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Marketing was the starting point for #ShareaCoke. For most of its history in the United States,
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5 A Powerful Call to Action associated with Coca-Cola. The visual " i m 201
elements of the images used in the
Few call to actions are as multilayered as the call to action of the #ShareaCoke adverts never display face, but also o marketing
campaign. If the personalization of names and the imagery of familial connection wasn't imply the experience of connection game forever
enough to spur one to passing on the experience, Coca-Cola blatantly tells people to share. by displaying the bottles close

The genius behind this is the multiple ways one had the ability to share

First, the most obvious one, giving the product to another person. The bottles
already engaged the audience with a presence in their lives. Peer to peer promotion meant
that consumers would do the job of convincing others to have a Coke without Coca-Cola

together in a way that resembles
the interactions of a familial
group of people. This connoted

having to tell them themselves. Coca-Cola encouraged its audience to reach to everyone image, paired with phrase
from their mothers to friends they haven't seen in a while. This was the second thing Coke "Share a Coke with..." is the
encouragedyoutoshare: yourexperience with the product. With the audience equipped with rhetoric of most, if not all,
something to talk about, the last and most revolutionary form of sharing of all was not a of #ShareaCoke's ads.

matter of what, but a matter of how, as Coke equipped consumers with a simple, yet
effective hashtag.

The Secret Formula of #ShareaCoke
shareacoke.com.au

1. Starting From Down Under

In 2010, The Coca-Cola Company realized they had a problem. The company had been a well known international brand since 1923 and had loyal consumers
from almost a century of establishing its brand and product, but sales for Coca-Cola had been on the decline for about a decade. The company decided that it
needed to reach out to a new audience: millennials. By targeting a new demographic, Coca-Cola would be able to potentially increase sales again. Before they could
begin however, they had to strategize on how to appeal to an entire generation that had not only been raised to be more health conscious than any generation before
them, but was also extremely distrustful of large corporate brands.

[t might seem random, but #ShareaCoke’s geographical birthplace was very crucial to its success. Australia had a history of rich and effective marketing, but
according to the director of marketing at the time, certain corporations in the land down under could fall victim to what is referred to as "tall poppy syndrome”.
Australian consumers will often reject a brand for being "too big for their boots” and get cut down "like a tall poppy” Coca-Cola decided to use consumer insights
to their advantage to find out why they were suffering from this phenomenon. The problem was that many millenials felt that Coca-Cola as a brand was not talking to
them at eye level. They were a well known product that everyone knew about, but Coca-Cola was failing to connect with the values and mindset of the newest
generation. In other words, they had become too mainstream.



