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BRAND MARKETING HISTORY

C O C A  C O L A  M E D I A  M I X 0 1 A P R D  3 0 0 2

1 8 8 6 -  D R I N K  C O C A - C O L A

1 9 3 8 -  T H E  B E S T  F R I E N D  T H I R S T  E V E R  H A D

1 9 6 9 -  I T ' S  T H E  R E A L  T H I N G

1 9 8 6 -  R E D ,  W H I T E ,  A N D  Y O U

1 9 9 3 -  A L W A Y S  C O C A - C O L A

2 0 0 6 -  T H E  C O K E  S I D E  O F  L I F E

2 0 2 1 -  R E A L  M A G I C  

1 9 2 5

1 9 3 1

1 9 7 1

1 9 9 3

20 1 1

1 9 57

1 9 8 5

A B S T R A C T  P O S I T I V E  C O N S T R U C T  =  

H A P P I N E S S ,  F A M I L Y ,  &  S H A R I N G .

H T T P S : // W W W . Y O U T U B E . C O M / W A T C H ? V = C 3 N A I W C D M K I
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C O C A  C O L A  M E D I A  M I X 0 2 A P R D  3 0 0 2

THE BRIEF

T H E  $ 2 9 . 4 B  C A R B O N A T E D  S O F T  D R I N K  C A T E G O R Y  I S  U P  4 . 6%  B U T  C O C A - C O L A  S O F T  D R I N K S  A R E  D O W N  - 6% .  S H A R E  O F  

S P E N D  B E T W E E N  D I E T  ( 2 6% )  A N D  R E G U L A R  ( 7 4% )  S O D A  S A L E S  H A S N ’ T  C H A N G E D  S U B S T A N T I A L L Y .  D E C L I N E S  A R E  

L A R G E L Y  D R I V E N  B Y  H E A L T H - P O S I T I O N E D  C A R B O N A T E D  B E V E R A G E S .  C O C A - C O L A  I S  L A U N C H I N G  A  N A T U R A L  

C A R B O N A T E D  B E V E R A G E ,  C A L L E D  C O K E  F R E E D O M .

H E A L T H  C O N S C I O U S  I N D I V I D U A L S ,  W E A L T H I E R  H O U S E H O L D S  W I T H  A B O V E  A V E R A G E  D I S P O S A B L E  I N C O M E .

C O C A - C O L A  S O F T  D R I N K  C A T E G O R Y  I S  D O W N  - 6% ,  ( 2 6%  D I E T )  ( 7 4%  R E G U L A R )  S H A R E  O F  S A L E S .

2 5  M I L L I O N  D O L L A R  B U D G E T  F O R  T H I S  C A M PA I G N .

COCA-COLA'S WANTS TO MAINTAIN THEIR CURRENT CONSUMER BASE WHILE INTRODUCING AN ENTIRELY NEW OFF BRAND 

PRODUCT.    
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MEDIA STRATEGY

C O C A  C O L A  M E D I A  M I X 0 3 A P R D  3 0 0 2

I N C R E A S E  A W A R E N E S S  F O R  T H E  N E W  I T E M  L A U N C H  I N  O R D E R  T O  G A I N  

P O P U L A R I T Y  A N D  I N C R E A S E  S A L E S  B Y  C R E A T I N G  N E W  I N N O V A T I V E  

A D V E R T I S E M E N T S  C A T E R E D  T O W A R D  T H E  Y O U N G E R  G E N E R A T I O N  A N D  

H E A L T H - C O N S C I O U S  I N D I V I D U A L S .
Digital

OOH

AO Vehicles

Traditional

30

25

20

25

RECOMMENDED APPROACH TO SOLVING THE BRAND’S PROBLEM:

T H R O U G H  T H E  R O I ;  R E T U R N  O N  I N V E S T M E N T ,  T O  S E E  H O W  E F F I C I E N T  W A S  T H E  

R E T A I L E R - T A R G E T E D  S P E N D  V S .  N A T I O N A L  M A R K E T I N G  S P E N D S .

INCLUDED MIX OF TRADITIONAL & NON-TRADITIONAL MARKETING:

C O C A - C O L A  H A S  A  L A R G E  N U M B E R  O F  C O N S U M E R S  A N D  L O Y A L  C U S T O M E R S .  

I T  N E E D S  T O  C O V E R  T H E M  A S  W E L L  A S  T H E  N E W  T A R G E T  A U D I E N C E .  T H E  

B E S T  M I X  T O  R E A C H  B O T H  A U D I E N C E S  I S  N O N - T R A D I T I O N A L  M A R K E T I N G  

S I N C E  M O S T  P E O P L E  U S E  P L A T F O R M S  S U C H  A S  D I G I T A L  M E D I A  N O W A D A Y S .  

T H I S  W I L L  H E L P  G A I N  H I G H  A W A R E N E S S  A M O N G  L O Y A L  C O N S U M E R S  A N D  

N E W  A U D I E N C E S .  

RECOMMENDED REACH/FREQUENCY APPROACH:

MEASURING SUCCESS:

I N C R E M E N T A L  B E C A U S E  I T  S H O W S  T H E  N U M B E R  O F  P E O P L E   T H A T  S A W  T H E  A D S  

D U R I N G  A  M A I N T E N A N C E  P H A S E  O F  A  C A M P A I G N ,  A N D  T H A T  W I L L  H E L P  T H E  

A W A R E N E S S  G R O W .
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MEDIA MIX- ALONG THE JOURNEY

C O C A  C O L A  M E D I A  M I X 0 4 A P R D  3 0 0 2

AWARENESS CONVERSION REPEAT

CONSIDERATION EVALUATION FINDABILITY PURCHASE USAGE ADVOCACY
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MEDIA MIX & PACING
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