
ADVERTISING STRATEGY OF COCO COLA

In , Coca-Cola spent $ billion, or % of it's revenues, on advertisingâ€”including in-store activations, loyalty points
programs.

Though, Coca-Cola chose a different approach and made the challenge even tougher. It all ladders up to a
thought process that says [our Vision] is very achievable, if we stay disciplined and focused. They spend a lot
of their time replying mentions. But, post engagement is still unbelievably good. Each shot combines familiar
Coca-Cola icons, like the contour glass bottle and red disk, with elements of both intimacy and mystery. The
primary level involves distributing the concentrates and syrups to various subsidiary and independently-owned
bottlers throughout the world. Today, due to the fierce competition with Pepsi their rivalry dates back to ,
Coca-Cola pricing strategy is strictly updated because if the prices between them noticeably change, then one
of the brands will definitely suffer, and the other one will surely benefit. The Coca-Cola Company has a large
portfolio of brands, and it has learned to adapt its marketing strategies to create the right model against select
competing brands. Pricing Strategy â€” Today, it became quite popular for startups, for a day or two, to offer
their service or a product for free, and then increase their prices. We want to help remind people why they love
the product as much as they love the brand. People had to complete a special mission within 70 seconds to
unlock their inner and earn their exclusive tickets. Coca-Cola remains one of the most interesting case studies
for referencing best practices in marketing and market research. Several alternate versions of the ads were
produced with locally relevant casts and culturally relevant vignettes. The secondary level involves the bottlers
distributing the final beverage products to their respective geographical markets. Beverages served freestyle
include different flavors of sports drinks, lemonades, flavored waters, sports drinks, soft drinks. So, Coca-Cola
decided to launch an awesome campaign that could help Indian and Pakistan citizens get together for the first
time in a long time. Of course, there is more to the marketing strategy of Coca-Cola than advertisements.
Zamezi helped put Smartwater in viral mode with nearly 10 million views on YouTube for the
tongue-in-cheek video featuring Jennifer Aniston. So, Coca-Cola came up with an awesome idea to help
people make new connections and change their first day experience to something unforgettable. The company
invests heavily in advertising using traditional mediums of communications such as print and television, as
well as other mediums and methods through digital marketing activities and outdoor marketing campaigns.
Music plays a key role in all "Taste the Feeling" communications. At the close of each spot, the family of
Coca-Cola products unite under the iconic red Coca-Cola disc.


