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Across the global markets, industries are tasked with the responsibility of enhancing competitive aspects that strengthen their continued success within the markets. The five forces that shape a company’s strategy include the supplier power, the influence of buyer powers, and the threat of new entry, the threat of substitute products and the competitive rivalry (Dobbs, 2014). Within the markets, firms have to ensure that they enhance their competitive strategy as a means of expanding their market shares and consequently their profits (Robertson, Hannah & Lautsch, 2015). In the wake of globalization, firms have to ensure that they reduce the dominance of new enterprises either by creating barriers to entry or through taking control of the vital supplies of raw materials. As such, companies have to ensure that they design their competitive advantage to gain a greater control of the market. For instance, firms that produce customer tailored products have an upper edge over companies that provide wholesome products.
The Cola war case involves the rivalry between Coca-Cola firm and the PepsiCo Corporation within the soft drink industry. The two soft drink brands have had a rivalry for over a decade. One of the major competitions has been on their marketing strategy that has often demeaned their progress within the industry (Porter & Heppelmann, 2014). Product development in the wake of technological advances has been a major issue between the two firms that offer soft drinks to the large clientele base in the market. Since Coca-Cola industry was the first to enter the market, the subsequent entry of PepsiCo firm has significantly impacted on the financial gains for the already existing company (Schnitger, 2016). Considering the market feuds between the two organizations, it is evident that the soft drink industry is a profitable industry owing to the significant consumption rates among individuals in the markets.
The soft drink industry’s value chain can be figured in a variety of components that enhance its profitability. These components include the concentrate production, bottlers, and producers. The concentrate producers are often more profitable since a larger share of their capital investment is often geared towards advertising, promotions and market research within the industry (Robertson, Hannah & Lautsch, 2015). The concentrate producers often have a responsibility of sharing the overhead costs with their bottlers while concentrating their efforts on setting the price for higher incomes within the sector. Bottlers, on the other hand, have a variety of sources for their incomes. In addition to financing the concentrate producers, bottlers are tasked with the delivery of the company’s products to the retailers while also maintaining a cordial relationship for product development (Dobbs, 2014).

The five forces models enhance an understanding of the Coca-Cola vs. PepsiCo war case. The five forces play a significant role in shaping the competitive advantage within the soft drink industry. First, the suppliers have a relatively less impact on the production capacity of the firms within the soft drink industry (Porter & Heppelmann, 2014). In many cases, the raw materials that are utilized in the manufacture of the non-alcoholic beverages are homogenous that can be acquired from many sources. As such, the control of any supplier relationships within the soft drink industry does not entirely influence the operations of the two companies. Thus, with the negligent impact of the vendors, the two firms within the soft drink industry have to shift their competitive strategies to other components that would assist them in edging their competitor's within the market (Porter & Heppelmann, 2014).
On the other hand, the buyers who are usually considered as the consumers have an important role in the industry. The market is diverse with different consumers attributing their taste to a particular brand. As such, the two firms have often endeavored to enhance customer satisfaction not only through their marketing strategies but also through their bottling and production capacities. The ultimate goal of production is to maximize profits through sales to consumers. Users are considered loyal to a particular brand of product. With the entry of PepsiCo firm, the Coca-Cola industry has had to grapple with the challenge of ensuring that they customize their products to suit the buyers in the market (Schnitger, 2016).
Additionally, substitutes play an important role in determining the choices that consumers have within the market scenario. The Coca-Cola firm has often dominated the soft drink industry. The entry of the Pepsi Company introduced an alternative to the Coca-Cola based products. In the market, there are no major substitutes to the soft drink products. For instance, in a situation where a customer yearns to have a particular drink, there is usually no other refreshing drink that is likely to offer a similar taste. Coca-Cola a soft drink industry faces a major competitor Pepsi which has enhanced the introduction of a new product within the market (Schnitger, 2016). However, Coca-Cola has had a large customer base owing to its consistency in its production together with customer loyalty that has ensured its continued existence across many markets. Nevertheless, Pepsi a new firm creates a rivalry regarding the substitute products it brings with the potentiality of enhancing the refreshing taste for a better customer experience (Robertson, Hannah & Lautsch, 2015).
Further, there are significant barriers to entry into the soft drink industry. The costs associated with investments in the soft drink industry are high considering the minimum bottling efficiency (Robertson, Hannah & Lautsch, 2015). As such, many investors are barred from joining the highly oligopolistic industry. Again, the strong brand identity is another significant barrier to entry. Consumers prefer the already existing products and the best-selling brands within the market. As such, the entry of a new product in the market reduces the product’s value proposition. Moreover, the rivalry in the soft drink industry has been about advertising, the creation of new products and promotional strategies rather than the pricing mechanisms (Robertson, Hannah & Lautsch, 2015). Nevertheless, Coca-Cola is highly positioned within the market compared to its rival company PepsiCo.
Some recommendations exist for Coca-Cola Company within the market. First, it would be important to enhance their relationship with their suppliers. Coca-Cola Company could highlight to their producers a particular set of distinct raw materials that can go along in improving the taste of their products. Since consumers associate their preference with taste, it would be important to source for raw materials that not only encompass more ingredients that are natural but also high in their nutritional contents (Porter & Heppelmann, 2014). In a bid to improve their position with buyers, it would be essential for Coca-Cola firm to reach out to many retailers through customized marketing strategies. By ensuring that more retailers are achieved through the marketing strategy, the retailers would consequently reach more buyers.

Again, it would be vital for Coca-Cola to enhance barriers to entry of other potential firms that would disrupt the market profits. Some of the mechanisms for barriers would include; improving customer involvement for increasing customer loyalty, brand differentiation, develop cost advantages that would look unattractive to other investors and capitalize on the strengths and weaknesses of the industry to take full advantage (Dobbs, 2014). Finally, in reducing competitor effectiveness, Coca-Cola can endeavor to enhance appropriate collaborative customer relationships coupled with adequate marketing and promotional strategies would increase Coca Cola’s market share by delimiting its opponent's operational capacity (Dobbs, 2014).
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