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1. Perspective: What went wrong with Full Throttle (Coca-Cola’s last energy drink attempt)?
      	Provide at least 2 different reasons why Coke Throttle failed?  Use and cite multiple sources of secondary research.
Competition from bigger entrants in the market such as Red Bull and Monster. The energy drink by Coca-Cola lost a large market share to the incoming brands, and this reduced its sale, which declined continuously until the brand was finally phased out of the market. Full throttle lost almost 2% of the market share to its competitors, contributing to its downfall.
Full throttle was accused of having health side effects to consumers, which destroyed the brand image in the market that no consumer would choose the product. The product received a hostile reception in the market, which affected its sales, and there was a need for rebranding. The image of the product affected the revenue and finally led to its downfall.  
0. Category dynamics: What are the major trends in the category?
      	Is the energy drink category shrinking? Growing? Why? What are the factors? Provide at least 2 different trends in the energy drink category. Use and cite multiple sources of secondary research.
The industry of energy drinks in the world is growing exponentially in recent years. It is forecasted to grow at a rate of 7.1% annually in the next five years. This growth has been promoted by the shift of consumer needs towards fitness and health. Therefore, energy drinks have become the most reliable source of nutrition and energy to promote an individual's health. This growth is also attributed to the marketing strategy of energy drinks; it is marketed as an alternative to carbonated drinks and has been a significant switch in the market.
0. Competitive sales analysis: Where does Coca-Cola stand in the category?
       Provide statistics about the energy drink category as a whole and explain Coke's position/market share in the category. Compare Coke Energy to Red Bull and Monster – what are their sales/market share.  Use and cite multiple sources of secondary research.
The market for energy drinks has been growing rapidly due to the need for health and safety that is becoming very common among consumers. The CAGR of energy drinks is reported to be at 5.3% and until 2022 since 2017. It is expected to reach a value of $37000 by the end of 2022. This growth is expected to continue improving, especially among sportspeople and the athletes, because it enhances performance. Coca-cola has had the largest share of the market until the entrants of new competitors in the industry. The main competitors of this market have an 82% share of the entire market. In 2020, the Redbull share was 43% and enjoyed the highest share in the market. The second brand in market share is a monster that has 39% of the market. Coca-cola has lost almost 2% of its market to competitors. Full throttle from coca only covers 1% of the entire market.  
0. Target users: Who are they? What are their behaviors and attitudes?
      	Provide 2 Demographic characteristics (age, gender, etc.) and 2 psychographics (gym rats, adventure seekers.
The energy drinks mainly target are teenagers and young adults who are aged 18 to 34 years old. The ingredients of the energy drinks offer a high energy boost according to their profile. Energy drinks target both genders, but the male mostly consumes it because of the high activities that require a lot of energy that they engage in. the male gender aims to be energetic as the nature of masculinity, and energy drinks solves the problem.
The target market is a millennial who is adventurous and aims at making discoveries to complement their ego. The young people are hyperactive, and this calls for extra energy to perform such duties.
0. Geography: Where is Coca-Cola the strongest and weakest?
Provide statistics. Use and cite multiple sources of secondary research.
Coca-cola serves 1.9 billion of the entire market of all types of consumed beverages across the world. It sells approximately five hundred beverages brands in about 200 countries. This means that the company has established itself strongly in the market and has command of the beverages market with a lot of experience.
The company has faced health concerns on some of the products that it produces. It deals with carbonated drinks, which are the main sources of sugars in the body. This puts the health of the consumers at risk of infection with different types of cancers and foodborne diseases. Among its five hundred products in the market, it lacks diversification of products, creating an enabling environment for competition. The company has lost 2% of the market to its competitors.
0. Seasonality: Does Coca-Cola have more sales, or sales opportunities, at different times of the year? Different times of the month? Different times of the week?
Use and cite multiple sources of secondary research.  Be very specific.
Coca-cola is diverse in terms of the products that it offers. There some of its flavors that are purely season while others are not. The company owns almost 20% of the market share, and therefore it should focus on meeting the needs of and demand of the market. Various products are flavored with cinnamon, which is appropriate for the winter season. The company can adjust its production patterns depending on the season. The company has various products which are largely consumed during peak seasons and the sales improve.
https://www.statista.com/topics/1687/energy-drinks/#:~:text=Monster%20Energy%20reported%20sales%20of,drinks%20several%20times%20per%20week.

0. Purchase cycle: How often do people buy Coca-Cola Energy?
Use and cite multiple sources of secondary research.  Be very specific.
The purchase of coca-cola varies from time to time from one year to another. Amid the concerns of the health and medical impact of the products on consumers' health, the market reduced significantly, and purchase behavior was reduced. The consumers purchase at a lower rate because there is huge competition from other brands.  
0. Competitive media spending: Which brands do consumers hear from most often? Where do they promote?
The company spending heavily on advertising is monster energy since advertising is conducted regularly across different channels and the internet. Monster has invested heavily in advertising to be aware and convinced to purchase the product. The main channel used to promote monster is social media platforms because there is huge traffic for young people who are the target consumers.

0. Competitive advertising analysis: What are the different messages from each brand?
Use Red Bull and Monster as the competitors.  Use and cite multiple sources of secondary research.  Be very specific.
Red Bull uses catchy messages to advertise its products and brand in the market. The tagline used in promoting this brand is "red bull gives you wings" It aims to convince the consumers that the red bull gives them wings (energy) to do even what is considered impossible in normal conditions. It convinces the audience that they can do whatever they want. 
The advertising strategies of monster energy drink are sports and sports personalities to associate their success stories to monster energy drink. The energy drink invests in the entertainment industry by sponsoring events and games of various motocross and e-games. The tagline used to advertise is "unleash the beast," which means that consuming the drink enables the consumer to realize even the hidden energy.
Part 2.
Strength.
The company dominates market share in the industry of beverages. It is the leading producer of non-alcoholic beverages in the world. It serves more than two hundred countries in the world. The company is, therefore, well established in the industry compared to other companies.
The company also enjoys diversified products that have a strong brand.
Weaknesses. 
 Health concerns. Carbonated drinks are considered the largest source of sugars in the body, leading to obesity and diabetes. Health experts have, therefore, discouraged the consumption of the products.  
Product diversification. The company has low diversification of products, and the launched products have not been successful in the market.
Opportunities.
The increasing demand for health and fitness among consumers provides a large market for healthy products that had an additional boost to an individual's nutritional levels and fitness. Investing in the sector of energy drinks would guarantee increased sales. 
Threats. 
The company faces aggressive competition from Pepsi and other new entrants in the market. This threatens the dominance of the company in the market. It should develop and use new resources and ideas to position itself as the best option in the market.
Water usage and environmental pollution concerns. The company is likely to receive hostility from the public with the increasing accusation of environmental pollution through hazardous waste.
