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[bookmark: _Toc21289]Introduction 
PepsiCo UK is a subsidiary company of PepsiCo Inc., a large international company that handles food and beverages. As a multinational organization with a presence in more than 200 countries, PepsiCo plays an important role in the global value chains and competitive processes, as well as global consumer markets (PepsiCo, 2025). Its combined business and diversified position presents broader tendencies in the global business whereby multinational companies increasingly rely on cross-border production, market development and worldwide supply chains to keep growing (GreyB, 2025). This consultancy report will examine the international business of PepsiCo UK with specific focus to its operations in India, which has been one dominant emerging economy with enormous market opportunities. The report draws parallels between benefits and challenges of internationalization, applies the OLI model, analyses the cultural diversities, and recommends operational changes. The framework possesses a logical progression of these notable analytical components.
[bookmark: _Toc31316]Benefits and Challenges of International Operations 
[bookmark: _Toc16513]2a. Justification of PepsiCo UK as an MNC/TNC
Multinational corporations (MNCs) are businesses that usually align production, marketing and distribution operations in two or more countries but remain centrally coordinated in terms of strategic framework (Dunning and Lundan, 2020). PepsiCo UK can easily be described using this definition because it is a subsidiary of a larger corporation in the food and beverages business PepsiCo Inc. which operates in over 200 countries and territories. PepsiCo earned global net revenues of 91.5 billion and had a workforce of about 318,000 employees globally in 2023, which demonstrate the size and globalization of an MNC (PepsiCo UK, 2025).
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Figure 1: PepsiCo Global and UK Operational Indicators
PepsiCo UK is a strategically significant part of PepsiCo in Europe. The subsidiary operates 13 UK-based manufacturing plants, utilizes more than 4,000 human resources directly, and promotes approximately 13,500 opportunities via its value chain (PepsiCo UK, 2025). It is a major overseer of production and marketing of major international and regional brands including Walkers, Pepsi-Cola, Doritos and Quaker Oats. The UK crisps market is dominated by Walkers which makes up about 56 percent of the market, underscoring the popularity of the subsidiary in the local market in addition to leveraging world renown brands (Robinson, 2024). 
PepsiCo UK is closely connected to the global systems of PepsiCo, such as shared research and development through over 20 global innovation centres, centralised procurement using an estimated annual purchase of raw materials of about 45 billion, and online platforms contributing to e-commerce sales of 11 billion in 2023 (PepsiCo, 2025). Other sustainability projects like the PepsiCo Positive (pep+) programme that aims at achieving net-zero by 2040 continually demonstrate the integration of strategic goals across the borders (PepsiCo, 2025). The multinational integrated approach to value creation can be seen in the case of PepsiCo UK and in its supply chain operations. With more than 350 farmers across the UK, the subsidiary purchases approximately 130,000 tonnes of British potatoes every year and enjoys global brand equity worth up to 18.2 billion, by itself the Pepsi brand (PotatoPro, 2025). Altogether, the example of PepsiCo UK illustrates how the concept of transnational subsidiaries can be used to create a local responsiveness with global efficiency, which proves their classification as a part of a complex multinationals.
[bookmark: _Toc30110]2b. Nature of PepsiCo’s Global Value Chain
The global value chain of PepsiCo is an integrated network that includes research and development, sourcing material, manufacturing, marketing, distribution and financial coordination. The company operates in 200+ countries and has 600+ manufacturing plants, employs 318,000 individuals and earned 91.5 billion revenue in 2023, which makes it efficient, risk-diverse and responsive to local markets (PepsiCo Annual Report, 2025).
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Figure 2: PEPSICO Segments
Innovation is consisted of 20+ R&D centres worldwide with approximately 5000 experts, with annual R&D expenditure of $850 million. The centres facilitate the localisation process, with the example of India-based exploration of the Lay Magic Masala and Kurkure that generate over 1,200 crores INR (144 million) per year combined (Hoferer, 2024). Supplies are procured in 60 countries where PepsiCo has 100,000 or more farmers, and they spend a total of 45 billion buying raw materials annually, making inputs volatile less important and supply more resilient (PepsiCo Sustainability Report, 2025).
The geographical placement of manufacturing activities, the presence of Indian plants close to agricultural areas, allow cutting logistics costs with up to 18 percent, making the manufacturing process more responsive (Economic Times, 2022). Distribution combines international logistical operations with local distribution, serving 3.7 million retail stores globally, half a million in India plus, supported by digital route optimisation that saved the company 22% in costs of delivery (PwC India, 2023). Centralised treasury, access to global capital and access to currency hedge plays an additional role in efficiency. 
[bookmark: _Toc20301]2c. International Market Entry Modes Used by PepsiCo
PepsiCo international expansion strategy involves joint ventures, fully owned subsidiaries, franchising and strategic alliance, flexible approach depending on the institutes. According to the academic literature, MNCs tend to use various entry modes based on the regulatory restrictions, market uncertainty and resource endowment, and this model fits perfectly PepsiCo strategy (LiveWell, 2024).
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Figure 3: PepsiCo’s International Market Entry Modes in India
The first entry of the firm into India was a joint venture with Voltas and Punjab Agro in 1989, when ownership restrictions limited foreign equity to 40 percent, which illustrates how regulatory requirements influence the strategies of entry (Voltas Limited and Arçelik,2017). In the 1990s, as India began liberalising the policies regarding foreign direct investment, it will allow 100 percent foreign ownership in food processing by 2001 in which case PepsiCo stepped in and has grown over the years through the establishment of wholly owned subsidiaries especially in the snack industry which is currently run by Frito-Lay India which has 41 manufacturing units throughout India (PepsiCo India, 2023).
In the meantime, its beverage business shifted to long-term franchise deals with domestic bottlers, most famously Varun Beverages, which has 27 bottling plants, providing the company access to local distribution knowledge at a lower capital investment cost (Caballero, 2025). This hybrid business model, in which wholly owned snack businesses are complemented with franchise bottling of the drinks, explains the adaptive nature of PepsiCo towards the changing market conditions and the institutional reformation.
[bookmark: _Toc26461]2d. Key Benefits of International Operations for PepsiCo
Global experiences present PepsiCo with considerable strategic and financial opportunities, which enhances its competitiveness in the long run as the second largest global food and beverage enterprise. Having presence in more than 200 countries, in 2023 PepsiCo earned revenue as large as 91.5 billion dollars, of which 40 percent is from markets not located in North America, which makes the role of internationalisation in the company overall performance both significant and justifiable (PepsiCo Annual Report, 2023).
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Figure 4: Key Benefits of PepsiCo’s International Operations
The driving force is the ability to enjoy economies of scale in the areas of procurement, manufacturing and marketing. The global procurement programme (45 billion dollars) of PepsiCo allows them to enter into volume-based contracts, which saves the price of raw materials by 18-24 percent, and standardised production (600 and more plants) saves the cost of unit production by 12-16 percent in comparison with small competitors (PepsiCo Sustainability Report, 2023). Equally, the ability to carry out cost-per-impression campaigns around the globe at 40 percent of that spent on localised advertising means that a global advertising plan will enable PepsiCo to operate campaigns on a global scale more cheaply, which only add to the brand uniformity and effectiveness (Nielsen, 2023).
Market diversification and risk management through the international operations are also available. Upon 3% North American beverage volumes reducing in 2023, international markets rose by 7% with India (14-percent) and Mexico (9-percent) recording top gains which facilitated PepsiCo to attain overall revenue growth of 5.5 percent (PepsiCo Quarterly Reports, 2023). Earnings are stabilized with this geographic diversification eliminating regional economic shocks.
Lastly, internationalisation also allows access to resources and transfer of innovation. Indian markets have lower costs of production through lower agricultural and labour expenses, whereas cross-border innovation has created products like Kurkure and baked Lay's, which come at a cost of over 1.6 billion global revenues (PepsiCo Innovation Report, 2023). All these advantages led to a high international operating margin of 19.9% compared to North America of 17.8% of PepsiCo international operations and the international business being a strategic business (PepsiCo Annual Report, 2023).
[bookmark: _Toc16198]OLI Framework Analysis: Impact on Market Entry Mode 
Ownership Advantages
Ownership advantages can be defined as the firm-specific advantage that can be applied by a multinational enterprise when it operates internationally and PepsiCo proves to have these advantages in the Indian market  (Adarkwah and Malonæs, 2022). The firm has a robust brand equity globally considering its globally recognised product lines, such as Pepsi and Lay, Doritos, Gatorade and Quaker. D’Souza. (2025) presents the brand portfolio of PepsiCo with a score of 18.2 billion on the Pepsi brand alone, and it has remained in the top group of highly valued brands in the food and beverage industry in the world. This brand strength helps create consumer confidence and penetration in the market, which is accurate in the definition by Dunning and Lundan (2008), which posits that assets relating to brand are focal in ownership benefits when operating multinationally.
PepsiCo also enjoys the advantage of proprietary technologies to enhance flavours development, processing systems, and packaging innovation, which enable the company to adapt the products to the tastes of different regions, without compromising the quality of global standards (Kell, 2024). In India, this is especially critical, where consumers are being increasingly attracted to flavour customisation as seen in the success of such products as the Lay Magic Masala that takes up about 35% of the sales made by Lay in India (Innova Market Insights, 2025). Moreover, PepsiCo has years of managerial experience in organizing massive distribution systems, web logistics and retail alliance in foreign markets, a resource base that greatly raises the performance in tricky new economic markets (Buckley, 2020). The fact that the firm spends $850 million every year on its global research and development efforts shows that it has an interest in keeping up with technological leaders and being able to innovate its product lines (PepsiCo Annual Report, 2025).
Location Advantages
India offers a broad scope of location specific benefits perpetrating that it is a favorable place to run business activities of PepsiCo especially when it comes to consumer demands, agricultural supplies and institutional reformations. A young population of 65 percent aged between 0 and 35 years totals to a population of 1.4 billion people, and is a fast growing consumer base of beverages and savoury snacks; growing urbanisation has put more pressure on convenient packaged foods (UNFPA, 2025). The FMCG industry in India has been expanding with a compound annual growth rate (CAGR) of 13.8 hence it is one of fastest growing markets in the world therefore justifying the claim of Porter (1990) in its argument that market size and potential growth is one of the key location advantages of multinational enterprise.
Resource wise, India has friendly climate that benefits production of potatoes, corn and sugar which are among the key components in the product list of PepsiCo. PepsiCo has succeeded in attaining raw materials of high quality locally at 20-30 per cent lower costs than its international market equivalents and also help rural economies to grow and enhance their farming activities through its contract farming agreements with more than 24,000 farmers (Business Standard, 2023). Costs of labour and production in India are relatively cheap with production wages as much as 40 percent of those in developed market, allowing an easy large scale production and competitive prices, which international business literature cites as a major factor in determining the location choice of MNCs (Dunning and Lundan, 2008).


Moreover, the country has increasingly liberalised its foreign direct investment (FDI) since the economic reforms in 1991, and as such, global firms like PepsiCo can now expand their operations, reshape ownership and seek new opportunities because the regulatory environment is increasingly open (UNCTAD, 2023). The introduction of the Goods and Services Tax (GST) in 2017 also made interstate business smoother, and minimized the logistical hassles that monitored the effectiveness of the supply chains in the past (PwC India, 2023). These integration factors of location, including demographic disadvantages, resources, and cost competitiveness and institutional reforms greatly contributed to the attractiveness of India by PepsiCo and explain the reason why the company opted to expand its operations by investing in manufacturing plants as well as partnering with other entities.
Internalisation Advantages
The benefits of internalisation have been necessitated by the requirement of firms to have the capacity to possess major activities within an organisational environment in order to ensure that they have control over the process, minimisation of uncertainties and preservation of proprietary knowledge. In the case of PepsiCo, internalisation plays a critical role in ensuring uniform quality of the products, branding, as well as safeguarding its technological operations and even in markets where the external partners might not be of similar calibers. According to international business researchers, companies internalise operations in case the markets in the countries involve high transaction costs, institutional uncertainty or knowledge leaks (Buckley, 2016). In India, the choice by PepsiCo to internalise the snack manufacturing, with 41 manufacturing plants operating in the country, indicates the interest of securing its flavouring technologies and production techniques and quality assurance systems (PepsiCo India, 2023). The production control also means that PepsiCo has easy access to maintaining global standards in a market that can be described as one with disparities in infrastructure and different stringency of regulations applied by states (PepsiCo, 2025). Internalisation also improves the capacity by PepsiCo to integrate R&D, marketing adaptation and supply chain decision making that is vital in responding appropriately to the individual regional tastes in India. As an example of the benefits of internal control of innovation processes, the company has created more than 50 localised flavours types specifically oriented on the Indian market at the Gurgaon R&D facility (KPMG India, 2022).
Linking OLI Factors to PepsiCo's Market Entry into India
The sum of the effect of ownership, location and internalisation advantages is that PepsiCo chose certain modes of entry in India and changing of existing modes as the market environment was varied. The restrictive regulatory environment at the time of entry did not allow foreign investors in 1989 to solely engage in joint ventures with Indian companies under the food and beverage industry, and the foreign equity limit was at 40 percent. Consequently, PepsiCo ventured into the US via a joint venture with Voltas and Punjab Agro, which showed that location-specific institutional features dictated the entry mode that could be implemented (Dunning and Lundan, 2008).
With the liberalisation of the FDI policies in India in the 90s which slowly raised the foreign ownership ceiling to 100 percent in the food processing industry by 2001, PepsiCo used the benefits of ownership such as capital strength, managerial knowledge and technological skills to grab a larger share of the equity and shifted to wholly owned subsidiary in the snack industry (Government of India, 2001). This shift reflects the observation of Meyer and Peng (2016) that MNCs tend to alter the entry modes with the changing institutional characteristics and the decrease in uncertainty. Simultaneously, PepsiCo used to outsource the bottling of its beverages by qualifying as a long-term relationship with firms like Varun Beverages that have a profound understanding of the disjointed retail system that is comprised of over 12 million small retails and logistical complexity in India (Economic Times, 2023).
This mixed mode of entry about the balance of control and flexibility in the emerging market evidences an argument put forth by Gereffi (2018) that companies tend to mix internalisation and external networks. The attractive agricultural factors, low costs and growing consumerism in India balanced the location advantage of PepsiCo and the institutional reforms through the introduction of GST in 2017 and digitalisation of the supply chain made the operations easy (PwC India, 2023). Such a situation was also supported by cultural reasons such as the tendency to consume spicy and bold flavours in large quantities, where an internalised R&D coordination would allow PepsiCo to quickly develop products that catered to the preferences of the Indian population, as was evident to region-specific products such as Kurkure and Lay redesigned as a local product (KPMG India, 2022).
[bookmark: _Toc26865]4. Critical Evaluation of Cultural Differences 
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Figure 5: Comparison of UK and India Cultural Dimensions

The business practices, consumer behaviour and organisational structure are all aspects of culture which influence India and the United Kingdom and, therefore, are key factors that any multinational company like PepsiCo must take into account. Using the cultural dimensions proposed by Hofstede, it becomes quite noticeable that there are distinct differences that should be considered through a strategic adjustment within operations, marketing and human resource management.
India has a high power distance score (77) implying that people believe in hierarchy and centralised power, whereas the UK has a score of 35 and people prefer egalitarianism and decentralised decision-making (Hofstede Insights, 2024). Consequently, PepsiCo India has formal organisational hierarchies and senior endorsements, whereas PepsiCo UK has flatter organisational structures that enable brand managers to have more freedom. This difference also affects the relationship with suppliers, where Indian suppliers cannot feel that they are treated legitimately without senior executive being involved, as opposed to UK suppliers that would be happy to be engaged by the procurement managers alone (Budhwar and Varma, 2011; Kumar and Sethi, 2016).
The individualism versus collectivism is especially sharp. Individualism in the UK has a score of 89, and that is compared to the collectivist score of 48 in India, which determines consumption habits and working behaviors (Hofstede Insights, 2024). This is because in India, 72% of consumers consult the family members in advance before trying new snack brands, versus 31% in the UK (Kantar IMRB, 2023). Indian marketing of PepsiCo therefore prioritises consumption by a family, mutual occasions and the values of the community, and brand recall at group-oriented processes reached 68% (Nielsen India, 2023). Walkers Do Us a Flavour and other campaigns in the US are performed to attract users to their personal choice and individual inventiveness (Marketing Week, 2022). On the one hand, PepsiCo India values team incentives, and on the other hand, operations in the UK rely on individual incentives (PepsiCo HR Report, 2023).
These cultural differences are further amplified by religion and language. The high level of vegetarianism in India (an estimated 38 percent of the population) and religious diversity need strict vegetarian adherence, halal consideration, and labeling of products according to the FSSAI policy, which determine the product formulations and package of PepsiCo (FSSAI, 2023; Business Standard, 2023). Also, the 22 officially recognised languages of India require the massive localisation of advertising, whereas the UK advertising is conducted to a large extent within one linguistic group.
Lastly, India has a low score of 26 on indulgence, which encourages the demand in small and less expensive packs, which comprise 65 percent of snack-sales and indicates conservative consumption habits. Conversely, the demand of premium and sharing formats are in line with the higher indulgence of the UK with a 69 (Euromonitor India, 2023; Kantar Worldpanel UK, 2023).
[bookmark: _Toc25260]Impact on Market Entry Strategy
The foreign culture between the UK and India also determined the market entry strategy of PepsiCo, whereby all aspects were affected such as product adaptation and marketing communication. The preference of bold, spicy, and locally resonant flavours by the Indian consumers is markedly different as compared to the less bold flavour preferences by the UK consumers. Realising the success of such culturally defined product locals, PepsiCo has localised its brands and created new products, including Lay Magic Masala, Chilli Lemon, India Magic and Kurkure Magic Munch, that cater to specific Indian tastes and contribute a significant portion of the firm's snack revenues in India (NielsenIQ, 2024). This localisation shows that the connection between the cultural demands and the entry strategies is established because international standardisation in itself would not have worked in a culturally diverse market. The packaging also needed to be adjusted, and the UK consumed larger packs that could be consumed individually, whereas the Indian consumed small and affordable sachets (INR 5 to INR 10), which allows differentiating products as affordable to consumers with the middle and lower income. (Euromonitor, 2024). These types of packaging enabled PepsiCo to enter the large rural market in India where the affordability and portion control factors carry the utmost importance.
Advertising tactics to enter PepsiCo were also affected by cultural differences. British market is guided by subtle sense of humour, sparse style, and individualistic communication, and India is much more responsive to celebrity recommendations, emotional narratives, and family-related storytelling. PepsiCo used the influence of Bollywood movie stars like Salman Khan and Ranbir Kapoor and sport celebrities like MS Dhoni and Virat Kohli to design culturally relevant campaigns. It has also been found that the use of celebrity-endorsed advertising in India generates brand recall of up to 30 percent as compared to non-celebrity advertising (Kantar India, 2023). This dependence on cultural symbolism is obligatory to an environment where it is collectivist and consumers need social affirmation and identity requirements by association with brand name. Moreover, the relationship-oriented business culture prevalent in India demanded that PepsiCo should choose to establish proper partnership with the bottlers, farmers and state-based distributors, as this framework is congruent with the model by Johanson and Vahlne (2021) that highlighted network-building as the key to achieving successful market penetration. Old ties with the contract farmers and the local distributors are not only reliable in the supply chain, but also, it improves brand credibility in the local communities.
[bookmark: _Toc12401]Impact on PepsiCo’s Potential for Success
The cultural differences also have influenced the potential of PepsiCo to succeed long term in India because it has spurred product development, operational changed and strategic decisions. India has a high preference towards old fashioned, spicy and tangy flavour profiles; this has formed one of the most significant cultural influences to influence PepsiCo to introduce highly localised product lines. Kurkure was a snack specifically created in India, which is one of the highest selling brands in the company and developed flavours like Green Chutney, Masala Munch and Hyderabadi Hungama to suit the local taste (PepsiCo India, 2023). Indian flavours of Lays have also performed better compared to global flavours and Magic Masala is the most selling flavour of potato chips in the country. These cases ensure that cultural adaptation is necessary not just in entry, but also in long market dominance. The localisation of the products of PepsiCo confirms the thesis by Kotler (2021) that culturally appropriate products have a substantial positive effect on consumer acceptance of the products in a new market.
Religious, ethical issues also have significant role to play in the operations of PepsiCo. Many members of the Indian population adhere to the so-called vegetarian diets, and the packaged foods must bear a green dot to mark it as a vegetarian product provided by the Food Safety and Standards Authority of India (FSSAI). PepsiCo fitted with the products that are vegetarian-friendly clearly labeled and reformulated some products to fit the Indian dietary standards. Halal compliance also plays a key role in ensuring consumer trust in areas where the majorities are Muslims especially in drinks and flavoured snacks. These adaptations are not as pertinent in a more varied diet and society in the UK that does not have a strong requirement of food symbolism mandates. This emphasizes the level that PepsiCo needs to employ religious and cultural sensitivity in designing and supply chain management of its products to retain brand favor in India.
The other aspect of cultural differences that affect organisational practices, workforce management, and leadership styles in the Indian business of PepsiCo are also related to this aspect. Power distance in India is very high and the leadership style that takes into consideration hierarchy, seniority and formal decision making structures are necessary. Flat hierarchies and employee-friendly work cultures typical of Britain are also not effective in this situation since employees in India tend to need more directive leadership style, organized feedback and recognizable power (Hofstede Insights, 2024). PepsiCo has been forced to adapt to this change by providing better reporting lines, systematic systems of performance and communication systems that are culturally sensitive. Indian society is collectivist as well, which impacts the teamwork and motivation of the employees; people in India prefer to experience the group unity, the feeling of belongingness to the society, and relational harmony with their interaction members rather than in personal success. According to the HR research conducted at an international level, the motivation strategies in India are more effective when they focus on the team-based rewards, group development and relationship building (Budhwar, 2022). Such HR changes have improved the talent reception and retention capability of the PepsiCo in the competitive FMCGs labour market.
[bookmark: _Toc30898]5. Recommendations: Adjustments to PepsiCo’s SOPs for India 
In order to reinforce its performance in India, PepsiCo ought to revise its Standard Operating Procedures (SOPs) to incorporate local consumer preferences, supply chain conditions and cultural dynamics. Even though PepsiCo has had a good growth in Indian market, the formalisation of localisation in SOPs will lead to a greater consistency in its operation, less strategic risk and facilitate the competitive advantage of the business in one of the fastest growing foreign market.
[bookmark: _Toc9203]Recommendation 1: Localised Product Development SOP Adjustment
The product development SOPs at PepsiCo need to make localisation part of requirements related to operations instead of being a strategy of choice. Bold, spicy and familiar flavours in Indian culture are considered to be very popular among Indian consumers, which is whyLay Magic Masala is a successful product, which brings in 35 percent of the sale of Lay in India, and other products like Kurkure Masala Munch (Nielsen India, 2023). The key message of this performance is the need to be systematically adapted in the lifecycle of innovation.
The revised SOPs must mandate organized studies in consumer immersion in at least five regions in India (North, South, East, West and Central) to ensure that regions diversity in taste is represented. Furthermore, a minimum of three months local test must also be done on all new product concepts before it goes national. According to existing studies, the sensory and cultural adaptation can be considered a deeper task, which needs to be conducted so that the product can be accepted and demanded thus remaining to be an important issue in the emerging markets (Kumar and Steenkamp, 2013). The institutionalisation of these processes allows ensuring that localisation is a practised organisational activity, as opposed to a reaction of the organisation to market feedback.
Such an advice is in concurrence with the framework of Ownership-Location-Internalisation (OLI) especially the utilisation of both place and internalisation benefits. A geographic-specific opportunity of snack innovation in India can be found in its demographic profile where the population consists of 65 percent of people younger than 35 years old, and the population of India is estimated to be approximately 1.4 billion (World Bank, 2024). PepsiCo ought to demand that 40 percent of the new product concepts be developed by the India-based R&D to allow local understanding and ensure that local competitors like Haldirams and Parle cannot copy the renowned proprietary formulae (Narula, 2014).
An increase in health consciousness also compliments the argument in favor of SOP reform. 58 percent of urban Indian consumers are currently demanding healthier snack options, and the Indian snack market is expected to grow by 11.2 percent/year to reach $6.8 billion by 2027 (KPMG, 2022; Euromonitor, 2024). Based on this, the quarterly flavour trend evaluations and annual regional preference audit reviews must be institutionalised in the product development SOPs to remain pertinent and expand..
[bookmark: _Toc3091]Recommendation 2: Supply Chain and Sourcing SOP Enhancement
The agricultural foundation and cost, as well as scale advantages afforded to PepsiCo by India, require greater regulatory oversight and increased climate uncertainty are compelling the firm to implement more resilient supply chain SOPs. At present, PepsiCo buys around 400,000 tonnes of potatoes each year in 24,000 Indian farms, but more theoretical attention is to be paid to an operation that can guarantee the reliability of supplies (Business Standard, 2023).
First, all Tier 1 suppliers must be required to conduct sustainability and labour audits at least twice a year, as the focus on the importance of water usage, emissions, and ethical labour standards is becoming a leading regulatory trend (Ministry of Environment, 2023). Second, institutionalisation of digital traceability, e.g., farm-to-factory tracking that runs on blockchain to increase transparency and quality assurance, should be introduced as the continuation of the successful practice applied in European operations (PepsiCo Sustainability Report, 2023). Third, the climate-resilience policies are to demand sourcing to a minimum of three geographical locations and reducing risks based on the variability of monsoons, which have grown by 23 percent in the past ten years (India Meteorological Department, 2023).
These changes align with the internalisation concept of the OLI model that recommends companies to internalize essential operations in case the market environment is disjointed or unreliable (Buckley and Casson, 2020). The productivity of Indian agriculture differs as much as 40 percent across states, which confirms the imperative of direct control (FAO, 2023). SOPs must hence have quarterly supplier performance reviews, annual agronomic training programmes to farmers and investment in drought resistant crop varieties which have been developed as part of its global R&D network at PepsiCo.
Beyond operational advantages, the measures also help PepsiCo achieve its pep+ strategy, headquartered towards net-zero emissions by 2040, as well as toward consumers who are increasingly environmentally conscious, with 42% of Indian consumers even using sustainability in their purchasing behavior (Nielsen, 2023).
[bookmark: _Toc29757]Recommendation 3: Marketing and HR SOP Adaptations
Marketing and human resource SOPs should be tailored to the cultural context of India, which is characterized by a high power distance rating (77) and a collectivist orientation (48), unlike the UK (Hofstede Insights, 2024).
Marketing SOPs must include the provision that any advertising campaign going on must be first subjected to local cultural scrutiny before it is granted approval to ensure that it is in tandem with Indian values which revolve around family, tradition and community. It is necessary to align with cultural values because the preference of Indian consumers to family-based messaging is 72 compared to 31 in the UK (Kantar IMRB, 2023). 
HR SOPs must also be modified to consider cultural anticipations through the establishment of clear hierarchical reporting relationships, formal channels of communication and directive leadership habits that concur with high power distance expectations (Budhwar and Varma, 2011). The cross-cultural training programmes are mandatory and require four weeks of training before expatriate managers can assign Indian missions.
[bookmark: _Toc32654]6. Conclusion 
The consultancy report has revealed that the internationalization of PepsiCo UK to India is influenced by a blend of strategic benefits, market intricacies and deeply rooted consumer behaviours. The analysis revealed that the world ownership resources of the company comprising of its brand portfolio, proprietary technologies and managerial skills give it a high base of international competitiveness. The country-specific benefits of India are also in the very fact that being a country with a high level of poor young people, developing FMCG industry and favourable conditions of agriculture, the country supports the strategic importance of India in the global network of PepsiCo. Nevertheless, another point of the report emphasized the fact that the differences of cultures between UK and India are the dominant factors in choosing the markets to enter, consumer attitudes and labor relations. Models like Hofstede dimensions depicted how the collectivism, high power distance and intense flavour preferences of the Indians necessitate further localisation in product development, marketing and organisational administration. The suggested SOP changes applicable to the R and D, supply chain governance, marketing localisation and HR practices are thus necessary in ensuring congruence to strategic focus on OLI factors as well as the cultural knowledge. Such transformations will help to improve operational consistency, guard quality standards, improve the relationship between stakeholders and the responsiveness to the market. Finally, the consultancy solution underlines that PepsiCo UK should institutionalise localisation, strengthen its internal strengths in India and go culturally intelligent in its operating procedures. These measures will not only maintain the competitive edge of PepsiCo but will also guarantee long-term, robust success in one of the most rapidly developing emerging markets in the world.
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