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 This paper is an analysis of the TV commercial by the Coca-Cola Company that 
was released in 2014. This article is done for Advertising and Unconvention-
al Communication subject to meet the requirements for the individual assign-
ment.

 
Chapter One: The Message of the Ad                 
1.1. Background:

“America Is Beautiful” is a sixty-second TV commercial from Coca-Cola’s -the soft 
drink brand- to promote the company’s product. In the commercial, Coca-Cola 
contour/ glass bottle, and cinema Styrofoam cup are shown. Importantly, this 
advertisement shows the diversity of American landscapes and its people. Sim-
ilar to other Coca-Cola’s commercials, this TV advertisement focuses on how to 
bring the family closer to each other, and how to unite the society regardless of 
their gender, age, color, race and, religion. 
 According to the Company’s website, even though “It’s Beautiful” was 
first aired in 2014,  the company still continues to broadcast this commercial 
across televisions and cinemas. This means that this advertisement is one of the 
most successful TV commercials that the company has created.
   
1.2. Target Audience:

Generally, Coke does not have a specific target and is addressed to everyone. 
But the main consumers are 12-30 years old. Even though there is no specific 
product or communication for less than 12 or more than 30, the brand succeed-
ed in reaching them through partnerships with restaurants, and fast foods(Hus-
sein, 2012). However, the commercial shows people from all ages, which again 
means that they all are target customers for Cola. Since America has diverse re-
ligious followers, the company includes this in its commercial by showing wom-
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en wearing hijab (to represent Islam), and men wearing Jewish caps (to repre-
sent Jews). However, the commercial doesn’t show any symbols for Christianity. 
On the other hand, the company knows the impact of this selective religious 
presentation thus, the inclusion of different languages of all races living in the 
United States are considered. In conclusion, the commercial not only targets 
audiences from all ages, but also across religion and across races. Additionally, 
the product is intended to the middle and lower class. The commercial clearly 
depicts the lifestyle of the people from the middle class. For example, there are 
three girls buying street food, a bunch of African-American youth playing in the 
street, and a family eating in a regular restaurant. The elite class, however, may 
have experienced some of this activities but based on observation, this kind of 
activities are mostly done by the middle or lower class on a regular basis.
 
1.3. Primary Informational Message:

In this advertisement, the company does not mention any particular attributes 
of its product, in terms of taste, nutrient or content, or its market price. Instead, 
it has a direct message to its viewers showing how beautiful America is with its 
diverse culture, and that Coca-Cola is for everyone. 
 
1.4. Secondary Messages (techniques of structure):

The ad’s hidden message is to show the connection of American people and 
their happiness of being American regardless of their cultural and religious dif-
ferences. According to Margo Keller ePortfolio (2017), the underlying message 
of the commercial is that all Americans can take part in the same activities, 
regardless of their ethnicity or language and that Coke is one way to build that 
connection. 
 What people want in a beverage is a reflection of who they are, where 
they live, how they work and play, and how they relax and recharge (Kalakumari 
& Sekar, 2014). Thus, the company achieved this goal by focusing on the feel-
ings that were associated with “America is Beautiful”. They use the daily experi-
ences of American people like camping, roller skating, eating at diners, dancing, 
riding a horse across the great wide west, etc. 
 In general, the company with its advertisement and song continues to 
spread the message of positivity and happiness by savoring each moment with 
the appropriate beverage.  It hiddenly engraves into people’s mind that every 
meal on every occasion is not complete without an accompanying beverage, 
the Coca-Cola soft drink. The advertisement focuses on showing an image of 
the product’s suitability for every celebrated moment, its availability at any time 
in any place, and the happiness it brings to people. 

1.5. Advertising Claims (techniques of language):
Cola in this commercial uses the association technique. According to Prelip-
ceanu (2015), this technique is a very powerful one. It tries to connect the prod-
uct with things that are already like by the target customer such as love, pleas-
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ure, and fun. To be specific, the commercial focuses on creating and linking 
emotions to its target audience by showing positive emotions of being together 
with the people they love, and in this good moments, Coca-Cola is the there to 
spice up that happiness. Moreover, in this commercial, the company uses an 
English song that describes America’s landscape and diversity but was translat-
ed into seven different languages to create a strong emotional transfer to all of 
its viewers from different races. Also, the ad uses an emotional appeal for its 
viewers by employing images of families, kids, and animals to induce a feeling of 
warmth, pleasure, comfort, and joy (Prelipceanu, 2013). This technique forces 
its audience to transfer these feelings to the product. 
 In addition, the change in the song lyric is intended to broadcast the 
positive aspects of the American culture as a means to show unity among all 
Americans and to facilitate the positivity that the product stands for. However, 
the inclusion of only seven languages spoken in America and exclusion of other 
languages like Mandarin and Arabic which are also prominent in US (Bedard, 
2015) defeats the purpose of the ads message about diversity and unity. With 
this, the ad creates an image that America is not for Arab and Chinese individu-
als and they are not considered Americans even though it’s not the intention of 
the advertisement.
 
 

Chapter Two: Composition
2.1. Characters:

The commercial starts with a Native American probably in his forties riding a 
white horse and petting it in the wild and having the same man at the end of 
the commercial drinking cola. This is to deliver a message that Cola products 
are available anywhere in the country, either in cities or in countryside. A scene 
showing a relaxed teenage girl chewing a gum symbolises how safe the country 
is for other races. Moreover, the next scene shows two children very engaged 
in watching a movie in the cinema theater. This shows the fact that aside from 
Cola being available anywhere, it also serves a good companion in those enter-
tainment places.
 There is also a scene showing a girl grabbing a Coca-Cola bottle happily, 
while the same scene showing a young man wearing sunglasses next to her 
car. It also seems that they have the same location with the other three people 
surfing on the beach at sunset time. However, these people were captured by 
silhouette shot technique, which made their details difficult to recognize (see 
figure 1). Afterwards, a scene of seven people, two white women, and an Af-
rican-American man watching three African-Americans and one Latino having 
freestyle dance challenge. These last two scenes represent an idea of Coca-Cola 
being there to quench the viewers’ thirst of people who engage in physical and 
strenuous activities.
 The few scenes also show the images of an American family. Firstly, 
young blond girl captured from behind, while she is watching the road from 
the rear seat followed by a scene of a family of five. The same family comes in 
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the following scene where the boy looking curiously out their tent, while all the 
family seems cold so they are wearing heavy clothes. It clearly shows an under-
standing that Cola is not just for quenching thirst but also serves as an enjoyable 
drink no matter what is the person’s life routine. The ad also shows an Indian girl 
in her twenties followed by a Latino or Mexican family composing of three gen-
erations sitting around a table and enjoying dinner at a restaurant. This scene 
represents the idea that the product has brought happiness from generation to 
generation while bringing the family together (see figure 2). Moreover, in the 
last scene showing an image of an older woman hugging a young girl in her lap 
shows the care and the feeling of protection (see figure 3).
 The advertisement also shows the direct images of different religions 
that are present in America. It shows Middle Eastern Jewish men enjoying the 
night view of the city and two Muslim women buying street foods from a Chi-
nese man. Having Muslim and Jewish people in this commercial shows that 
while some drinks are forbidden in these religions such as beer, wine, and al-
cohol, Coca-Cola considers that religious rules in creating its syrup formula that 
will suit the needs of all people across religions.
 Moreover, the following scene shows two men seem in their 30-40s 
with a young girl are skating in an indoor snow-ground. These men are holding 
each other’s hands and having a side hug. This scene shows that America is 
open to all genders, and to heterogeneous or homogeneous relationships and 
the company celebrates this diversity.
 However, there are no famous individuals or celebrities in the ad to pro-
mote the product.  The company wants to bring an image that there is no differ-
ence in the status of the people in those scenes and its viewers.
 
2.2. Setting:

As a necessary for diversity, the commercial mixes up locations as much as 
it could start with a wild view of the forest to where is the mountain starts, 
stretching itself through the streets, and the ocean. The locations are both in 
cities and countryside. Moreover, the times of the day are different as well, cap-
turing morning, sunset, and night sceneries. Most importantly, the surround-
ings mark in the ad showing natural locations with simple and inexpensive de-
cors to accommodate the target audiences who are the middle and lower class.
 
2.3. Copy:

According to Zimmer (2014), Coca-Cola runs a commercial with a multilingual 
rendition of “America the Beautiful,” with languages including English, Span-
ish, Keres Pueblo, Tagalog, Hindi, Senegalese, French, and Hebrew. According 
to Marlow (2015), it is an obvious attempt at multiculturalism and international 
branding is possibly designed to produce just such a public frenzy. There is no 
translation/subtitles of lyrics spoken in the commercial. Hence, some viewers 
who are not familiar with the all the languages spoken thought that they all 
speak the same phrase which is “America is Beautiful”. 
 On the other hand, the direct translation of some phrases used in the 
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commercial does not really represent the real meaning of the lyrics of the song. 
For example in my interview with a Filipina friend, she said that the Tagalog 
part is poorly translated.  The phrase,  “sa ibabaw ng mga prutas” if translated 
into English means “on top of fruits” which for her doesn’t make sense as it 
does not connect the idea to the song or to the company itself. Moreover, the 
accent of the languages used is also not universal. For example, my friend is 
not able to identify which part of the commercial is her language spoken. We 
need to replay the song twice for her to be able to identify her language and its 
meaning. On the other hand, there might be other problem singing the song by 
non-English languages. It seems that some people perceived that performing 
the ‘America the Beautiful’ song in several non-English languages disrespected 
a national anthem that pays tribute to the culture and history of the United 
States (Marlow, 2015) . 
 In addition, the brand of the company is indirectly and diversely shown 
in the commercial. This means that the brand doesn’t just appear in the bottle 
container in each scene but is shown using another medium- cinema styrofoam 
cup, styrofoam cooler, table glasses, bottle covers, and wall graffiti.
Cola uses the written slogan in the end of the ad as a tool to increase the mem-
orability of the advertisement. According to Mai (2009), the consumers pay the 
most attention at the beginning of the ad, whereas the end of the commercial is 
the most important part of memorability. Hence, the hashtag #AmericaisBeau-
tiful is written before the end of the commercial (see figure 4). Importantly, the 
hashtag has taken a place on the social media even until today. The hashtag 
became active after President Donald Trump’s controversial immigration ban 
was halted. 
 
2.4. Sound:

As the song is sung in seven different languages, so there is more than one per-
son involved. Every language has a different singer and all of them are females. 
Three of the languages are young girls, and the rest are an adult. In addition, 
there are no natural noises in the background. The background music is slow 
and has a low volume making it hard to hear. Moreover, the video ends with hu-
man musical sounds. The female’s slow and soft voice goes with the soft lighting 
in the scenes which makes the commercial more emotional and warm as the 
feelings of the gathering of loved ones appear in the ad. In addition, according 
to Margo Keller ePortfolio (2017), the decision to use young girls voices to re-
cord the song adds a feeling of innocence and peacefulness to the commercial, 
and the use of the youth promotes the idea of cultivating a united America.
                 
2.5. Visual:

Cola bottle appears in the ad just a few times. It shows sometimes as a back-
ground either printed on the wall or in a Styrofoam cooler while in the fore-
ground a bunch of young people is playing or dancing. Other scenes show Cola 
bottle surrounding by people on a food table, which depicts the aim of the ad 
for gathering people together. Cola bottle also appears in people’s hands three 
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times, the first one is with a girl looking out of her car smiling at someone and 
grabbing her Cola, second is a man with Cola seems to have a good conversa-
tion with his friend. The last appearance of the bottle is with a man in a country-
side enjoying the view while drinking his cola. Moreover, there is no blank space 
in the ad because it is busy to show America and its diversity.
 
2.6. Color and Lighting:

The colors in the commercial are warm and comforting. To clarify, most of the 
repeating colors for the background, locations, and clothes are red, orange, and 
blue. Therefore, all of these colors suggest a mood or a tone. According to Fusco 
(2016), all colors could make a scene resonate emotionally. For example, red for 
love, orange for warmth, blue for loyalty, tranquility, calm, stability, harmony, 
unity, and trust. Moreover, and since most of the people color clothes was from 
the blue family, it has a purpose based on the color psychology of the blue. First 
of all, so many people favor blue, it is often viewed as a non-threatening color 
that can seem conservative and traditional. In addition, blue calls to mind feel-
ings of calmness or serenity. It is often described as peaceful, tranquil, secure, 
and orderly (Cherry, 2016).
 Most of the lights in the scenes are dim and soft. The dim light is actually 
warmer than the bright and sunny light, or even the morning light. According 
to Dmin (2016), soft light in the scene can create the feeling of romantic, se-
ductive, non-threatening, and comfortable moods. These times (sunset, cloudy, 
indoors, nights) are more likely the times of gathering for couples, families, and 
youth people. In Addition, most of the lighting in the commercial is natural, as 
it is in the daytime. For example, some lighting in the scene is in sunset time, 
where one can see nothing but just the outline of the characters, which shows 
the importance of the activities of those people more than who they are.
 
2.7. The point of View:

The commercial has included much diverse of the cinematography angles and 
shots. Firstly, there are six close-up portraits to make a clear focus on those 
character features in the commercial and to easily identify or label them. The 
commercial has many long shots as well. It shows America’s nature, which is 
one of the most important things in the commercial as it aims to show the 
diversity of the places in America. Finally, the medium shots are used in this 
commercial to show activities of those people and their middle-class liveliness 
and their lifestyle.
                    
2.8. Details and Accessories:

The characters shown in the commercial are simple people wearing simple 
clothes and cheap pieces of jewelry. All characters are practicing their daily life 
activities, having no reasons for wearing expensive clothes. This means that 
cola drinks are for suitable for all daily life activities no matter when or where, 
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in a restaurant, beach, or camping, or in the cinema theater.
 

Chapter Three: Summary Observations
3.1. Intended and Unintended Effects:

As an audience, I immediately get the message of the ad that Coca-Cola can 
bring all people together, share their happy moments regardless for their differ-
ences, especially in a country that has different ethnicities. Also, I believe that 
Coca-Cola sent its message successfully to its consumer’s mind that  gatherings 
are not complete without a bottle of soft drink. 
 According to their website, the purpose of the ad is to promote opti-
mism, inclusion and celebrates humanity, which are the company’s core values. 
As a matter of fact, Coca-cola is an example of multinational firms that suc-
ceeded in developing global brands with accommodation to local variances in 
culture and customer values. That is because Global advertising is a communi-
cation means taking place in multiple regions with varying cultures in terms of 
values and consumption patterns(Tantawy & George, 2016). 
 
3.2. Personal Reaction:

The overall reading of the website articles and posts under hashtag #Americ-
aIsBeautiful that I found are very controversial, especially from those American 
who think America is the land of white and English spoken people. However, I 
believe that Cola got new customers and it consolidated its old customers’ loy-
alty after this loving and accepting others commercial, especially those people 
who are native, mixed American, immigrants, and others who believe in human 
rights and the beauty of diversity.
 On the other hand, I think Coca-Cola missed something in its commer-
cial. First of all, yes the commercial shows all America races, but it does not 
show them being connected or gathered. Every race in the commercial scene 
is happy with their own race, the only scene showing that they are together is 
the scene of the young African-American people playing and having a white girl 
watching them in awe. Second, even though the majority of U.S. people are 
following Christianity, in the commercial there were no symbols referring to it.
 Moreover, why the ad only shows the contour bottle with the white logo 
printed on red background label and not the aluminum Coca-Cola cans or the 
plastic bottles?  Even though the contour bottle is not that available in all the 
market stores, even in the USA itself, however, the only scene that glass bottle is 
replaced by Styrofoam cup was in the cinema and that is due to the importance 
of the place where the bottle should not be served. In reality, a quick look at the 
evolution of the Coca-Cola Bottle it might clarify why.  Cola started marketing 
its contour bottle in 1916, then, it changes its design in 1950, which still has the 
same design shape until today. To sum up, Cola still wants to keep its unique and 
recognizable glass bottle since that day when it started, and still strongly wants 
to keep this picture of its product to its customers. Furthermore, other reason 
could be its unique taste, the reason why most people think glass bottled Coke 
tastes better than plastic bottled Coke. 
 In summary, I can say that the commercial has successfully delivered its 
message of showcasing the beauty of America and embracing cultural diversity. 
It addresses everyone to respect each other despite of conflicting cultural be-
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Appendix:

(figure 1):  Silhouette shot  of three surfers

(Figure 2): Latino or Mexican family

(Figure 3): Image of an older woman with a young girl

(Figure 4): The last scene
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liefs and ideas, and that we should strive for equity across races. 

Resources:
 
Bedard, P. (2015) Record 63.2 million non-English speaking residents, surge in 
Arabic, Chinese, and Spanish, Retrieved 9 June 2017 from https://goo.gl/n2N-
qPB

Cherry, K. (2016). The Color Psychology of Blue retrieved 24 June 2017 from  
https://www.verywell.com/the-color-psychology-of-blue-2795815
 
Dmin, (2016). How Lighting Can Change the Entire Mood of A Movie Scene, 
Retrieved 7 June 2017 from https://goo.gl/0zpy4u
 
Fusco, J. (2016). Watch The Psychology of Color in Film, Retrieved 8 June 2017 
from https://goo.gl/D2KnjT
 
Hussein, A.(2012). Coca-Cola targeting and positioning, retrieved 24 June 2017 
from http://anandahussein.lecture.ub.ac.id/files/2015/09/Article-3.pdf

Kalakumari & Sekar (2014). A Conceptual Framework of Marketing Strategies in 
Coca-Cola. 
 G.J.C.M.P.,Vol.3(1):153-157 ISSN: 2319 – 7285 153 

KINANE, R (2017). Coke’s ‘America Is Beautiful’ Super Bowl commercial earns 
raves, Retrieved 2 june 2017 from https://goo.gl/ksTreX
 
Mai, LW. (2009). Emotions, attitudes and memorability associated with TV 
commercials, Retrieved 8 June 2017 from https://link.springer.com/arti-
cle/10.1057%2Fjt.2009.1

Marlow, M. (2015). The American Dream? Anti-immigrant discourse bubbling 
up from the Coca-Cola ‘It’s Beautiful’ advertisement Mikaela L Marlow Univer-
sity of Idaho, USA 
Discourse & Communication 2015, Volume: 9 issue: 6, page(s): 625-641

Margo Keller ePortfolio, (2017). COCA-COLA: AMERICA IS BEAUTIFUL (BECAUSE 
OF CULTURAL DIVERSITY),  Retrieved 8 June 2017 from https://goo.gl/lxDf7B
 
Prelipceanu, C. (2013), Advertising and language manipulation, Diversité et 
identité culturelle en Europe, 2013, 247- 254
 
Tantawy, R. & George, B. (2016).  GLOBAL ADVERTISING IN THE INTERNET ERA: 
THE STANDARDIZATION CUSTOMIZATION DEBATE REVISITED. ECOFORUM (Vol-
ume 5, Issue 1 (8), 2016]



10America Is Beautiful.  Coca-Cola Ad Analysis. Yaser Qaniwi

The Coca-Cola Company, (2017). “It’s Beautiful” Commercial, Retrieved 8 June 
2017 from https://goo.gl/AT3Q4T
 
The Coca-Cola Company, (n.d.). Timeline: The Evolution of the Coca-Cola Bot-
tle, Trace the journey of the Coca-Cola contour bottle, from 1915 to 2015, Re-
trieved 8 June 2017 from https://goo.gl/AFiHWQ
 
Zimmer, B.(2014). Coca-Cola’s multilingual “America the Beautiful”, Retrieved 4 
june 2017 from http://languagelog.ldc.upenn.edu/nll/?p=10142


