International Journal of

AI ELECTRICAL CIVIL AND MECHANICAL ENGINEERING

Peer Reviewed, Referred & Indexed Journal
www.zesterapublications.com

D &
—\
Zestera

PUBLICATIONS ISSN: 3070-0434 Original Research Paper

Study of Brand Positioning of Coca Cola Company

P Naresh,”N. Ajay
"Department Of MBA, Sri Chaitanya Institute Of Technology & Research Ugc Autonomous
Institution Khammam
’Department Of MBA, Sri Chaitanya Institute Of Technology & Research Ugc Autonomous
Institution Khammam

Abstract

This study examines the brand positioning strategies adopted by The Coca-Cola Company and
their influence on consumer perception, brand loyalty, and market competitiveness. Brand
positioning plays a significant role in creating a unique identity in the minds of consumers,
especially in the highly competitive beverage industry. The study focuses on how Coca-Cola
differentiates its products through emotional branding, advertising strategies, product quality,
pricing, and customer engagement. The research is based on both primary and secondary data.
Primary data was collected through questionnaires distributed among consumers to understand
their preferences, awareness, and perception toward Coca-Cola products. Secondary data was
gathered from company reports, journals, websites, and published articles related to branding
and marketing strategies. The findings reveal that Coca-Cola has successfully positioned itself
as a symbol of happiness, refreshment, and togetherness through strong promotional campaigns
and consistent brand communication. The study also highlights the impact of digital marketing,
celebrity endorsements, packaging, and product availability on consumer buying behavior. It
concludes that effective brand positioning has helped Coca-Cola maintain a strong global
presence and customer loyalty despite intense competition from other beverage brands. The
research suggests that continuous innovation and customer-focused marketing strategies are
essential for sustaining brand value and market leadership in the future.

Keywords: Brand Positioning, Coca-Cola, Brand Image, Brand Equity, Consumer Perception,
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Positioning.

I. INTRODUCTION

The Coca-Cola Company is one of the most
recognized and valuable beverage brands in
the world. Established in 1886, the company
has created a strong global presence through

effective marketing strategies, product
quality, and consistent brand
communication. In  today’s  highly

competitive market, brand positioning plays
a vital role in influencing customer
perception and creating a distinct image in
the minds of consumers. Coca-Cola has
successfully positioned itself as a symbol of
happiness, refreshment, celebration, and
togetherness  through its  innovative
advertising campaigns and emotional
branding strategies.

Brand positioning refers to the process of
designing a company’s image and offerings
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to occupy a unique place in the target
customers’ minds. It helps organizations
differentiate their products from competitors
and build customer loyalty. Coca-Cola has
adopted various positioning strategies such
as emotional appeal, lifestyle marketing,
celebrity endorsements, attractive packaging,
and digital promotions to maintain its
leadership in the beverage industry.

This study focuses on analyzing the brand
positioning strategies of Coca-Cola and
understanding how these strategies influence
consumer behavior and market performance.
The study also examines customer
awareness, satisfaction, perception, and
loyalty toward Coca-Cola products. By
evaluating the effectiveness of Coca-Cola’s
branding and promotional activities, the
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research aims to identify the factors
responsible for the company’s strong market
position and continued success.

The study is significant because it provides
insights into modern branding techniques
and consumer preferences in the soft drink
industry. It also helps in understanding how
a globally recognized brand like Coca-Cola
maintains its competitive advantage in
changing market conditions.

Research Objective:

»  Descriptive research design

» Use of primary and secondary data

» Primary data collected through
structured questionnaires

» Secondary data collected from journals,
websites, company reports, books, and
magazines

» Convenience sampling method adopted

»  Sample size of 100 respondents

» Study conducted among consumers in
the selected area

» Questionnaire used as research
instrument

> Data analyzed using percentage
analysis, tables, and charts

» Focus on consumer perception,
satisfaction, awareness, and brand
loyalty toward The Coca-Cola
Company

Research Methodology:

Descriptive research design
Primary and secondary data collection

Structured questionnaire method

YV V VY VY

Data collected from books, journals,
websites, and company reports

Convenience sampling technique
Sample size of 100 respondents

Consumers selected as respondents

vV V VY V

Questionnaire  used as  research

instrument
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» Percentage analysis, tables, charts, and
graphs used for data analysis

» Study focused on brand positioning of
The Coca-Cola Company

II. Review Of Literature

Brand positioning has become an important
concept in modern marketing as it helps
organizations create a unique identity in the
minds of consumers. According to Philip
Kotler, brand positioning refers to designing
a company’s offering and image to occupy a
distinct place in the target market.
Researchers have emphasized that strong
brand positioning improves customer loyalty,
brand recognition, and competitive
advantage. In the beverage industry,
companies focus on emotional branding and
customer experience to strengthen their
market presence.

Several studies have examined the branding
strategies of The Coca-Cola Company.

Researchers  found  that  Coca-Cola
successfully uses emotional appeal,
storytelling, and consistent advertising

campaigns to connect with consumers. The
company’s slogans, promotional activities,
and festive campaigns have helped in
creating a strong emotional bond with
customers. Studies also revealed that Coca-
Cola’s red-and-white packaging and logo
contribute significantly to brand recall and
customer recognition.

Previous research also highlights the role of
celebrity endorsements and digital marketing
in enhancing Coca-Cola’s brand image.
Social media platforms, online
advertisements, and influencer marketing
have enabled the company to engage
effectively with younger consumers.
Researchers observed that Coca-Cola
continuously adapts its marketing strategies
according to changing consumer preferences
and market trends, which helps maintain its
global leadership position.

Many scholars have studied consumer
behavior toward soft drink brands and
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concluded that factors such as taste, quality,
pricing, availability, and promotional
activities influence purchasing decisions.
Studies indicate that Coca-Cola enjoys
strong customer loyalty because of its
consistent product quality and effective
brand communication. However, increasing
health awareness among consumers has
encouraged the company to introduce low-
sugar and healthier beverage alternatives to
sustain its market position.

The review of literature shows that effective
brand positioning plays a crucial role in the
success of Coca-Cola. Earlier studies provide
valuable insights into the company’s
marketing strategies, consumer perception,
and competitive advantages. This study
further attempts to analyze how Coca-Cola’s
brand positioning influences customer
satisfaction, buying behavior, and long-term
brand loyalty.

III.  Data Analysis & Interpretation

1. Awareness
Strategies

of Brand Positioning

Awareness of Brand Positioning Strategies

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Most consumers are aware of the brand
positioning strategies adopted by Coca-Cola,
indicating strong brand visibility and
effective marketing communication.

2. Satisfaction with Coca-Cola Products
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Satisfaction with Coca-Cola Products

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Most consumers expressed satisfaction with
Coca-Cola products, reflecting positive
perception toward product quality and brand
value.

3. Effectiveness
Promotions

of Advertising &

Effectiveness of Advertising & Promotions

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Consumers  believe that Coca-Cola’s
advertising and promotional campaigns are
effective in influencing buying behavior and
strengthening brand image.

4. Customer Loyalty toward Coca-Cola
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Customer Loyalty toward Coca-Cola

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Most respondents showed loyalty toward
Coca-Cola products, indicating strong
emotional  connection and  customer
preference for the brand.

5. Brand Image & Market Presence

Brand Image & Market Presence

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Consumers expressed positive opinions
regarding Coca-Cola’s global brand image
and strong market presence.

6. Overall
Positioning

Satisfaction with Brand

Received: 05-10-2025 | Accepted: 12-11-2025 | Published: 18-11-2025

Overall Satisfaction with Brand Positioning

Satisfied/Aware

Not Satisfied/Not Aware

Interpretation

Most  respondents  expressed  overall
satisfaction ~ with  Coca-Cola’s  brand
positioning  strategies, showing positive

consumer perception toward the brand.

IV.  Findings

»  Most consumers are aware of the brand
positioning strategies adopted by The
Coca-Cola Company.

» Consumers expressed high satisfaction
with Coca-Cola products and services.

»  Advertising and promotional campaigns
of Coca-Cola are highly effective in
influencing consumer buying behavior.

»  The company has successfully created a
strong emotional connection with
customers through branding strategies.

» Consumers showed positive opinions
regarding Coca-Cola’s brand image and
market presence.

» Product quality, taste, packaging, and
availability = are  major  factors
influencing customer preference.

» Digital marketing and social media
promotions play an important role in
strengthening the Coca-Cola brand.

» Celebrity endorsements and attractive
advertisements improve brand
recognition and customer engagement.

» Most respondents showed loyalty
toward Coca-Cola products despite
competition in the beverage industry.

» Overall consumer perception toward
Coca-Cola’s brand positioning
strategies was found to be positive.

V. Conclusion
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The study on the brand positioning of The
Coca-Cola Company reveals that the
company has successfully established a
strong and unique image in the minds of
consumers through effective marketing and
branding  strategies. @ Coca-Cola  has
positioned itself as a symbol of happiness,
refreshment, and togetherness, which has
helped the company maintain a strong
emotional connection with customers across
different age groups and markets.

The findings of the study indicate that
consumers are highly aware of Coca-Cola’s
brand image and promotional activities.
Factors such as product quality, taste,
packaging, advertisements, celebrity
endorsements, and digital marketing
significantly influence consumer preference
and buying behavior. The company’s
continuous innovation and strong market
presence have also contributed to high
customer satisfaction and loyalty.

The study further concludes that effective
brand positioning has enabled Coca-Cola to
sustain its competitive advantage in the
beverage industry despite increasing
competition and changing consumer
preferences. Overall, Coca-Cola’s successful
branding strategies have played a major role
in strengthening customer trust, enhancing
market share, and maintaining global brand
leadership.

VI.  Future Scope

The future scope of studying the brand
positioning of Coca-Cola is extensive
because consumer preferences, media
consumption, and competitive conditions
continue to evolve. Coca-Cola can further
strengthen  its market position by
continuously  understanding  changing
consumer expectations and adapting its
brand communication accordingly. Future
research can examine how factors such as
brand image, perceived quality, emotional
associations, product innovation, pricing,

and availability influence consumers’
perception of Coca-Cola.

The increasing importance of digital
marketing and social media provides

significant opportunities for future brand-
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positioning  strategies. Coca-Cola has
increasingly moved toward digital-first
marketing and personalized consumer

connections, making platforms such as social
media, video content, influencer marketing,
and interactive campaigns important tools for
maintaining brand relevance. Future studies
can evaluate how digital engagement
influences  brand  awareness, brand
associations, customer loyalty, and purchase
intention among younger consumers.
Another important area of future
development is  personalization and
technology-driven  branding.  Artificial
intelligence, data analytics, augmented
reality, and personalized digital experiences
can enable Coca-Cola to create more relevant
interactions with individual consumers.
Future research can examine whether
customized campaigns and interactive brand
experiences create stronger emotional
connections and improve long-term brand
loyalty while maintaining a consistent global
brand identity.

Future studies can also focus on localization
and cultural adaptation. Coca-Cola operates
across diverse markets, where consumer
tastes, lifestyles, cultural values, and
purchasing behaviour can vary considerably.
Research can compare brand-positioning
strategies across different regions and
determine how global brand identity can be
combined with local preferences. Studies
involving Indian consumers can particularly
examine the effectiveness of localized
advertising, regional campaigns, and
culturally relevant brand communication.
Finally, future research can conduct a
comparative analysis of Coca-Cola and
competing beverage brands to evaluate
differences in brand positioning, advertising
effectiveness, customer perception, brand
equity, and loyalty. Emerging trends such as
healthier beverage choices, sustainability,
environmentally responsible packaging, and
changing attitudes toward sugary drinks can
also be incorporated into future studies. Such
research can help Coca-Cola maintain a
distinctive position in consumers’ minds
while responding effectively to changing
market conditions and consumer
expectations.
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