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Today, ‘Coca-Cola’ is the world’s most widely distributed product,

available in over 200 countries. With the exception of ‘OK’,

‘Coca-Cola’ is the most universally recognised word on earth, and

the drink has become a symbol of the western way of life.  

Dr John Styth Pemberton, a pharmacist in Atlanta, Georgia,

invented ‘Coca-Cola’ in 1886. Pemberton had spent many years

experimenting with flavourings. He searched for an original formula.

He tested an assortment of essential oils, mixtures of fruit flavours,

coca leaves and kola nuts. Finally, Pemberton came up with the

secret formula. This formula makes a syrup and when teamed with

carbonated water produces a beverage which has become the

world’s most famous drink. The first ad that promoted ‘Coca-Cola’

emphasised its qualities as a beverage: ‘Coca-Cola’. Delicious!

Refreshing! Exhilarating! Invigorating!” One of Pemberton’s partner’s,

Frank Robinson, came up with the name ‘Coca-Cola’. He penned

the now famous trademark ‘Coca-Cola’ in his unique script.

Pemberton registered the ‘Coca-Cola’ trademark in 1887.

Registering a product means obtaining a patent. A patent is the

granting by the State of exclusive rights to the inventor of the

product. This means the inventor has the sole right to produce the

product. This protects the company from other firms setting up and

selling ‘Coca-Cola’ as their own product.

In 1888, Asa G. Candler, officially began to take control of ‘Coca-Cola’.

The Coca-Cola Company was granted its corporate charter in 1892.

Candler put all his energy into advertising and marketing the product.

The majority of the advertising budget was spent on point-of-purchase

signs, calendars, novelties, and newspaper ads, all of them prominently

displaying the ‘Coca-Cola’ script. By the end of 1895, Candler could

proudly proclaim that ‘Coca-Cola’ is now sold and drunk in every state

and territory in the United States”.

The Coca-Cola Company sell nearly half of all soft drinks consumed

around the world. No other soft drink company sells even half as

much. The Coca-Cola Company has a number of important soft

drinks brands, the best know are ‘Coca-Cola’, Diet Coke, Sprite, Fanta

and Lilt. ‘Coca-Cola’ is enjoyed hundreds of millions of times a day by

people all over the globe. It can be found almost anywhere in the world.

‘Coca-Cola’
SOLD AROUND THE WORLD

The ‘Coca-Cola’ brand is the best example we have today of global

marketing. Global marketing involves marketing a firm’s products both

for the home and world markets. In effect, this means marketing a

product globally, as though the world was a single marketplace.

Business decisions are made on a local basis to fit in with the culture

and needs of the local community.

In 1919 Coca-Cola decided it was time to go global. The Coca-Cola

Company was ready to sell ‘Coca-Cola’ to the rest of the world.

Market research was undertaken in Central America, China and South

America. By the end of the 1920s there were bottlers throughout the

world producing ‘Coca-Cola’.

A comprehensive network of bottlers who ensure that ‘Coca-Cola’

maintains a worldwide presence. Coca-Cola’s bottling system is the

largest and most widespread production and distribution network in

the world. As a result, it has been able to establish a firm foothold in

new and emerging markets. Today, you can buy a Coke almost

anywhere from Beijing to Delhi, from Moscow to Mexico City.

There are many reasons why companies choose to sell their products

internationally. Very often domestic markets are too limited. The

opportunity exists to sell ‘Coca-Cola’ worldwide, because ‘Coca-Cola’ is

a product which can be enjoyed by everyone all over the world.

Marketing globally requires the company to have a marketing team in

tune with a country’s consumers so effective sales promotion can be

initiated and a good working relationship with personnel abroad can

be maintained.

Benefits of Global Marketing to a Business

• The Company is not reliant on sales in any one country. A slump

in sales in one country can be compensated for by increased sales

in another.

• The economies of scale gained by mass production make the

company more competitive as a global business.

• Marketing globally has been made easier with new technology.

Problems can be sorted out by using video-conferencing.

Communication with franchises is maintained by email.

Advertising has created a demand for ‘Coca-Cola’ worldwide.

However, advertising has to be adapted to local culture. An adapted

marketing mix means adjusting the mix to take account of cultural,

geographic, economic and other differences in different countries.

Different languages and cultures caused problems. In Dutch, the

slogan, “Refresh Yourself with ‘Coca-Cola’ meant “Wash Your Hands with

‘Coca-Cola’, so in Holland another phrase was devised.

THE CONTOUR BOTTLE

The ‘Coca-Cola’ contour bottle is one of the brand’s key icons and is the

symbol of the brand’s authenticity. In 1914. The Coca-Cola Company

wanted Coca-Cola’s packaging to be so distinctive that people could

recognise it by feel and instantly identify even a broken bottle. The Root

Glass Company set about producing a prototype. In 1916 the new bottle

was approved. The curves, grooves, and flutes of the glass bottle were

unlike anything else. The design was unique and an icon was born. The

bottle has come to symbolise ‘Coca-Cola’ as much as the script logo. 

The brand name ‘Coca-Cola’ has enhanced the value of this product.

The patented name and bottle make it impossible for competitors to

try to imitate and produce this drink. Branding offers many benefits to

companies. Customers can easily recognise the product in display

stands if the branding is effective. A brand with a high quality image

can charge a higher price and hence earn

greater profits. Also, a good brand creates

customer loyalty so that customers buy the

product on a regular basis. ‘Coca-Cola’ has a

high level of brand loyalty leading to a

consistent level of sales. Customers know

and love the shape of the ‘Coca-Cola’

bottle.

A market research survey was

carried out to examine the

attitude of consumers to the

contour shape. In this survey,

consumers described the

contour bottle as

communicating a variety of

positive meanings. It was seen

as:

• a symbol of the ultimate

enjoyment and refreshment

from ‘Coca-Cola’

• possessing a sensual look

and feel

• a symbol of good times

• universally known and

accepted

• a symbol which unites

consumers around the

world

• an aesthetically beautiful

symbol.

The ‘Coca-Cola’ contour bottle
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In 1994, Coca-Cola decided to introduce a new immediate

consumption package - the 500ml PET bottle. After many years of

research and development, The Coca-Cola Company were able to

recreate the glass contour bottle in PET. In 1998, the company

introduced a 2 litre version.

So important is the contour bottle shape in the marketplace, that it is

now the core element of Coca-Cola’s consumer strategy. This has

become known as the Contourisation Strategy. The strategy involves

using the contour shape to emphasise the uniqueness of ‘Coca-Cola’

over competing products and to communicate to consumers the core

benefits of the brand:

‘An ice cold ‘Coca-Cola’ in a contour bottle is the most refreshing beverage

delivered in the most refreshing way. ‘Coca-Cola’ in a contour bottle is a

guarantee of the ultimate refreshment experience.’

The contour shape is part

of the marketing mix

The unique contour shape of the ‘Coca-Cola’ bottle is reinforced and

communicated throughout every element of the brand’s marketing mix.

This ranges from promotional and advertising strategies right through

to the distribution of the product in retail outlets. Not only is ‘Coca-Cola’

the best-selling soft drink the world has ever known, its powerful brand

personality has become a vehicle for promotion in its own right.

Promotion refers to the techniques used by companies to encourage

their target audience to buy their product. There are four main methods:

advertising, sales promotion, public relations and personal selling.  

PR is concerned with establishing and maintaining a good image for a

business and its product amongst both its customers and the general

public. This can be done through the sponsorship of sporting events,

donations to community development projects, public launches of new

products or new packaging. 

The Coca-Cola Company has sponsored highly successful artistic and

sporting events, including the Olympics, Rugby World Cup and Euro

2000 Championships. The brand has also proven strong enough to

support a wide range of branded merchandise such as tee shirts which

are bought not only for their quality but because they are fashionable. 

The contour bottle in the Irish market

Carbonates (fizzy drinks) currently make up 70% of the £1.2 billion

Irish soft drinks market. Cola flavoured carbonates account for

the largest proportion of the carbonate sector, 5 out of every 

10 drinks sold.

Before the launch of the new 2 litre Contour bottle The Coca-Cola

Company carried out research on what consumers of ‘Coca-Cola’

wanted. It was found that there was an overwhelming preference for

the Contour shaped 2 litre bottle versus standard ‘straight wall’

competitors. Consumers said that the contour bottle differentiated

‘Coca-Cola’ from all other carbonated soft drinks. They also felt that it

had the functional benefit of being easier to pour.

‘Coca-Cola’ and diet Coke 2 Litre Contour bottles were introduced in

the Republic of Ireland and Northern Ireland in Feb 1999. 

The Launch plan elements included:

• specific Contour 2 litre bottle launch 30 second television commercial 

• national outdoor campaign called “chill out at home”

• introductory price promotion - single 2 litre Contour bottle at 99p 

• contour specific permanent display equipment 

• national shopping mall sampling roadshows.

Since its launch, ‘Coca-Cola’ in 2 litre Contour PET bottles has

achieved phenomenal sales success.

The new bottle has been the key driver of growth with the 2 litre

category. ‘Coca-Cola’ has experienced:

• increase in key imagery scores

• incremental volume growth

• increased market share

• increased household penetration (no. of households buying)

• increased share of sales.

The importance of the soft drinks market can never be

underestimated. Already a huge business, it still has enormous growth

potential. Over the past five years the Coca-Cola business in Ireland

has been the fastest growing. Also, the brand ‘Coca-Cola’ itself is

consumed on a daily basis by almost half a million consumers in Ireland.

The Coca-Cola Company has cultivated a highly successful business

strategy. It has built up an extensive and well-organised distribution 

network, so that ‘Coca-Cola’ is everywhere. Powerful global advertising has

supported this. Its approach is founded on a belief that ‘Coca-Cola’ must try

and quench the thirst of everyone in the world - all six billion of them!

Look at ‘Coca-Cola’’s website at www.Coca-Cola.com

TASKS AND ACTIVITIES

Define the following

(a)  global marketing

(b)  marketing mix

(c)  patent

(d)  PR.

Discuss the reasons why a business would go global.

Examine the benefits of global marketing to a business.

Describe the benefits of branding a product.

Outline the objectives of packaging a product.

Give four methods used by firms when promoting a product.

While every effort has been made to ensure the accuracy of information contained in this case study, no liability shall attach to either the Irish Times Ltd or Woodgrange Consultants Ltd for any errors or omissions in this case study.
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Key growth success in ireland
• Republic of Ireland was the fastest growing per capita country in Europe for the ‘Coca-Cola’ system

between 1993 - 1999.

• Republic of Ireland is ranked 19th Highest per capita in the world, Northern Ireland is 6th!! (Out of
202 countries).


