













How Coca Cola adapt their advertisement campaign with different cultures?
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Introduction

The Coca-Cola Company is the world's largest beverage company and the leading producer and marketer of soft drinks. Today, Coca-Cola is consumed throughout the world at the rate of more than 600 million times per day and this figure is still rising. In 2014 Coca Cola was the 3rd most expansive brand just after Appel and Google.

Given that we will do our international sequence in USA, we choose to talk about this beverage because it is one of the most famous symbols of this country. Furthermore, The Coca-Cola Company is the best example of capitalism. 

We also think that is a good subject to talk about concerning our management class. Their different strategies match with the theoretical lessons we had at school.
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1- [bookmark: _Toc410736081][bookmark: _Toc410736376][bookmark: _Toc410831431]The History of Coca Cola
The Coca-Cola beverage was created in 1886 by John S. Pemberton a pharmacist in Atlanta, Georgia.  His accountant rapidly suggested to name the new beverage Coca-Cola (“coca” for the coca leaves and “cola” for the kola nuts used in the recipe) and was also at the origin of the logo.
The first ad appeared on the same year in a newspaper that announced Coca-Cola as “Delicious and refreshing Beverage”, that is what we can call the very first Coca-Cola slogan.

1.1- [bookmark: _Toc410736378][bookmark: _Toc410831432]The evolution of Coca-Cola’s logos:

Since then the logo never deeply changed. Some adjustments were made in order to adapt it, to make it more modern but the spirit stayed the same.


















1.2- [bookmark: _Toc410736379][bookmark: _Toc410831433]The evolution of Coca-Cola’s slogans:
	
In contrast to the logo the advertising slogans have evolved during the history. Dozens of different slogans have been recorded until now plus the adaptations word wide or for special events such as Olympic Games or Football World Cup.
The main idea was to define the values to highlight the notion of happiness that the Coca-Cola Company always wanted to convey: “It’s a drink, it’s refreshing and it’s good”. Through the years The Coca-Cola Company put the stress on different values regarding the society evolutions the geopolitical context: 
· From the beginning to the 1920’s, the company had to define and develop the notoriety of the product:
1886: “Drink Coca-Cola” 1904: “Delicious and refreshing” 1905: “Coca-Cola revives and sustains”
· From 1922 to the beginning of the World War 2, the company put the lay on the refreshing property of the beverage as a primary need.
1922: “Thirst Knows no season” 1924: “Pause and Refresh yourself” 1938: “Anytime Is The Right Time To Pause and Refresh, Pure As Sunlight” 
· From 1940 to 1948, after difficult years the company decides to focus its communication on family values. The idea was to welcome Coke in every home. 1940: “The Package That Gets a Welcome At Home” 1941: “A Stop That Belongs On Your Daily Timetable”
· After family values, we see the refresh values come back, it will return to simple values of the product.
1956: “Feel The Difference, Makes Good Things Taste Better” 1962: “Enjoy That Refreshing New Feeling” 
· Since the beginning of the 70’s Coke never being assimilated to moments of joy, family time to end up in pure happiness 	


2- [bookmark: _Toc410831434]The Coca Cola’s global communication
2.1- [bookmark: _Toc410831435]The appropriate standardization

From the very beginning of the company history, the main strategy has always been the standardization. Its aim was to sell the same product to everyone and everywhere. There was only one Coca-Cola product around the world with a unique recipe.
There is one only brand image that is worldwide and pretty simple with common codes:  colors, typology and nearly the same taste everywhere.
Of course you can notice some slight differences to match different countries specificities.
Happiness as common value
To do so the company always used the happiness semantic in its communication campaign, as we saw with the slogans. You will find the same vocabulary in every country emphasizing pleasure, taste and happiness.





Sports and music as unifying
What better occasion the federate global population than global events? What is more global than Olympic Games, FIFA World Cup or big festival with global aura? None probably and the Coca-Cola company understood it pretty early. Since the second part of the twentieth century the company never hesitated to associate the image of well-known artist and athletes to its brand and to sponsor musical and sportive events.









2.2- [bookmark: _Toc410831436]The diversification

The strategy adopted during 100 years worked, Coca-Cola already was one of the most famous brands in the world. Coke is one of the only products that you can find in every country in the world with no exception.
The Coca-Cola Company only started to divert the Coke range in the 80’s. The company had already began to acquire other beverage companies such as Minute Maid, PowerAde etc..  but only regular Coke existed.
Here are some of the different products that at least once existed and classified in 3 main ranges: “Classic”, “Diet” and “Zero”. Some of them never met the expected success and were stopped. Others exist only in certain countries.
Classic Coke:
· Coke caffeine free
· Cherry Coke
· Coke Black Cherry Vanilla
· Vanilla Coke 
· Coca-Cola Citra
· Coca-Cola Lemon
· Raspberry Coke
· Coca-Cola With Orange
· Coca-Cola Life
Diet Coke:
· Diet Coke caffeine free
· Diet Coke with Lemon
· Diet Coke with Lime
· Diet Vanilla CokeLast launch in France: Coca-Cola Life in January 2015

· Diet Coke Black Cherry Vanilla 
· Diet Coke with Sango
· Diet Coke Plus
· Diet Coke Splenda
· Diet Coke Citrus Zest
Coca-Cola Zero:
· Coca-Cola Zero Cherry
· Coca-Cola Zero
· Coca-Cola Zero caffeine free
· Coca-Cola Blak (stopped)
· Coca-Cola Blak “Corsé Intense” (stopped)



We could wonder what was the Coca-Cola Company’s goal in diversification since Coke was the most famous soda around the world. Its standardized strategy brought success. What would it want to create new products?
New products to meet new needs
If most of the twentieth century was dedicated to fill simple needs, society evolutions created new needs. People started to pay attention to what they eat and drink and their effects on health, especially women. The light range was created as a response to that new need. Plenty of new sodas with fruity, sweet tastes were created each year and had huge successes with children. The company therefore adds some fruity and sweet flavors in the regular coke: Cherry Coke, Vanilla Coke etc. The company never stopped to look after new trends, new envies of population.
New segments to please
Besides the company understood that segmenting its ranges will make the marketing strategies more efficient. If happiness stays the universal value, each segment of population has its own specificities. And each deep trend can create new segment: with all the sensitization campaigns around the world against junk-food, obesity and more generally sugar, industrials searched for new way to add sweet taste to their product without harmful effects of sugar or aspartame. That’s why we’re seeing all the products made with stevia arrived on the markets. And that’s how Coca-Cola life arrived on the French market on January 2015.
[bookmark: _Toc410831437]


3- Coca Cola’s marketing strategies 
3.1- [bookmark: _Toc410831438]The Coca-Cola’s company management styles

Coca-Cola is an internationally recognized drink, popular in many countries throughout the world. The company that produces the soft drink has an interesting way of distributing it around the world, which many people may not realize. You don’t get exactly the same Coke in India that you do in the US, because bottling of the drink is franchised.
What occurs is the following: the company produces a concentrate with the patented formula for the Coca-Cola.









This remains the same wherever you purchase the product. This concentrate is then sold to companies who have purchased franchises to bottle Coca-Cola in their area. Each bottling company adds water and whatever sweeteners are used for that specific type of coke. Slight variations may occur if the bottlers don’t conform to standards of production, for instance using less of the concentrate than is recommended, or changing the type of sweetener used. Though the formula for Coca-Cola concentrate doesn’t change, there can be slight differences in sweetness since bottling agencies may change the amount of sweeteners used to fit the local population’s palate, and some versions of the cola are said to be sweeter or sharper in other countries. The United States has seen, especially in countries close to Mexico, a rise in the amount of Mexican Coca-Cola imported into the US and sold at a number of Mexican and Latin or South American grocery stores. Cola aficionados say there are differences between south of the border and American produced versions of the drink. They cite the fact that most Mexican bottlers add cane sugar instead of corn syrup, and many people prefer the Mexican version, though at first the taste can be a little unusual.


Case of France:

To give you an example: in 2009 Coca-Cola tried to found a new way to seduce the French consumers. At this moment, the French were looking for “homemade” product.  


















First for Coca-Cola.
His "business" branch, which manufactures and distributes its drinks, made ​​his first steps in advertising with European media campaign. In France, they put the label: "Made in France. With pride" or "Made in Provence" or "Made in Ile-de-France”, it shows the company's employees while remind us that 95% of drinks sold in France are manufactured in five productions sites in the country. Coca-Cola tried with this campaign to remind us that behind the US and global business hides a local actor who creates jobs, invests locally and does not travel products from the United States.



Case of USA:

We would not find in Europe as an advertising Coca simply representing a young black man because it does not affect enough people unlike in the US or African population is very important. First of all the african american is the least rich social class of the country in contrast to the White Anglo-Saxon. This is not take randomly to choose a black man for advertising, Coke wants to touch the entire US population, not just the privileged people with large income so Coke is accessible by all even in the most disadvantage communities.





This advertisement also comes from USA is however much older.
It represents a young and beautiful rich enough white woman lying on a towel on the beach and taking Coke bottle in her hand. We can then deduce that time Coke does not refer to the same social class: a white woman on the beach symbolizes wealth (the only person went to the beach at that time, was wealthy individuals). So it's a woman a White Anglo Saxon on this picture. Coca assimilates their drink was a luxury reserved for the rich. In a few years Coca is not focusing the same people ,before it was just the rich and now everyone without exception. Through this pub we can see that the United States is completely changed the image they wanted to give, before the image of the rich countries and "white" and now our times that of a multi racial country.








Case of China

In August 2013 Coca Cola launched its customized bottle campaign in China
Coca Cola had launched its worldwide campaign of customized bottle in China, but with some local adaptations, demonstrating how to create an effective buzz in the Chinese environment.
Coca Cola has successfully modified the initial plan of its customized bottles (with common name like in France) to launch the campaign in the Chinese market.

Chinese like customization
One interesting thing in the Chinese consumption tendency is the growing interest for customized aspect. In a society where the individual interest was reduced traditionally for the organization, consumers like this new opportunity. For such customized product, Chinese consumers are ready to pay.

Special customization
Coca-Cola has understood very well such needs and has successfully modified its supply of customized bottle. While for instance, Coca Cola has released a list of 250 names on customized bottles for the French market, Chinese would have probably not satisfied by so little customization. Coca-Cola has then proposed a customization with some common description (Bai Fu Mei “Beautiful girl”) but also to write the name of future owner. Of course such customization has increased cost of such customization.



Buzz on Weido









Coca-Cola is on all socials networks. They adapt where they diffuse their campaign between countries. For example, Facebook is censured in china so they will diffuse their ads on the famous social networks called Weibo to be sure to be seen by everyone.
They also were encouraging people to show pictures online of their bottles and their customization. It has created a buzz which exponentially increasing the number of bottles sold.




3.2- [bookmark: _Toc410831439]Think Global Act Local

For countries like French or UK Coca-Cola is established since a long time. That's why you don't see a lot of street advertisements. However, during huge sport event like the Fifa World Cup you see Coca-Cola adds everywhere. All around the stadium, on TV during the half-time, on players shirt... It's not that easy on other country with different culture and politics.  That's why Coca-Cola company "Think Global and Act Local", they have their own policy with advertisement like slogan or the taste but for some country they need to adapt. They have some squad based in South Africa, Kenya, Turkey, Russia, India, and Dubai. And there is some functional team in Istanbul with finance, marketing, and strategy capabilities. The functional team works as part of the global team to come up with strategic plans for each market. They share those with the business units, and they expect them to add value to them by adapting them to their own needs.












To be locally relevant Coca-Cola need some very active team. They have a very strong consumer marketing teams. They invest a lot in understanding the psyche of the local consumer. In Egypt, during the Arab Spring , their marketing people were able to tap into the psyche of the public especially the teenagers. They understand that despite the uncertainty they were going through, they wanted to create a bright future. Coca-Cola promise is happiness and optimism. Their team quickly put together some excellent consumer communication with the message that if everybody came together, the Egyptian people could build a better future.



4- [bookmark: _Toc410831440]Links with theoretical lessons

Different management methods used by Coca Cola: 

	The success that the management team has in motivating its employees to meet their objectives is based on the management style they adopt. There are three main management styles democratic, autocratic and the “laissez-faire” style. 

	The democratic leadership style consists of the leader, sharing the decision making abilities with the group members by promoting the interests of the group members and by practicing social equality. 

	The autocratic leadership style keeps strict, close control over the followers by keeping close regulation of the policies and procedures given to the followers. This type of leader makes sure to only create a professional relationship with their followers.

	 The “laissez-faire” leadership style was first introduced by the Lewin, Lippitt and White in 1938, along with the autocratic leadership and the democratic leadership styles. The “laissez faire” style is sometimes described as the "hands off" leadership style because the leader delegates the tasks to their followers, while providing just a few directions to the followers.

As every multinational company even Coca Cola adopted a management style. They opted for the “laissez aller” style of management. They believe that if the workers are meeting their key business indicator, then the managers and the directors can take this type of relaxed style to coordinate their business. They have a vision to “refresh everyone everyday” and the values to take pride in their work, to be honest, fair and determined to win and have a passion for the action. 

During the 2010 winter Olympics, Coca Cola decided to produce gold cans, an assorted team was required, including various members from the Olympics team and Coca Cola’s marketing, manufacturing and distribution departments. Managing a team with members that have various backgrounds, experiences, and cultures similar to Coca Cola’s Winter Olympics campaign team was a big challenge for the firm. Coca Cola decided to adopt the Tuckman’s stages of group development. This team building process is based on 5 points:  


Tuckman’s stage of group development 






5 parts of Tuckman’s stages of group development.
1) Forming
2) Storming
3) Norming
4) Performing
5) Adjourning
















Coca Cola also used the Tuckman’s stage of group development to create their commercial for the 2009’s Super Bowl championship. The commercial consisted to show the team spirit (few insects get together in the commercial to transport a coke bottle). If we take the various insects involved in this commercial separately, none of the insects would be able to transport the Coke bottle by their selves.  However if each bug contribute from their specialty, the task was accomplished adeptly. This commercial helped Coca Cola to conquer millions of new customers and also to win the famous EMMY award for the best advertisement of the year.
[bookmark: _GoBack]




5- [bookmark: _Toc410831441]Conclusion
Since the beginning we have decided to work together instead of working on our side and join the different parts done by different people. To do so we decided to catch up Wednesday morning even though we didn’t had class. Firstly we decide to set clear objectives, the leader we chose divided the subject Coca Cola into three parts and everyone choose the part with which we felt comfortable with. We did so in order to balance roles. 
Even if our parts were well distributed, we had some conflicts. The reason of these conflicts was the choice of diagrams and photos. We finally act as if we were working in our companies, we gave pro and cons for each item and it helped us to do the right choice.
On the whole, this activity helped us to learn how a team should behave, work. In the end, it was a valuable experience for us because we are not very comfortable with subjects such as management, human science and especially in English.

6- [bookmark: _Toc410831442]Bibliography / Sources

http://tpecoca-cola.e-monsite.com/pages/la-strategie-marketing-de-coca-cola.html
http://bigbrands.blog-idrac.com/lesgrandesmarques/232
http://bigbrands.blog-idrac.com/lesgrandesmarques/242
http://bigbrands.blog-idrac.com/lesgrandesmarques/238
http://bigbrands.blog-idrac.com/lesgrandesmarques/228
http://www.danstapub.com/etude-sur-les-strategies-de-marque-coca-cola/
http://tastymarcom.com/fr/coca-cola-une-image-de-marque-redoutable/
http://www.carnetsdubusiness.com/Strategie-de-communication-Coca-Cola-partage-et-personnalisation_a603.html
http://www.cyrillechaudoit.com/2011/02/coca-cola-happiness-truck-strategie.html
http://www.strategies.fr/actualites/marques/128544W/coca-cola-entreprise-made-in-france.html
http://fastncurious.fr/dossiers/coca-cola-communication-360.html/
http://www.challenges.fr/galeries-photos/entreprise/20130930.CHA4955/le-classement-2013-des-marques-qui-valent-le-plus-cher-dans-le-monde.html

image1.gif




