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 EXECUTIVE SUMMARY



Coca-Cola, the product that has given the world its best-known taste was born in Atlanta, Georgia, on May 8, 1886. Coca-Cola Company is the world’s leading manufactur manufacturer, er, marketer marketer and distribut distributor or of non-alcoholi non-alcoholicc beverage beverage concentrates concentrates and and syru syrups ps,, used used to prod produc ucee near nearly ly 400 beve bevera rage ge brand brands. s. It sell sellss beve bevera rage ge concentrates and syrups to bottling and canning operators, distributors, fountain retailers and fountain wholesalers. The Company’s beverage products comprises of bottled and canned soft drinks as well as concentrates, syrups and not-ready-todrink powder products. In addition to this, it also produces and markets sports drin drinks ks,, tea tea and coff coffee ee.. Th Thee Coca Coca-C -Col olaa Comp Compan any y bega began n build buildin ing g its its glob global al network in the 1920s. Now operating in more than 200 countries and producing nearly 400 brands. The Coca-Cola Company and its network of bottlers comprise the most sophisticated and pervasive production and distribution system in the world. This unique worldwide system has made The Coca-Cola Company the world’s premier soft-drink enterprise. From Boston to Beijing, from Montreal to Moscow, Coca-Cola, more than any other consumer product, has brought pleasure to thirsty consumers around the globe. For more than 115 years, Coca-Cola has created a special moment of pleasure for hundreds of millions of people every day. The Company aims at increasing shareowner value over time. It accomplishes this   by by work workin ing g with with its its busi busine ness ss part partne ners rs to deli delive verr sati satisf sfac acti tion on and valu valuee to consumers through a worldwide system of superior brands and services, thus increasing brand equity on a global basis. They aim at managing their business well with people who are strongly committed to the Company values and culture
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 and providing an appropriately controlled environment, to meet business goals and objectives.
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 HISTORY OF COCA COLA



Coca-Cola® originated as a soda fountain beverage in 1886 selling for five cents a glass. Early growth was impressive, but it was only when a strong bottling system developed that Coca-Cola became the world-famous brand it is today. 1894 – A modest start for a Bold Idea



In a candy store in Vicksburg, Mississippi, brisk sales of the new fountain beverage called Coca-Cola impressed the store's owner, Joseph A. Biedenharn. He began bottling Coca oca-Cola to sell, using a common gla glass bottle called a Hutc utchinson nson.. Bieden Biedenhar harn n sent sent a case case to Asa Griggs Griggs Candle Candler, r, who owned the Company. Company. Candle Candler  r  thanked him but took no action. One of his nephews already had urged that Coca-Cola be  bottled, but Candler focused on fountain sales. 1899 The first bottling agreement



Two young attorneys from Chattanooga, Tennessee believed they could  build a business around bottling Coca-Cola. In a meeting with Candler, Benjami Benjamin n F. Thomas Thomas and Joseph Joseph B. Whiteh Whitehead ead obtain obtained ed exclusi exclusive ve rights to bottle Coca-Cola across most of the United States (specifically excluding Vicksburg) -- for the sum of one dollar. A third Chattanooga lawyer, John T. Lupton, soon joined their venture. 1900-1909 … Rapid growth



The three pioneer pioneer bottlers bottlers divided the country country into territories territories and sold bottling bottling rights rights to local entrepreneurs. Their efforts were boosted by major progress in bottling technology, which improved efficiency and product quality. By 1909, nearly 400 Coca-Cola bottling
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   plants were operating, most of them family-owned businesses. Some were open only during hot-weather months when demand was high. 1916 … Birth of the contour bottle



Bottlers worried that the straight-sided bottle for CocaCola Cola was was easi easily ly confu confuse sed d with with imit imitat ator ors. s. A grou group p repr repres esen enti ting ng the the Comp Compan any y and bott bottle lers rs aske asked d glas glasss manufacturers to offer ideas for a distinctive bottle. A design from the Root Glass Company of Terre Haute, Indi Indiana ana won won enth enthus usia iast stic ic appr approv oval al in 191 1915 5 and and was was introduced in 1916. The contour bottle became one of the few packages ever granted trademark status by the U.S. Patent Office. Today, it's one of the most recognized icons in the world even in the dark! 1920s … Bottling overtakes fountain sales



As the 1920s dawned, more than 1,000 Coca-Cola bottlers were operating in the U.S. Their ideas and zeal fueled steady growth. Six-bottle cartons were a huge hit after their  1923 introduction. introduction. A few years later, open-top metal coolers coolers became the forerunners forerunners of  autom automat ated ed vendi vending ng mach machin ines es.. By the the end end of the the 192 1920s 0s,, bottl bottlee sale saless of CocaCoca-Co Cola la exceeded fountain sales. 1920s and 30s … International expansion



Led by longti longtime me Company Company leader Robert Robert W. Woodru Woodruff ff,, chief  chief  executive officer and chairman of the Board, the Company began a major major push push to establ establish ish bottl bottling ing operat operation ionss outsid outsidee the U.S. U.S. Plants Plants were were opened opened in France France,, Guatema Guatemala, la, Hondur Honduras, as, Mexico Mexico,, Belgiu Belgium, m, Italy, Italy, Peru, Peru, Spain, Australia and South Africa. By the time World War II began, Coca-Cola was  being bottled in 44 countries. 1940s … Post-war growth



During the war, 64 bottling plants were set up around the world to supply the troops. This followed an urgent request for bottling equipment and materials from General Eisenhower's base in North Africa. Many of these war-time plants were later converted to civi civili lian an use, use, perm perman anent ently ly enla enlarg rgin ing g the the bott bottli ling ng syst system em and and accelerating the growth of the Company's worldwide business. 1950s … Packaging innovations



For the first time, consumers had choices of Coca-Cola package size and type -- the traditional traditional 6.5-ounce contour bottle, or larger  larger  servings including 10-, 12- and 26-ounce versions. Cans were also introduced, becoming generally available in 1960. 1960s … New brands introduced
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 Following Fanta® in the 1950s, Sprite®, Minute Maid®, Fresca® and TaB® joined  brand Coca-Cola in the 1960s. Mr. Pibb® and Mello Yello® were added in the 1970s. The 1980s brought diet Coke® and Cherry Coke®, followed by POWERADE® and DASANI® in the 1990s. Today hundreds of other brands are offered to meet consumer   preferences in local markets around the world. 1970s and 80s … Consolidation to serve customers



As technology led to a global economy, the retailers who sold Coca-Cola merged and evolved into international mega-chains. Such customers required a new approach. In respon response, se, many many small small and medium medium-si -size ze bottl bottlers ers consol consolida idated ted to better better serve serve giant giant international customers. The Company encouraged and invested in a number of bottler  consolidations to assure that its largest bottling partners would have capacity to lead the system in working with global g lobal retailers. 1990s … New and growing markets



Political and economic changes opened vast markets that were closed or underdeveloped for decades. After the fall of the Berlin Wall, the Company invested heavily to build   plan plants ts in East Easter ern n Eu Euro rope. pe. And And as the the centu century ry clos closed ed,, more more than than $1.5 $1.5 bill billio ion n was committed to new bottling facilities in Africa. 21st Century



The Coca-Cola bottling system grew up with roots deeply d eeply planted in local communities. This heritage serves the Company well today as people seek brands that honor local identity and the distinctiveness of local markets. As was true a century ago, strong locally  based relationships between Coca-Cola bottlers, customers and co mmunities are the foundation on which the entire business grows.
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 BRANDS OF COCA-COLA



Energy Drinks



For those with a high-intensity approach to life, Coca Coca Cola Cola’s ’s bran brands ds of En Ener ergy gy Drin Drinks ks cont contai ain n ingr ingred edie ient ntss such such as gins ginsen eng, g, caff caffei eine ne and and B vitamins.



Juices/Juice Drinks



We bring innovation to the goodness of juice in Coca Cola’s more than 20 juice and juice drink   brands, offering both adults and children nutritious, refreshing and flavorful beverages



Soft Drinks



Coca Cola’s dozens of soft drink brands provide flavor flavor and refres refreshme hment nt in a variet variety y of choices choices.. From From the the orig origin inal al Coca Coca-C -Col olaa to most most rece recent nt introd introduct uction ions, s, soft soft drinks drinks from from The Coca-Co Coca-Cola la Company are both icons and innovators in the beverage industry.



Sports Drinks
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 Carbohy Carbohydra drates tes,, fluids fluids,, and electr electroly olytes tes team team togeth together er in Coca Coca Cola’s Cola’s Sports Sports Drinks Drinks,,  providing rapid hydration and terrific taste for fitness-seekers at any level



Tea and Coffee



Bottled and canned teas and coffees provide consumers' favorite drinks in convenient takeanywhere packaging, satisfying both traditional tea drinkers and today's growing coffee culture.



Water



Smoo Smootth and and ess essent ential, al, our our Water aterss and and Water  ater  Beverages offer hydration in its purest form.
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 Other Drinks



So much much more more than than soft soft drin drinks ks,, Coca Coca Cola Cola’s ’s  brands also include milk products, soup, and more so you can choose a Coca Cola Company Company produc productt anyti anytime, me, anywhe anywhere re for  nutrition, refreshment or other needs .



STRATEGIC MANAGEMENT CASE OF COCA COLA



1.



Introduction.



a. Coca Coca-C -Col ola, a, the the pro produ duct ct tha thatt has has give given n the the worl world d its its best best-k -kno nown wn tas taste te was was  born in Atlanta, Georgia, on May 8, 1886. Coca-Cola Company is the world’s leadin leading g manufa manufactu cturer rer,, market marketer er and distri distribut butor or of non non-al -alcoho coholic lic beverag beveragee concentrates and syrups, used to produce nearly 400 beverage brands. It sells  beverage concentrates and syrups to bottling and canning operators, distributors, fountain retailers and fountain wholesalers. The Company’s beverage products comprises of bottled and canned soft drinks as well as concentrates, syrups and not-re not-ready ady-to -to-dr -drink ink powder powder product products. s. In additi addition on to this, this, it also also produce producess and markets sports drinks, tea and coffee. The Coca-Cola Company began building its global network in the 1920s. Now operating in more than 200 countries and  producing nearly 400 brands, the Coca-Cola system has successfully applied a simple formula on a global scale: “Provide a moment of refreshment for a small amount of money- a billion times a day.”  b.  b. Thee Coca Th Coca-C -Col olaa Comp Compan any y and and its its netw networ ork k of bot bottl tler erss comp compri rise se the the mos mostt sophisticated and pervasive production and distribution system in the world. More than anything, that system is dedicated to people working long and hard to sell the  products manufactured by the Company. This unique worldwide system has made The Coca-Cola Company the world’s premier soft-drink enterprise. From Boston to Beijing, from Montreal to Moscow, Coca-Cola, more than any other consumer  11



  product, has brought pleasure to thirsty consumers around the globe. For more than 115 years, Coca-Cola has created a special moment of pleasure for hundreds of millions of people every day. c. The Company aims at increasing shareowner value over time. It accomplishes this by working with its business partners to deliver satisfaction and value to consumers through a worldwide system of superior brands and services, thus increasing brand equity on a global basis. They aim at managing their   business well with people who are strongly committed to the Company values and culture culture and providing providing an appropriat appropriately ely controlled environment, environment, to meet business goals and objectives. The associates of this Company jointly take responsibility to ensure compliance with the framework of policies and protect the Company’s assets and resources whilst limiting business risks. The coca cola is responsible for the mfg. distribution & sales of product across the cou ntry. 2.



Aim.



The aim aim of this this paper paper is is to give give you you an overvie overview w of Coca-Col Coca-Colaa Company. Company.



3.



Existing Vision, Mission, Objectives and Strategies.



a. To achi achiev evee sust sustai aina nabl blee Vision. established a vision with clear goals.



gro growth, wth,



. the



comp compan any y



has has



(1) Maximi Maximizin zing g return return to shareo shareowne wners rs while while Profit.  being mindful of our overall responsibilities. (2) Bein Being g a grea greatt plac placee to work work wher wheree peop people le are are People. inspired to be the best they can be. (3) Bringing to the world a portfolio of beverage brands Portfolio . that anticipate and satisfy peoples; desires and needs. (4) Nurt Nurtur urin ing g a winn winnin ing g netw networ ork k of part partne ners rs and and Partners.  building mutual loyalty. (5) Planet . difference.



Being Being a respons responsibl iblee global global citize citizen n that that makes makes a



 b. The Roadmap starts with the mission, which is enduring. It Mission. declares the purpose as a company and serves as the standard against which the compan company y weighs weighs the action actionss and decisio decisions. ns. It is the foundat foundation ion of company company manifesto. (1) To refresh the world in body, mind and spirit. (Market, Customer, Philosophy) (2) (2) To insp inspir iree momen moments ts of opti optimi mism sm thro throug ugh h the bran brands ds and and actio actions ns.. (Products) 12



 (3) (3) c.



To crea creatte val value ue and and mak makee a di differ ference ence.. (Self concept)



Objectives.



(1) (1) To enga engage ge Coca Coca-C -Col olaa in expl explor orin ing g the via viabi bili lity ty and and opti option onss for  using using their their distri distribut bution ion networ networks ks in develo developin ping g countr countries ies to distri distribut butee ‘soc ‘socia iall prod product ucts’ s’ such such as oral oral rehy rehydr drat atio ion n salt saltss (ORS (ORS)) and and rela relate ted d educational materials on health, hygiene and sanitation. (2) (2) To supp suppor ortt Coca Coca-C -Col olaa and and its par partner tnerss in model odelin ing g dif differen erentt scenarios scenarios which combine Coca-Cola’s Coca-Cola’s distribution distribution network with local health initiatives in order to achieve the aim. (3) (3) To esta establ blis ish h a core core grou group p of ena enabl bler erss and and acti activi vist stss to lea lead d on the the different aspects of this campaign. (4) (4) To mon monit itor or the the pro progr gres esss of the the camp campai aign gn and and ens ensur uree that that any any tri trial alss and roll-outs are effectively monitored and evaluated. d. The strategic goals are decided by the top management. Strategies. However, they are reviewed every year in the annual meeting to make sure that they are in line with the changing environment. These are: (1) (1) To cont contin inue ue to to be an an orga organi niza zati tion on prov provid idin ing g the the quali quality ty pro produ duct ctss to the valuable customers. (2) (2)



To sel selec ectt and and reta retain in the the pro profe fess ssio ional nal peopl peoplee for for the the orga organi niza zati tion on..



(3) (3)



To proj projec ectt an an out outst stan andi ding ng corp corpor orat atee ima image ge..



(4) (4) To sat satisfy sfy the cus custom tomer thr through ough ext extra ordi ordina narry ser service vice and and an excellent service along with the complete tactical and operational support. 4.



Analysis of Vision and Mission Statement of Coca- Cola.



a. While we talk about Vision statement of Coca-cola, Vision Analysis. it simply tells us that this company wants to achieve something new in future which will consist sustainability, Quality and growth. This is not an easy task to achieve but apart from this, we can see that statement is clear and having brief  meani meaning ngss whic which h expla explain inss a lot, lot, about about what what cocacoca-co cola la want wantss accor accordi ding ngly ly.. Moreover this statement tells us that, they are going to achieve these three things which are sustainability, Quality and growth by the help of six variables which are  people, Portfolio partners, planet, profit and productivity. There people, partners,  productivity and portfolio will give them to achieve better quality and growth in future where as there responsibility towards planet and partners will help them to achieve sustainability. So Vision of Coca-Cola is clear and good for future.
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  b. In Missio Mission n statem statement ent of Coca-Co Coca-Cola la Compan Company, y, it Mission Analysis. contains Philosophy, Self concept, customers, Products and services, market. The mission statement is satisfactory because it is containing five components out of  nine. Vision is clear and mission statement of Coca-cola is also supporting its vision. 5.



Industry Analysis.



a.



Major Competitors.



(1) Pepsi. Caleb Brandhum, a North Caroline Pharmacist, structure Pepsi Cola in the 1890’s as cure of Dyspepsia (indigestion). In 1902, Bradhum applied for a trade mark, issued ninety seven share of stock and  began selling Pepsi syrup in earnest. In his first year of business he spends $1900 on advertising a huge sum that he sold only 8000 gallons of syrup. In 1905 Bradhum built Pepsi’s bottling plant. By 1907 he was selling 10,000 gallons a year, two years later; he hired a New York advertising agency.



After passing through many troubles for some period now Pepsi is a market leader in internationally and is available in 187 Nations throughout the world. (3) PRAN keep keepss its its pres presen ence ce in carb carbon onat ated ed soft soft drin drink  k  Pran. PRAN  producing cola, Lime and lemon.



Its Its refr refres eshi hing ng prod produc ucts ts are are wide widely ly acce accept pted ed in Bang Bangla lade desh sh and and international market.



(4) RC Cola. Since 1905, the refreshing taste of Royal Crown  products has been delighting cola drinkers. Consumers enjoy RC in more than 60 countries worldwide. Royal Crown Cola International products
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 are sold through a global network of more than 100 franchised bottling  plants and distributors.



RC cola has widely dispersed in Bangladesh. It has become one of the  big competitors of coca-cola in Bangladesh. In rural areas RC cola is a very popular than that of coca-cola.



 b.



External Factor Evaluation (EFE) Matrix.



(1) (1)



Exte Ex tern rnal al fact factor orss eva evalu luat atio ion n (EF (EFE) E) of Coke Coke is as foll follow ows: s:



Factors OPPORTUNITIES Nutritional offering Global expansion Innovation Product diversification Explore new markets Digital programs Sensitivity marketing Develop customer relation Coffee/tea dispensing technology



Weight



Rate



0.075 0.1 0.05 0.05 0.05 0.075 0.0375 0.075



1



0.0375



THREATS



15



Wt. Score



4 3 3 3 3 3 2



0.075 0.4 0.15 0.15 0.15 0.225 0.1125 0.15



1



0.0375



 Changing trend of healthy eating and drinking Strong competitors Substitute products Bottled tea market of competitor High cost of production Unbranded products Rising price of inputs



0.1 0.05 0.05



2 2 2



0.2 0.1 0.1



0.0375 0.05 0.05 0.0375



1 2 2 1



0.0375 0.1 0.1 0.0375



Decreasing value of dollar Tailored brands Total



0.05 0.05 1.0



2 2



0.1 0.1 2.325



(2) Analysis of EFE Matrix of Coke. According to the analysis of  EFE, the rating is 2.32, which is slightly below average. This shows that the threats being faced by Coca Cola are fierce, and it should take some actions to prevent the threats and utilize the upcoming opportunities.



d.



Competitive Profile Matrix (CPM) .



(1)



CPM is as follows:



Key Success Weight Wei Factor Growth of Cash 0.08 Flow Declines in the 0.025 Material Cost Market Marketing ing of Core Core 0.04 Brands Introduction of  0.09  New Products Advertising and 0.04 Promotional Spending Pene Penettrat ration ion into nto 0.04  Nontraditional
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Coca-cola Rating ing Scor core



Pepsi Co Rating ing Score



4



0.32



3



0.24



3



0.075



3



0.075



4



0.16



5



0.20



5



0.45



4



0.36



5



0.20



5



0.20



4



0.16



4



0.16



 Distribution Channels Financial Strength Market Share International Prospects Risk Assessment Credit Rating Product Portfolio Acquisitio Acquisitions ns in the Future Volatility to Exchange Rates Acquiring New Technology of Bottling Total



0.08 0.13 0.09



5 3 4



0.40 0.39 0.56



4 4 4



0.32 0.52 0.56



0.03 0.03 0.03 0.12



3 5 4 3



0.09 0.15 0.12 0.36



2 3 4 2



0.06 0.09 0.12 0.24



0.12



4



0.48



3



0.36



0.08



2



0.16



1



0.08



1.00



4.075



3.585



(2) (2) It can can be conc conclluded uded from from the the abov abovee give given n Comp Compet etit itiive Prof Profiile Matrix (CPM) that Coca- Cola Company is stronger in comparison with Peps PepsiC iCo. o. Peps PepsiC iCo o is the the majo majorr comp compet etit itor or of Coca Coca-Co -Cola la give given n the the  particular success factors, the strategic position of Coke is better than that of PepsiCo as it is evident from the score of both the companies. It represents represents the overall comparison of the two companies companies is relation relation to the factors given and the importance of the weights to the industry. 6.



Internal Assessment.



a.



Existing Organizational Chart.
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 CEO



EVP/ President Bottling Invest/ Supply Chain



 b.



CFO and EVP



EVP/ President MKT Strategy



President & COO



SVP & General Counsel



SVP & Director  Human Resources



President of  Eurasia Group



President European Union Market



President of  African Group



President Latin America Group



President of  Pacific Group



SVP & Director  Public Affairs/ Communi-cation



Marketing Strategy of the Company



(1) Coke’ Coke’ss comme commerc rcia ials ls basi basica call lly y base based d on Target Market young generations, generations, so, the young generation generation is the target market of Coke  because they want to represent Coke with the youth and energy but they also consider about the old people they take then as a co-target market. (2) Major segments are basically those people Major Segments who take this drink daily and those areas where the demands is higher then the other areas. There are so many people who take this drink daily and those people who take weekly and those who take less often are always there as well. So, their basic segments are those people who take this drink  regularly. (3) Ther Th eree are are so many many fact factor ors, s, whic which h Factors Effecting Sales affe affect ctss the the sale sale of coke. coke. Th Thes esee thre threee fact factor orss are are Per capi capita ta incom incomee Competitors, Weather  (4) C o ke has Marketing Policy of Coke in Bangladesh. announced plans to commence its own sales and distribution operations in Bangl Banglad ades esh. h. Th Thee comp compan any y subm submit itte ted d a prop propos osal al to the the Bangl Banglad ades eshi hi government for setting up a manufacturing plant in the country to have direct presence in local market. Coca Cola products have been prepared, packaged and sold in Bangladesh for around 50 years. But it has been marketing its products through local repres represent entati atives. ves. With With the immine imminent nt launch launch of sales sales and distri distribut bution ion operations, the company will distribute its flagship products -- Coca Cola, Sprite and Fanta to the local market directly. Tabani Beverage, a state-owned company of Bangladesh, used to bottle and market Coca Cola products in Bangladesh until September last year. But Tabani stopped its operation in September when Coca Cola made a 18



   partn partners ership hip with with a privat privatee compan company y for bottling bottling and market marketing ing of its   products. The plan for setting up a plant and commence own sales and distributi distributions ons showed the company's company's keen interest interest in boosting boosting its business and investment in Bangladesh. The sales and distribution operations will shortly be launched in capital Dhaka and western Rajshahi city. (5) (5) Thee marke Th arketting ing stra strattegy egy enab enablles Coke Coke to list listen en to all all the voi voices ces around the world asking for beverages that span the entire spectrum of  tastes and occasions. What people want in a beverage is a reflection of  which they are, where they live, how they work and play, and how they relax and recharge. The company is determined not only to make great drinks, but also to contribute to communities around the world. c.



Internal Factor Evaluation (IFE) Matrix.



(1) (1)



Inte Intern rnal al fact factor or eval evalua uati tion on (IFE (IFE)) of of Cok Cokee is is as as fol follo lows ws::



Factors Strengths Brand Name Variety of products High market share Financial strength



Strong global presence Product quality Geographic spread New products Innovative packing Weaknesses Strong & tough compet competition Substitute products Advertising & promotion  Non availability of all flavors/  products in every operating group



Weight



Rate



Wt. Score



0.12 0.1 0.1



4 3 3



0.48 0.3 0.3



0.1 0.1 0.05 0.05 0.05 0.05



4 3 3 4 3



0.4 0.3 0.15 0.2 0.2 0.15



0.1 0.05 0.08



1 1 2



0.1 0.05 0.16



0.05



1



0.05



4



Affordability of coke products in Bangladesh 0.075 2 0.15 Total 1.0 2.99 (2) According to the analysis of  Analysis of IFE matrix of Coke. IFE, the score of Coke is 2.99, which is above average. This shows that Coca Coca-Co -Cola la is inte intern rnal ally ly stro strong ng and and goo good d enoug enough. h. So by usin using g thei their  r  strengths, the can overcome their weaknesses.
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 7.



Strategy Formulation.



a.



SWOT Analysis.



(1)



Strength



(a) Thee worl Th world' d'ss most most valu valuab able le Strong Brand Name  brand. It is the most recognizable word across the world after Ok is Coke. Extremely recognizable branding is one of Coca-Cola’s 35 grea greate test st stre strengt ngths hs.. Coca Coca-C -Col ola’ a’ss brand brand name name is kno known wn well well throughout by 95% of the world today. (b) It has a very strong corporate Corporate Identity identity as it is very recognized company in all the parts of the world and it is in existence since 1880’s. (c) Global Distribution Distribution Coca cola is available in each and every part of the world as it is operating o perating globally in more than 200 countries with its head office located in Atlanta, USA and daily more than 1.06 billion dollar are consumed around the world. (d) Innovation/ New Product It always launches innovative  products like diet coke, vanilla coke and many other. (e) It conducts business on a global scale Local Approach while at the same time maintain a local approach which is purely visible from its advertisement. (f) Coca cola enjoys the brand loyalty Brand Loyalty from the customers. (g) Financial Stability It is their in company as it is a very old and prestigious brand. (h) They Th ey don’ don’tt compr comprom omis isee with with the the Product Quality. standards. They maintain the quality at any cost. (2)



Weakness.



(a) Other than Pepsi, in Strong & Tough Competition. Bangladesh Coca-Cola has very tough competitors. Pran and RC cola are some of them. (b) Substitute Products. Many infamous brands of beverage are penetrating into the market and making a substitute soft drink  of coca-cola. (c) comparison to its Advertising & Promotion. In competitor’s advertisement, the advertising campaign of coke is
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 very meager. It has become mainly a city biased soft drinks. In rural areas many people even are not aware of this brand at all. (d) Non Availabili Availability ty of all Product Productss in Every Every Ope Operati rating ng Coca-cola has not concentrated on all age groups Group. equally. Their main concentrations are basing on the choice of  young generation. (e) Affordability of Coke Products in Bangladesh . In Bangladesh people from all walks of life cannot really afford to have coke and its products because of its price. [



(3)



Opportunities.



(a) Nutrition Offering. In 100 ml of coke there are 44% of  energy and 11% of carbohydrate. This nutrition gives a dividend on growing a healthy physique. (b) Expa pans nsio ion n of the the coke coke arou around nd the the Global Expansion. Ex globe is highly encouraging. In one side day by day it is expanding its market and also getting into new markets other than soft drink  market. As coke is enjoying so good brand name, then if they enter  in any other industry with same brand name it can also succeed in that industry. (c) Innovation. Has a potential to innovate and differentiate the company's products to sustain a competitive advantage. (d) Product Diversification .  products line in its inventory.



C ok e



has



a



diversified



(e) Thee comp Th compan any y is expl explor orin ing g Explore New Markets . new markets throughout the whole world. (f) customers are Customer Relation. The relations with the customers quite congenial. So, Coke has to explore this great opportunity. (4)



Threats.



(a) People Changing Trend of Healthy Eating, Drinking . will prefer to take juice or more nutritious beverages instead of  traditional traditional drinks. drinks. Due to the absence absence of other products of coke in Bangladesh, general mass may resort to other products. (b) Bangladesh other other than Pepsi, Pepsi, Pran Strong Competitors . In Bangladesh and RC are the main competitors. The market expansion of Pran and RC is praise worthy. (c) Substitute Products. Many infamous brands of beverage are penetrating into the market and making a substitute soft drink  of coca-cola



21



 (d) Several Unbr Unbran ande ded d Prod Produc ucts ts/T /Tai ailo lore red d Bran Br ands ds . unbranded beverage products available in the market and those are  posing a substantial threat to Coke. (e) Another trend Decreasing Value of Dollars. affect affecting ing Coca-C Coca-Cola ola is the relati relative ve streng strength th of the U.S. Dollar  Dollar  (USD) . Alth Althoug ough h the the comp compan any y is base based d in the the US, US, comp compan any y derives about 75% of its operating income from outside United Stat States es.. Beca Becaus usee of this this,, the the compa company ny is very very sens sensit itiv ivee to the the strength of the dollar. As foreign currencies weaken relative to the dollar, goods sold in foreign markets are suddenly worth fewer  dollar dollarss back back in the US, loweri lowering ng earnin earnings. gs. Thus, if the dollar  dollar  strengthens (as it did in the second half of 2008 and 2009), it has a negat negativ ivee effe effect ct on comp compan any' y'ss earn earnin ings gs.. Comp Compan any y has has broa broad d exposure to foreign currencies and actively hedges a large portion of thes thesee to avoi avoid d wide wide swin swings gs in earn earnin ings gs from from curr curren ency cy fluctuation fluctuations. s. Although Although this hedging insulates insulates from the potential potential downside of a strengthening dollar, it also limits larger gains from drastic downswings in the dollar's value.  b. PEST Analysis. follows. (1)



The PEST analysis of Coca-Cola Company is as



Political Variables and Analysis.



Political variables



Effects of  government regulations & deregulations Effect of  environmental  protection laws if any Import and export regulations Effect of   political conditions in certain countries of  Coke



Strongly Effected ++



Some what Effected   +



No Effect +-



 NE



YES



 NE



 NE
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Some what Effected  _ 



Strongly Effected  _ _ 



 As far as the above table is concerned it could be seen that there are very little chances of “political variables” to effect the coke’s production and selling behavior. In the “political variables” most of the things are related to Governmental activities. So, they don’t leave any good or bad impact in the Industry of coke. (2)



Economic Variables and Analysis.



Economic variables



Strongly Effected   ++ ++



Some what Effected   +



No Effect +-



Some what Effected  _ 



Soaring interest rates make business task any harder  Any effect due to inflation Anything done Yes to reduce unemployment



Strongly Effected  _ _ 



Yes



Yes



It could could be seen seen that that “econom “economica icall variab variables les”” highly affects the Coke’s resolution. Economic factors are those actors who affect the production of  any industry. So, Coke is not the out of question. (3)



Social Variables and Analysis.



Social variables



Strongly Effected   ++ ++



Effects of  advertisement of Coke on Public  popularity How will do Coke’s contribution affect charity organizations



Yes



Yes
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Some what Effected   +



No Effect +-



Some what Effected  _ 



Strongly Effected  _ _ 



 Has rising consciousness of natural resources in  people effected your  “save environment activities. (4)



Yes



Technological Variables and Analysis



Technological variables



Strongly Effected   ++ ++



Have business innovations effectively  promoted the  business Has the government’s regulations ever hindered in importing technical equipment Does Coke help in  promoting  paperless environment



Yes



Some what Effected   +



No Effect +-



Some what Effected  _ 



Strongly Effected  _ _ 



Yes



Yes



Of course business innovation leaves highly good impacts in the business of Coke. As coke use more advance technology in its production process, it will result in increment of their production through out the country. As the coke helping in promoting “paperless environment” .it impact is good,  because computers are the basic need of any person now a days. And thou though gh it’s it’s a big big indus industr try y so it is prom promot otin ing g the the tren trend d of paper paperle less ss environment. And it is giving the way of other industries to come to new technologies and into a new world of business. Through computers coke can increase the efficiency of its business and can have up –to-date data about their productions.
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 c. Appl Applyi ying ng Porte Porter’ r’ss 5 forc forces es Porter’s Five Forces Model Analysis. allows the potential attractiveness in terms of profitability of the company. The analysis below will concentrate on the industry from COCA COLA perspective: (1) Inpu Inputs ts,, such such as mate materi rial als, s, Bargaining Power of Supplier. labor, supplies, etc. are standard rather than unique or differentiated. This allows allows variab variable le substi substitut tutes es of inputs inputs readil readily y and result resulted ed in numero numerous us  potential suppliers. Suppliers themselves will find it hard to enter business like COCA COLA and perform function in-house. Since COCA COLA is  producing at large scale, to suppliers, this business is very important; however the cost of purchase has significant influence on overall costs. This requires COCA COLA to carefully choose its suppliers to suppress cost cost proble problem. m. Most Most of the suppli suppliers ers in the indust industry ry are the strate strategic gic  partners of different players in the industry and there are many suppliers available. Therefore the suppliers are not in a position to threaten the companies. (2) There are a large number of  Bargaining Power of Buyers.  buyers and customer relative to the number of firms in the industry, each with relatively small purchases. However, there is no cost incurred in switch switching ing suppli suppliers ers.. COCA COCA COLA’s COLA’s product product is very very unique unique to some some degree and has accepted branding. However, customers are very highly sensitive to price, therefore choosing the most cost efficient suppliers are very crucial to minimize cost, thus maximizing profit. The buyers are also not in a position to bargain the prices from the companies as there are a few dominant sellers in the industry who have the major market share of  non-alcoholic drinks. (3) It cost the customers nothing to Threats of Substitute . switch switch to COCA COCA COLA’s COLA’s substit substitute utes, s, such such as coffee coffee,, tea and juice. juice. Besides, there has been a high potential of customers to substitute COCA COLA products. (4) Rivalry among Competing Firms. COCA COLA’s main rival is Pepsi and in Bangladesh Pran and RC cola are the biggest threat that they  pose is price. When prices change, the effect on beverage industry towards the consumption of soft drink is drastic. Although the product is not complex, which makes it easier for other companies to compete against COCA COLA; they do not own a share in the market as large as either  COCA COLA or Pepsi are. This is because it is hard to commit into this industry, as it will be hard to get out of this business, involving specialized skills, facilities and long-term contract commitments. Capital needed to enter the business line is very large. This will result in less competition, thus enabling COCA COLA’s chance to gain more market share. The intensity of the rivalry in the industry is not very strong as the products are differentiated. (5) Threats of New Entrants. Large companies like COCA COLA, have a cost or performance advantage in the beverage industry, because of 
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 established brand identities. Beside Pepsi, there are proprietary product differences in the industry. The capital needed to enter the industry and to  be frontline in the industry like COCA COLA today is very expensive, for  the reas reason on to buil build d prod produc ucttion ion plan plant, t, mana managi ging ng the com company pany,, commercialization, etc. and also a long time frame to build the confidence and and loya loyalt lty y in the the targ target et mark market et.. Newco Newcome mers rs also also face face diff diffic icul ulty ty in accessing the distribution channels and it may be more costly compared to what COCA COLA has to pay, given their level of experience in the industry. industry. Licenses, Licenses, insurance insurance and qualificat qualifications ions are difficult difficult to obtain. obtain. However However,, upon enteri entering ng the indust industry ry,, newcome newcomerr can expect expect a strong strong retaliation in the market. When this happens, their position may pose a threat to COCA COLA and COCA COLA may find more challenges in impl impleme ement ntin ing g stra strate tegi gies es to obta obtain in more more mark market et shar sharee and and main mainta tain in custom customer’ er’ss loyalt loyalty. y. Overal Overall, l, COCA COCA COLA COLA are not compet competing ing mainly mainly against Pepsi. The fight is against its substitutes. A new entrant is also not likely to be successful because of possible retaliation from the existing industry players. There are many substitutes available to non-alcoholic  beverages therefore this lowers the attractiveness and profitability of the industry. But the relative pricing of the substitutes are higher therefore the industry does not suffer. d.



SPACE MATRIX



Strategic Position and Action Evaluation (SPACE) Matrix.



INTERNAL STRATEGIC POSITION COMPETITIVE ADVANTAGE Market share -1 Product quality -2 Customer loyalty -3 Control over suppliers and distribution -1



EXTERNAL STRATEGIC POSITION INDUSTRY STRENGTH Growth potential 5 Profit potential 5 Financial stability 6 Ease of entry into market



1



AVERAGE -1.75 TOTAL X-AXIS SCORE FINA FINANC NCIA IAL L STRE STRENG NGTH TH Return on investment 5 Liquidity 5 Working capital 5 Cash flow from operations 6



AVERAGE 4.25 2.5 ENVI ENVIOR ORME MENT NTAL AL STAB STABIL ILIT ITY Y Rate of inflation -6 Demand variability -4 Price range of competing products Barriers to entry -2 Competitive pressure -1



AVERAGE 5 TOTAL Y-AXIS SCORE



AVERAGE -2
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-3



-2



 e. The BCG matrix of coca-cola company in regards BGC Matrix. to Bangladesh is as follows:



HIGH



LOW
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 INVEST



LIQUIDATE



LOW



f. Currently, Thums Up and Maaza are the Analysis of BGC Matrix STARS of Coca- Cola Company. The market shares of  Fanta , Sprite and Diet Coke are quite low even though they are growing at a good rate. They are QUESTION MARKS for the company. 2 liters bottle of coke and cans are the CASH COWS for the company and do not need promotions to bulk up their  sales. The glass bottle of half liter bottle Coca Cola is a DOG for the company and need to be removed out of the market or a new strategy has to be adopted for  the same. 8.



Strategy Implementation.
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 a.



Financial Statement of the Company.



Period Ending



FY2009



FY2008 FY2007 FY2006 FY2005



$ 21



645 $ 21



807 $ 20



936 $ 19



80 4 $ 18



 Net Sales/Revenues



Cost of Goods Sold (Excluding 9.82 B Depreciation)



10.15 B



9.23 B



7.22 B



7.31 B



1.16 B



938.00 932.00 M M



Depreciation, Depletion and Amortization



1.24 B



1.23 B



Gross Income



20.02 B



20.57 B



18.46 B 15.93 B 14.86 B



Selling, General & Admin Expenses



11.38 B



11.77 B



10.94 B



9.43 B



8.74 B



Other Operating Expense



107.00 M



55.00 M



0.00



0.00



0 .0 0



Operating Expenses - Total



3.65 B



3.68 B



4.13 B



3.05 B



1.29 B



Operating Income



8.53 B



8.74 B



7.52 B



6.50 B



6.12 B



Extr Ex trao aord rdin inar ary y Cred Credit it - Pre Preta tax x



149. 149.00 00 M



0.00



0.00



0.00



47.00 M



Extr Ex trao aord rdin inar ary y Cha Charg rgee - Pret Pretax ax



253. 253.00 00 M



1.98 B
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268.00 M 189.00 89.00 M M



 Period Ending



FY2009



FY2008 FY2007 FY2006 FY2005



 Non Non-op oper erat atin ing g Inte Intere rest st Inco Income me



249. 249.00 00 333. 333.00 00 M 236. 236.00 00 M 193. 193.00 00 235.00 M M M



Othe Otherr Inc Incom ome/ e/Ex Expe pens nses es - Net Net



-166 -166.0 .00 0 53.00 M 173. 73.00 M 195.0 5.00 -70.00 M M M



Earnings Before Interest & Taxes (EBIT)



8.51 B



7.15 B



7.66 B



6.70 B



6.25 B



Inte nterest Ex Expen penses On De Debt



341.00 438. 438.00 00 M 456. 456.00 00 M 220. 220.00 00 240.00 M M M



Pretax Income



8.16 B



6.71 B



7.20 B



6.48 B



6.01 B



Income Taxes



2.04 B



1.63 B



1.89 B



1.50 B



1.82 B



588. 588.00 00 761. 761.00 00 M 739. 739.00 00 M 655. 655.00 00 M M



1.06 B



Curr Curren entt Domes Domesti ticc Inc Incom omee Tax Tax



Current Foreign Income Tax



Deferred Domestic Income Tax



1.10 B



1.23 B



1.04 B



878.00 845.00 M M



340.00 -386.00 M 85.0 5.00 M -42.00 -97.00 M M M



Deferred Fo Foreign In Income Ta Tax 13.00 M 25.00 M 24.00 M 7.00 M
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9.00 M



 Period Ending



Minority Interest



Equity in Earnings



FY2009



82.00 M



FY2008 FY2007 FY2006 FY2005



0.00



0.00



0.00



0 .0 0



781.00 726. 726.00 00 M 668. 668.00 00 M 102. 102.00 00 684.00 M M M



 Net Income Before Extra Items/Preferred Div



6.82 B



5.81 B



5.98 B



5.08 B



4.87 B



 Net Income Before Preferred Dividends



6.82 B



5.81 B



5.98 B



5.08 B



4.87 B



Net Income Available to Common



6.82 B



5.81 B



5.98 B



5.08 B



4.87 B



 b.



Financial Position in 2010



(1) In the first quarter of 2010, the Coca-Cola First Quarter Company posted revenues of $7.53 billion, an increase of nearly 5% from the previous year; operating income increased 17% to $2.18 billion. Net income for the quarter grew more than 19% to $1.6 billion. Worldwide,  both unit case and concentrate volumes increased 3% compared to Q1 2009. (2) In the second quarter of 2010, Coca-Cola Second Quarter Company posted revenues of $8.67 billion, an increase of 5% from Q2 2009; operating income increased 13% to $2.76 billion. Net income for  the quarter rose 16% to $2.37 billion. Worldwide, both unit case volume and concentrate sales increased 5%. c. The finan nancial position is very Analysis of Financial Position. encouraging. Every year the net income of coca-cola is growing. This is because of their sound marketing strategy, fine human resource manage ment etc. 9.



Recommendations.



Some recommendations are as follows:
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 a



Coca Coca-- col colaa mus mustt use use adve adverrtise tisem ment ent med media ia ext extensi ensive velly.



 b Thee Coca Th Coca-C -Col olaa Comp Compan any y has has a hig high h lev level el of of unc uncer erta tain inty ty when when it come comess to to the raw materials it uses. For a few of the ingredients, the company only has one or two viable suppliers. This could be extremely problematic for a variety of  reasons. Another problem could arise if a supplier experiences an event that economically devastates them. If a supplier goes bankrupt, or is in some type of  natu natura rall disa disast ster er,, the the Coca Coca-- Cola Cola Comp Compan any y woul would d suff suffer er grea greatl tly y as well well.. The Coca-Cola Company can improve and secure relationships with suppliers. The most optimal method would be to use backward vertical integration and  purchase a supply. c. Mar Market keting team team shou shoulld try to incr increa ease se the the avail availab abil iliity of Coke Coke in rur rural al areas. d. They Th ey sho shoul uld d also also foc focus us on on all all age age grou groups ps not not onl only y conc concen entr trat atin ing g on the the young generation. 10. Conclusion. The Coca Cola Company has a very rich history and spread over  the world. Coca Cola Company Co mpany has a strong competitive position in the market with rapid growth. growth. It needs to use its internal internal strengths to develop a market penetration penetration and market development strategy. This includes focus on Water and Juices products, and catering to health health conscio consciousn usness ess of people people throug through h introd introduct uction ion of differ different ent coke coke flavor flavor and maintaining basic coke flavor. Innovation in branding and aggressive marketing strategy can bring long term profitability.
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