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Abstract: 


The ‘Share a Coke’ marketing campaign started in 2011 in Australia and afterwards spread around 
 the world. Coca-Cola personalized bottles with popular names, songs, vacation destinations and 
 everyday heroes. The aim of this bachelor’s thesis is to carry out a marketing audit, which analyzes 
 the ‘Share a Coke’ marketing campaign of Coca-Cola and offers practical solutions for the issues 
 encountered along the way.  Accounting data was used and analysed from the perspective of an 
 internal auditor to measure the company’s success. Overall, the objective of the campaign was to 
 establish  a  personal  relationship  and  let  the  public  drive  the  campaign  through  social  media 
 channels. It was the first marketing campaign to increase sales of Coca-Cola within the past 10 
 years. The evaluation of this marketing strategy showed that it was extremely successful, although 
 it raised smaller issues. An example is that the public criticized it for a lack of inclusivity since 
 some names were left out in the personalization stage. The public was not able to select names 
 from certain regions in the world. Coca-Cola remains the clear market leader, and the campaign 
 truly solidified its dominance around the world in the industry of non-alcoholic beverages. 
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Introduction: Coca-Cola – An American Success Story! 


Coca-Cola  is  an  internationally  renowned  company  with  several  other  brands  under  its 
 cooperate  name.  The  company  achieved  success  by  accomplishing  milestones  and  overcoming 
 obstacles on its path. Based on literature reviews, the aim of this bachelor’s thesis is to carry 
 out a marketing audit, which analyzes the ‘Share a Coke’ marketing campaign of Coca-Cola 
 and offers practical  solutions for the issues encountered along the way. The aim is specific 
 because it focuses on a certain marketing campaign, which is the ‘Share a Coke’ campaign with 
 its  variations.  In  order  to  achieve  this  aim,  the  ‘SMART’-technique  (Specific,  Measurable, 
 Achievable,  Relevant  and  Time-bound)  was  applied.  The  analysis  is  based  on  measurable  data 
 such  as  interviews,  graphs  and  the  evaluation  table.  The  evaluation  analysis  allowed  me  to 
 complete  an  internal  marketing  audit  for  Coca-Cola  using  information  and  data  from  official 
 professional literature. It is extremely important to conduct a marketing audit to boost performance 
 and to maximize efficiency during a marketing strategy or campaign. If no audit is conducted, the 
 company  will  miss  an  opportunity  to  maximize  the  use  of  its  resources,  to  gather  valuable 
 information  about  its  brand’s  performance  and  to  follow  recommendations  that  will  boost  its 
 economic and financial growth. A marketing audit is supposed to be completed periodically, which 
 should create enough feedback to help corporations improve their performance and create creative 
 campaigns with lasting impact on consumer  behavior and customer choices. This applies to the 


‘Share a Coke’ campaign. Audits provide a window for a company to look inwards, to recognize 
 its own achievements and identify which policies and branding decisions should be upheld. But 
 they also allow a company to reflect on its own shortcomings and subsequently address these. It is 
 never a bad time to conduct a marketing audit, since the relevant business will be able to use it to 
 improve  its  performance.  Tangible,  positive  results  of  a  marketing  audit  can  be,  for  example, 
 higher revenues due to an increase in sales, and a growing customer base due to newly acquired 
 consumers.  


The  objective  of  this  thesis  is  to  scrutinize  Coca-Cola’s  marketing  strategy  through  the 
 vehicle  of  a  marketing  audit.  It  will  analyze  how  Coca-Cola  fared  before,  during  and  after  the 


‘Share a Coke’ campaign. Throughout the thesis and evaluation, recommendations and suggestions 
 for improvement  are  made, which could  further refine the  campaign  in line with its objectives. 


Being one of the most famous marketing campaigns worldwide, the ‘Share a Coke’ campaign was 
 an intriguing but challenging prospect for a marketing audit. It provides interesting material for 
 academic  discourse  and  evaluation.  Overall,  it  was  an  arguably  successful  campaign,  which 
 enabled Coca-Cola to excel in multiple areas, which are explained in more detail throughout the 
 thesis.  


This section will introduce the Coca-Cola company’s slow beginnings and its rise to the 
 status of a multi-national corporation. It will lay the groundwork for analyzing the ‘Share a Coke’ 


campaign,  which  is  the  objective  of  this  bachelor’s  thesis.  It  will  also  address  obstacles  the 
company has faced, and milestones the Coca-Cola company has achieved.  



(9)Coca-Cola was founded in 1892 in Atlanta and continues to dominate the beverage market 
 worldwide. The corporation is famous for its “sweetened carbonated beverage, which is a cultural 
 institution in the United States of America and a global symbol of American tastes” (Britannica, 
 2020). It is considered the largest beverage manufacturer in the world and consequently one of the 
 largest corporations in the United States. The American giant offers approximately 2800 products 
 in more than 200 countries, making it the market leader in 2020. Coca-Cola produces “some of the  
 most  consumed  products  all  over  the  world  and  almost  every  individual  consumes  it”  (Grgić, 
 2020). In order to reach as many consumers as possible and therefore increase revenue, Coca-Cola 
 acquired several subsidiaries throughout the years, such as Sprite, Fanta, Dr. Pepper, Schweppes, 
 Powerade and Costa Coffee. Even bottled water has turned into a substantial product that Coca-
 Cola is distributing around the world.  


Shortly  after  the  second  World  War,  Coca-Cola  set  out  to  improve  the  company’s 
 performance. It decided to diversify the product portfolio by purchasing the rights of the German 
 soft drink manufacturer ‘Fanta’. The company registered the trademark “Coke” in 1945, whilst the 
 bottle’s shape was only registered in 1960. One year later, Coca-Cola acquired the rights to the 
 famous  lemon-lime  drink  known  as  ‘Sprite’  and  the  first  ever  diet  Coke,  which  turned  into  a 
 success story. First known as ‘Diet Coca-Cola’, today’s ‘Diet Coke’ was introduced to the market 
 in 1982 for the very first time. However, it was a bumpy road to success: The company experienced 
 several market share declines by 1985, which made it develop a new flavor formula for its Coca-
 Cola drink. In general, the ‘new’ coke was supposed to counteract the decline in market share, but 
 it did not meet with the public’s approval, contrary to the company’s expectations. Overall, the 
 new flavor of the ‘Coke’ was not successful, which caused the company to return to its original, 
 beloved classic, ‘Coca-Cola’. This was soon rewarded with higher sales of the drink around the 
 world. Another noteworthy milestone in the company’s history was the introduction of recycled 
 plastic bottles in 1992. In 2005, the American company officially released ‘Coca-Cola Zero’, a 
 drink that retained the taste of the original ‘Coke’ but boasted zero calories.  


The magazine Forbes released an article in the 2000s alleging Coca-Cola polluted soil and 
 water  during  their  manufacturing  process  and  therefore  violated  human  rights.  A  lawsuit  was 
 brought on the basis that Coca-Cola had sent “death squads to intimidate, torture, kidnap, and even 
 murder union officials in Latin America” (Britannica, 2020). The case made headlines globally 
 and  moved  universities  to  ban  the  sale  of  Coca-Cola  products  on  their  campuses.  The  public’s 
 perception of the Coca-Cola brand had also suffered due to new studies from Harvard suggesting 
 that “drinking sodas promotes health issues including obesity, type 2 diabetes and heart diseases” 


(Harvard T.H. Chan | School of Public Health, 2021). The company responded to these allegations 
and negative media attention with quick damage control: It joined the “Business Leaders Initiative 
on Human Rights”, which is a group of companies “working together to develop and implement 
corporate responses to human rights issues that affect the business world” (Business & Human 
Rights Resource Centre, 2007).   
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Chapter 1: Mission, Vision and Purpose 


This  chapter  will  highlight  the  importance  of  developing  a  clear  mission  and  vision 
 statement  before  commencing  a  new  sales  strategy.  Ultimately,  the  mission  of  Coca-Cola  is  to 
 satisfy  its  consumers,  which,  by  extension,  will  result  in  economic  and  financial  growth  of  the 
 company. Its main vision is to  elevate people’s quality of life and strengthen communities. The 
 objectives behind these statements are in line with the objectives of any company as defined by 
 academic literature.  


The goal of any company is to generate revenue, and ultimately profit. It is no different 
 with  Coca-Cola.  Its  mission  statement  is  to  “satisfy  its  beverage  consumers  with  excellence” 


(Coca-Cola,  2019).  Excellence  attracts  customers  and  builds  loyalty  between  consumers  and 
 companies. The company also has a long-term vision, which is clearly highlighted in its vision 
 statement. Coca-Cola also wants to “build relationships, refresh people’s bodies and spirits, create 
 a more sustainable business, make a difference in people’s future’s and lives, communities but 
 also in our planet” (Coca-Cola, 2019). The company underlines that these are its core beliefs and 
 that it seeks to achieve these goals in the long term. The company was founded for the purpose of 


“refreshing the world and making a difference” (Investors Coca-Cola, 2021). 


In his literature, Stevens R. E. Loudon described several objectives which should be kept 
 in mind when developing a business idea.  


1.     “Enhance the overall product offering both quantitatively and perceptually. 


2.     Broaden the customer base by providing new products. 


3.     Redevelop a new distribution infrastructure to be user friendly. 


4.     Increase market share or brand value by 5%. 


5.     Improve communications to all audiences” (Loudon, 2003). 


Coca-Cola’s ‘Share a Coke’ campaign in 2014 achieved most of these objectives. Some 
 that  stand  out  are  improved  communications,  user-friendly  distribution  infrastructure  with  a 
 diverse profile of social networks and customized websites, but also the increase in brand value in 
 the aftermath of the campaign in 2015.  



Chapter 2: Research and Methodology  


The  second  chapter  is  about  the  research  conducted  and  the  tools  used  to  complete  the 
marketing  audit.  Every  source  used  was  carefully  selected,  and  the  main  text  of  this  paper 
highlights  thoughts  or  reasoning  offered  by  professional  authors  or  literature.  Polls,  interviews 
with the public, and surveys were also discussed throughout to reflect on the public’s perception 
of the brand and the company’s products. It is extremely important in any audit to outline how and 



(11)why information was collected, and to ensure that an evaluation of this information is purely based 
 on  credible,  verifiable  sources,  such  as  professional  literature.  The  conclusions  and 
 recommendations of this  bachelor’s Thesis are based on literature;  academic discourse, such as 
 articles written by professionals in the field, and numerical information compiled in graphs; and 
 data  collected  in  relevant  surveys.  The  following  text  analyses  Coca-Cola’s  marketing  strategy 
 specifically for the ‘Share a Coke’ campaign and evaluates its success and whether it achieved its 
 marketing objectives. For a marketing strategy to work, it has to create a competitive advantage 
 for the company and elevate it over its competitors. The analysis discusses the brand’s value to 
 consumers and examines how it captured the public’s attention. It was completed using several 
 marketing  auditing  tools,  such  as  SWOT,  PESTLE,  Porter’s  Five  Forces.  The  elements  (e.g. 


strengths, weaknesses, etc.) of these analytical approaches will be discussed separately, according 
 to their relevance to various focal points under the applicable categorical heading. These categories 
 are described in detail below. The following not only considers the makeup of a marketing audit, 
 but also highlights the advantages and opportunities it offers. Literature on the topic also identifies 
 the objectives, goals and main focal points in the development of a marketing strategy one should 
 pursue to become a market leader. The book “Marketing your Business: A Guide to Developing a 
 Strategy'' by Stevens R. E. Loudon clearly identifies these categories, and their corresponding focal 
 points,  for  businesses.  All  tools  and  techniques  are  briefly  introduced  and  then  analyzed.  The 
 Scorecard is a tool used by Loudon to add all points from the sub-categories. Once the points are 
 added, a score is given. Moving over to the Success Dimensions by Herhausen & Egger, the grey 
 area marks the managerial use of each success dimension according to interviews conducted by 
 experts in the field. It also explains which factors receive a lot of attention and which less attention. 


It  also  analyses  which  factors  have  high  visibility  to  managers  and  which  ones  have  lower 
 visibility.  Each  tool  outlines  how  data  can  be  obtained  and  varies  in  longevity.  The  described 
 dimensions were scrutinized throughout my thesis. 



Chapter 3: Marketing Audit


This  is  a  chapter  about  the  theory  behind  a  marketing  audit.  It  sources  and  analyzes 
 information  on  when  and  why  a  company  is  required  to  complete  a  marketing  audit.  It  also 
 highlights  the  importance  of  marketing  audits  in  boosting  commercial  performance.  A  well-
 working,  elaborate  and  thought-out  audit  can  address  weaknesses  and  economic  threats  whilst 
 making  recommendations  to  exploit  strengths  or  build  even  more  competitive  advantages.  The 
 purpose of a marketing audit is to identify potentially problematic areas and opportunities and to 
 offer recommendations that could improve the company’s performance. All processes and plans 
 are investigated with a view to maximizing efficiency.  


According  to  Ph.  Kotler,  there  are  four  overall  characteristics  to  a  marketing  audit 
(Boutayna & Lalla, 2019). These are: Integrated, Systematic, Independent, Periodic. The category 



(12)‘Integrated’ requires the audit to cover all types of activities within the analysed department, not 
 only those that are perceived to be problematic. This is because positive and well-working aspects 
 can still improve further and boost the company’s performance. The category ‘Systematic’ seeks 
 to  structure  a  marketing  audit  as  follows:  To  start  with,  the  marketing  environment  calls  for 
 analysis,  internally  and  externally;  followed  by  an  analysis  of  marketing  activities.  Lastly, 
 recommendations are made to improve efficiency. The ‘Independent’ section requires the audit to 
 be conducted by an expert, be it an expert with a connection to the company or a professional with 
 no prior affiliations with the company. It is often better to engage an independent marketing auditor 
 to invite constructive criticism and new perspectives, which may be more difficult to achieve for 
 an  auditor  involved  with  the  company.  Through  the  ‘Periodic’  requirement,  Kotler  calls  for 
 marketing audits to be  conducted periodically to ensure the best results and performance  in the 
 marketing department. 


Stevens R. E. Loudon wrote about strategies to become the leader of any given industry 
 and outlined his approach to developing a strategic marketing plan. He described five objectives 
 that should be pursued to achieve the goal of becoming a market leader (which Coca-Cola already 
 is).  


1.   “Enhance the overall product, both quantitatively and perceptually.  


2.    Develop  infrastructure  (including  new,  customer  friendly  distribution  systems,  and 
 increase repeat purchases). 


3.   Enlarge the customer base, which generates new revenues. 


4.  Maximize resources for strategic marketing. 


5. Improve communications to all audiences, including customers, suppliers, distributions, 
 employees and investors” (Loudon, 2003). 


The  Coca-Cola  ‘Share  a  Coke’  campaign  adhered  to  all  these  objectives  outlined  by 
 Stevens,  which  arguably  contributed  to,  if  not  secured,  its  success,  until  eventually,  Coca-Cola 
 came to dominate the global market. 


A marketing strategy is “the means by which a marketing objective is achieved” (Fifield, 
 1998). In a piece called “Marketing Strategy” by Paul Fifield, Peter Drucker clarified that “only 
 marketing  and  innovation  produces  profits  for  an  organization  and  all  other  areas  should  be 
 regarded as costs” (Fifield, 1998). In order to implement a marketing strategy successfully, the 
 management must be sure not to exclude staff within the organization, and clarify ‘what, how and 
 why’ with regards to its implementation. A marketing strategy is crucial for a company’s survival. 


The following figure is a useful flow chart outlining the process of creating a marketing strategy. 


It breaks down the process into several manageable steps.  



(13)Figure 1: Flow Chart for evolving Marketing Strategy 


Source: (Fifield, 1998) 



(14)The Coca-Cola company completed all steps shown above until it spread better by word of 
 mouth than it would have with any budget. Building a solid foundation during the planning of the 
 marketing strategy can have a tremendous effect even for a giant like Coca-Cola, since the ‘Share 
 a Coke’ campaign was the first marketing campaign to achieve an increase in revenues since the 
 previous decade. The flow chart is an indicator of how companies usually come up with marketing 
 strategies and reach the final customer to ultimately sell their final products.  


In essence, there are only four key questions that have to be asked and answered  before 
 developing a strategy. These questions are simple and will always apply, even in different sectors 
 and industries. In order to facilitate figure 1, the following questions should be raised.  


1.  “Where are we now? 


2.  Where do we want to be? 


3.  How do we get there? 


4.  How do we make it happen?” (Fifield, 1998) 


The most important consideration of any customer-oriented company is the customer who 
ultimately buys and consumes the product. The figure below shows the role of customers in the 
development of a marketing strategy. A company ultimately “wants to serve customer needs, wants 
and desires” (Schnaars, 1998). Content customers equal economic success, after all.  



(15)Figure 2: Customer is King 


Source: (Schnaars, 1998) 


As visible in the figure above, marketing is what comes closest to a customer than other 
 aspects of corporate governance, such as finance, manufacturing, accounting, etc. Once a company 
 establishes what its customers demand, its marketing strategy should be adjusted accordingly and 
 implemented  with  minimum  input  by  the  company  itself.  In  other  words,  products  should  be 
 selling  themselves following successful implementation. Marketing seeks to draw customers to 
 the product and make the product appealing to them. Schnaars argues that in extreme cases, a good 
 strategy and implementation makes selling unnecessary. Therefore, the marketing strategy has to 
 be sufficiently detailed and customer oriented to be successful. By using the customer to advertise 
 its products, the ‘Share a Coke’ campaign and Coca-Cola created a new sphere of advertising.  


One  of  the  main  requirements  of  a  marketing  audit  is  to  conduct  an  environmental  and 
competitive  business  assessment  of  the  company’s  strengths  and  weaknesses,  and  to  identify 
opportunities  and  threats  on  the  market.  It  is  important  to  enhance  strengths  and  opportunities 
whilst suppressing weaknesses and threats. The Coca-Cola company, for example, is constantly 



(16)working  to  minimize  threats,  such  as  a  decrease  in  sales  or  a  breakdown  in  the  distribution 
 infrastructure. Its products are sold throughout the world and the company develops ways to attract 
 new consumers to its products. Although it is valuable to discuss weaknesses during an audit, it is 
 even  more  valuable  to  discuss  potential  recommendations  or  make  suggestions  on  boosting 
 competitive advantages. For example, the chemical formula, or recipe, of the classic Coca-Cola 
 beverage, beloved by billions, is definitely one of the company’s biggest competitive advantages 
 and one of the reasons it has become the  market leader in the non-alcoholic beverage industry. 


This particular industry, or ‘gathering of firms in a market’, is an extremely competitive one. Coca-
 Cola is focused on retaining  its competitive advantages. These have to be scarce among market 
 players,  relevant,  but  also  durable.  If  these  requirements  are  met,  there  will  be  a  competitive 
 advantage that could be used to compete against rivals, such as PepsiCo.  


Overall,  a  marketing  audit  seeks  to  assess  the  effectiveness  of  the  marketing  and  sales 
 departments. In general, marketing also has to interact and work with several other management 
 functions, such as research & development, purchasing, and others (Boutayna & Lalla, 2019). If 
 all  these  functions  are  considered,  it  is  possible  to  conduct  a  ‘marketing  audit’  rather  than  a 


‘marketing function audit’. This type of audit gathers information, plans, and controls marketing 
 operations. An accounting department will work with a marketing department in order to establish 
 how and where profits are generated. Areas where profits and revenues are increasing can be then 
 be reinforced. Expenditures also have  to be kept in mind when discussing potential  changes or 
 improvements to a marketing plan or strategy.  



Chapter 4: Marketing Strategy - ‘Share a Coke’ Campaign  


In this chapter, the ‘Share a Coke’ campaign is introduced and described in more detail. It 
 is a campaign that saw the American giant print popular names on its bottles and cans in 2011; 


firstly in Australia, then throughout the rest of the world. Other variations were released with song 
 titles, vacation destinations or even everyday heroes during the Covid-19 pandemic. The ‘Share a 
 Coke’  campaign  was  chosen  because  it  persistently  scored  highly  and  was  the  only  campaign 
 employed by Coca-Cola in the span of at least ten years that generated higher revenue.  


Coca-Cola started one of the greatest marketing campaigns ever in Australia in 2011 and 
 extended it to the US in 2014: This was the ‘Share a Coke’ campaign. In general, it was a very 


“humble beginning in a single Sidney factory, which turned into a global powerhouse” (Coca-Cola 
Australia, 2019).  The planner and the creative executive producer of  the  campaign are Damian 
Damjanovski and Chris Ford, operating under an agency called Ogilvy Sydney. It was an attempt 
to reach out to young adults from Australia by printing 150 of the most popular Australian names 
on bottles or cans. The idea was to entice people to share a beverage (a ‘Coke’) with their friends 
and loved ones by adding a personalized appeal to bottles and cans, thereby making ‘Cokes’ an 
integral  part  of  social  gatherings,  networking  events  and  similar  occasions.  Bottles  and  cans 
bearing names will enable consumers and potential customers to identify with the product. Such a 



(17)customized design will in turn make the product more appealing to the company’s customers and 
 consumers  than  generic  beverages  ‘made  up’  for  the  general  public.  While  the  groundbreaking 
 campaign started in Australia, it didn’t end there – it spread to over 70 countries around the world. 


Teams  from  a  number  of  countries  such  as  Great  Britain,  Turkey  and  the  United  States  have 
 adjusted the campaign slogan and inserted special names to change it to, for example, “Share a 
 Coke with [name]”, to make it even more appealing to the individual purchaser (Coke, 2016). The 
 objective of Coca-Cola was to attract consumers of similar refreshments of other manufacturers or 
 brands. Identifying with a Coca-Cola product on seeing one’s name on a bottle or can has proven 
 to increase someone’s susceptibility to purchasing said product.  


The company created a unique website for the public to be able to virtually design their 
 own bottles by adding  their names to  the label. The website also enabled people to share them 
 through their social media channels. The hashtag ‘Share a Coke’ was used on several platforms 
 for a chance to be displayed on Coke billboards anywhere in the world. Other giveaways were 
 started by the giant to gain as much attention as possible. Coupons were also available to inspire 
 people to connect with each other over the company’s beverages. Naturally, the company could 
 not appeal to every consumer and some names were not represented on its product labels, so Coca-
 Cola started a 500-stop cross-country tour, stopping at campuses and festivals to expand its reach 
 beyond those customers who had been incentivized by their own names on Coca-Cola products. 


The public responded by using these bottles and cans bearing names for special moments, such as 
 name reveals, marriage proposals, winner selections and more.  



Chapter 5: Modern Audit Assessment 


The purpose of this audit assessment is to analyse the ‘Share a Coke’ campaign from the 
 perspective of an internal auditor. An internal audit is executed by an employee of the company to 
 improve  performance,  whereas  an  external  audit  is  completed  by  an  independent  organization 
 assessing the campaign’s value and efficiency. However, the internal auditor still needs to maintain 
 an objective mind. Both need to adhere to the rules imposed by their respective governments. In 
 an internal audit, a conflict of interest is more likely to arise than in an external audit due to the 
 auditor’s personal involvement with the company and his own stake in the company’s success. 


Internal  audits  take  place  periodically  based  on  the  needs  and  specificities  of  the  campaigns. 


Another objective is to assess how much risk the campaign poses to the company. The results are 
 then presented to the organization’s board of directors. The ethics of the campaign also need to be 
 considered. Some of the most important responsibilities of an internal auditor are the following: 


verifying information, keeping accurate records of management decisions and company policies, 
complying with the company’s corporate filing duties and registration obligations, scrutinizing 
resource allocation (for example, by uncovering fraud and corruption within the company), and 
providing controls and solutions.  



(18)It is important to conduct a modern audit assessment every once in a while, to have the best 
 possible results. Coca-Cola’s ‘Share a Coke’ campaign was a success because they considered the 
 following categories, each defined by sub-categories he called ‘focal points’. 


1.  Macro Environment 
 2.  Task Environment 
 3.  Competitive Assessment 
 4.  Traditional Review 
 5.  Systems and Procedures 
 6.  Functional Audit 


A modern audit assessment, simply put, increases the accuracy of the audit. If specific data 
 about  the  company’s  interna  is  present,  tools  such  as  CAAT  (Computer-Assisted  Auditing 
 Techniques) can be used. These softwares help with calculations, identify repetitions or errors, and 
 create  multiple  tables  and  illustrations  such  as  a  ‘pivot  table’.  Old-school  and  traditional 
 techniques, such as vouching, may be considered satisfactory and appropriate for the task, but they 
 are less efficient. There is a system-based approach where a company has a specific process that 
 it uses for analyzing and auditing specific departments. Another tool is predictive analysis, where 
 probability is calculated and patterns are identified, by, for example, calculating risk.   


Improvements from Modern vs. Traditional Audit Assessment: 


•  More efficient and effective in the long run 


•  File Storing and Sharing: Access data stored on a computer without depending on the 
 client 


•  Faster Calculations 


•  Standardized processes, globally accessible 


•  Error minimization and more compliance with Audit guidelines 


•  Eliminating insignificant areas during the Audit assessment 


•  Analytical approach vs. comparing raw figures 


Based on these categories outlined by Stevens R. E. Loudon, the company’s audit team 
 assesses the campaign using focal points and evaluates it using a score to rate its performance and 
 success.  



Chapter 5.1: Macro Environment 


The first sub-chapter of chapter 5 analyzes the macroeconomic environment of the Coca-
Cola  company  and  the  ‘Share  a  Coke’  campaign  in  more  depth.  It  takes  into  account  the  key 
demographic  (target  audience);  the  economic  context,  including  the  brand’s  value  and  total 



(19)revenue,  cultural  developments,  environmental  issues,  threats  or  potential  replacements  on  the 
 market;  and  lastly,  technological  and  political  aspects.  All  these  sectors  must  be  analyzed  in  a 
 marketing audit and are therefore explored in this bachelor’s thesis.  


SWOT Analysis: Strengths – Weaknesses – Opportunities – Threats 


INTERNAL FACTORS 


STRENGTHS (+)  WEAKNESSES (-) 


•  Market Leader (Leading Market Share) 


•  Developed global distribution system 


•  Innovative marketing campaigns  


•  Wealthy company (resources for 
 acquisitions) 


•  Competition under control 


•  High brand equity 


•  Strong brand identity – loyal consumers 


•  Involved in political issues 


•  Product diversification 


•  Health concerns: unhealthy main drink & 


sub-drinks 


•  Aggressive traditional and non-traditional 
 competition 


EXTERNAL FACTORS 


OPPORTUNITIES (+)  THREATS (-) 


•  Going more Green: Recyclable 
 Bottles/Cans 


•  Acquire more competitors  


•  Development of new Products 


•  Increased presence in developing nations 


•  Possible taxes on ingredients 


•  Negative headlines 


o Water usage controversy 


o  Packaging controversy: single-use 
 plastic bottles 


•  Aggressive traditional and non-traditional 
 competition  


•  Changing consumer tastes 


Strengths 


Coca-Cola  has  been  controlling  the  non-alcoholic  beverage  industry  for  years  and  is 
therefore the market leader. The brand has a dominant market share with respect to the competitors 
within the industry, whether traditional or non-traditional. An example of the company’s market 
share in the United States is shown below from 2004 to 2020. After the marketing campaign was 
launched in the United States of America, the market share constantly increased until it decreased 



(20)in 2020 due to the pandemic. It also represents the marketing campaign’s success and shows how 
 Coca-Cola has already dominated the non-alcoholic beverage industry for years. 


Graph 1: Coca-Cola Company Market Share in the US from 2004-2020 


Source: (Convay, 2021) 


Coca-Cola is a „global business that operates on a local scale, in every community where 
it does business” (Coca-Cola Company, 2021). There are several steps which must be taken before 
the  products  can  be  sold  on  the  market.  The  process  starts  with  Coca-Cola  manufacturing  and 
selling concentrates, beverage bases and syrups to bottling operations. The bottling partners work 
includes manufacturing, packing, merchandizing, and distributing the final, branded beverages to 
customers  and  vending  partners  who  then  sell  the  finalized  version  of  the  actual  product  to 
consumers.  On  the  official  website,  Coca-Cola  explains  that  its  bottling  partners  have  a  close 
relationship  with  their  customers,  since  they  oversee  the  execution  of  localized  strategies 
developed  in  partnership  with  the  company.  The  great  global  distribution  system  of  Coca-Cola 
with its presence in over 200 countries, with over 200 brands, and 500 products, is known for its 
success worldwide.  



(21)Figure 3: The Coca-Cola System 


Source: (Coca-Cola Company, 2021) 


There are specific bottling partners from all around the world listed on the official Coca-
Cola website, in total approximately 250 bottling partners. 



(22)Figure 4: Bottling Partners 


Source: (Coca-Cola Company, 2021) 


Coca-Cola has always been motivated to create innovative marketing campaigns which are 
 simply different from those of other companies. The marketing campaign discussed throughout 
 this thesis is the “Share a Coke” campaign, which builds a personal relationship with the consumers 
 of  Coca-Cola  because  they  are  used  as  an  instrument  to  attract  new  consumers  through  social 
 media channels.  


The Coca-Cola company’s strength is also their ability to simply purchase and acquire their 
 opposition  and  competitors.  It  is  an  extremely  well-financed  company  and  has  the  necessary 
 financial requirements to complete such acquisitions which ultimately decreases competition and 
 increases  Coca-Cola’s  presence  on  the  market.  Overall,  Coca-Cola  controls  the  market  and  its 
 competitors.  It is by far the market leader in their segment and always observes the competition 
 to stay on top.  


Coca-Cola is one of the most renowned companies and has one of the highest brand equities 
 in the world. It was even awarded the “highest brand equity award” in 2011 by Interbrand.  


Finally, other strength and success criteria are strong brand identity and consumer loyalty. 


The company always seeks to connect with its consumers emotionally through specific, targeted 
marketing  campaigns.  Soft  drinks  marketed  by  Coca-Cola  and  its  affiliates  are  the  best-selling 
drinks  in  history.  The  specific  taste  and  ‘feeling’  (“Taste  the  Feeling!”)  advertised  with  their 
products attracts new consumers and creates a loyal following. 



(23)Weaknesses 


One  of  the  greatest  weaknesses  of  Coca-Cola  is  involvement  in  negative  publicity  and 
 political  issues. Examples are waste of or too much use of water in the production stage or the 
 plastic, found on beaches, stemming from Coca-Cola products. These negative headlines might 
 lead to a loss of consumers, and therefore a loss in revenue. According to the guardian, Coca-Cola 
 has  already  been  credited  as  the  largest  plastic  polluter  in  the  world  for  three  years  in  a  row 
 (McVeigh, 2020), a title any brand could gladly do without. If the company found a way to deal 
 with  and  solve  these  environmental  issues  associated  with  the  brand,  it  would  reduce  negative 
 publicity and attract new, environmentally sensitive clients.  


Another  weakness  of  the  company  is  product  diversification.  Coca-Cola  focuses  on 
 beverages while the competition, such as Pepsi, offers snacks. Coca-Cola has yet to branch into 
 this sector of the industry, ultimately leaving Pepsi at an advantage. Coca-Cola ought therefore to 
 develop  a more diversified portfolio  in order to  compete with  their main  competitor within the 
 food industry, otherwise the competition will grow further.  


One of its greatest weaknesses is its struggle to make products more palatable and attractive 
 to  health-conscious  customers.  The  company  also  struggles  to  offer  healthier  alternatives  with 
 equivalent  flavors.  Carbonated  drinks,  due  to  how  much  sugar  they  contain,  are  generally 
 unhealthy for the consumer. Associated issues can range from obesity to diabetes and changes in 
 appearance, such as teeth discoloration or unclear skin. Of course, Coca-Cola has acquired brands 
 known  for  healthier  products,  such  as  Smart  Water,  but  Coca-Cola  continues  to  be  associated 
 mainly with its carbonated refreshments, creating a negative image among customers conscious of 
 nutrition and their diets. To battle the persistent rise in obesity among regular consumers of such 
 beverages, Coca-Cola has attempted to counteract this by releasing a ‘diet option’, which contains 
 much less sugar. In general, Coca-Cola will need to advertise and promote healthier drinks as well, 
 or otherwise risk damaging the brand’s perception in people’s minds further. 


Lastly,  Coca-Cola’s  ongoing  competition  with  its  main  competitor,  PepsiCo.,  has  the 
 potential of costing the Company the upper hand. These two companies are battling for the market 
 leader position. Although there are numerous other  competitors, traditional  and non-traditional, 
 one of Coca-Cola’s weaknesses remains being driven by its main competitor’s business initiatives 
 in order to stay ahead of the competition and retain its market share.  


Opportunities 


The biggest opportunity for Coca-Cola is “going greener” with the use of recyclable bottles 
and  cans.  It  aims  to  overhaul  the  entire  beverage  portfolio  with  100%  recyclable  packaging  by 
2025, or at least 50% recyclable material by 2030. Overall, the company wants to fight criticism 
based on environmental devastation, caused by the company. A company purchased by Coca-Cola 
that is already using recyclable bottles is Natura Water.  



(24)Further, due to its financial resources, Coca-Cola has already seized, and ought to continue 
 to seize, numerous opportunities to acquire competitors and other companies in order to maintain 
 its position as market leader. 


Another opportunity would be to introduce new products, such as snacks, to compete with 
 PepsiCo within the food industry and avoid giving PepsiCo. and other competitors’ leverage. Also, 
 Coca-Cola could further expand its portfolio by introducing healthier drinks, which would attract 
 new customers to the brand. 


The  company  could  also  further  increase  its  dominance  by  expanding  its  presence  in 
 developing  countries,  where  it  is  on  occasion  logistically  difficult  for  the  company  to  sell  its 
 products due to political conflict, instability, or a lack of local infrastructure. It would arguably be 
 worth investigating these issues and cooperating with local businesses (or ‘bottling partners’) to 
 increase Coca-Cola’s sales even in these regions to further boost the company’s success.   


Threats 


There  are  also  several  noteworthy  threats  to  Coca-Cola’s  success.  Governments  in 
 jurisdictions in whose markets the company is active impose taxes on ingredients such as sugar.  


This has already occurred in the United Kingdom, for instance, so presumably the company will 
 have systems in place to ensure monitoring and compliance. Quite possibly, the company is also 
 already engaged in lobbying to cap such taxes from being imposed as they would drive up prices 
 for  the  company’s  products.  This,  in  turn,  could  force  the  company  to  switch  to  alternative 
 ingredients and other sources, thereby affecting the flavour of its signature products. 


Another  threat  is  negative  publicity,  which  always  plays  a  role  in  how  the  company  is 
 perceived by the general public (and therefore, by existing consumers and potential customers).  A 
 negative image could reduce consumption and therefore sales. A few controversies the company 
 has been involved in include water use in the production process and the single-use plastic bottles 
 polluting  beaches  and  oceans.  It  is  important  to  tackle  these  negative  headlines  and  create 
 awareness  among  customers  that  the  company  is  working  on  environmentally  sustainable 
 solutions.  


Of  course,  there  are  also  traditional  and  non-traditional  competitors  which  can  threaten 
 Coca-Cola’s  position  on  the  market.  The  solution  is  to  observe  relevant  market  players,  assess 
 every competitor without underestimating their relevance, and to concentrate on minimizing any 
 advantage that the biggest competitors, particularly PepsiCo., may have over Coca-Cola. 


Demographic 


The ‘Share a Coke’ campaign aimed to increase sales, attract new consumers and connect 
with the public. In general, Coca-Cola does not have a  “specific target audience, since  the soft 
drink  is  addressed  to  everybody”  (Hussein,  2012).  In  Ananda  Hussein’s  blog,  the  gender 
demographic  of  Coca-Cola’s  main  consumers  is  said  to  be  nearly  50/50.  Still,  consumers  and 



(25)customers mainly influenced by Coca-Cola’s social media presence are millennials, people from 
 the  age  of  13-25.  The  majority  of  the  customer  base  will  be  made  up  of  the  ‘mobile  phone 
 generation’. Therefore, the marketing campaign was arguably focused on teens and millennials 
 (The Coca-Cola Company, 2014). Consumers of the mentioned age groups tend to be more easily 
 influenced (and so, more easily enticed to buy). They are the most active on social media, where 
 the campaign’s advertising was centered: Social media allowed, and still allows, the company to 
 spread  promotions  and  advertising  throughout  their  social  media  channels  and  attract  as  much 
 attention  as  possible.  According  to  an  article  by  Vinay  Ghosh,  the  millennial  lifestyle  makes  a 
 young consumer at this age the ideal customer: He or she is more likely to visit restaurants, cafés, 
 canteens, and other similar establishments in the context of social gatherings. He or she is likely 
 not to have lost the taste for sweetened soft drinks yet, which many of us developed as children. 


The campaign was a new approach to advertising and marketing in tune with recent technological 
 developments and innovations, a perfect fit for the company’s target audience. It helped create a 


‘Coca-Cola community’ built around the brand and loyal consumers who will choose a ‘Coke’ 


over other soft drinks or refreshments when given the choice.  


Economic 


Throughout the ‘Share a Coke’ campaign, the company’s marketing department tried to 
 build a relationship with the public, thereby ultimately making the ‘Coke’ the most successful non-
 alcoholic drink in the world. The main strength of the company is the fact that it sells its products 
 around the world. It owned “500 products, which were being sold in 200 countries with 1.9 billion 
 servings per day” until 2014 (The Coca-Cola Company, 2014). The products are diverse enough 
 to cater to different tastes, dietary requirements and different types of consumers.  


The following graph shows Coca-Cola’s brand value from 2006 to 2020. It covers a wide 
 spectrum and range to analyse accurately which campaign contributed to the company’s success. 


There have been several campaigns that improved Coca-Cola’s performance over the years. The 
main ‘Share a Coke’ milestones occurred in 2011 and 2014, both years resulting in a clear increase 
in brand value from which the campaign’s success can be inferred. The brand was valued at around 
84  billion  dollars  in  2020,  which,  according  to  Statista,  places  it  among  the  top  10  companies 
worldwide. Brand value is an important measure of the performance and stability of a company, 
so it is important to analyse and consider it.  



(26)Graph 2: Coca-Cola’s Brand Value from 2006 to 2020 


Source: (Statista Research Department, 2021)  


The  Graph  above  also  shows  the  success  of  the  ‘Share  a  Coke’  marketing  campaign. 


Between 2014-2015, the brand value increased by more than 3 billion US dollars, which is a higher 
increase than any other caused by previous campaigns within a single year. Other large increases 
in brand value depicted in the above graph - some of which are larger than the increase recorded 
between 2014-2015 - must be read with caution. These increases were caused by campaigns based 
around special events (such as a FIFA Football World Cup) and therefore understandably had a 
larger impact on brand value than the ‘Share a Coke’ campaign, which was not dependent on an 
event or festivity and stood by itself. Therein lies its remarkability, however. For example, in 2007 
and 2008, campaigns were related to some of the biggest sports events in the world, such as the 
Olympic  Summer  Games  and  the  FIFA  World  Cup.  These  campaigns  were  successful  mainly 
because  Coca-Cola  was  the  main  sponsor  of  these  events.  By  contrast,  the  innovative  ‘Share  a 
Coke’ campaign was not dependent on existing events, stood by itself, and managed to drive up 
sales without building the surrounding hype of a sports tournament. The campaigns of 2012 and 
2013 were related to obesity, where Coca-Cola, as  a producer of highly sugary and  carbonated 



(27)drinks,  attracted  attention  by  making  a  commitment  to  advertising  responsible  consumption  by 
 consumers. Another year that depicts a larger increase than the United States launch of ‘Share a 
 Coke’ in 2014 to 2015 is the transition from 2019 to 2020. That year’s campaign was focused on 
 a variation of the ‘Share a Coke’ campaign, which was the ‘Everyday Heroes’ variation. It outlined 
 everyday heroes of the COVID-19 pandemic, such as nurses, doctors, teachers, and other essential 
 workers. All other increases can be traced to arguably random events (such as sports tournaments, 
 as explained) or unrelated issues, while the ‘Share a Coke’ campaign’s success continues to stand 
 alone. Naturally, Coca-Cola also has the highest market share among beverage producers, due to 
 their diverse product portfolio. 


The BCG Matrix is another important tool to analyse a company’s current state. It analyses 
the company’s relative market share and market growth and categorizes it as either a ‘star’, a ‘cash 
cow’, a ‘dog’ or even a ‘question mark’. In Coca-Cola’s case, the Matrix highlights the company’s 
high market share.  



(28)Figure 5: BCG Matrix


Source: (Bruin, 2020) 


Over a long time, Coca-Cola has been the market leader in the soft drink industry and has 
 been generating revenue. The company has also the highest market share among its competitors. 


Due to the fact that it has been the biggest soft drink manufacturer with the largest market shares 
for a long time, the company does not experience as much growth as it did in the past. Following 
the BCG Matrix above; it could be considered a cash cow. The matrix highlights the arguments 
made about market leadership and high market share.  



(29)Overall, the campaign was a success due to the “increases in sales volume and revenue” 


(Starcom Mediavest  Group, Wieden + Kennedy,  Fast Horse, 2014). The following  information 
 focuses on the United States campaign from 2014 and the campaign’s effect on the company.  


1.    “Volume (+11% from 2013)  
 2.     Revenue (+11% from 2013) 
 3.     Share (+1.6% from 2013) 


4.      Velocity  (+10%  from  2013)”  (Starcom  Mediavest  Group,  Wieden  +  Kennedy,  Fast 
 Horse,  2014).  Velocity  measures  how  fast  sales  increased  compared  to  the  previous 
 year. 


The summer of 2014, more specifically July, showed the best monthly sales that the ‘Coke’ 


has had since 2009, and also the biggest year-over-year growth ever. The most successful Coca-
 Cola campaign also “realized a 2% unit price increase amidst competitor discounting” (Starcom 
 Mediavest Group, Wieden + Kennedy, Fast Horse, 2014). Nearly half of the sales gains were down 
 to  only  ‘Cokes’  and  their  diet  options  and  not  from  other  drinks  associated  with  the  brand. 


According to a case study from Coca-Cola evaluating the key performance indicator, almost 1.25 
 million more teens tried Coca-Cola in the summer of 2014 than in previous years. Overall, from 
 an economic perspective, the campaign was undoubtedly worth it due to increased media exposure 
 of the brand and the drastic sales increases the brand experienced over the span of the campaign. 


Paid  media  alone  yielded  a  10%  increase  in  sales,  3.3%  from  static  and  interactive  outdoor 
 advertising , 2.1% by influencers, 5% by social media, especially Instagram, with another 4.3% 


coming from traffic in owned assets such as pop-up stores and kiosks (Starcom Mediavest Group, 
 Wieden + Kennedy, Fast Horse, 2014).  


Graph  2  shows  the  total  revenue  resulting  from  the  Coca-Cola  company  in  the  years 
 between 2010 and 2019. It is supposed to highlight the increase in revenue that was achieved in 
 2011,  the  year  the  marketing  campaign  was  released  in  Australia.  Therefore,  the  graph  below 
 shows that it was a good idea to release an advertising campaign centered on social media. 


  



(30)Graph 3: Coca-Cola’s Worldwide Total Revenue 2010-2019 


Source: (Market US, 2020) 


The graph highlights the increase in revenues in 2011 (at the start of the campaign), when 
 there had been no increase for the previous ten years. The revenue remained relatively high during 
 the entire span of the campaign, speaking to its overall success. Even towards the end of 2017, 
 revenues  remained  equal  to  the  amount  before  the  original  campaign  was  launched,  remained 
 stable and never fell below the level reached in 2010, which shows how long-lasting and successful 
 a campaign can be. It is unusual for a marketing campaign to maintain such steady levels of success 
 and yield consistently high revenue over a period of 6 years.  


Environmental 


Coca-Cola  is  taking  several  opportunities  into  consideration  to  strengthen  their  overall 
performance and popularity further. These include implementing environment-friendly policies, 
as described in their vision statement. According to CSNews, Coca-Cola is transitioning to fully 
recycled rPET bottles (CSNews, 2021). It is an opportunity to show consideration for the climate 



(31)and environment, which will hopefully attract new customers looking for ‘green’ market offers. 


The ‘Share a Coke’ campaign has sold personalized glass bottles which are also more eco-friendly 
 than regular PET bottles, as they are more easily recyclable.  


In  the  past,  the  press  has  criticized  Coca-Cola  for  allegedly  neglecting  environmental 
 concerns and climate issues in the manufacturing of their products. In 2014, the year of the ‘Share 
 a Coke’ campaign in the United States, a “bottling plant has been ordered to close in India after 
 local  farmers  blamed  it  for  using  too  much  water”  (Chilkoti,  2014).  Especially  for  Coca-Cola, 
 India is a major market, and such negative reports (and closures of production centers) could turn 
 into long-lasting impediments to its economic growth. Another environmental issue was the fact 
 that  in  2019,  Coca-Cola  was  named  “the  worst  plastic  polluter”  by  an  environmental  pressure 
 group (Petter, 2019).  


In total, the group arranged 484 beach clean-ups in over 50 countries and collected 11,732 
 pieces  of  plastic  stemming  from  Coca-Cola  products.  The  company  only  stated  that  it  would 


“address this critical global issue” (The Coca-Cola Company, 2019). Analyzing the Sustainability 
 Reports a couple of years later - for example, the 2019 version - it appears that the company has 
 dealt with some of these issues and is planning on more improvements. It already has 24% less of 
 a carbon footprint among all drinks since 2010 (The Coca-Cola Company, 2019). By 2025, the 
 company aims to make all packaging recyclable. Regarding the water issue, Coca-Cola released 
 an article stating that 160% of the water used in the finished beverages and their production “has 
 been replenished in nature during 2019” (The Coca-Cola Company, 2019). These initiatives by 
 Coca-Cola show that the company is tackling negative environmental effects of its business and 
 that the giant is willing to change its production policies and manufacturing processes for the sake 
 of sustainability.  


Cultural Trends


Clearly, society has entered a digital era, which has been called “the fourth revolution of 
 mankind history” (Levin, 2019). This digital revolution is a cultural trend that creates an artificial 
 world for populations of most developed and first-world countries. Coca-Cola was already one of 
 the strongest brands in the world but used the digital sphere, which facilitates marketing and overall 
 communication, to become the biggest market player in the industry. As described by Ilya Levin, 
 social  media has the most influence on today’s  culture. The ‘mobile phone generation’, which 
 includes millennials and teens, is clearly the backbone of the ‘Share a Coke’ advertising campaign. 


The number of social network users worldwide continues to increase steadily, as the graph below 
shows.  Therefore,  the  pool  of  potential  purchasers  and  consumers  increases  proportionately, 
making social media an attractive platform for the company’s advertising. The Coca-Cola ‘Share 
a Coke’ campaign was based  on social media channels and the public’s willingness to “share a 
Coke” with friends and family. Therefore, it is of exceptional importance to analyse the role of 
social  media  users  worldwide.  For  instance,  the  following  graph  shows  the  number  of  social 
network users worldwide between 2010 and 2021 and the ensuing changes. 



(32)Graph 4: Social Network Users Worldwide from 2010-2021 (in billions) 


Source: (Statista, 2017) 


Graph 3 clearly shows a steady increase in the number of social media users around the 
 world over the years. It underlines the importance of the digital revolution and the trend of moving 
 towards the online world; of basing a marketing campaign on social media and the possibility of 
 web-based  product  customization.  Coca-Cola  used  a  cultural  development  as  an  opportunity. 


Although in 2010, there was of course less activity online than there is now, building a campaign 
 on the Internet was a risk that paid off with an overall high return.   


New Threats/Replacements 


The  public’s  awareness  of  associated  health  concerns  has  become  more  and  more 
prominent in recent decades, putting Coca-Cola in danger of losing potential or current customers 
to  competitors  offering  healthier  products.  There  are  multiple  health  concerns  linked  to  the 
consumption of Coca-Cola products – mainly due to high amounts of sugar and caffeine contained 
in Coca-Cola products. In the 2000s, gruesome videos of scientific experiments featuring ‘Cokes’ 



(33)being boiled on stove tops were circulated on social media, the black soft drink reduced to nothing 
 but sludge. Consuming large quantities of sugar increases the consumer’s risk of obesity, diabetes, 
 tooth decay, heart disease, hypertension, acne, and more. The list seems endless, and the public’s 
 tendency to choose more nutritious options to fuel their bodies keeps growing. This represents an 
 important  cultural  shift  in  customers’  expectations  regarding  the  composition  of  such 
 refreshments:  not  only  less  sugar,  but  more  nutritious  ingredients.  Customers  now  demand 
 'healthier' alternatives, drinks that are compatible with a 'healthier' lifestyle. Today, much more so 
 than decades ago, people are more interested in the ingredients of a product, how they affect their 
 bodies, and whether they can be consumed responsibly. This is especially true for  millennials and 
 younger generations. According to the United States’ official Coca-Cola website,  the company 


“offered a ‘diet’ and a ‘zero’ version” in order to combat the unhealthy effects of consuming the 


‘traditional Coke’ (Coca-Cola, 2021). Coca-Cola also acquired sub-brands that produce healthier 
 alternatives, including coffee (e.g. ‘Costa Coffee’) and even water (e.g. ‘Smart Water’), thereby 
 enticing new customers to consume Coca-Cola products and put their trust in the brand.   


The government is even able to impose rules and regulations that limit the amount of  sugar 
 permissible in a soft-drink. Since the company relies on carbonated drinks, this threatens to put a 
 cap  on  the  company’s  success  by  potentially  forcing  it  to  amend  its  typical,  sugary  Coca-Cola 
 formula. 


Technological 


The company used several platforms for the campaign and to ‘share happiness in a bottle’ 


either virtually or physically. The campaign will now be evaluated more specifically by reference 
 to the ‘Share a Coke’ hashtag and pictures on the internet, the resulting increase in sales, but also 
 the sheer number of bottles that were personalized.  


By 2014, the campaign had already spread to over 70 countries and over 1000 names were 
 used  to  customize  Coca-Cola  bottles.  Over  150  million  personalized  bottles  or  cans  were  sold. 


There  were  730,000  personalized  glass  bottles  available  in  the  online  store  and  17,000  virtual 
 bottles were shared across Europe only. Overall, consumers were able to choose among 500,000 
 names to personalize their bottles in Coca-Cola’s online store.  


The ‘Share a Coke’ campaign connected people with each other, but also connected the 
public with Coca-Cola through the company’s social media channels. The company had almost 
998 million reactions to this on Twitter and there were 235,000 tweets with a campaign-related 
hashtag. Also, the company gained nearly 25 million new Facebook followers in the same year 
(Edafejirhaye  &  Kolade,  2019,  p.  5).  According  to  the  ‘World  Journal  of  Innovative  Research 
(WJIR), there were over “500,000 images shared using the hashtag ‘Share a Coke’ within the first 
year”. It also mentioned that the number of followers on Facebook also increased by 25 million in 
the same year.   



(34)From  a  technological  standpoint,  the  ‘Share  a  Coke’  campaign  clearly  benefited  from 
 digitalization and the ease with which it could spread globally, through social media. Purchasers 
 of  customized  bottles  shared  their  purchase  through  pictures  and  posts  marked  by  a  trending 
 hashtag that bundled all posts related to the campaign. This attracted more attention from the target 
 audience, thereby maximizing exposure of the product and ultimately increasing sales.  


Political


There are different rules and regulations for the consumption of products in every country 
 in the world. These  can, of course, impact the company negatively and reduce sales. There are 
 numerous examples, such as trade sanctions between the United States and Burma (mbassKooL, 
 2020). People in Cuba and North Korea are not allowed to sell or buy Coca-Cola products officially 
 due to the political situation there. The reason being is that these countries are “under long-term 
 U.S. trade embargoes” (Taylor, 2020). Coca-Cola stated that if their products are sold there, they 
 were smuggled in on the black market and not via official channels (Hebblethwaite, 2012). 


Due to ‘apparent’ health issues, there are also boycotts. An example is a campaign launched 
 by the Social Nicaraguan Movement, called “One Day without Coca-Cola" (Dudovskiy, 2015). It 
 was intended to be a protest against the US-led invasion of Iraq, which drastically decreased sales 
 revenues in these markets. During the release of the ‘Share a Coke’ campaign in the United States 
 in 2014, in the context of the Israeli attacks on  Gaza, businesses in  Turkey  and more than 100 
 hotels  in  Mumbai  stopped  selling  Coca-Cola  products.  Such  political  developments  and 
 controversial policies arguments can have an adverse impact on the revenue of a company seeking 
 to  trade  globally,  including  in  markets  with  which  the  US  may  or  may  not  have  established 
 diplomatic relations.  



Chapter 5.2 Task Environment 


The  second  sub-chapter  outlines  the  task  environment.  It  includes  market  trends, 
 segmentation, customer needs & benefits, the buying processes, channels of distribution including 
 pricing strategy, but also the positioning of  the company within the market or industry of non-
 alcoholic beverages. Considering that Coca-Cola is the market leader, it is extremely important to 
 keep an eye on all these aspects in order to retain the position. It is also crucial to consider customer 
 needs and demand. The Coca-Cola company confidently states that it satisfies its customers with 


“pure excellence” (Coca-Cola, 2019).   



(35)Market Trends 


Overall, the soft drink industry has a number of big competitors, but Coca-Cola is clearly 
 marking  its  territory.  All  its  innovative  marketing  campaigns,  especially  the  ‘Share  a  Coke’ 


campaign, have pushed the company forward. It was the first to increase “revenue after a period 
 as long as 10 years” (Esterl, 2014). The market tends to depend more and more on online marketing 
 and social media, in order  to maximize the number of people  and potential  customers reached. 


Coca-Cola  used  these  market  trends  to  their  advantage.  In  addition,  personalization  and 
 customization  distinguished  the  ‘Share  a  Coke’  campaign  from  others  and  took  Coca-Cola’s 
 advertising to the next level.  


Segmentation


Segmentation  is  the  process  of  tailoring  a  product  to  a  specific  type  of  customer  or 
 consumer.  The  goal  of  the  campaign  was  to  attract  the  attention  of  millennials  and  gain  new 
 consumers  in  this  segment.  The  director  of  Marketing  for  Coca-Cola,  Lucie  Austin,  stated  that 
 their research “showed that teens and adults loved that Coke was big and iconic, but they felt that 
 they  weren’t  talking  to  them  at  eye  level”  (Crawford,  Brennan  ,  &  Khamis,  2020,  p.  69). 


Thereafter, the ‘Share a Coke’ campaign was launched.  


As explained in the methodology section, the separate parts of the ‘SMART’ technique, 
 which  was  employed  in  the  creation  of  the  marketing  campaign  “Share  a  Coke”,  are  split 
 throughout this thesis to make use of Loudon’s outline possible. The objectives, or goals, of the 
 campaign were the following: 


•  Powerful Call to Action 


•  Attract Millennials and New Consumers 


•  Personal Relationships & Inspire Shared Moments of Happiness 


•  Public Drives the Campaign through Social Media Channels 


•  Marketing Campaign can last only a year or several years with different variations such as 
 the ‘Share a Coke’ campaign 


SMART stands for specific, measurable,  achievable, relevant and time bound. All these 
attributes are respected in the campaign’s goals. Coca-Cola tried to be as specific as possible since 
the campaign was a risk due to online marketing. Still, social media users are increasing yearly, so 
the company wanted to attract as many new consumers in their target range as possible, meet them 
at  ‘eye  level’,  make  its  products  more  personal  and  improve  its  social  media  presence.  For 
example,  in  2014  alone,  the  company  gained  25  million  new  Facebook  followers,  which  is 
impressive.  The  above  goals  are  measurable  by  analyzing  social  media  numbers  and  statistics, 
such as the number of new consumers attracted, and revenue. They are time-bound because the 



(36)campaign was actively run for a year. Overall, these goals were achievable but challenging; risky, 
 but worth it in the end.  


Customer Needs/Benefits 


Due to the fact that Coca-Cola is the market leader and its products are ubiquitous, it is 
 often the public’s first choice for refreshing, carbonated drinks: easily accessible, with a strong 
 flavour palette that appeals to the masses. Ingredients such as sugar and caffeine keep energy levels 
 high. There are also completely different flavors of Coca-Cola, for example with vanilla. Equally 
 important are the light and zero versions which give the consumers another option. While both are 
 sugar and calories free, light has a more unique taste than Coke Zero which tastes more like the 
 original  product.  Coca-Cola  offers  several  products  that  could  benefit  but  also  fulfill  consumer 
 needs. They are also able to share happiness with a bottle either physically or virtually through the 
 customization website. 


Buying Process/Channel of Distribution & Pricing/Rates


Today’s CEO, James Quincey, mentioned the company’s relentless drive to succeed and 
 described being “encouraged by its performance year after year, which ultimately accelerates its 
 evolution”, including the expansion of its network of distributors (Coca-Cola Company, 2021). 


Coca-Cola  officially  sells  its  syrup  to  bottling  companies  who  ultimately  manufacture  and 
 distribute  the  products  to  consumers.  Another  source  of  revenue  for  the  giant  is  the  “sale  of 
 beverages  to  retail  outlets  such  as  supermarkets,  restaurants,  provision  stores  and  bars” 


(Edafejirhaye & Kolade, 2019, p. 3). On the official website, the company states that it has around 
 225  bottling  partners  globally,  which  is  evidence  of  its  well-functioning  distribution  system. 


Another major strength of the company is its relationship with retailers. Stores that do not offer or 
 stock Coca-Cola products are few and far between. Coca-Cola sells its products to a distributor 
 first, then to the end consumer. Prices for distributors have to be low enough for them to be able 
 to sell to consumers at a competitive rate.  


Coca-Cola has long-term contracts with suppliers, which ensure that small fluctuations in 
 the economy do not affect the company’s production costs. Small fluctuations in the pricing of raw 
 materials only have a minimal effect, and only if they last for years at a time (Writer, 2019). The 
 prices  for  consumers  have  fluctuated  and  changed  throughout  the  years.  Coca-Cola’s  pricing 
 strategy  is  developed  in  the  context  of  the  pricing  set  by  its  fiercest  rivals,  PepsiCo.  The  Coke 
 cannot be priced much more highly than Pepsi Cola, otherwise Coca-Cola would lose its customers 
 to  its  competitor.  Also,  the  price  cannot  decrease  too  much,  otherwise  the  public  could  get  the 
 (false) impression of low quality, of different and cheaper recipes”. 


A major transition in the UK, for example, was the introduction of the ‘sugar tax’ in 2016, 
which increased prices for consumers. It consisted of a taxation of “18 pence per liter on drinks 
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