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[bookmark: _Toc216641576]Introduction
The purpose of the following report is to analyse the marketing strategies of a brand operating in two different countries. International marketing refers to all the activities, like pricing, promotion, and distribution of goods across different countries, since companies have to adapt local trends and customs while designing the marketing strategies (Kumar, 2024). Due to cultural diversity and societal norms, marketing strategies differ from country to country. This report will analyse the marketing strategies of Coca-Cola, which is one of the largest FMCG brands in the world. The company has operations in both the UK and India, that’s why how the marketing strategies differ in these countries will be discussed in this report by using different tools such as STP analysis, Pestel analysis, marketing mix analysis, etc. The UK and India are significantly contrasting countries in terms of socio-cultural factors, regulatory framework, and economic development. For better comparison, these two countries have been selected in this report. This report will start with a short brand overview in both countries and then,using different marketing tools analysis, the strategies will be compared. Using the analysis, whether the marketing strategies have been successful in both countries will be determined in this report. To enhance the future international marketing performance, some recommendations will also be provided at the end of this report after identifying the potential ethical issues in marketing. 


[bookmark: _Toc216641577]Brand Overview
The report is based on one of the most iconic and consumed beverage global brands, Coca-Cola, which was founded in 1892. Across the world, Coca-Cola has established itself as a brand of distinctive taste and classic red branding. It is a US-based multinational company that has been manufacturing and selling non-alcoholic beverages since its establishment. Now, the company sells beverages in more than 200 countries, which indicates Coca-Cola’s massive international footprint. The current brand portfolio of the company consists of approximately 500 brands with 2.2 billion daily servings around the world (The Coca-Cola Company, 2025). It manufactures a variety of beverages, including energy drinks, carbonated soft drinks, sports beverages, juices, etc. Some of the flagship products of Coca-Cola include Fanta, Sprite, Coca-Cola Classic, Diet Coke, etc.(The Coca-Cola Company, 2025).Through innovative marketing campaigns and consistent product quality, Coca-Cola remains the most consumed beverage brand globally. 
[image: Coca-Cola Marketing Strategy: The Secret Behind Its Global Success – The4  Official Site]
[bookmark: _Toc216641563]Figure 1 Logo of Coca-Cola(The Coca-Cola Company, 2025)
The UK is considered a strategically important and established market for Coca-Cola. The company officially entered the UK in 1924 and has been doing business for over a century. Most of the production and distribution activities of Coca-Cola in the UK are managed by Coca-Cola Euro-Pacific Partner (CCEP), which is known as the largest global bottling partner of the company (Coca-Cola Great Britain, 2025). Another large consumer market for Coca-Cola is India, which is one of the major emerging countries in the world. The company first started its operation in India in the 1950s by establishing a plant in Delhi(Hindustan Coca-Cola Beverages Pvt Ltd, 2025). However, due to some regulatory issues, the company moved out of India in 1977 and re-entered in 1993. At present, Coca-Cola is considered the leading beverage company in India due to owning several Indian brands like Limca, Thums Up, Maaza, etc. (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). In both countries, Coca-Cola has a very strong market presence,which is the reason behind selecting these countries for comparing marketing strategies. 


[bookmark: _Toc216641578]Comparison of the socio-cultural context of the UK and India
The PESTEL analysis framework is a key strategic tool to examine the major external factors impacting the operations of a business(Yusop, 2018). To compare the socio-cultural factors between the UK and India, in the context of Coca-Cola, this framework will be used in the following section, which comprises six factors. 
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[bookmark: _Toc216641564]Figure 2 PESTEL Framework (Yusop, 2018)
[bookmark: _Toc216641579]Political Factors
Some of the major political factors affecting business include political stability, trade restrictions, labour policies, tax policies, etc. (Buye, 2021).
UK: Historically, the UK is well-known for its stable political environment, with a strong regulatory framework in the food and beverage sector. One important political factor that has impacted Coca-Cola in recent years is the introduction of the Soft Drinks Industry Levy (SDIL), which means the Government decided to impose a sugar tax on the beverage companies. This has led the manufacturers to reformulate the products, since the main purpose was to reduce sugar consumption. To respond to this new tax policy, Coca-Cola responded by expanding its brand portfolio by launching products like Diet Coke,which contains zero sugar(Coca-Cola Great Britain, 2025). However, the implementation of the Brexit policy in 2020 has brought some complexities in supply chain management, increasing skilled labour shortage, and complexities in visa requirements (Philipp, 2025). Coca-Cola is particularly affected due to the increasing cost of sourcing and production. 
[image: United Kingdom - Political stability - Recent values chart]
[bookmark: _Toc216641565]Figure 3 Political Stability Index UK (Global Economy, 2025)
India:India is considered one of the largest democracies in the world, attracts huge FDI every year due to favourable political conditions. Compared to the UK, the political stability of India is muchlower, as depicted in the following graph(Global Economy, 2025). The Indian Government often intervenes in the food and beverage industry, particularly on water consumption. Over the years, Coca-Cola has faced political scrutiny associated with water usage, since the company has bottling plants in Rajasthan and Uttar Pradesh. Compared to the local beverages, Coca-Cola products seem expensive because of the imposition of 28% GST on aerated beverages (Varghese et al., 2024). Besides, political campaigns discouraging the consumption of sugar drinks also impact the brand image of the brand. 
[image: India - Political stability - Recent values chart]
[bookmark: _Toc216641566]Figure 4 Political Stability Index India(Global Economy, 2025)
[bookmark: _Toc216641580]Economic Factors
The main economic factors impacting the business operations include GDP growth rate, inflation rate, unemployment rate, foreign exchange rate, interest rate, consumer purchasing power, etc. (Buye, 2021).
UK: Historically, the UK is one of the developed countries in the world, characterised by strong GDP growth, a high-income group of people, advanced infrastructure, along a major global influence(Global Economy, 2025). The food and beverage market in the UK is quite mature, and the consumer purchasing power is relatively good. Recently, due to the economic turmoil and persistent high inflation in the UK economy, the UK people are under pressure fromthe high cost of living. The consistent inflationary pressure, along with slow economic growth,is impacting the purchasing power of consumers, since disposable income has decreased. 
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[bookmark: _Toc216641567]Figure 5 UK Inflation Rate (Office for National Statistics, 2025)
India:India is one of the fastest-growing emerging countries in the world, characterised by growing disposable income of consumers, rising young population, urbanisation, etc. (Chawla and Kumar, 2022).All of these factors offer significant growth opportunities to Coca-Cola. Compared to the UK, the inflation rate in India is not severely high, which is a positive indicator for the company. However, the consumer market of India is quite price-sensitive, for which Coca-Cola has adopted a low pricing strategy in that region. The development of the rural economy in India is another opportunity for Coca-Cola to expand its brand reach. 
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[bookmark: _Toc216641568]Figure 6 India Inflation Rate (MOSPI, 2025)
[bookmark: _Toc216641581]Socio-cultural Factors
Changing lifestyle trends, demographics, population growth, cultural trends, etc., are some key social factors impacting the business environment (Henry, 2021). 
UK: The rising health consciousness in the UK is a major socio-cultural trend, impacting Coca-Cola. Due to the consumer preference shift in recent years, because of the increase in health risks due to excessive sugar intake, Coca-Cola has launched products like Diet Coke, which carries zero sugar (Jones et al., 2023). Another key demographic trend shifting the consumer behaviour in the UK is growing concerns towards environmental sustainability. This has led to investment in eco-friendly and recyclable packaging. 
India:There are some substantial differences in terms of socio-cultural environment between the UK and India. The local taste preferences in India are based on extreme hot weather and festive seasons. The growing young population in the country consume different energy drinks and cold beverages of Coca-Cola as a source of aspiration and celebration. Indian people celebrate festivals and weddings through the consumption of Coca-Cola beverages. To localise the taste, the company introduced some key brands like Limca and Thums Up in India. 
[bookmark: _Toc216641582]Technological Factors
The most important technological factors influencing business operations include automation, R&D, infrastructure investment, technological change, and innovation (Henry, 2021). 
UK: Due to having advanced infrastructure, Coca-Cola has benefited from operating in the UK since it can utilise modern supply chain management and production technologies. For instance, through an automated production system, the company's overall efficiency has increased significantly (Oleksenko, 2024). Also, the digital marketing tools and infrastructure in this country are well-developed, offering significant growth opportunities to Coca-Cola in terms of targeted advertising and AI-driven customer engagement tools. 
India:Over the years, the technological environment in India has developed rapidly, characterised by the rapid adoption of the internet and a growing number of mobile phone users (Oleksenko, 2024). In designing and executing the branding strategies of Coca-Cola, different social media platforms like Facebook, Instagram, Google Ads, etc., play a significant role. Maintaining product quality in a hot climate like India is challenging; that’s why Coca-Cola has recently invested in a technology named cold-chain logistics. Besides, the company is utilising different route optimisation tools to ensure the rural distribution is handled effectively. 
[bookmark: _Toc216641583]Environmental Factors
Some of the major environmental factors impacting business operations include climate change, sustainability concerns, pollution, environmental laws and regulations, etc. (Lynch, 2021).
UK: In terms of the UK, both the government and the general people are getting eco-conscious,which has led to several environmental regulations for companies operating in the country. Ensuring environmental sustainability has become the cornerstone in the UK, since higher authorities and broadly general public are demanding eco-friendly packaging, sustainable sourcing, and net-zero carbon emissions from organisations. As a leading brand, Coca-Cola is highly committed to upholding its brand commitment towards environmental sustainability, and in this regard, they have already pledged to use 100% recycled PET for its bottles in the UK (Coca-Cola Great Britain, 2025). Apart from that, the brand is heavily investing in circular economy initiatives as a part of its sustainability commitment. 
India:Some major environmental challenges are being faced in India, including increasing plastic pollution, water wastage, groundwater scarcity, etc. In the recent past, Coca-Cola has been criticised for groundwater depletion near its bottling plants (Karnani, 2023). To respond to this issue, the company has taken initiatives like community water programmes. However, growing concerns towards sustainability arebecoming vital in this country as well. 
[bookmark: _Toc216641584]Legal Factors
There are some key legal factors which might affect the business environment, such as employment laws, consumer protection laws, health and safety regulations, advertising standards, etc. (Lynch, 2021).
UK: The food and beverage industry in the UK is highly regulated; thus, Coca-Cola faces stringent regulations in terms of food safety, sugar intake, and other hygiene standards. The company has to comply with the advertising standard in the UK, which prohibits advertisinghigh-sugar products to children (Jones et al., 2023). As per the regulation, it is important to label the nutrition guidelines. 
India:While operating in India, Coca-Cola is bound to comply with the laws and regulations imposed by the Food Safety and Standards Authority of India (FSSAI). The company faces different legal challenges related to groundwater depletion at some plant locations. Moreover, the country imposes 28% GST on aerated beverages to discourage sugar intake (Varghese et al., 2024). All of these factors combinedly impact the pricing and marketing decisions of the company in this country. 



[bookmark: _Toc216641585]Comparison of Brand’s STP strategies in the UK and India
[bookmark: _Toc216641586]Segmentation
Market segmentation refers to the process of dividing the broad market into small segments, in which customers have similar characteristics and preferences, so that the organisation can tailor the marketing strategies accordingly (Sharma et al., 2021). 
UK: The market segmentation strategy of Coca-Cola in the UK is a combination of demographic, psychographic, and behavioural segmentation. In terms of demographic segmentation, Coca-Cola has primarily focused on health-conscious young adults, aged between 15-45, in the realm of increasing health risks due to sugar intake (Coca-Cola Great Britain, 2025). In terms of psychographic segmentation, the strategy is to segment the market based on sustainability and responsible consumption. The market segment that values convenience mostly aligns well with this. The behavioural segmentation of Coca-Cola is based on people who seek refreshing cold beverages for festivals, passing leisure activities, and other celebrations. 
India: Due to a vast population in India, the segmentation strategy of Coca-Cola is based on diversity. The company has segmented the broad market demographically by targeting middle-income households, the youth population, and rural customers who are price-sensitive. The major consumer segment of Coca-Cola in the Indian market is the younger population, comprising a significant portion of the demography (Hindustan Coca-Cola Beverages Pvt Ltd, 2025).Coca-Cola has behaviourally segmented the market in terms of hospitality events, leisure activities, and celebrations. Psychographic segmentation plays a major role here since the consumption of cold beverages is highly influenced by the hot climatic conditions of India. 
[bookmark: _Toc216641587]Targeting
Instead of reaching everyone in a mass market, targeting refers to the strategy of identifying well-defined groups of customers who are more likely to consume the products or services offered by the organisation (Chernev, 2025). 
UK: The UK soft drink industry is highly regulated,and the targeting strategies of Coca-Cola are based on competitive dynamics. Since the Government has imposed intense scrutiny over sugar intake by introducing a soft drinks industry levy, that’s why the main target customers of Coca-Cola in the UK market are health-conscious people (Jones et al., 2023). The company has brought zero-sugar variants to meet the demands of this group of customers. Another target customer of Coca-Cola includes working professionals who prefer ready-to-drink options. To appeal to the eco-conscious customers, Coca-Cola has taken initiatives like sustainable sourcing, recyclable packaging, etc. Overall, the targeting strategies in the UK imply a focus on health and sustainability. 
India: Since India offers significant growth opportunities to Coca-Cola, the primary target customers of Coca-Cola in this country include the young population and lower-middle-class people. One of the key customer segments of Coca-Cola includes price-sensitive rural customers. To gauge brand awareness among the masses, Coca-Cola introduced 200 ml glass bottles, where prices start from ₹10 (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). Coca-Cola also targets family-oriented customers, who perceive Coca-Cola to celebrate success and festivals. 
[bookmark: _Toc216641588]Positioning
Positioning refers to the process of developing a unique brand identity in the minds of customers, or how the company differentiates itself from competitors (Sharma et al., 2021). 
UK: Coca-Cola has positioned itself as a brand which is committed to upholdinghealthy lifestyles, quality, and corporatesustainability. In the realm of increased regulations on sugar intake, Coca-Cola heavily marketed zero-sugar products like Diet Coke. While designing the advertising strategies, Coca-Cola mainly focuses on togetherness, celebration, and joy. They have successfully run marketing campaigns like “Taste the feeling” to emphasise on healthier lifestyle and responsible consumption. They have incorporated sustainability into their positioning strategy. For example, to align with the expectations of the eco-friendly customers, Coca-Cola launched 100% recycled PET bottles to spread the brand message of “a world without waste” (Coca-Cola Great Britain, 2025). Overall, the positioning strategy is a blend of functional benefits of products along with emotional branding. 
India: Coca-Cola has positioned itself in the Indian beverage market as an affordable, refreshing, and convenient brand. Throughout the years, the brand has tied itself with every festival and moment of joy. Campaigns like “Share a Coke”, “Taste the feeling”, etc., have been tailored according to the cultural trends and local preferences. There are two core elements in the positioning strategy of Coca-Cola in India, which are accessibility and affordability (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). They have developed the distribution network so effectively that all the products can reach the masses in both rural and urban areas. Through sports sponsorship and celebrity endorsements, Coca-Cola has positioned itself as an aspirational brand. 




[bookmark: _Toc216641589]Comparison of Marketing Mix Strategies in the UK and India
The 7Ps of marketing is a key framework to evaluate the marketing strategies of an organisation to respond to the needs of the customers effectively(Kotabe and Helsen, 2022). The following section will discuss each element of the marketing mix in the context of Coca-Cola in two countries, the UK and India. 
[image: The 7 Ps of Marketing]
[bookmark: _Toc216641569]Figure 77Ps of Marketing Mix (Kotabe and Helsen, 2022)
[bookmark: _Toc216641590]Product
The first element in the marketing mix is the product, which is designed or developed to meet the customer's needs(Kotabe and Helsen, 2022). 
UK:Coca-Cola's product strategy in the UK is centred on diversity and rising health awareness. The carbonated soft drinks market in the UK is mature,where consumers demand low-calorie beverages which are healthier options. To maintain brand consistency in this market, Coca-Cola has mainly focused on product portfolio diversification. For instance, to meet the rising demand for low-calorie or zero-sugar beverage options, Coca-Cola introduced Diet Coke (Coca-Cola Great Britain, 2025). To meet the regulatory guidelines related to the sugar content of the UK’s Soft Drinks Industry Levy, Coca-Cola added artificial sweeteners to the beverages (Jones et al., 2023). The company is focused on providing equal importance to niche preferences;for instance, they launched Vanilla Coke to tailor to the needs of a specific group of customers. 
India: The product strategy in India depends on several factors, like cultural relevance, affordability, weather-driven beverage preferences, etc. Usually, most of the time, there is hot weather in India, thus it creates a strong demand for cold and refreshing drinks. Coca-Cola Classic is the central product of the brand. To align with the consumer tastes and preferences in India, the company has diversified its product range and launched non-carbonated beverages like Maaza, which is a mango juice (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). To adaptto regional preferences, Coca-Cola launched products like Limca, Thums Up, etc. Thums Up is a local brand which was acquired by Coca-Cola. 
[bookmark: _Toc216641591]Price
The second element in the marketing mix is to develop an appropriate pricing strategy, since it is the source of generating revenue (Park, 2020). 
UK: The pricing strategy employed by Coca-Cola in the UK is mainly competitive and value-based. Value-based pricing means setting the pricing based on the consumer’s perceived value instead of focusing on the production cost. Coca-Cola positions itself in the UK market as a premium brand, though the products of this brand are accessible. Coca-Cola offers a wide range of soft drinks and energy drinks in the UK market, such as Coca-Cola Original, Sprite, Diet Coke, Fanta, etc. Prices of these beverages vary based on size, type, and packaging (Coca-Cola Great Britain, 2025). Due to imposing tax on high-sugar variants, the zero-sugar products of Coca-Cola are strategically priced by the brand. Coca-Cola also offers multi-pack discounts at festivals through supermarket retailers. 
India: The pricing strategy in India is mainly affordability-driven because Coca-Cola has to serve both urban and rural customers in India. In the rural markets of India, the price sensitivity is quite high. To grab the attention of a mass audience, Coca-Cola introduced small pack sizes, and the price range starts from ₹10 (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). The key pricing strategy of Coca-Cola in India is a price point strategy, which means setting the pricing of products based on market demand, cost, competition, and other external factors. Thus, the company is able to generate high sales volume. Coca-Cola uses a premium pricing strategy for large PET bottles, but the core strategy lies in mass market adoption and affordability. 
[bookmark: _Toc216641592]Place
Place is the third component in the marketing mix, which refers to the distribution strategy used by an organisation (Park, 2020). 
UK: Due to having advanced infrastructure and technology, Coca-Cola has developed a strong supply chain system in the UK with vast logistics and retail support. Throughout the country, Coca-Cola distributes its products through grocery retail stores, fast-food chains, convenience stores, etc. To ensure the availability of products, the company has invested in a cold-chain logistics system (Coca-Cola Great Britain, 2025). The brand has also collaborated with major supermarket retailers to ensure shelf visibility at stores. 
India: The distribution strategy of Coca-Cola in India is quite expansive,and the brand depends on a multi-tier distribution network in this country to ensure that the brand can serve both urban and rural areas equally. Through wholesalers, retailers, and local bottlers, Coca-Cola distributes products across the country. 
[bookmark: _Toc216641593]Promotion
Promotion is one of the vital elements in the marketing mix, through which brand awareness is created among targeted audiences (Park, 2020). 
UK: The promotion strategy in the UK highlights environmental sustainability, increased scrutiny over health regulations, and responsible consumption. For instance, the company heavily invested in the branding and advertising of Coca-Cola Zero Sugar variants like Diet Coke, as they have diversified the product offering in response to the increasing health regulationson sugar intake (Coca-Cola Great Britain, 2025). They also run different influencer partnerships and packaging campaigns, like personalised bottles,to maintain consumer engagement in the market. 
India: The marketing campaigns in India highlight refreshment, celebrations, and emotional appeal. One of the popular taglines of Coca-Cola in India is “Thanda MATLAB Coca-Cola”. The core advertisement strategy of Coca-Cola is Bollywood celebrity endorsements and sports sponsorship (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). To cater for the diverse needs of customers, the campaigns are developed in regional languages as well. 
[bookmark: _Toc216641594]People
Another important element in the marketing mix refers to people, which means the human resources who are responsible for delivering service and interacting with customers (Aaker and Moorman, 2023). 
UK: While designing the people strategy in the UK, Coca-Cola emphasises employee training on responsible marketing, sustainability practice, and customer service excellence (Coca-Cola Great Britain, 2025). To develop leadership excellence, Coca-Cola regularly arranges employee development and training programs so that they can effectively engage in supply chain coordination, manage retail partnerships, and handle customer queries. 
India: The people strategy of Coca-Cola in India is highly focused on providing training to sales representatives and merchandising teams to maintain the strong and efficient distribution network throughout the country. The role of frontline employees is significant in terms of managing long-term relationships with local retailers. To strengthen the brand’s visibility, the brand has invested in water stewardship projects. 
[bookmark: _Toc216641595]Process
Process is the sixth element in the marketing mix, which comprises all the systems and procedures executed to deliver the product or service to targeted customers effectively (Aaker and Moorman, 2023). 
UK: To operate in the UK, Coca-Cola is bound to follow the quality control regulations; thus, the company ensures that the processes are highly technology-driven and globally standardised. For instance, the entire customer service system is streamlined through digital communication technology. Besides, the brand has heavily invested ina real-time supply chain system to track the ordering effectively (Coca-Cola Great Britain, 2025). They have also integrated waste management and recycling initiatives into the operations process. 
India: The marketing process designed for operating in India is a blend of global and local standardisation. Since India is a large democratic country having people from different backgrounds and cultures, local adaptations are a must for this country. There are a good number of automated bottling plants in India which use advanced technologies (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). Besides, the company has implemented a water management process as a measure of reducing the depletion of local water resources. 
[bookmark: _Toc216641596]Physical Evidence
The final element in the marketing mix is physical evidence, which refers to the tangible elements used by customers to evaluate the service quality, such as branding, packaging, etc. (Aaker and Moorman, 2023).
UK: To show commitment towards environmental sustainability, Coca-Cola has designed its packaging by highlighting recycling milestones and carbon reduction goals (Coca-Cola Great Britain, 2025). To increase the visibility onthe shelf of supermarkets, Coca-Cola has emphasised developing a highly professional display which gaugesthe attention of customers. 
India: In response to local trends and cultures, Coca-Cola has focused on developing culturally tailored packaging and promotional materials. For instance, the “Share the Coke” marketing campaign was developed in regional languages (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). To strengthen the brand identity, Coca-Cola provides branded coolers in retail shops, which encourage widespread visibility. 




[bookmark: _Toc216641597]Evaluation of the performance of marketing strategies
The previous section has discussed the marketing strategies used by Coca-Cola through analysing the 7Ps of marketing in both India and the UK. The effectiveness of those marketing strategies should be evaluated based on the market performance, brand identity, consumer engagement, etc. 
[bookmark: _Toc216641598]UK
The food and beverage industry in the UK is highly competitive, and Coca-Cola is in the mature stage. Hence, the growth opportunities for this brand are limited in this country since the brand has already positioned itself throughout the years. The brand value of Coca-Cola in 2025 stands at $46.3 billion globally, indicating a major dominance across the world(The Coca-Cola Company, 2025). Despite changing consumer preferences and increased health regulations, Coca-Cola remains in the leading position in the soft drinks industry in the UK. Coca-Cola is regarded as a highly recognised and economically significant brand in the UK, operating for over a century. Coca-Cola Zero Sugaris one of the fastest-growingsoft drink variants in the UK, which is a major indicator of the strong performance in this country. Due to the shifting consumer preference towards healthier brands, Coca-Cola introduced zero-sugar alternatives like Diet Coke(The Coca-Cola Company, 2025). By reformulating products without compromising taste and quality, they retained customers, thus ensuring brand loyalty. Coca-Cola launched different iconic marketing campaigns, like Coca-Cola Christmas Truck, to show emotional responsiveness and consumer engagement with the brand. Coca-Cola promotes products through long-term sport sponsorship, which has helped the brand to sustain this value over generations. The promotional strategies of Coca-Cola have been developed based on sustainability and togetherness, so that a good alignment with consumer expectations has been achieved. The product diversification approach remains effective since Coca-Cola has successfully launched zero-sugar options,which have been well accepted in this country. Due to the increased regulations on the production of high-sugar-variant soft drinks and growing health concerns, the sales of these products have declined. Besides, the company faces intense competition from private-label alternatives like health drink providers. Overall, the marketing strategies of Coca-Cola in the UK are quite effective in terms of maintaining market leadership and branding in the highly competitive industry. 
[bookmark: _Toc216641599]India
For Coca-Cola, India is represented as an emerging country with significant growth opportunities. The effectiveness of marketing strategies in India is due to the high volume of sales, market penetration, and cultural adaptation. In terms of expanding reach to the masses in such a democratic country, the marketing strategies developed and executed by Coca-Cola remain effective. The Indian carbonated drink market is highly dominated by Coca-Cola, since the company holds around 60% of the market share (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). Through an efficient distribution system and strong consumer engagement, Coca-Cola has outperformed some of itsmajor competitors, including PepsiCo. Sprite and Thums Up are two popular soft drinks, manufactured by Coca-Cola, which generate more than 1 billion dollars every year. It indicates the effectiveness of the localisation strategy of Coca-Cola.This is a key indicator of the successful branding of this company in India. Apart from classic Coke, to cater for the diverse tastes of customers, Coca-Cola has launched brands like Maaza, Limca, Fanta, etc., which also contribute significantly in terms of generating sales. The product diversification strategy of the brand, such as introducing fruit juices,is a strong indicator of the ability to expand beyond carbonated drinks (Hindustan Coca-Cola Beverages Pvt Ltd, 2025). To expand its reach throughout different regions in India, Coca-Cola adopted a pricing strategy based on affordability, which has been effective enough. For example, the brand introduced small-sized packages, through which a widespread adoption was noticeable among the price-sensitive customers. All over India, there is a strong distribution network of Coca-Cola, which has enabled it to achieve a deep market penetration. For embedding the brand into Indian’s culture, the promotional strategies like sport sponsorship, social media marketing, etc, have been proven effective enough. 


[bookmark: _Toc216641600]Evaluation of marketing ethics practice
Coca-Cola is a globally recognised brand with a strong market presence and commercial success, but there are some issues related to marketing ethics identified while analysing the marketing mix strategies in India and the UK. Marketing ethics practice refers to a set of activities which are based on accountability, transparency, corporate social responsibility, consumer values, and truthful advertising (Rachmad, 2024). In both countries, the marketing ethics are primarily related to environmental sustainability, growing health awareness, and some other external factors. In terms of promoting beverages that contain high sugar variants, Coca-Cola faces some ethical issues since these beverages contribute towards public health issues like obesity, diabetes, etc. Particularly in the United Kingdom, the trends towards alternative health drinks are due to increasing health risks have created some challenges for Coca-Cola, since the brand has faced much criticism over promoting sugary drinks (Khan et al.,2023). In response to this criticism, Coca-Cola reformulated its product offerings by launching zero-sugar beverages, but critics argue that Coca-Cola’s excessive promotion of sugary beverages through emotional advertisement has continued to normalise the consumption of such drinks, to which consumers who are not so much health-conscious are exposed to potential health challenges. In terms of India, the ethical concerns regarding health issues are most vital because there is a lack of nutritional awareness in the branding and promotion of Coca-Cola. This factor has become more influential since there are some regions where the healthcare services are limited. Coca-Cola has positioned the brand in the Indian market through an affordable pricing strategy and wide accessibility, even from the perspective of the lower-middle-income group of people. Some ethical issues have been raised regarding whether positioning through profitability-driven affordability strategies is increasing unhealthy consumption among people who belong to the vulnerable groups (Khan et al.,2023). Coca-Cola has successfully executed so many marketing campaigns in India through social media advertising, but there was a lack of addressing health issues, which is a major criticism of this marketing practice. 
There is another major ethical issue impacting the marketing practice of Coca-Cola in both countries. Due to stringent environmental regulations in the UK regarding plastic usage, Coca-Cola has taken different recycling initiatives, like introducing 100% recycled PET bottles. Since Coca-Cola has been criticised for contributing towards plastic pollution, critics argue that recycling cannot address this issue sufficiently(The Coca-Cola Company, 2025). In terms of India, Coca-Cola has been criticised for groundwater extraction as the brand has been severely exposed for depleting local water resources alongside its bottling plants in different cities of the country. Due to these ethical challenges, Coca-Cola is under significant risk of losing credibility while operating in these countries. 
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Recommendation
Based on this comparative analysis, some recommendations will be provided in the following for betterment in future international marketing strategies. 
Recommendation 1:In emerging markets like India, Coca-Cola should expand its healthier beverage portfolios. From the prior discussion, it has been found that soft drinks that contain zero sugar are heavily marketed in the UK. Coca-Cola should reinforce this strategy in India also because the number of health-conscious people is growing rapidly in this country. To address the ethical concerns regarding regulatory issues, Coca-Cola should position itself byreformulating its products and launching affordable health drinks in India. 
Recommendation 2:Another recommendation for Coca-Cola is to embed sustainability into the marketing mix strategies strategically. For instance, to respond to the increased criticism over water depletion in India, Coca-Cola should execute the water conservation techniques by integrating modern technologies near its bottling plants. However, they should focus on transparency while communicating this branding through marketing campaigns.
Recommendation 3:Coca-Cola should implement an integrated approach of localisation and innovation. To expand in the Indian market, the brand can introduce more beverages which contain regional flavours to sustain in the highly competitive environment. In this case, they should provide preference over incorporating organic ingredients since this will align well with the recent health trends of consumers. In terms of the UK market, Coca-Cola should put importance on advanced data analytics in designing advertising so that branding and promotions can be tailored according to the lifestyle trends and consumption patterns. 
Recommendation 4: Finally, Coca-Cola should adopt an ethical and responsible marketing communication approach, since the brand has already been criticised for promoting high sugar variant soft drinks. For example, they can reduce the emotional advertising of soft drinks that contain high sugar and put greater emphasis on healthier alternatives. In both India and the UK, the marketing approach should follow ethical advertising standards. 
Conclusion
The report can be concluded with the statement that, though Coca-Cola is a leading global brand, there are differences in terms of marketing strategies due to the external business environment and local market needs. This report has evaluated the marketing strategies of Coca-Cola in the UK and India by using different tools like the PESTEL framework, STP analysis, 7Ps of marketing mix, etc., so that a comprehensive comparison can be done. Based on this analysis, the effectiveness of the marketing strategies of Coca-Cola has been evaluated using different metrics. Moreover, the concept of marketing ethics has been discussed in light of Coca-Cola. Finally, some recommendations have been provided so that this global brand can better respond to future international marketing endeavours. 
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