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Look: look at the world in a positive way knowing there are plenty reasons to be happy + Opening positivity. 
Target: The Believers, the dreamers, the connectors, the “live now” spirited (in all of us)
Color: The power of Coca Cola Red in everything
Slogan at the moment: Taste the feeling 
Hoe het terug komt in de reclame:
[image: Coca-Cola zomer campagne - Travellab]Look & slogan: 


[image: Coca-Cola presents its new global positioning campaign with "Taste ...]





[image: Geef een beetje vreugde met kerst en Coca-Cola – CooleSuggesties]Look & color :



[image: Amazon.com: Coca-Cola Men's Coke Classic Vintage Logo T-shirt ...]




Look & Target connectors :
[image: Hoe maakt Coca Cola reclame?]





[image: Coca-Cola Kerst Reclame 2019 - TV Commercial [Video]][image: Gezocht: de Nederlandse Coca-Cola light man 2014 - V!VA - Niets te ...]Target dreamer:




[image: Pin on Share a Coke]Target connectors:












Conclusie:
Als je in de brand manual kijkt (zie bovenaan de link en screenshots) dan zie je dat bij Coca Cola het belangrijkste is dat hun merk bedoeld is voor kinderen boven de 12 jaar. In hun brand manual staan veel regels en afspraken over de manier waarop reclame word gemaakt om de kinderen onder de 12 jaar te vermijden in de reclame. 
Een kind onder de 12 jaar mag wel meedoen in de reclame maar mag niks met het merk te maken hebben (geen cola drinken of invloed hebben op het kopen van cola). Ook mag het merk cocacola geen hulpmiddelen gebruiken die bij de doelgroep van 12 jaar en jonger horen. Denk hierbij en kinderspeelgoed, kinderprogramma’s, of samenwerkingen met kindermerken. Coca cola richt zich op de doelgroep 12+
In de reclames zie je goed dat 12+ terugkomt. Je ziet geen kinderen onder de 12 en je ziet vooral tieners en volwassenen. Ook zie je samenwerkingen met een hogere doelgroep dan 12 jaar, zie het voorbeeld van de world cup van voetbal.
[bookmark: _GoBack]Cocacola houd zich goed aan hun brandmanual en weet goed wat wel en niet de bedoeling is 
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The Coca-Cola Company will not place any of our
brands‘ marketing in television, cinema, radio and
print programming made specifically for children.

This means that we will not buy advertising in
programs/ media with an audience profile higher than
35% of children less than 12 years of age.

We are sensitive to the fact that children may also be
watching programs with their family, and we make
every attempt to ensure that our advertising is
appropriate for a general audience.
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execution must be appropriate to the meal
occasion and number of people depicted.

When showing children under 12 years of age
enjoying our products, they will always be
accompanied by an adult caregiver.
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Brand Vision

Coca-Cola is The Universal lcon of Happiness.
Around the Warld, Every Day, 1.5 Billion Times a Day.

Brand Highest Ground

Optimism. The daily challenges of today are giving
fise to an increasing desire to find authentic
happiness...to pause, to seek simple pleasures, to
connect, to accept, to take small acts that can lead to
big things, to re-look at the world in a positive way
knowing there are plenty of reasons to be happy.

Consumer Experience & Drivers

Inspiring Moments of Uplift Everyday. Opening
positivity in me, my world and the world around me

Target

The Believers, the dreamers, the connectors, the "live
now" spirited (in all of us). Focus on teen “wishful
wannabies" and "popular mainstream”, extending
outward to all 8 bilon peaple in the world.

Brand Tone of Voice

How do we talk to people? Like people. Throughout
our 120+ year history, simple one-word Brand statements
like ‘Drink,"“Enjoy’ and "Always’ have been as iconic to
Coca-Cola as the color Coke Red. Words offering
refreshment cues such as ‘Ice Cold,’ ‘Delicious’ and
Refreshing’ are similarly part of the Coke lexicon, as are

invitational messages like ‘Have a Coke' or the more playful

“Yes." The words give the Brand a point of view and a
personality to connect with the consumer

Personality

Authentic (real); Connected; Optimistic; Spontaneous

Bold Simplicity

Areturn to clarity; removal of all extraneous noise
and static around the Brand to find the bold, simple
essence of Coca-Cola

Real Authenticity

We leverage all that s real, original and honest
about the Brand. Clearly linking back to our
heritage gives us the license to try new things
and keep evolving

Power of Red

At every touchpoint, we willleverage the Power
of Coke Red and ensure s consistency around

the World. We wil integrate the thread of Red into
everything we do.

Familiar Yet Surprising

We do not follow category norms; instead, we lead
them. We introduce new strategic elements to create
variety and freshness across the Brand experience.
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Slogan History

1886 - Drink Coca-Cola
1904 - Delicious and refreshing,

1905 - Coca-Cola revives and sustains.

1906 - The great national temperance beverage.
1908 - Good il the last drop

1917 - Three million a day.

1922 - Thirst knows o season.

1923 - Enjoy life.

1924 - Refresh yourself

1925 - Six millon 2 day.

1926 - Ithad to be good to get where it s

1927 - Pure as Sunlight

1927 - Around the corner from anywhere.

1928 - Coca-Cola ... pure drink of natural flavors.
1929 - The pause that refreshes.

1932 - Ice-cold sunshine.

1937 - America's favorite moment.

1938 - The best friend thirst over had

1938 - Thirst asks nothing more.

1939 - Coca-Cola goes along

Cola has the taste thirst goes for
1939 - Whoever you are, whatever you do, wherever
you may be, when you think of refreshment, think of
ice cold Coca-Cola.

1941 - Coca-Cola is Coke!

1942 - The only thing like Coca-Cola is Coca-Cola itseff
1944 - How about a Coke?

1945 - Coke means Coca-Cola

1945 - Passport to refreshment.

1947 - Coke knows no season.

1948 - Where there's Coke there's hospitalty.
1949 - Coca-Cola .. aong the highway to anywhere.
1952 - What you want is a Coke.

1954 - For people on the go.

1956 Cola ... makes good things taste better
1957 - The sign of good taste.

1958 - The Cold, Crisp Taste of Coke

1959 - Be really refreshed.

1963 - Things go better with Coke.

1966 - Coke . after Coke ... after Coke.

1969 - It's the real thing,

1971 - 1'd like to buy the world a Coke. (basis for the song
1'd Like to Teach the World to Sing)

1974 - Look for the real things.

1976 - Coke addi lfe

1979 - Have a Coke and a smile (see also Mean Joe Greene)
1982 Coke is it

1985 - America's Real Choice

1986 - Red White & You (for Coca-Cola Classic)
1986 - Catch the Wave (for New Coke)

1989 - Can't Beat the Feeling. (also used in the UK)

1991 - Can't Beat the Real Thing. (for Coca-Cola Classic)
1993 - Always Coca-Cola

2000 - Enjoy.

2001 - Life tastes good. (also used in the UK)

2003 - Real

2005 - Make It Real,

2006 - The Coke Side of Life (used also in the UK)

2007 - Live on the Coke Side of Life (lso used in the UK)
2008 - love it ight (also used in the UK)

2009 - Open Happiness

2010 - Twist The Cap To Refreshment

2011 - Life Begins Here

2012- Open Happiness

Delicious
Refreshing
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