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Abstract. This paper explains two current strategies of The Coca-Cola Company 
in the perspective of Adaptive Cycle for Resilience. Business journal and Google 
Scholar databases were used to find articles about current state in the soft drink 
market and how Coca-Cola is dealing with the changes. In the viewpoint of cycle 
for resilience it was possible to recognize that the company is moving through 
crisis quadrant and uses alternative strategies to regain security about the future. 
New combinations have been developed that can evolve through entrepreneurship 
quadrant into a new equilibrium. Retrospectively the cycle model very clearly 
shows the current state of the company in the external environment. 
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Introduction 

The consumption volumes of non-alcoholic carbonated soft-drinks (soda’s) in the 
United States of America (US) have been falling for 13 years (Esterl, 2014; Liu, Lopez, 
& Zhu, 2014) (Appendix A). Although, The Coca-Cola Company is notoriously 
famous for their successful marketing campaigns and business strategies, the consistent 
evidence that calorie dense carbonated drinks are directly related to obesity and other 
health issues does not give much hope that the sales of sugary drinks will increase in 
the future (Basu, McKee, Galea, & Stuckler, 2013). US is The Coca-Cola Company’s 
largest market and reduction of market size creates uncertainty if the company will be 
able to maintain its positions in the future as one of the most valuable brands in the 
world (Forbes, 2014). 

Further chapters will explore the strategies that The Coca-Cola Company is 
exploiting to tackle the reduction of sales and growing awareness of health effects of 
sugary drinks. Two strategies, namely “Stevia sweetened Coca-Cola Life” and 
“increasing of market share in the “new world” countries” will be explained according 
to the theory of Adaptive Cycle of Resilience that is described in working paper by 
Abcouwer & Parson (2011). 
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1. Coca-Cola and New Combinations 

1.1. Release 

For more than a century Coca-Cola could enjoy a stable consumer paradigm that 
people were, is and will be drinking carbonated, sugary soft drinks. However the 
increasing turbulence of the world reached Coca-Cola soon after year 2000 and even 
The Coca-Cola Company had to start thinking how to become more resilient. 

The times of immortal business models are over which means that sometimes 
companies have to change at their very essence to continue to be successful (Hamel & 
Välikangas, 2003). Abcouwer & Parson (2011) call this phenomenon “release” that 
makes the company go from confident equilibrium state to insecure crisis state 
recognizing the need to look for alternatives in their business model in order to survive 
(figure 1).  

 
Figure 1. Release (Abcouwer & Parson, 2011) (lecture slides) 

1.2. Reorganization 

During the crisis phase the company has lost confidence and certainty of what it wants 
to do and what it can do. Abcouwer & Parson (2011) state that organization has to 
reinvent itself and work on alternative strategies to regain certainty in its future. This 
phase is called “reorganization” where company forms new combinations in order to be 
hopeful about the future (figure 2) (Abcouwer & Parson, 2011). In the case of Coca-
Cola it is possible to recognize creation of two alternative combinations that will try to 
ensure that the company remains between the most valuable and powerful brands in the 
world.  

1.2.1. Coca-Cola Life 

The first strategy of the company is to introduce a new product named “Coca-Cola Life” 
which is a cola beverage with less calorie content because of stevia leaf extract and 
cane sugar instead of the regular corn syrup. The product started selling on the 4th of 
November 2014 in the companies biggest markets in the developed world, namely 
United States, Argentina, Chile, Great Britain and Mexico (Staff, 2014). 

 
Figure 2. Reorganization (Abcouwer & Parson, 2011) (lecture slides) 
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One can easily notice that the product is designed according to the trends of people 
awareness in healthy lifestyle and sustainability. Note the green packaging in figure 3. 

 
Figure 3. Coca-Cola Life (Coca-Cola Website, 2014) 

 Furthermore, the biggest soft drink consumer in the world - Mexico and 
several states in US have applied additional taxation on calorie rich beverages starting 
from 2014. Therefore Coca-Cola’s Life reduced calorie content will also help the 
company to avoid price increase in sugary drinks section (Basu et al., 2013; Liu et al., 
2014). 
 According to Abcouwer & Parson (2011) the “crisis” quadrant of cycle is 
dedicated to visionaries, inventors and lateral thinkers to have freedom to look for 
solutions to deal with the ever-changing environment by finding a large number of 
alternatives. It is not possible to see the results of Coca-Cola Life campaign yet but it is 
feasible to think that it might partly tackle company’s drop in sales. 

1.2.2. New Markets 

The second strategy of the company to avoid recession is entering or expanding in new 
markets, especially in low and middle-income countries. Basu et al., (2013) state that 
global soft drink consumption levels are increasing mainly because of the increase in 
non-Western countries. In these countries The Coca-Cola Company still exploits the 
proven strategies of aggressive and well-targeted marketing (Esterl, 2014). One 
example is frontier market in Myanmar where Coca-Cola has invested 200 million 
dollars recently and opened several production plants (CNBC, 2013). 

2. Coca-Cola and its Bright Future 

Coca-Cola has been between the world’s leading brand names for a century and there is 
no doubt that it will not suddenly lose its place, furthermore it is possible to 
acknowledge that the company is constantly following the global trends and adapting 
to the changing environment. By applying the Cycle for Resilience one can recognize 
that the two mentioned strategies could help Coca-Cola to achieve the state of 
Entrepreneurship and eventually a new Equilibrium if it finds “balance between pride 
of the existing and curiosity about the new” (Abcouwer & Parson, 2011) (figure 4). At 
this moment Coca-Cola is investing in new and in already proven strategies that show 
it recognizes the change in environment and is ready to adapt to it. For instance, the 
current “Share a Coke” campaign with personalized Coca-Cola bottles has given 
tremendous sales boost for the company (Weiss, 2014). Together with the more natural 
Coca-Cola Life and bigger shares in frontier markets, company is likely to be able to 
return to a stable and safe equilibrium state. 

 
Figure 4. From new combinations to new equilibrium (Abcouwer & Parson, 2011) 
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3. Discussion & Conclusions 

Introduction of Coca-Cola Life is a prime example of an organization adapting to 
changing external environment by letting their visionaries to develop products 
according to the current preferences of customers. This paper describes two strategies 
of Coca-Cola according to Adaptive Cycle for Resilience, however there are certain 
limitations to what extent they are described. More thorough and systematic research is 
necessary for peer-reviewed articles and the current situation with the campaigns of 
Coca-Cola. Moreover, The Coca Cola Company also has many more strategies that it 
exploits to keep its sales growing, for example advertising campaigns, clean water and 
sustainability movements and other issues of social importance that create better image 
of the company. These were not considered in this paper. 

Furthermore, some critique can be aimed towards the resilience model itself 
because none of the sources explicitly mentioned using it. The adaptive cycle of 
resilience model works very well when applied retrospectively, however it is hard to 
exactly tell the what approaches are used by the managers in The Coca-Cola Company. 
 Overall it is possible to say that adaptive cycle model can be used to describe 
how Coca-Cola moves through the cycle and recognizes the need for change that is 
imperative according to the model of Abcouwer & Parson (2011). 
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 Appendix 

 
Appendix A. Non-alcoholic beverage consumption in the US (Liu et al., 2014) 

 


