 4 0.360

Threat

1 Changing nutrition based consumer preferences 0.065 4 0.260

2 Indirect competition from other beverage producers 0.070 3 0.210

3 Scarcity of raw materials 0.055 2 0.110

4 Negative implications of some of the ingredients 0.045 3 0.135

5 Stiff competition from Pepsi 0.095 4 0.380

6 Legal requirement to inform on negative effects of products  0.090 4 0.360

7 Overreliance on bottling partners 0.080 1 0.080

Rating Scale: Management’s Current Response is: 4 = Superior, 3 = Above Average, 2 = Average, 1 = Poor

Total Weight: 1.000 Total Score: 3.320


Microsoft_Excel_Worksheet.xlsx
Sheet1

				EFE Analysis

		Opportunity				Weight		Rating		Score

		1		Diversification of product portfolio		0.065		4		0.260

		2		Extended reach to meet consumer needs		0.075		3		0.225

		3		Higher consumption rate in developing nations		0.055		4		0.220

		4		Establishment of a flexible supply chain management system		0.040		3		0.120

		5		Aggressive marketing for products not fully accepted in the market		0.050		2		0.100

		6		Coca Cola brand name		0.080		4		0.320

		7		Increased demand for bottled water		0.045		4		0.180

		8		Creation of an acquisition based culture		0.090		4		0.360



		Threat

		1		Changing nutrition based consumer preferences		0.065		4		0.260

		2		Indirect competition from other beverage producers		0.070		3		0.210

		3		Scarcity of raw materials		0.055		2		0.110

		4		Negative implications of some of the ingredients		0.045		3		0.135

		5		Stiff competition from Pepsi		0.095		4		0.380

		6		Legal requirement to inform on negative effects of products 		0.090		4		0.360

		7		Overreliance on bottling partners		0.080		1		0.080

		Rating Scale: Management’s Current Response is: 4 = Superior, 3 = Above Average, 2 = Average, 1 = Poor

				Total Weight:		1.000		Total Score:		3.320
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Critical Success Factor Weight Score Weighted ScoreScore Weighted ScoreScoreWeighted Score

Organization Size  0.12 4 0.48 4 0.48 3 0.36

Brand Loyalty 0.08 4 0.32 4 0.32 3 0.24

Global Expansion 0.09 4 0.36 3 0.27 2 0.18

Product Innovation 0.12 3 0.36 3 0.36 2 0.24

Health Issues 0.09 3 0.27 4 0.36 4 0.36

Advertising 0.13 4 0.52 3 0.39 3 0.39

Financial Position 0.05 3 0.15 3 0.15 3 0.15

Customer Service 0.1 3 0.3 3 0.3 3 0.3

Ditribution Network 0.12 4 0.48 4 0.48 2 0.24

CSR  0.04 3 0.12 3 0.12 3 0.12

Profit Margins 0.06 3 0.18 2 0.12 3 0.18

Total Score 1 3.54 3.35 2.76

Competitive Profile Matrix (CPM)

Coca Cola Pepsi Cadbury Schwepps

Competitive Profile Matrix (CPM)


