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Ah, a fresh Coca-Cola! As delicious and refreshing as 

it might be, with every can or bottle you open, or every sip 

you take, you are probably submitting into the marketing 

nudges of a corporate empire. Have you ever seen your 

name, or the name of a friend on a Coke bottle? Did it make 

you think about them or want to take a photo with the bottle? 

Well, this is exactly what the marketing division of Coca-Cola 

had in mind in 2011, when they launched the personalized 

marketing campaign, “Share a Coke”. 

 

 

          In the field of Behavioral Economics, a 

nudge is an indirect suggestion that aims to influence 

the behavior and decision-making of groups or 

individuals. It is not forced or mandatory for the 

consumer to follow the nudge, it is a mere 

suggestion or push in the right direction from the 

company or brand executing it.  Nudges can either 

be more deliberate, where companies provide a 

suggestion to the decision-maker.  For example, 

when a consumer is buying a subscription to a 

magazine like the Economist, typically the offer that 

eventually is the most expensive will say “Best 

Value.”  That is called a mindful nudge.  A mindless 

nudge is where a consumer is not aware of a 

company’s nudge to buy something.  An example of 

this could be a supermarket putting more expensive 

foods at eye-level, so that consumers are more likely 

to buy it.   

 

Now that we have established what a nudge can look like, let us go back to the 

idea of personalization, which has proven to be a great and effective way to nudge. 

What is the psychological theory that underlies personalization? Well, it makes 

consumers feel more connected to a brand.  According to a survey by Infosys, 86% of 

consumers say that personalization has some impact on what they purchase; and one 

quarter admit personalization ‘significantly influences their buying decisions’. Some 

companies that use personalization are Netflix, Amazon, and Nike. Netflix and Amazon 



both have personalized pages just for you based on previous purchases, and other 

shows you watched.  Nike allows you to customize some of your favorite sneakers.  

According to a study from the University of Texas, the desire and crave for 

personalization largely comes from desire for control. Desire for control is the idea that 

you are not getting what everyone else is getting. Instead, you are getting your own 

personal experience. If something is yours, you feel as 

though you have at least some control over it, and everybody 

knows humans like control.  

 

 

 

 

“Share a Coke” was first launched in 2011. 250 of the 

most popular names were implemented on Coke bottles in 

Australia with the phrase, “Share a Coke with (name)” 

printed on the bottle. That year, Coke saw a 7% 

increase in sales, and it proved to be an instant 

hit. In 2014, the campaign was rolled out in 80 

countries around the world. Since then, “Share 

a Coke” has been considered one of the 

greatest ad campaigns in history. In 2017, 

Coca-Cola added an option to personalize your own bottle with whatever 

you want on it.  Before, those with unpopular names were dissatisfied that 

their name could not be written on a Coke bottle.  However, with this 

updated design, anyone with any type of name could have their name on a 

bottle. This made the campaign even more widespread and accessible 

than before. Song lyrics were added to packaging, allowing fans to share 

music with their friends instead of names. The music continued in 2017 as 

“Share a Coke” added a feature for consumers to hear a short jingle with 

their name in it.  And in 2018, Coke made their now iconic name labels 

removable stickers that could be stuck on clothing, cell phones, notebooks, 

etc. Clearly, Coke seems to have mastered the idea of nudging via 

personalization. 

 

There are many reasons “Share a Coke” is a brilliant strategy.  An important part 

of nudging is the social aspect.  Something that the consumer believes is popular or will 

boost their social status, for example, will be very desirable on the market.  Coca-Cola 

nudges customers in this way, even with the slogan: “Share a Coke”.  Why does this 

work?  Everyone desires company at one point or another.  The idea that they 



implement with “sharing” the Coke, implies that you will drink it with someone, and 

whether you’re mindful of this or not, this drives you psychologically to buy it.  

 

Another way “Share a Coke” works is the social media aspect. In summer 2014, 

Coke took advantage of a growing social media-supported era. Capitalizing on the 

hashtags and networking that social media does almost autonomously; the campaign 

grew traction rapidly and around the globe. When people see their names, they see it as 

exciting and a great opportunity to post it online with the hashtag #ShareACoke. 

Hashtags make photos more accessible to the average person to see related photos. 

Within the first year of launch, there were over 500 thousand photos with the 

“ShareaCoke” hashtag. As a result of this, Coke gained 25 million Facebook followers. 

Posting on social media spreads the Share a Coke phenomenon and makes people 

post their stories, continuing the cycle of networking, which makes this nudge such a 

genius one. 

  

So next time you find yourself sipping down a cold, refreshing Coke, you may 

want to consider why you decided to buy it: Was it you that made the decision, or was it 

a room of behavioral economics geniuses in a Coca-Cola office back in 2011? 

 

 

 


