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Research background
This present study is focused on cultural differences and influences in managing advertising campaigns that are important in managing international marketing context handling for Coca Cola business. Along with differences in culture, adoption of visual elements, and variations in thinking of customers has been noticed that contains differences in managing international marketing context maintenance (Katsikeas et al. 2020). Coca-Cola has spent an average of 4 billion dollars within a year on advertising worldwide, aside from 2020, and 2023, with even about 5 billion dollars spent (Statista, 2024). In the case of the US market, over 20% of advertisement cost has been obtained for the UK market that contains a total cost of 646 million U.S. dollars in 2022. This information provides understanding about different marketing companies utilisation of Coca Cola in managing their sales, and revenue development process, which contains impact in managing overall non-alcoholic beverage sales maintenance in the market (Huse et al. 2022). Coca-Cola has ranked fifth on Facebook in terms of fan response in 2023, with almost 107 million fans, where this business also uses YouTube channels, and other websites as per market changes (Statista, 2024). This business also has history in managing innovative, and appealing advertisement campaigns that manage overall marketing context development based on different market and regional based campaigning uses in understanding cultural influences. 
Rationale
The present study focused on cultural differences influence in managing advertisement campaigning on the international market along with identification of best practices. Issues such as different language understanding of customers, differences in values, business norms, social structure, and others have been noticed for the internal market (Nam and Kannan, 2020). On the other hand, improper communication, and collaborations with customers, insufficient utilisation of technology in managing social media infrastructure has resulted in issues to manage marketing planning (Graesch et al. 2021). These studies shed light on the influence of different cultures in managing advertising campaigns in the international market and related practices of Coca Cola's advertising. 
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Research Aim
The aim of this study is to evaluate cultural differences, and influence on advertising campaigns in international markets along with identifying best practices for Coca-Cola’s advertisements. 
Research Objectives
· To analyse cultural difference and related influence in managing advertisement campaigns in the international market for Coca Cola.
· To identify factors related to international campaigns, and cultural differences influence the best practices of advertising campaigns in Coca Cola.
· To address issues in handling effectiveness of advertising campaigns in international markets for cultural differences and related issues in Coca Cola.
· To formulate strategies to mitigate issues for cultural differences and develop effectiveness of advertising campaigns in international markets of Coca Cola's advertisements.
Research hypotheses
H1: Cultural differences would not influence effectiveness of advertising campaigning for the international market and identifying practices of Coca Cola business.
H2: Cultural differences influence effectiveness for advertising campaigning for the international market and identifying practices of Coca Cola business.
H3: Advertising campaigning emphasises universal human values are effective to culturally diverse market.
H4: Cultural influences on advertising massage enhancement and effectiveness of Coca Cola campaigning in the international market compared for standardised international campaigning.
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Cultural difference and its influences in advertising campaigns in the international market
In the present globalised world, business is required to reach out to diverse audiences across various countries, and cultures that are needed to maintain along with dealing cross-cultural communication. As inspired by Abuhashesh et al. (2021), interpreting information from people in different backgrounds are essential in managing international advertising campaigns that help to build trust of existing customers and stakeholders. On the other hand, along with showing sensitivity from my awareness and respect of cultural norms, business requires establishing positive relationships to exchange information in a polite way (Labarca and Ampuero Ruiz, 2021). Business also needed to enhance effectiveness and faces issues in managing customer preference at international range that are needed to mitigate along with avoiding confrontational expressions (Raza et al. 2020). It emphasises benefits of long term cooperation and mutual benefits from the market in managing campaigning with having cultural differences within market. 
Issues in handling advertising campaigns in international markets with cultural differences of customers 
Cross cultural communication includes vital skills for marketer to reach a global audience that manages common difficulties, and risks during communicating across cultures. As inspired by Ferraris et al. (2020), issues such as linguistic barriers contain major challenges in managing fundamental aspects of communication at international range that contain misunderstanding of customers. On the other hand, cultural values, and norm differences also include complex situations to understand beliefs and values in different markets that contain adverse effects in handling advertisement camping in international markets (Ram and Hall, 2022). Different cultures also have different preferences and assumptions that are also needed to manage along with managing business purpose-based marketing process development (Vrontis et al. 2020). Apart from this, non-verbal communication is also obtained to contest issues in managing understanding of the expression of customers. However, improper employee expertise, and understanding contains issues in managing cultural differences based on international advertising, and campaigning, which are needed to mitigate.
Cultural differences related to campaigning of business are the major focus, where it is possible to evaluate whether cultural differences would provide influence or not in managing campaigning (Fan et al. 2020). It also provides understanding about identifying practices of Coca Cola business to manage advertisement campaigning at international markets which contains impact to handle overall business growth. Cultural influence would impact on advertising campaigning that helps to maintain campaigning activity of business in the international market (Abuhashesh et al. 2021). Advertising campaigning for emphasising universal human values for different cultures that are needed to evaluate in mitigating issues. This campaigning also focuses on culturally diverse market campaigning and related to business practises for internationalisation (Plasser and Plasser, 2023). As inspired by Wei et al. (2020), development of international marketing campaigning related to standardise advertisements of businesses provides better understanding about overall cultural influence in business campaign.  Hypothesis has also focused on cultural abductions in managing advertising massages that helped to enhance overall campaigning activity to make clear research understanding.
Theoretical framework such as Means-End Theory
Means-End theory mainly suggests that an advertisement should contain a clear message that leads the consumer to a desired end-state. In managing leverage points, it aims to move consumers from understanding a product's benefits to linking benefits with personal values (Amfo et al. 2024). Application of this theory can maintain appropriate advertisement activity maintenance based on cross-cultural channels that are effective in managing overall marketing campaigns for a business in the international market. Inclusion of this framework can manage brand reputation along with providing a clear message towards customers (Sankaran and Chakraborty, 2021). It can be effective in managing international campaigning and advertising programme inclusion along with managing the content as per cross cultural differences understanding. 
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From existing literature for my knowledge based on advertisement campaigning and related cultural differences impact has been obtained. However, the study has not provided proper information about the influence of different cultures in advertisement campaigns for international market range that contains a gap in literature. Inclusion of more appropriate strategies throughout investigation of advertisement, campaigning is effective in bridging the gap, and managing the research context effectively.
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Research methodology is a systematic approach that helps to manage overall research context in addressing the purpose of research in getting appropriate outcomes. Implementation of positivism philosophy will be helpful in having an objective view of data. Inclusion of positivism philosophy would involve methods emphasising objectives-based measurement through numbers such as realistic information that are suitable for this research. Inclusion of deductive approach would help to seek development of options in theoretical underpin through generalised key aspects (Pearse, 2021). In addition to this, a deductive approach will be selected in this research that helps in identifying factors driving different cultural influence and marketing context for Coca Cola. The deductive approach is also efficient in managing untested conclusions and development of conceptual frameworks (Newman and Gough, 2020). This present research will include quantitative research strategy in gathering information from numeric resources that help to understand research context more clearly. The mono-method research choice has been selected with quantitative data that helps to gather data to understand different cultural influence perspectives as well as marketing campaigns in the international market for Coca Cola.
The research will include a primary data collection process with quantitative information that helps to collect relevant information from the survey method. Inclusion of survey methods can help to understand different customers context analysis based on cultural differences, influence, and advertisement approach in managing further decision-making process of customers in the international market. In this context, the sample size will be 51 and the sample type will be business customers-based views to understand their perspective about advertising campaigning and it is related cross cultural influence for customers. The random sampling will be utilised to collect research data without any bias that helps to manage overalls retrench context more clearly. Inclusion of random sampling remove all the hints of biased that manage subset from a larger group in choosing random individual from large population (Taljaard et al. 2020). It helps to manage overall research context more effectively together knowledge based on marketing campaigning and international marketing activities for Coca Cola. This research will include Likert scale analysis process in extracting details and gathering information to manage research outcomes. Inclusion of this data analysis method helps to evaluate the conditions of Coca Cola business and related advertisement campaigning process maintenance in the cross-cultural market.
[bookmark: _Toc172894544]Ethical considerations
This present research will follow all ethical protocol and guidelines in managing research activity. This research needs to take consent from the participants before collection of information that helps to manage overall research authenticity and data validation process maintenance (Amin et al. 2020). “Copyright, Designs and Patents Act 1988 (c. 48)” would be used to mitigate issues of intellectual property rights. Other than this, “Data Protection Act, 2018 (c.12) has helped in interpreting relevant management of activities so as to prevent any kind of data breaches”. Incorporation of University Guidelines for the original work submission will be assisted in improving credibility of research.
[bookmark: _4jsde3h27kru][bookmark: _Toc172894545]Time Frame
Table 1: Gantt Chart
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Source: Created by the Researcher
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It can be concluded that cultural differences have a major influence in managing effectiveness of Advertisement campaigns in international market range. In this aspect, Coca Cola is one of the beverage industrial businesses that requires to focus on customer demand-based advertisement planning to enhance overall business sales. This study will incorporate primary data collection method to evaluate respective insight that increases overall business opportunities and advertising campaigning effectively. 
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