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5. Read the following text and answer the guestions thereafter

Coca-Cola is one of the most recognizable and valuable brands in the world, consistently ranking at or
near the top of varous brand value surveys. The flagship soft dink Coca-Cola or Coke as it is often
referred to, is the world’s umber one beverage brand and is sold in more than 200 countries around the
globe. The iconic brand has been around for more than 130 years and has never stayed from its timeless
and basic ideals. While a number of different advertising campaigns have come and gone throughout
the years, Coca-Cola has remained consistent in appealing to one basic emotion: pleasure. Many of the
popular advertising campaigns used to sell Coca-Cola have been built arcund simple slogans using words
such as smile, enjoy, and happiness that translate easily to consumers everywhere.

From 2009 until 2016, Coca Cola’s global Integrated Marketing Communication (IMC) campaign used the
slogan "Open Happiness,” which was designed to appeal to consumers’ desire for comfort and optimism
and was an invitation to consumers around the world to refresh themszives with a Coke and enjoy life.
The “Open Happiness” campaign won numerous awards during its tenure as Coca-Cola was named
Advertising Age’s Marketer of the year and also honored as Creative Marketer of the Year at the Cannes
Lions International Festival of Creativity. However, in 2016, Coca-Cola’s new chief marketing officer,
Marcos de Quinto, announced that the company would be making a major shift in its marketing strategy
whereby all Coke trademark brands would be united in one global creative campaign called “Taste the
Feeling.” The new campaign puts the product at the center of every ad as Coca-Cola seeks to win over
more drinkers in the struggling sbda category.

in explaining the reascns for the change, CMO de Quinto noted that “Open Happiness” had become a
bit too preachy and was no ionger focusing on simple pleasures, such as enjoying an ice-cold Coke on a
hot day. Coca-Cola’s global vice president for creative noted that Coke no longer wants to be about
“fixing happiness’ with nigh-level ideas because the new campaign is about living in the intimacy and
simplicity of moments and is similar to the classic tagline “Have a Coke and a Smile.” The “Taste the
Feeling” campaign is designed to bring to life the idea that drinking a Coca-Cola product Is 2 simple
pleasure that makes everyday moments more special and celebrates the experience of doing so. The
company also feels that the new campaign is more focused on the actual product and will build a strong
connectivity with the feeling one has when drinking a Coke. CMO de Quinto notes: “We want to help
remind people why they love the product as much as they love the brand.”

Another major part of the new strategy is a “one brand” approach that unites various hrands such as
Coca-Cola Light/Diet Coke, Coke Zero, and Coca Cola Life under one personality that shares the equity of
the brand across all Coca-Cola trademark products. The approach also underscores the company’s
commitment to providing consumers with more choices and healthier alternatives, including smaller
package sizes. For example, Diet Coke and Coke Zero re positioned as customized choices for drinkers
who may want a sugar-free soft drink, while Coca-Cola Life is sweetened with cane sugar and stevia leaf
extract. The “one-brand” approach includes 3 global packaging shift as the new cans and hottles for the
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