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Coca-Cola Share a coke 

The ad “share a coke” was an advertisement campaign by one of the largest multinational 

corporations Coca-Cola, mainly aimed at promoting the product and creating a personal touch 

with the clients. The company rebranded the traditional Coca-Cola logo with a phrase share a 

coke then followed by some of the most famous American names. The ad shows friends sharing 

the Coca-Cola beverage, surprising each other with a bottle branded their name, and more photos 

of them excited and playing together thus the happiness. Therefore, the success of the Coca-Cola 

campaign “share a coke” was greatly attributed to the use of social media and its approach to 

make it a personal appeal to the clients thus increasing its sales and popularizing its brand. 

The ad share a coke tries to create the impression that sharing a coke is worth some 

happiness and joy. Considering the fact that different bottles had printed on different names, one 

was to surprise their friends and loved ones and enjoy the great moment of sharing the beverage. 

Besides, an analysis of the names used on the bottles proves that the most common names in the 

United States were used to improve the probability that most of the people in the population can 

access one with their name. Due to the advancement in technology, most of the people globally 

regularly use social media platforms. The use of the ad on most of the social media platforms, 

including Facebook, Twitter, and Instagram, enabled the ad to reach a lot of its followers (Ermiş, 

2016). The fact that the campaign encouraged the customers to share photos and their stories 

about sharing a coke created a personal impression of the advertisement. The use of social media 

also encouraged more participation by uniquely making the directors of their brand through the 

sharing of their photos. Since most of the people share their photos and stories on social media, 

encouraging them to share their stories would align with their way of using social media. 
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The campaign was a success due to several reasons most significant among them is the 

fact that the ad was aimed at creating a brand that connected with the consumers on a personal 

level. Creating a personal experience while advertising a product attracts more customers. The ad 

also had a compelling CTA, which could also be easily remembered and catchy, thus inspiring 

the customers not only to buy a coke but also to share it with their friends and family. Besides, 

reviewing the ad brings out the idea that buying and sharing a coke with a friend creates 

happiness and togetherness. The fact that the bottles had been printed on some familiar names in 

the United States then meant that one should at least buy a coke with their name and share it with 

others while refreshing. Besides, looking at the ad, I get the idea that sharing a coke makes more 

energized and increases once joy and laughter. In my opinion, the campaign was creatively 

created to engage coke customers and promote the brand. 

Most of the businesses have taken to using social media platforms to advertise their 

goods due to the development of technology that has led to extensive use of social media 

platforms by users. As a result, most of the companies are trying to creatively come up with 

online content so as they can reach new markets and popularize their brand (Ermiş, 2016). 

Besides, customers can now easily make their orders online and pay with the modern payment 

methods then get the goods delivered to them without them necessarily getting to the store. 

Generally, most businesses are using social media to increase their sales and improve their profit 

margin. 
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