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. Coca-Cola:

Coca-based drinks did not start with Coca-Cola. In 1863, a drink emerged that
popularized the use of coca leaves for non-medicinal use. It was called “Vin Mariani’,
a coca-based wine formulated by Angelo Mariani that became hugely popular among
high society within Europe. Famous authors, poets, musicians and even royalty
celebrated the wine. The legendary French engineer Frederic-Auguste Bartholdi
remarked that, had he drunk Vin Mariani earlier in life, he would have built the Statue
of Liberty a few hundred metres higher. Even the Catholic Church was behind the
coca-based drink; Pope Leo XIII was a big fan, and drank it daily.

The secret to Vin Mariani’s success, with hindsight, was less down to the alcohol
and more attributable to the coca. In Vin Mariani there were two ounces of coca
leaves concentrated into the mixture. This meant that some wines contained over 10
milligrams of cocaine per fluid ounce. So Vin Mariani wasn’t just tasty. It was
addictive.

Twenty-three years after its conception, just when Vin Mariani was reaching its
peak in Europe, a pharmacist in Georgia called John Pemberton came up with another
coca-based drink called ‘Coca-Cola’. In his version of Vin Mariani, he replaced the
wine with sugar syrup, added cola nuts and a combination of seven ‘natural flavours’
that still remain a well-guarded secret, and marketed the product as a brain tonic.
Although the drink was non-alcoholic, it originally contained cocaine.

The name ‘Coca-Cola’ was not the inspiration of Pemberton. It came from his
bookkeeper, Frank Robinson, who has the most recognizable handwriting on earth,
being the basis of the brand’s logo itself. However, while Robinson may be able to
take credit for the name and logo, it was Pemberton who was responsible for the early
rise of the brand.

The first year though was not exactly promising. Pemberton had arranged to sell his
tonic at a soda fountain in an Atlanta pharmacy for five cents a glass. Despite the



potentially addictive qualities of the drink, sales stagnated at six glasses a day, which
wasn’t even enough to cover production expenses. In other words, Coca-Cola was no
Vin Mariani.

However, John Pemberton had one thing over his European counterpart, Angelo
Mariani- a marketing brain. While precious little money was invested in the Vin
Mariani brand, Pemberton understood the power of advertising right from the outset.
The first advert for Coca-Cola appeared in The Atlanta Journal three weeks after the
drink was invented. So whereas Vin Mariani was soon about to all but disappear,
Coca-Cola grew steadily on the back of advertising. During the first two years this
emphasis on advertising was overseen by Pemberton but then in 1888, only weeks
before he died, he sold the rights to a local entrepreneur and fellow pharmacist (and
future mayor of Atlanta), Asa Candler.

Candler officially formed the Coca-Cola company in 1892and registered the
trademark the following year. By 1895, he had achieved his expansion plan, as bottled
Coca-Cola was now on sale in all US states. Bottling plants were opened at the turn of
the 20" century, and throughout that century Coca-Cola was to grow into the world’s
most recognized brand, even without the aid of cocaine, and despite the threat of its
expanding rival, Pepsi-Cola.

So, the Coca-Cola brand is a brand success story. Maybe it is even the brand
success story. It is available in 196 countries. It has spawned other successful brands
such as Fanta and Diet Coke. It is consistently ranked as the world’s most valuable
brand, with a brand value reaching $50 billion.

Could it possibly go wrong? Well, yes. It could. After all, no brand can live for ever.
In many ways, the values that have made it so strong are now working against it. For
instance, a brand that symbolizes the United States to such an extent is bound to be
unpopular among certain sections of society in the Middle East. Indeed, a number of
Muslim-backed alternatives, such as Quibla cola, have seen sales rocket in markets
where Coca-Cola has declined since the Afghanistan and Irag wars.

The brand has also been under fire from health officials, who have highlighted the
drink’s switch from sugar to high-fructose corn syrup. It has therefore been linked to
skyrocketing US obesity rates, second as a target only to McDonald’s.

What the future of the brand will hold ultimately depends on the future of the
markets. If the rise in health consciousness increases any further, the Coca-Cola brand
could be in trouble. And unlike other brands, it is not in a position to evolve with the
market. As the unwelcome reception of New Coke proved, Coca-Cola drinkers want
their brand unchanged or not at all. ‘Always Coca-Cola’ could end up being wishful
thinking.



After reading the above case, please answer the following problems:
1. What is the enterprise's competitive advantage over its competitors ? (10%)
2. If you were CEO of the enterprise, would you take the same management strategy?
(10%)
3. What are the key success factors that lead the enterprise to success ?(15%)
3. Express your feeling about the case in less than 150 words using Chinese or
English.(15%)



