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Coca-Cola is a leading non-alcoholic beverage manufacturer, and its success has been based on the extent to which it has capitalized on its opportunities within the market while mitigating threats from competition. The implementation of diverse marketing strategies has been essential to enhancing its competitive advantage in the market and maintaining a growing market share that consequently results in revenue and profit growth. To better understand the factors that have supported the growth of Coca-Cola an analysis of the market structure, product offerings and the main competitors will be provided in this paper.

Market structure

Market structure according to Berg and Kalleberg (2012) is defined as the interconnected characteristics that define each market, the number as well as the relative strength of the sellers and the buyer, the relationship between the companies in the market, forms of competition, extent of differentiation of services or products evidenced in the market in addition to the exit or entrance into the market. The market structure that defines the non-alcoholic beverage industry is that of an oligopoly (Tucker, 2010). Coca-Cola and Pepsi are the only major competitors in this industry, and this has provided them with considerable leverage over the buyers, sellers and competition in the market. Competition is a major factor to analyze in market structure and being in an Oligopoly the only significant competition that Coca-Cola faces is from Pepsi. Coca-Cola has implemented various marketing strategies to address competition from Pepsi with the forts being product differentiation in that the competition has similar product offerings and pricing strategies (Coca-Cola, 2017).

Positioning characteristics as noted by Myers and Tauber (2011) are essential elements that define the market structure. The understanding of the product characteristics which in the case of Coca-Cola is the taste of the beverages that it offers to consumers. The ability to create a brand built around the significant taste of products is what influence purchasing decisions in this market (Gillespie, 2014). Market structure is focused on understanding the relationship between firms and their products as well as the alignment between those products and the consumer benefits wanted (Myers & Tauber, 2011). Coca-Cola and Pepsi have worked to create a significant niche in the market whereby the products are aligned to suit specific situations. For instance, Coca-Cola has cultivated an image of its products as the most suitable beverage that should be shared between family and friends and has therefore capitalised its marketing to promote this ideal view of the product (Coca-Cola, 2017).

There is a strong relationship between the existing companies in the non-alcoholic beverage industry in that Pepsi and Coca-Cola provide similar offering with limited differences between products (Coca-Cola, 2017). The oligopoly of the market has provided Coca-Cola with an opportunity to influence its sellers and buyers. Regulation influences the market, and to that extent, Pepsi and Coca-Cola cannot merge as it would create a monopoly and limit competition in the market. The microenvironment has a significant influence on the structure of the company, for instance, legal and environmental factors have influenced the operations of Coca-Cola Company. The move towards more sustainable production has influenced the development of products and the extent to which the company markets itself (Coca-Cola Company, 2009). Coca-Cola has moved towards an environmentally sustainable platform to enhance its positioning in the market. Micro factors that have influenced the company, for instance, the shift in customer perspectives towards a more health conscious perceptive have influenced the need to innovate healthier products that appeal to these social changes (Myers & Tauber, 2011). The ability to promote company brand for engaging customers and developing lasting relationships in the market have been critical motivates to the strengthening of Coca-Cola in the market.

Productivity

The product offerings of a company define its ability to address the needs of the consumer's thud denoting that successful company are those with the capability of developing effective products’ that meet the behavioural market needs of the consumers (Coca-Cola, 2017). The product needs to be designed to provide value to consumers. Product differentiation and diversification have been the key factors determining the success of the Coca-Cola in the market. The company has maintained a continuous lead through continuously innovating its products and diversifying into new product offerings (Coca-Cola, 2017). The main product is Coke which has been the biggest selling drink in the market due to its brand recognition in the market. 

The company developed new products such as Fanta and Sprite which saw Coca-Cola expand its market to new consumers. To address the needs of health-conscious consumers the company developed Diet Coke as well as Coca-Cola Zero in addition to Coca-Cola life all of which are products with reduced calories and sugars (Coca-Cola, 2017). The company capitalized on the wave of health-conscious sweeping the global consumer market which helped to attract a large following of consumers. Not only does Coca-Cola develop non-alcoholic beverages but has diversified its product portfolio to accommodate new products not linked to soft drinks such as Dasani water and the Minute Maid (Coca-Cola, 2017). The company further diversified its product to include Ciel which is noncarbonated bottled water and Powerade. Other products include Simply Orange, Coca-Cola light, Fresca, Glaceau Vitaminwater, Del Valle, Glaceau Smartwater, Mello Yeloo, Fuze. Fuze tea, Honest Tea, Odwalla among other products (Coca-Cola, 2017). The extensive portfolio of products provided by Coca-Cola has been essential to attracting new customer segments while maintaining its current market share in other customer segments resulting in enhanced growth and sustainability of the company.

Competitors

The non-alcoholic industry has been dominated by two major companies that are Pepsi and Coca-Cola. Currently, Pepsi controls about 30% of the market share while Coca-Cola has a market share of 42% which makes the beverage industry an oligopoly. An oligopoly according to Forbes (2012) is a market structure characteristic by the existence of large firms that have control of the market share and exercise that power to influence entry of competitors and prices within the market. The non-alcoholic beverage segment in the beverage industry is defined by intensive competition between products. Other smaller firms that have entered into the non-alcoholic beverage industry include Dr. Pepper Snappe Group and Nestle (Forbes, 2012). However, the small firms hold a small portion of the market share limiting their threats to Coca-Cola. Due to the homogenous nature of product offerings provided within the industry companies such as Coca-Cola have had to compete based on the extent of their differentiation of the existing products to maintain a competitive lead in the market (Anders, 2011). 

The ability of the company to appeal to different consumers based on how different the products are as compared to those offered by the competitors’ sets the foundation for increases sales and profits within this market. The marketing strategies developed by Coca-Cola such as product differentiation and focus on branding have been critical to creating a psychological perception of the value of Coca-Cola product when compared to those offered by the competitors (Anders, 2011). The intensive nature of the capital needed to breakthrough into the international market that the two non-alcohol beverage companies that are Pepsi and Coca-Cola have achieved tends to limit the entrance of new firms into the market thus maintaining a specific number of competitors within the market (McEachern, 2012).  Firm competition in the industry has promoted the need for innovation among the firms with Coca-Cola continuously investing in the development of new products to address the different needs of the market. 
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