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Chapter 1: Introduc1on  
 
Dear Coke Company team, 
 
As part of my Interna3onal Business studies, I am currently comple3ng my internship in the 
fes3vals and events department of the Cold Sales department in Ro?erdam, the 
Netherlands. My role comes with a various set of responsibili3es. One of the most important 
tasks is organizing and execu3ng the VIP Hospitality days.  For my bachelor thesis I have 
conducted research about how Coca-Cola Europacific Partners can improve the customer 
experience before, during, and aOer the VIP Hospitality days. The findings and 
recommenda3ons will be presented in the coming chapters.  
 
As we can see in figure 1.1, the Customer Journey map ends early in the cycle. AOer sending 
out the invites there are zero to no touchpoints in which the company speaks with the 
customer. AOer speaking to several employees and customers I could conclude that many of 
them were dissa3sfied with the way CCEP was communica3ng. By wri3ng this proposal I 
hope to convince you to approve our newest idea for the aOercare packaging and 360 
feedback mechanisms.  
 

 
Table 1.1: A diagram of the current customer journey 
 
 
 
 
 
 
 
 



Chapter 2: The importance of customer sa1sfac1on during and a9er VIP Days.  
 
Customer sa3sfac3on holds significant importance for CCEP (Coca-Cola European Partners) 
during and aOer VIP days for several reasons, according to my internal research: 
 
VIP days are designed to create a memorable and excep3onal experience for customers. By 
ensuring high levels of customer sa3sfac3on, CCEP can enhance its brand percep3on. 
Sa3sfied customers are more likely to have a posi3ve image of the company, recommend its 
services to others, and become loyal advocates. Posi3ve word-of-mouth and 
recommenda3ons from sa3sfied VIP guests can contribute to the overall reputa3on and 
success of CCEP. 
 
Sa3sfied customers are more likely to remain loyal to CCEP and con3nue their collabora3on 
or partnership. By delivering excep3onal experiences and mee3ng or exceeding customer 
expecta3ons, CCEP can strengthen its rela3onships with VIP guests. This leads to increased 
customer reten3on, repeat business, and poten3al for long-term partnerships. Most guests 
are key customers or partners who have established rela3onships with CCEP. Maintaining 
high levels of customer sa3sfac3on during and aOer VIP days reinforces these rela3onships 
and builds trust.  
 
By listening to customer feedback during and aOer VIP days, CCEP can understand specific 
aspects that contribute to sa3sfac3on or dissa3sfac3on. This feedback allows them to make 
informed decisions, refine their offerings, and con3nuously improve the VIP experience. 
Customer sa3sfac3on acts as a guide for CCEP's ongoing efforts to enhance its services and 
exceed customer expecta3ons. 
 
Overall, customer sa3sfac3on is crucial for CCEP during and aOer VIP days as it influences 
brand percep3on, customer reten3on, loyalty, referrals, feedback-driven improvement, and 
the establishment of long-term rela3onships. By priori3zing customer sa3sfac3on, CCEP can 
create memorable experiences, strengthen its posi3on in the market, and cul3vate an even 
more loyal customer base. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Chapter 3: What benefits does it bring Coca-Cola to invest in customer sa1sfac1on during VIP 
Days?  
 
By priori3zing customer sa3sfac3on, Coca-Cola can demonstrate its commitment to 
delivering excep3onal experiences. This can posi3vely impact the brand image and 
reinforces Coca-Cola's reputa3on as a customer-centric company. Sa3sfied VIP guests are 
more likely to associate Coca-Cola with quality, care, and a?en3on to detail, further 
enhancing the brand's image in the market. 
 
Inves3ng in customer sa3sfac3on during VIP Days allows Coca-Cola to gather valuable 
feedback from VIP guests. Customer feedback provides insights into what aspects of the VIP 
experience are working well and areas that can be improved. By ac3vely listening to 
customer feedback, Coca-Cola can make informed decisions, refine its offerings, and 
con3nuously enhance the VIP experience. This focus on improvement helps Coca-Cola stay 
ahead of evolving customer expecta3ons and deliver even be?er experiences in the future. 
 
Following that, sa3sfied VIP guests who have a posi3ve experience during VIP Days are likely 
to share their experiences with others. Posi3ve word-of-mouth serves as valuable marke3ng 
for Coca-Cola, genera3ng interest and poten3al leads from new customers. 
Recommenda3ons from sa3sfied VIP guests carry weight and credibility, which can 
significantly impact the growth and success of Coca-Cola's business. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



Chapter 4: Design, packaging, and costs 
 
In figure 4.1 you can see a sketch and three pictures of what the end product should look 
like. In the packages we can find one of the many drinks CCEP produces, a li?le card or a 
photo as a remembrance, and some sort of goodie like personalized earplugs or maybe 
some sunglasses. In figure 4.2 you can see the total cost spread for 75 aOer care packages.  
 

 

 
Figure 4.1: The design of the A5er Care Packages 



 

 

 
 
 
Figure 4.2: Cost sheet for a>er care packages 
 
 
 
 
 
 

AantalOmschrijving

Eenmalige voorbereiding en organisatie 1 € 310,00
Projectmanager inbegrepen voor begeleiding van a tot z - inclusief 
drukwerk productie en design

Aantal InstantPrint fotografen / dagen 2 € 500,00
Boeking, briefing en techniek. Optioneel digitale foto's beschikbaar. 
30 minuten voor start aanwezig.

Uren fotografie - afdrukken inbegrepen 4 € 400,00
Het drukwerk is 10x10cm en daarop komt de fotoprint á 8,6 x 5,4 cm.

Reistijd en transport vergoeding 220 € 220,00
van Keepsake naar locatie en retour / exclusief parkeerkosten
2 events

1.430,00€Totaal exclusief BTW
21% BTW 300,30€

Tel
E-mail

IBAN
KvK

+31 (0)23 3020088

Adres
3971 VA 
Driebergen-Rijsenburg

Brinkseweg 41

NL001576803B43BTW id.

info@yournextkeepsake.nl

NL97INGB0007662535
67872085

Coca-Cola Europacific Partners Nederland B V
Kyra Tirion

0620382947
Ktirion@ccep.com

OFFERTE

Locatie Offertedatum Offertenummer
Amsterdam en Geleen  10751 / v1

Datum event
25 mei 2023 82116 juni 2023

16 en 17 juni, Instant print fotograaf op branded frames

Bedrag

Deze offerte is geldig tot 1 juni 2023. We werken met 50% betaling voorafgaand aan een opdracht.
Op deze offerte zijn onze algemene voorwaarden van toepassing. Lees deze op yournextkeepsake.nl/algemene-voorwaarden



Chapter 5: Why is it SAFe for CCEP to implement this design?  
In this sec3on we will be judging the product by using the SAFe method.  
 
The implementa3on of aOer care packages is suitable because CCEP uses a CRM system that 
holds data on all of their customers. In this way they can see who a?ended what event, what 
their contact details are, and what their addresses are. This takes the work load off of the 
hospitality employee who has to do research for all of the informa3on. Another factor would 
be that aOercare packages can help build customer loyalty and reten3on. When customers 
receive personalized care and support, they are more likely to develop a long-term 
rela3onship with the company. This can result in repeat purchases and posi3ve word-of-
mouth recommenda3ons, ul3mately benefi3ng Coca-Cola Europacific Partners' brand 
reputa3on and market presence. 
 
The implementa3on of aOer care packages is acceptable because of the following reasons. 
Providing aOercare packages aligns with customers' expecta3ons in today's compe33ve 
market, where consumers increasingly value post-purchase support and engagement. By 
mee3ng these expecta3ons, Coca-Cola Europacific Partners can enhance its reputa3on as a 
customer-centric organiza3on. Furthermore, offering aOercare packages is in line with 
industry standards and best prac3ces. Many businesses across various sectors provide 
similar aOercare services to ensure customer sa3sfac3on, reten3on, and loyalty. 
 
The implementa3on of aOer care packages is feasible because CCEP, as a leading consumer 
goods company, has the necessary resources and infrastructure to implement aOercare 
packages effec3vely. With a global footprint, strong financial performance, and a diverse 
porcolio of products, the company has the capacity to allocate resources and establish the 
infrastructure required for implemen3ng aOercare ini3a3ves. CCEP can leverage technology 
and innova3on to support the implementa3on of aOercare packages. This includes u3lizing 
digital placorms, customer rela3onship management systems, and data analy3cs to 
personalize and op3mize the aOercare experience for customers. 
 
In conclusion, it is suitable, acceptable, and feasible for Coca-Cola Europacific Partners to 
implement aOercare packages for their customers. This ini3a3ve aligns with customer 
expecta3ons, industry standards, and the company's capabili3es, enabling the delivery of 
enhanced customer sa3sfac3on and value while fostering long-term customer rela3onships. 

 

 

 
 
 
 
 
 
 



Chapter 6: Conclusion 
 
In figure 5.1 you can observe what the customer journey will look like if we implement the 
changes men3oned in this study. By inves3ng in 360-feedback moments, and aOer care 
packages CCEP can ensure the customer journey map looks more like a whole. In 
comparison to figure 1.1, the customer journey ends way earlier then the one displayed in 
figure 5.1. 
 

 
Figure 5.1: The updated customer journey map  
 
 
I hope this study was able to introduce you to some new perspec3ves. AOer gaining your 
approval we can start the tes3ng phase of this new product by the end of May/June.  
 
 
Who would not want to extend the ‘Only offered by Coke’ feeling?  
 
 


