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Abstract

Main purpose of the study is to provide all important information on Coke essential for business and competitions in the market. This study contains major internal and external factors effecting company product revenue.  The study supplemented with details on the company history, key executives, organizational review, business description, list of product, locations and recommendations and suggestions. Another purpose of study: to support marketing activities by understanding customer’s locations better, effective supply channel and updated company information.
In the last decade, many companies have significantly improved their performance and their chart of growth through effective sales promotion going upward. Now day's so many companies are restructuring on their foundations and are modification their products in Soft drink segment into a formidable competitive weapon. Sales Promotion services now a very interested subject these days. 

Sales Promotion Services is growing because: 

· In the face of ever growing rivalry in organizations feel it is important to build steadfast & sustainable progression with focus on strong association with customers. 

· Major revenue & profit achieve can be made from successful Sales Promotion Activities that improve efficiency & help serve customers better & faster. 

Coca-Cola Distribution Channels:

· Convenience shops

· Grocery shops

· E&D

· Activation is the main part of coca-cola marketing strategy 

· Company believes that soft drink sell is not a planned sell it's a impulse buying, and activation create impulse for buying 

· For expansion of Coca-cola market, a proper research work has done. 
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Chapter 1
Introduction

The purpose of this qualitative research study is to find and review gaps in the relationship between Coca-Cola and customers in Islamabad/Rawalpindi region and the effects of its wrong doing on its marketing effort. The literature review and secondary data collected will identify the effect of Coca-Cola relationship marketing mistakes and recommend an international relationship marketing plan for its foreign markets especially Pakistan. The following case study will attempt to answer the following questions:
1. What kind of relationship marketing strategy is required to design the segmentation model in Pakistan?
2. What will be the best track of action when the market business turns aside from the company’s values? 
3. What would be the best marketing strategy to develop relationship between company and customers?  

4. Broad Problem Areas/Background

Coca-Cola had flooded the US and Europe markets.  Coca-Cola found Asia and Middle East to be a good market because of thick population and availability of cheap and low cost labour especially in sub-continent to operate its operation. During their operation in Pakistan, they had some problem in handling local workers due to their protest time to time. They need long-term and strong relationship between the consumer and seller to keep growth.
The following areas of marketing needs to address by the marketing team, middle management, and high level management:
1. Purity of visi-cooler is required improvement.  There is no special offer to fight against the short season.  

2. Company's terms and conditions are not followed and also not marinating standard up to mark. 

3. PepsiCo products are main competitor in market. 

4. In so many outlets Kinley water and soda is available in smallest amount.

5. During grey season there is no promotional offer from company.

Rational of the Study

· The chief scope of study is to understand the segmentation and how to increase Right Execution Daily (RED) score of the outlet. 

· The chief scope of study is to identify the effectiveness of S.G.A. How it plays important role to increase sell.

· To enhance the numbers of Right Execution Daily outlets. 

· How to gape-up between the different Right Execution Daily outlets.

· To make a policy for marketing team to design on difficult Right Execution Daily outlet.

· To investigate the performance of the segment designers.

 Theoretical Framework

The theoretical framework for this research study has three independent variables namely distribution channel, customer weight and consumer income, and one dependant variable i.e. segmentation model with following assumptions: 
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Dependent Variable



Independent Variable
Objectives of the Study

The objectives of this research were to find out the composition of effective distribution channel, customers’ weight and consumer income on segmentation. The following are the main objectives of the study:
· To identify the causes of poor RED mark and the accessibility of launch RED outlet. 

· To identify the customer's reach of RED outlet

· To mark out the problem in the distribution channel for RED outlets. 

· To point out suitable steps to select the outlet's location. 

· To understand the effect of RED outlets on sale.

· Evaluation of Consumer behavior

· To give informative data to business team to make the business strategy in the light of given recommendations.

· To recommend and indicate various outlets in the local market to make more effective strategy.

Hypothesis Development

The framework for this research study has three independent variables namely distribution channel, customer weight and consumer income, and one dependant variable i.e. segmentation model with following assumptions: 

HYPOTHESIS:

Ho:
Distribution channel is positively associated with Segmentation

H1: Consumer Weight (outlet clusters) is positively associated Segmentation

H2: 
Consumer income is positively associated with Segmentation

Following model depicts the relationship among the independent and dependant variables, forming the theoretical framework

Operationalization of Key Variable
The segmentation model has been divided in to three categories which are distribution channel, customer weight and consumer income based on consumption occasion.
The segmentation model also helps coca-cola to target the right customer through which they would be able get the better positioning.
The demographic variables are the most important scale to measure the Coca-cola’s customer such as their wants, satisfaction, and preferences.
The financial variables are also important to gauge the consumers’ income and their buying power.
Customer weight or behaviorist variable for this study are based on customers knowledge, attitude, usage of or response to product.  Marketers believe that behaviorist variables are the best method for the designing of segmentation model.

SEGMANTATION MODEL
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Chapter 2

literatauer review
Coca-Cola is a non-alcoholic drink that is marketed as a joyful and refreshing drink for all age groups. Coca-Cola Company’s mission statement is to refresh the world, inspire moments of optimism and create value (“Our Company,” 2009).  Coca-Cola’s values include leadership, collaborations, integrity and accountability but Coca-Cola’s practices have serious implications that contradict its values. Prospect theory gives marketers the chance to use the customers’ risk-averse behavior to steer their decision toward a profitable choice for the company. Company practices are legal and ethical because the choice was made by the customers who build it on their internal risk-averse behavior (Novemsky & Kahneman, 2005).
Coca-Cola Company has more than 400 non-alcoholic beverages that include Coke, with distribution and bottling operations in 200 countries (Holcomb, 2008). Coca-Cola brand strength is supported by its worldwide distribution and availability (Peter & Donnelly, 2006). Coke is the most famous soft drink produced by Coca-Cola Company and is consumed around the world. Coca-Cola Company stated that their products are tested using European standards and did not break any laws in Pakistan. However, Coke was found containing pesticides 24 times higher than the European standard, which Coca-Cola discredit (Burnett & Welford, 2007). The Pakistan bottling plants consume large quantities of water, which is much needed by the farmers especially during seasonal droughts (Burnett & Welford, 2007).

The principle “let the buyer beware” is opposite to the relationship marketing principle in which the seller seeks long-lasting relationship with the customer. The relationship is maintained by stating the facts and giving the necessary information to the customer. Relationship marketing takes part of the risk to prevent any risk that the buyer may encounter from the selling and buying experience. “The relationship marketing strategies are concerned with the development and enhancement of relationships with a number of key markets” (Šimberová, 2007, p. 207). Marketers should not subscribe to the caveat emptor principal because it makes the relationship between the seller and the buyers deteriorate. Inks, Avila and Chapman (2004) found that buyers are more ethically sensitive to unethical behavior. Buyers have stronger negative reaction to lying when this lying was from the seller; however, the buyers were less sensitive to their deceit (lying) because they justify it with the resulting low price.
Companies seek customer’s commitment by deferent means; however customer commitment can result from satisfying the customer by offering him or her good product or service in exchange for his or her money. Satisfaction comes from product quality and service quality, which is supported by price fairness (Worrall, Parks & Cooper, 2004). Polk (2008) state that managers should be accountable for the company’s innovations and the change it leads to successfully. Managers should abandon old ideas when they become a threat to the organization but learn that failures are opportunities to learn.  Peter Drucker stated that the organizations profit is necessary to supply capital for future innovation and expansion (Drucker, 2004).

Coca-Cola is an effervescent drink supplies to restaurants, super stores hotels and others various outlets. The Coca-Cola is sold in more than 200 countries around the globe. The Coca-Cola Company in Atlanta, Georgia, and is frequently referred to simply as Coke European and American countries as cola or pop initially intended as a patent medicine when it was made-up in the late 19th century by John Pemberton, Coca-Cola was bought out by businessman Asia Griggs Candler, whose advertising plans led Coke to its power of the world soft-drink market all the way through the 20th century.

Coca Cola produces concentrate, which is then sold to approve Coca-Cola bottlers all over the world. The bottlers, who hold territorially exclusive contracts with the company, manufacture finished product in cans and bottles from the concentrate in combination with filtered water and sweeteners. The bottlers then put up for sale hand out and merchandise Coca-Cola to trade stores and trade machines. The bottlers include Coca-Cola Enterprises, which is the main solitary Coca-Cola bottler in America and Europe. The Coca-Cola Company also sells concentrate for beverage fountains to main restaurants and foodstuff service distributors.

The Coca-Cola has, on time; introduce other cola drink under the Coke brand  The most frequent of these is Diet Coke, with others counting Caffeine-Free Coca-Cola, Diet Coke Caffeine-Free, Coca-Cola Cherry, Coca-Cola Zero, Coca-Cola Vanilla, and special edition with lemon, lime or coffee.

In reply to customer persistence on a more natural product, the Coca Cola is in the process of phasing out E211, or sodium benzoate, the contentious preservative used in Diet Coke and linked to genetic material damage in cells and hyperactivity in children. Coca Cola has confirmed that it strategy to take away E211 from its other products, including Sprite and Oasis, as rapidly as an acceptable alternative is found. 

The prototype Coca-Cola formula was formulated at the Drug and Chemical business, a drugstore in Columbus, Georgia by John Pemberton, at first as a coca wine called Pemberton's French Wine Cocoa. He might have been enthused by the alarming success of Vin Mariani, a European coca wine. 

 When Atlanta and Fulton County approved ban legislation, Pemberton respond by developing Coca-Cola, fundamentally a non-alcoholic version of French Wine Cola. In May 8, 1886. It was initially sold as a copyright medicine for five cents a glass at soda fountains, which were the most popular in the United States at the time due to the faith that effervescent water was good for the health. Pemberton claim Coca-Cola cures many disease, which including morphine habit, indigestion, neurasthenia, pain, and impotence. Pemberton ran the first advertisement for the drink on May 29 of the same year in the Atlanta Journal. 

There are three versions of Coca-Cola — sold by three venders — were on the market. Asia Griggs Candler acquires a stake in Pemberton's company in 1887 and included it as the in 1888. The same year, as pain from a continuing habit to morphine, Pemberton sold the rights a subsequent time to four businessmen: J.C. Mayfield, A.O. Murphey, C.O. Mullahy and E.H. Bloodworth. Meanwhile, Pemberton's intoxicating son Charley Pemberton began promotion his own account of the manufactured goods. 

John Pemberton is very much affirmed that the name "Coca-Cola" belongs to Charley, the additional manufacturers could carry on using the formula. So, in the summer of 1888, Candler sells his drink under the brand of Yum and Koke. Subsequent to both unsuccessful to no-win situation on, Candler put out to set up a lawful maintain to Coca-Cola in late 1888, in arrange to power his two competitors out of the business. Candler buys exclusive rights to the method from John Pemberton, Margaret Dozier and Woolfolk Walker. However, in 1914, Dozier come forward to maintain her name on the bill of sale had been forged, and subsequent analysis has indicate John Pemberton's signature was most likely a forgery as well. 


 Candler integrated a second corporation 1892, The Coca-Cola Company and in 1910 Candler had the first records of the business burned, further obscure its legal origin. By the time of its 50th anniversary, the drink had reached the rank of a nationwide icon in the USA. In 1935, it was specialized kosher by Rabbi Tobias Geffen, after the corporation made slight changes in the sourcing of some ingredient. 

The company was incorporated in bottles for the first time on March 12, 1894. The first outside wall announcement was tinted in the parallel time as well in Cartersville, Georgia. Cans of Coke initial appear in 1955? The initial bottling of Company occurs in Vicksburg, Mississippi, at the Biedenharn Candy Company in 1891. Its owner was Joseph A. Biedenharn. The unique bottles were Biedenharn bottles, very unusual from the much later on hobble-skirt design that is now so familiar. Asia Candler was hesitant about bottling the drink, but two entrepreneurs from Chattanooga, Tennessee, Benjamin F. Thomas and Joseph B. Whitehead, planned the idea and were so persuasive that Candler sign an agreement giving them control of the process for only one dollar. Candler never composed his dollar, but in 1899 Chattanooga become the place of the first Coca-Cola bottling company. The loosely termed agreement proves to be problematic for the corporation for decades to come. Legal matters were not helped by the decision of the bottlers to delegate to other companies, efficiently becoming parent bottlers. 
Adam Brown stated in his cased study, “…back in the day you would have heard me say, our home page isn’t just coke.com, its google.com … now… it’s google.com, technorati.com, facebook.com…”.  He further described in his presentation that Coca-Cola’s strategy is to Review, Record, Respond, and Redirect. (Brown, 2009)
Coca-Cola has performed a remarkable job to reach audience through media. Mr. Phil Mooney has written and updated coca cola official blog named coca-cola conversation. Mr. Phil has served as historian/archivist for last 30 years. The blog includes a wide variety of topics, ranging from our role in pop culture to brand history to Coke collectibles. (Mooney, 2009). 
Coca-Cola also has introduced a Linkdin, Twitter page for their product. Coke Tag was released “because they believe that connecting people and giving them a way to share what matters is one of the many things that helps define The Coke Side of Life.”  (Coke Tag, 2009).

The fan page of Facebook was introduced by two users who liked Coke. It was started for fun but turned out into product fan page.  Marketing team of Coca-Cola was also active to realize that empowering to share own views. The fan page creators were told to make a video of the history behind the fan page, and how Coke had reached out to them and rewarded them for this. (Balwani, 2009.
According to Action Plan for Harnessing the Power of the New Rules states that you should describe your organizations goals first, then follow the goal as per rules and direction.  It is also described that you should make good example. It is also stated that you should write for your audience using examples and stories, and of course make it interesting.  (Scott, 2007).  This year, Coke has done an incredible job of launching new items, keeping a close eye on their customers. 

Chapter 3

organizatinal overview

History OF COCA COLA 

Coca Cola brand is most popular brand in the industry of soft drink; it is available in super stores and hotels all over the world.  Coca-Cola products also recognized as Coca-Cola or coke.  Coke is one of the most recognized commercial brands; its countable competitors are PepsiCo. In the 19th century, it was intention to start production of patent medicine.  Asa Griggs Candler was a business man, was purchased Coca-cola and his marketing technique made coke first soft drink in the international market in the 20th Century.  The Coca-cola launched various soft drinks such as Fanta, Sprite and others.  In Atlanta, Coca cola was introduced by the John S. Pemberton.

In 1986, Dr. John Pemberton started to produce syrup for sale in fountain drinks.  In 1899, Benjamin Thomas and Joseph Whitehead got rights to start bottle business from the Coca cola Company in USA.

The system of bottling from Coca cola Company was in operation as independent till 1980 when this system began to franchises.  In 1986, Coca-cola merger with some other large groups, BCI Holding Corporation changed, to from Coca Cola Enterprises Inc. Coca Cola Company floated its shares in the stock market in November 1986 @ $5.50 per share as total unit sales $880,000 in 1986.

In December 1991, after the merger of Coca-Cola Bottling Group and Coca-Cola Enterprises, they established a stronger and larger company.  After this merger, John’s management team took the responsibility for controlling the company and started a dynamic restructuring in early 1992.  They achieved the goal of $5 billion revenues and sale of unit case of 1.4 billion.

Coca-Cola Company is the world’s leading producer of distributor of soft drink, they marketing their product in the form of bottles and cans.  They are also producing sports drinks, coffee and tea.  In 1920, Coca-Cola Company started establishing network throughout the world.  Now existing in more than 200 countries and its products are about 400 brands.

The Coca-Cola Company has its very strong bottler’s network, distribution channel in the world.  All above, they are dedicated to its customers, working hard to market the products of the company.  The Coca-Cola Company has unique system of production and distribution.  All over the world, the Coca-Cola Company is providing satisfactions and pleasure to consumers.  The Coca-Cola Company goals to increase market share.  They achieve their goals by effective market strategy and plan and collaboration with business partners to give satisfaction to its consumers. 

The core value of the company is to provide clean environment to achieve their goals and aims.  In Pakistan, company employs directly more than 6,000 staff and also creates employment indirectly through vendors, procurement, distribution and supply.
Mission Statement OF COCA COLA

Coca-Cola’s mission statement is to capitalize their share-value by the passage of time. In order to accomplish this mission, we must generate value for all the limitation we serve, including our all types of consumers, customers, our vendors, and our nation. The Coca Cola Company generates value by designing of across-the-board business strategy based on the following:

· We will do everything according to Consumer demand drives 

· Hub of Business - Brand Coca Cola;

· Coca-Cola is the best market plays in the country; and

· Coca-Cola will lead as a role model.

The chief purpose of our research papers is to discuss the “Coca-Cola – Segmentation Model – Distribution Channel, Customer Weight and Consumer Income”. 

Core Values:

Social Sage-guards: integrity, ethical obligations, and social safe-guards and norms are foundation stone of our business policy.

Quality: We believe the quality as a way of life. It is an attitude that affects everything we do for excellence.

Social Responsibility: We believe in respect for the community and preserving the environment for our future generations and keeping healthy society.

Learning & Innovation: We trust lifelong learning and innovation as an essential catalyst for our future success. We believe in continuous improvement and to seize opportunities inherent in change to shape the future.

Team work: We believe that competent and satisfied people are the company's heart, muscle and soul. We savor flashes of genius in organization's life by reinforcing attitude of team work and knowledge sharing based on mutual respect, trust and openness

Empowerment: We flourish under an ecosystem of shared understanding founded on the concept of empowerment, accountability and open communication in all directions.
Coca-Cola in Pakistan
In 1953, Coca-Cola started operation in Pakistan.  Coca-cola, Sprite, and Fanta are the brands in the local market of Pakistan.  Coca Beverages Pakistan Limited plants are in Lahore, Multan, R.Y.Khan, Faisalabad, Karachi, Hyderabad, Sialkot, and Gujranwala. Two independently owned plants are in Rawalpindi, and Peshawar. In Pakistan, Coca-Cola serves 70 thousand customers and retail outlets. CCBPL employs 1,800 employees and investment in Pakistan US$ 130 million during last two years.
Coca-Cola in Pakistan

1953

FANTA in Pakistan


1965

Sprite in Pakistan


1972

Diet Coke & Fanta Lemon

2001
Chapter 4
methodlogy
The methodology used to analyze the project is mainly based on survey method and this survey was conducted in the region of Islamabad/Rawalpindi and surroundings. Develop Questionnaires and contact directly with different customers E&D, grocery outlets, and convenience shop and other consumers.

For the study of Coca-Cola, survey sample size was taken from different locations of Islamabad/Rawalpindi. The samples (questionnaires) were collected from directly from 250 outlets outlet of; each Grocery, Convenience and Eating & Drinking. 

Design of Research

The method of research is mainly design for the study that gives us the directions for the collection of data and way to analysis the data. We have chosen descriptive research design for study.

Sampling
Studies of sampling studies are now more technical and computerized. The result of study sampling has reached an adequately high standard accurateness. 

Sample Design: Non random sampling 

Size of sample: 250 

Data Sources
· PRIMARY SOURCES 
Gather information through Questionnaire. 

Direct interviews with Grocery outlet, Convenience store, Eating and drinking and consumer. 

· SECONDARY SOURCES 
1. Internet Sites –

 www.google.com
www.Coca-Cola.com
www.wikipedia.com
www.coca-colaPakistan.com
2. Coca-Cola booklet 

3. Magazines - Business World Management and Technology 

4. TV Channels

5. Coke-studio

6. Newspapers

7. Print media

8. Electronic media
Research Questions
1. Number of Outlets needs activation?
2. Number of Outlets following Brand Order?

3. Number of Outlets having purity?

4. Number of Outlets located at prime position?

5. Distribution of Trade Channel?

6. Distribution of visi coolers in the market?

7. Volume wise distributions?

8. Number of outlets needs Glass Order Demand?

Limitation of study
During the conducting the survey we try to make that outcomes and results of survey as exact as we can possible but during this exercise there were some limitations:

1) 
Duration of survey of the study is very short. Deadline of the survey was 60 days and it was not possible for the team to visit all areas and ask them in-depth question and analysis the problems fairly. 

2) 
Islamabad/Rawalpindi was designated for survey as it was constituted on only urban areas. 

3) 
Non-cooperative behavior of out-lets owners due to some various aspects such as psychological condition.

4) 
There is no support from Coca-Cola marketing team as peak season is going on during the period of survey. 

5) 
Some questionnaire returned back unattended or un-answered due to non-awareness or inability to respond properly.

Chapter 5
results and discussions
Findings
Activation

Activated
= 180




Not Activated = 70
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Figure 1
Interpretation:

The sample size of survey is 250, out of 250 outlets 190 outlets are activated, so that 72 out of 250 which have adequate activation but rest of 28 % outlet are needs more attention, it is also noticed that activation problems needs to address on priority basis and launch publicity campaign such as mugs, glasses, T-shirts and some other promotions.

Sales promotion and advertising to be make more frequent for brand building.

Brand Order

Brand Order = 183




No Brand Order = 65
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Figure 2
Interpretation:

During the survey, it has been observed that 74% out 250 out-lets tracks the brand order and rest of 26% are off-track and not follows the brand order.  It means out of 250 out lets 185 outlets follow the brand order and rest of 65 outlets not follow the brand order.

Coke is most prominent brand in Islamabad and Rawalpindi.  Coca-Cola should put some extra efforts to promote brand order in the local market.

Purity

Pure = 165





Un-pure = 65
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Figure 3
Interpretation:

During the survey of 250 outlets 172 outlets are pure, that shows that only 66% purity rate (165 outlets out of 250 outlets) and rest of 85 (34%) visicoolers were not pure, it means un-purity rate is almost one third.

Promotion of visi-coolers also needs improvement.  Visi-cooler should be placed at the entry of all outlets to attract the consumers.  Market should visit to check the purity on regular basis.

Prime Position

Yes = 155







No = 95
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Figure 4
Interpretation:

During the survey, it is noticed that only 155 visi-coolers are placed at the entry of outlet and or any other attractive or visible place.  It shows that only 155 outlets (62%) visi-coolers are on prominent place and rest of 95 (38%) are not placed in good manners.

It is recommended that marketing squad needs to pay more attention and visit frequently to check the placement of visi-cooler at each and every outlets and report back to office regarding status of visi-coolers’ placement.  Senior management also needs its attention to address this particular issue on priority basis.

Trade Channel

Convenience = 165

Grocery = 28


E&D = 57
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Figure 5
Interpretation:

Out of sample size of 250 outlets 165 outlets (66% outlets) are convenience store, 28 outlets (12% outlets) are under the Grocery shops and remaining fewer than 57 outlets (22% outlets) are E&D. 

It is suggested that in off-session company should introduce some promotional offers such as free bottle with only drink cost.  Standard of outlets are not up to the mark and customers are not following the contract terms and condition.  Some good communication and interaction program or meetings between the two parties; customers and company is also needs to be established.

Visi Cooler
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Figure 6
Interpretation:

Out of 250 outlets 39% are 7vc, 9vc are 37%, 11vc are 6% and others vc are 18% in the market of Islamabad and Rawalpindi.  It is observed that Visi-coolers can play a significant role in the promotion of company’s sale in the local market, so the selection of visi-cooler is very important.

In this respect, marketing team should pay more attention and pay frequent visit on weekly or bi-weekly basis to evaluation and examine the location and place of visi-cooler as per company’s strategy.

VPO Class

Diamond = 60

Gold = 53


Silver = 125

Bronze = 12
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Figure 7
Interpretation:

As for as volume-wise distribution is concerned we can classify the market into four different categories:

i. Diamond

ii. Gold

iii. Silver

iv. Bronze

During the survey, it has been observed that 60 outlets falls under the diamond class in the market, most of market covered by the silver class as (50% of market shares). Only 5% (12 outlets out of 250 outlets) falls under the Bronze Class.

It is recommended that higher management should give clear instruction and guidelines to marketing team to improve the market situation and try to convert silver class into high class.

Glass Order Demand Required

Glass Order Demand required = 225




No required = 25
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Figure 8
Interpretation:

It is amazing that out of 250 outlets, 225 (90%) do not placed enough demand of glass order demand and only 24 outlets (10%) are placed demands and they have good number of glass in stock.

It is suggested that company team needs to take steps to improve the condition and enhance the glass order demand according the size of visi-cooler for minimum one week stock as per demand.
OVER ALL RESULTS OF PEST ANANYSIS

After our studies and analysis of CCBPL (Coca-Cola Beverages Private Limited), we came up with the very interesting report of facts and figures. Coca-Cola is no doubt one of the most popular beverage company and its product COKE is one of most consumed cola drink. They spend billion of dollars on their advertisement, promotions and recreational campaign.

Coca-Cola is a close competitor of Pepsi and it certainly gives its rival a tough time. Coca-Cola is a 27% shareholder in the Pakistan market and they don’t want to stop here!! Its target market is to achieve a much higher %age. Coca-Cola has about 2000 employees at Pakistani plants. Lahore plant of Coca-Cola is one of the beautiful plant in Asia, Situated on Raiwand Road.

Coca-Cola has always had a close consumer and supplier relationship with its customers. Its entertaining and colorful advertisements have always and will always rock the media. Pakistani rock stars, sportmen and actors have played a very vital role in making Coca-Cola such a popular beverage.

Coca-cola Consumer Weight

In Pakistan, three categories of outlets of Coca-Cola:

· Consumption-wise

· Volume-wise

· Shoppers Profile 

Divisions of Segments – Consumption-wise  

A) E & D (Eating & Drinking)

B) Convenience 

C) Grocery 

A) E & D 

Some outlets where people visit for small time and only for eat and drink is called eating and drinking outlets. For example restaurants, hotels, khokas, and pizza huts etc.

B) Convenience

Convenience outlets normally those outlets where people visit regularly for shopping such book shop, pan shop, general stores and bakeries etc. 

C) Grocery

These outlets are also very important outlets there people visit to purchase food stuff and daily consumption stuff.

Divisions of Segments – Volume-wise  

Coca-Cola has design policy to categorize their outlet in four different segments as per sale volume size.

1. DIAMOND 

2. GOLD 

3. SILVER 

4. BRONZE 

DIAMOND 

As per company policy, if any outlet's per annum sale is more than 800 carats is called Diamond outlet. 

GOLD 

As per company policy, if per annum sale of outlet is more than 500 to 799 carats is called Gold outlet. 

SILVER 

As per company policy, if outlet's per annum sale is more than 200 to 499 carats is called Silver outlet. 

BRONZE 

As per company policy, if per annum sale of outlet is less than 200 carats is called Bronze outlet. 

Coca-Cola's Customers

The following are the Coca cola customers:

· Street stores

· Whole-sellers

· Super Stores

· Cinema, theaters

· Sports Stadiums

· Drug Stores

· Parks and Play lands

· Convenience Shops, etc.

Role of Coca-Cola Customers and Importance

Consumers of Coca cola make available all products for purchase in the local market, restaurants, hotels, grocery shops, super stores, and various outlets in city market. They always try to provide quality beverages to their consumers. 

Market segmentation

Coca cola make attraction for the public to make the following steps: 

Place the coolers at the entrance. 

Good location for fixing the sign boards such as entrance of the shop 

Combo Board and other attractive sign boards at the entrance. 

Actions Coca-Cola More Attractive for Consumers

· Cooler should be in prime position. 

· Cooler should keep pure and clean. 

· Rack Display. 

· Combo Board. 

· Counter Top Display. 

Standards of Visi Cooler

	Low
	Medium
	High

	Diamond 
	20c/s 
	20c/s 
	20c/s 

	Gold 
	7c/s 
	9c/s 
	9c/s 

	Silver 
	4c/s 
	4c/s 
	7c/s 

	Bronze 
	Ice Box 
	Ice Box 
	Ice Box 


Check list of Visicooler

· Location of Visi-cooler - Hot-spot

· Availability of Coca-Cola's products

· Proper Display of all Coca-Cola's products in standard manners

· Cooler should in order

· Purity is very important 

Display of Price List

Coca-Cola Company Price list should be displayed on proper and open place. 

Availability of All Products

All the Coca Cola product brands should be available at different distribution channel specially 300 ml should be available in the every channel and 600 m1 and 1.5 litters per bottles should be available at E&D, convenience and all general stores (grocery-shop). 

SEGMENTATION PLAN MODEL

We can differentiate and classified our customers into different regions and ways, and sales schedule is designed to specific areas for there daily sale. A specific and well-designed distribution channel helps to promote sales efficiency.  Sales schedule should be updated regularly with the open discussion in the marketing team meetings.  Meetings with marketing squad should be held on weekly basis.  It helps to reduce the fuel cost and increase the salesmen efficiency and promote high sale. Sales team with fully equipped and well versed with the market is generally asset of the company.  Staff training is also very important to increase productivity of sale team and their skill development.

SEGMNETATION CHANNELS 

The various segmentation channels formulated by Coca-Cola for segmentation of products are as follows: 

 SHAPE  \* MERGEFORMAT 



Corporate Customers:  Corporate Customers are very important for any company.  They purchase company's product in bulk.  The company gives them supply on credit, and payment has been made by the key customers according to their own payment system.

Examples: Islamabad Club, Serena Hotel, Marriott, Mc. Donald or Pizza Huts, schools and government or private offices etc. 

· Stock Customers: Some special clients kept huge stock for their future consumption or sales.  They can utilize their stock quickly or a sudden.  Sometimes they required stock for upcoming special event or festival such as Ramadan season, or Eid etc. to avoid shortage of supply of product.  They stock the supply for one or two days.

Examples: Cash & Cary Store, Best Price Shop, Collect, City Supper Stores, Utility Stores and Supper Stores etc.

· Regular Customers:  There are regular customers those required stock or supply on daily basis. They can not store or don't have the financial capacity to store the supply.  Even they don't have the space to stock the supply in the shops.  They purchase supply on daily basis. These outlets sold out their supply very fast and looking for next day for company's supply van. 

Examples: Small shops, grocery shops, kokhas, bus stops, school and colleges etc. 

General Customers: In this category, some shops in the surrounding areas. They don't have their any consumption plan. 

Examples: Small khokas along with G.T. Roads, Murree Road and small village shops etc.

Competitors


In the field ob beverage industry the competitors companies are normally non-alcoholic products, having various production lines of juices and various soft drinks. There are some main contenders of Coca-Cola in the local market are: 

 PepsiCo: The PepsiCo is chief competitor of Coca-Cola; PepsiCo’s soft drinks are Pepsi, Mountain Dew, and Slice. Coca-Cola Company also sells other products like orange juice, sports drink, and Aquafina water. 

Both PepsiCo and Coca-Cola shared 90% market out of which about 70% by Coca-Cola.
Pepsi’s Products


· Pepsi

· Teem

· Mirinda

· Pepsi Max

· Pepsi Lemon

· Pepsi Blue

· Mountain Dew

· 7up

Nestle:  Nestle is not tough competitor as compared to PepsiCo as they are dealing with milk products. They recently introduced their new product, Ice-Tea.  They launched Ice-Tea widely in the market.  Ice-Tea is possible substitute of Colas.  Nestlé’s flavored milk is another threat for the company.  does not give that tough a competition to Coca-Cola as it mainly deals with milk products, fizz drinks. The flavored milk products also have become alternates to the products of the company due to increasing health consciousness.

CUSTOMER 

Coca-Cola having full range of products and its users also varies taste to taste and preference to preference. Coca-Cola targets it upper income customers with 330ml cane.  The focused in the particular areas for 330ml can sale.  Coca-Cola manufactures cola, orange, lemon and different flavored juices. Coca-Cola has diversified customers such corporate customers, key customers, stock customers, regular and general customers.  

Organizational Chart

[image: image10.emf]
Above is organizational chart of company showing Assistant General Manager (AGM) is the overall incharge of the beverages unit.  Six departments are working under his leadership and these departments’ heads are responsible for further activities.

ORGANIGATION STRUCTURE 

[image: image17.emf]
Upper management structure showing that Chief Executive Officer (CEO) is heading four (4) Vice-Presidents, one Chief Finance Officer (CFO), and Director Human Resource.
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The above flow chart is illustrating Regional structure in different regions of the country.  Regional Vice-President is responsible for all departments in the said region.

ORGANIZATION STRUCTURE OF THE SALES DEPARTMENT


The above flow chart is showing sales department structure.  In sales department headed by the Assistant General Manager (AGM), and responsible for various departments and sections of the sales department.

Chapter 6
Concusion and recommendations
Conclusion 

There are various internal and external factors, which make difference the sale of coke. We would like to discuss three major factors:
Consumer income

Competitors

Weather 

Consumer income is the major factor that can be effected the sale of soft drink, because day to day budget of customer becoming very tight and their priorities are going to change such as other grocery items. They spent on daily utilities, education, rent, utilities bills (electric, gas, and other utilities bills), and other necessities of life and they don’t have extra money to drink soft drink.
Competition is another factor effecting on sale of coca-cola. Pepsi is major competitor in the local market.
Weather is third factor is play role on the sale of coca-cola. In the local market of Rawalpindi/Islamabad consumption of Coca-cola in summers is 60% and in winter is 40%.
Customers Need: Majority of consumers doesn’t care what they are drinking, whether is it coke or Pepsi. Basically, they are not brand conscious.  Company should push availability of coke in the market and ensure the supply and demand properly. Coca-cola should have to provide coolers and freezers in the local market.  They should provide maximum number of visi-coolers and freezers in the market.  All visi-coolers and freezers should provide free of cost.  The marketing crew and technical team (freezer mechanic) pay visit on regular basis to all outlets to check their freezers and coolers either it is in good condition and using for sale of coke. 

Quality Assurance: Coca-Cola can establish good understand and connection with the consumers through various strategies of quality assurance.  The can make association with their fans when they are watching crickets, watching their favorite TV programs through commercialization, and other fun time.
Coca-Cola should try to expand target market through various steps such as create consumer choice, attractive brand name, and brand differentiating.

During the survey the following facts are also observed:
· Coca-Cola is the most popular soft drink in Islamabad/Rawalpindi region even though PepsiCo is also a healthy competitor. 

· Visi-coolers plays vital role, so that selection of spot for visi-cooler is very important.  Some positions are not prime and producing good results.

· It is noticed that bill boards on the main streets, and other advertising material can play important role to increase the sale.  

· Marketing strategy should be revisit by the marketing management. Marketing team should have regular meetings to discuss the output, results, constraints and other observations during their market survey.

· Senior management also needs its attention to address the issues, identified by the survey team, on priority basis.

· Effective communication and interaction programs and meetings between the parties, customers and company is also needs to be established.

· Training sessions are also very helpful for the skill development of human resource on all levels of management.

· Skill development programs are associated with the positive results of productivity.

· It is observed that products and not placed according to customers’ need.

· Segmentation model is very useful tool to understand the market trend and customers need.

· Segmentation model also helpful in achieving more market shares in region.

To change the price is the last resolve, which company can adopt. There are so many others way-outs through which company can enhance the profits. There are different ways to make profit:
· Volume of consumers can be increased

· Interest level of consumers 

· To participate in various local festivals 

The question is that how to increase consumers’ volume in the market.  Coca-cola can expand the industry through advertisement, and other ways to attract people and make them brand conscious. 
Coke can also increase consumers’ level of interest through offering diversified flavors.

Coke can increase their profit through its participation in various cultural and regional festivals such basant, and melas etc.

OBSERVATIONS
· It has been observed that activation problem needs to address on priority basis and launch publicity campaign such as give away (mugs, glasses, T-shirts and some other promotional materials. 

· Sales promotion and advertising to be make more frequent for brand building.

· Purity level is also a question mark; management should give priority to solve this problem.

· Frequent visit to the market is also very important. Marketing teams need to pay visit all out-lets to arrange them in good manners.

· Promotion of visi-coolers is also needs improvement.  Visi-coolers should be placed at entry of shops to attract consumers.

· It is also suggested the up gradation of out-lets in the main area of twin cities.

· Marketing squad should be well versed with the local market.

· We should try the increase sell of coke so that maximum outlets convert into upper class level.

· Put some extra efforts to increase Glass Order Demand.

Recommendations
At the end of our study, we would like to give some recommendations here:

· Aggressive Marketing is very useful tool this days.

· Direct contact with the distribution and visit their shops regularly. 

· "Dill Mange Aur" and other slogans need more publicity. Company should plan more and wide publicity plan through different means such radio, television, print media, bill boards, slides on local cable channels.

· Coca-cola company should sponsored various events such as sports festivals, children parks, cinema, picnic spots, and different entertainment activities through out the country.

· Sales promotion, media campaign such as on electronic media, print media and in local newspapers advertising very effective for brand building.

· Sales persons working in the market and not in the office so that they close coordination with the office staff is very important.  They should report their daily activities in written through fax or email. 

· Sales team reports enable management for planning the market strategy in the light of their recommendations.

· Company should be implementing the customer's suggestions and complaints about products, service policies, price changes, advertising companies etc. 

· Company should collect information of other competitor's strategy in the market.

· Launching of different schemes such as give away, mags, glass, T-Shirts, key chain, pen, and pencils.

· Publicity campaign including distribution of flyers, brochures, booklets and posters etc.
· Must launch a superior and quality product extension in the market with in-depth market research and focus group.
· Allocate budget for advertising for brand publicity.
· Allocate budget for giveaways, schemes, incentives for customers and consumers both.

· Unmistakable product campaign and maintain uniformity in services.
· Marketing team should focus on quality of services, product quality and presentation.  Every move must be well though and calculated.

· Coca-cola Company has to add wi-fi network to stores and free electronic outlets.

· Remain loyal to cultural, regional, and religious values.

· Establish with other organizations on partnership and associations such local sports organizations, trade unions, and music halls etc.

Promotion strategies are also needs some tailoring.  Company should get shelves in well known departmental stores and display their product lines in attractive manners. Marketing teams make ensure the positioning of their freezers and brands in eye-catching positioning. Company can sponsor different schools, colleges, and universities to arrange some extra curriculum activities, sports, cafes to get market share. Company can offer various types of Inami Schemes such as bicycle, tv sets, and cash prizes etc. This type of schemes can be more popular in females and children.

Coca-Cola Company should focus on different mediums of advertisement such print media, TV commercial, Billboards, and Holdings.  They should establish separate department for print media to design different posters, fly leafs, brochures, and other print materials.

Basic thing is that how can we attract consumers’ behavior and make them brand conscious. Company should launch heavy media campaign to attract our consumers. 
In near future is the challenging for the company. Company has to take vital decisions for the increase of production and allocate more money for gaining success in near future.  Coming year is the challenging year for the industry of Coke. They have to take lots of decisions that how to increase the production and where they have to spend money.
In coming years, it is very important to get success such as consumers’ loyalty, workers should fully aware of brand activities.  The marketing squad should know the extra miles how to achieve and how to implement promotion activities. 
After completing our study we have concluded following recommendation for company:
· Coca Cola Company should make an effort to stress more on providing the infrastructure in the market to make easy their customers.
· A survey was conducted by foreign firms on Pakistani companies, in Pakistan people like some sweeter coke, so it is suggested that coca-cola should produce their product as per local taste and demand. 
· Marketing squad should ensure the availability of Coke in surrounding areas of Islamabad/Rawalpindi regions such bara kahu, tarlai, golar, tarnol, and chak shahzad etc.
· They should also focus the low-paid areas.
Coca-Cola should has a close relationship between consumer and supplier relationship. Its interesting and colorful advertisements have always rock the media. Pakistani rock stars, sportmen and actors have played a very vital role in making Coca-Cola such a popular beverage.

annexure
Questionnaire

[image: image11.emf]Outlet Type E&D Grocery Convenience

Outlet Name Location

Name

Question #1 Question#2

Number of Outlets needs activation elements Number of Outlets following Brand Order

a Yes a Yes

b No b No

Question #3 Question#4

Number of Outlets having Purity Number of Outlets located at prime position

a Yes a Yes

b No b No

Question#5 Question#6

Distribution of Trade Channel Distribution of Visi Cooler in the market

a. Convenience a. 2VC

b. 4VC

b. Grocery c. 7VC

d. 11VC

c. E&D e. 20VC

f. 30VC

Question#7 Question#8

Volume Wise Distribution

Number of outlets needs Glass Order Demand

a.Diamond a. Yes

b.Gold b. No

c.Silver

d.Bronze

Your coment on (RED) Right Execution Daily

QUESTIONAIRE
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