


UNIVERSITY OF WALES
 TRINITY SAINTH DAVIS



LCMB7006 International Marketing


                                                Petya Slaveva 2014035

                                 Tushara Balendran 





Table of Contents
Introduction:	4
Coca-Cola: A renowned soft drinks company since 1886:	4
Environmental scanning:	10
Environment analysis:	10
Porter five forces analysis: Both UAE and India:	11
Porter five forces analysis: in terms of UAE soft drinks market:	11
Porter's five forces analysis: in terms of the Indian Soft drinks market:	13
SWOT analysis: Both India and UAE:	16
SWOT analysis for UAE:	16
SWOT analysis of India:	18
STP analysis: Both UAE and India:	19
STP analysis of UAE:	19
STP analysis for India:	21
Marketing Mix:	23
Marketing mix analysis: In UAE:	24
Marketing mix analysis in India:	25
Directional development method: Ansoff matrix:	26
Introduction:	26
Conclusion:	28
Product Life cycle model:	28
Conclusion:	30
References:	31
Appendix: Celebrity endorsement in India for a position:	34

List of figures:
Figure 1: Micro and Macro environment	7
Figure 2: Cultural dimension of UAE	9
Figure 3: Cultural dimension of India	9
Figure 4: Porter’s five forces	12
Figure 5: Porter’s five forces of UAE Soft drinks market	13
Figure 6: Porter's five forces analysis of Indian market	15
Figure 7: SWOT analysis of UAE’s Coca-Cola Company	17
Figure 8: Demographic segmentation	20
Figure 9: Perception Map of Coca-Cola	22
Figure 10: Perception Map of Coca-Cola in India	23
Figure 11: Product marketing mix	25
Figure 12: Ansoff matrix	27
Figure 13: Product life cycle model	29
Figure 14: Coca-Cola market share in India	30

List of Tables:
Table 1: Macro-environment analysis of UAE and India	11
Table 2: Similarities and differences between Macro environment of UAE and India	12
Table 3: Similarities and differences between UAE and India	16
Table 4: SWOT analysis of UAE	18
Table 5: SWOT analysis of Coke in the Indian Market	20
Table 6: Similarities and differences between UAE and India in STP	24



[bookmark: _Toc70002580]Introduction:
The geographic and historic factors important for international marketing then it is crucial to consider the principle of international marketing. In the case of overseas marketing, a company would like to extend its boundaries in order to maximize revenue profitability and reach economies of scale. All these considerations push the Company to go for external marketing or international marketing to extend the activity of the corporation in the overseas sector. However, international marketing involves a variety of methods and influencing factors (Leonidou, Katsikeas, Samiee, and Aykol, 2017). The report will focus on the Coca-Cola company which are doing business all overall the world except south-Korea. The Company follows different strategies in different nations for doing its business (Rialp and Rialp, 2014). In this report, I will consider two countries where Coca-Cola is doing its business. One is India-one is the largest nations in the Asia continent, and the other country is the UAE-United Arab Emirates, a state in the Middle East. In this task, the author will discuss the PESTEL analysis of these two nations followed by Porters' five-faced of these two nations then the author will give focus on STP analysis after the focus moves on towards marketing mix analysis, and the end, the author, will discuss directional development analysis by means of Ansoff matrix. Besides apart from these issues, the author will give a brief discussion about Coca-Cola and the Product life cycle.
[bookmark: _Toc70002581]Coca-Cola: A renowned soft drinks company since 1886:
Coca-Cola Company, based in Atlanta, was founded in 1886 and is the world's largest producer, marketer, and distributor of non-alcoholic beverage concentrates and syrups, which are used to make over 230 beverage products. It is perhaps the most multicultural brand and business in the world. Since the late nineteenth Century, it has expanded regionally out of Atlanta to other states in the United States, and the iconic contour bottle was first produced in the early Twentieth Century to differentiate itself and ensure the authentic Coca-Cola. Despite the fact that the business expanded rapidly during the 1900s and roared into several European countries, its global footprint grew rapidly only after World War II. Year after year, the firm has been exploring new overseas markets in order to increase revenues and meet its overall goal of providing consistently competitive dividends to the Company's investors while still expanding its client base to reach economies of scale. Coca-Cola needs to reduce its reliance on the United States market, which is close to Pepsi-domestic Cola's market, in order to reduce risk and boost worldwide market share by going foreign (Vrontis and Sharp, 2014). Currently, the organization has six billion customers in over 200 countries. The Coca-Cola Company has had a lot of success in foreign marketing. The growth has been aided by aggressive campaigns, positioning, and market segmentation. Coca-Cola has been associated with entertainment, playfulness, independence, and a way of life, as shown by a 1971 advert in which a group of young people from around the world gathered on a hilltop in Italy to sing "I'd like to give the world a Coke." The group has been funding major events, including Olympics, Sea Games, FIFA Cup, and International Film Festivals all over the world, to build visibility, prestige and to mark itself as a world-class company. It also contributes significantly to organizations, foundations, and community engagement (Coca-colacompany.com, 2021). Coca-Cola has benefited from these efforts in terms of establishing a strong reputation and customer view of the brand. The fact that Coca-target Cola's market is the entire world, segmented by various user tastes, is also necessary to help the Company better serve its customers. Since different segments of different countries have different tastes or cultures, Coca-Cola sought to cater to all of them by introducing new flavors, labels and even lowering the sugar content of its Coke (GRAHAM et al., 2020). This also raises their acceptance of new beverages created specifically for them. Coca-Cola reached international markets in a number of areas. Direct exporting, registration and franchising are the most general methods of entry. Coca-Cola sells its products directly to manufacturers and businesses in other countries, in addition to snacks and specialty syrups. Aside from selling, the organization markets globally by contracting bottlers all around the world and providing them with the syrup they need to make the drink.
Macro environment analysis: Both India and UAE
Macro environment: The elements of the macro–environment cannot be controlled by the organization. Rather Company needs to adapt the components of the macro-environment in order to operate the business successfully, while the elements of the Microenvironment are elements that a comparison can easily control. The following figure represents the micro and macro environment elements:
[image: ]
[bookmark: _Toc70002603]Figure 1: Micro and Macro environment 
Source: (Lancaster and Reynolds, 2017)
The inner layer of this figure indicates the Microenvironment, while the outer layer of this figure indicates the macro-environment. In this talk, I will discuss the macro environment of my selected nations:
	Macro environment elements
	UAE
	India

	



Political environment
	A host of political forces have influenced the United Arab Emirates in their entirety. Some of them are as follows: Each of the seven Emirates has its own administration, making management in the area more stable. On the contrary, the UAE often has diplomatic conflicts regarding ownership of oil or land with neighboring countries. There are positive trade links to the UAE in several countries around the world.
	India is governed by a federal republic as one of the largest democracies in the world. The political climate is influenced by factors such as government policies, legislators' expectations, and the philosophies of different parties. India, therefore, has a multitude of political factors in its business climate. The tax system has been well established, and many taxes, including income tax, utility tax, and sales tax, are imposed on the E.U. government. Such charges, such as grants and services, are borne by local councils. Privatization is often influenced, and government regulations are used to support private businesses.

	




Economic environment 
	One of the most important factors to remember when evaluating the position of a nation is its economy. Any economic considerations affecting the situation in the UAE are as follows: As mentioned above, the UAE's GDP per capita is extraordinarily high. In the United Arab Emirates, the unemployment rate remains very low. In this country, too, foreign direct investment in the area is one of the highest (Bush, 2021).
	In 1991, the Indian economy remained largely stable after the enactment of industrial reform policies. The economic climate of India has changed steadily with decreased manufacturing licenses, international capital liberalization, FIBP set-up, and other policy initiatives. In 2013, the national GDP amounted to $5.07 trillion, up from 4.35% in 2013. In 2014, GDP in the country rose by 5% more than in 2013 to 4.35%. (MCMANUS, LI and MOITRA, 2017).

	




Social environment
	Interesting are the social considerations regarding the United Arab Emirates. Any of these are: Dubai citizens normally live successfully because of their well-paid employment. The UAE is becoming a melting pot of many different cultures increasingly as part of globalization. Religion, which has an important influence on culture, is a major challenge in the field. An example of this is the special dress aboriginals can wear. The following figure represents Hofstede's cultural dimension:
[image: ]
[bookmark: _Toc70002604]Figure 2: Cultural dimension of UAE
Source: (Hofstede Insights, 2021)

By analyzing this, it is crystal clear that power distance between male and female has huge in this country while the dominance between male and female are equal while uncertainty avoidance tendency is high in this country. 
	Any change in trends affecting the business environment is known as social influences. The aging population of India has led, for example, to substantial rises in the cost of pensions and a rise in the unemployment of the elderly. India has over 1.2 billion inhabitants, with about 70% of the population between 15 and 65 years of Age. Therefore there are age-based ratio schemes. These schemes are versatile, even in terms of education, jobs, and income distribution. The cultural aspect of Hofstede is analyzed cultural pattern:
[image: ]
[bookmark: _Toc70002605]Figure 3: Cultural dimension of India
Source: (Hofstede Insights, 2021)
By analyzing this, it can be easily inferred that power distance between males and females is too far in India while India is a dominant male country, and they did not like any types of risk. Besides, a good number of people of India do not consider the future. Rather, they live on the present and expenses all of their money.

	


Technological environment
	In today's environment, technological factors are more important than ever. Technology should not be a problem in the UAE's wealth and medium-aged population—but here are several technological factors which affect the UAE more in detail: The relatively young generation of the UAE is highly technological, making it possible for companies around the world to use technology. The success of this nation allows it to purchase modern technologies in order to remain at the forefront of technological progress (Rahman, 2021).
	Technology has a major influence on commodity production and introduces innovative techniques for cost-saving. India has access, which a range of technology companies have supported, to both 3G and 4G technology. In addition, the country has one of the strongest I.T. markets in the world, which promotes continuous I.T. demand, updated software, and more technological progress. India has recently tried to deploy orbiting satellites.

	

Environmental factors
	A PESTLE study also contains the last environmental factors. The following applies to the United Arab Emirates: The moist, dry climate in this country will cause a number of problems. For example, production could be slightly smaller, agriculture might be harder, and air conditioners might sell better. The UAE is also near some of the coastal areas, which makes maritime trade easier.
	In terms of temperature, industrialization and urbanization have affected India's air quality, resulting in health problems. This has led to the development of environmental lobbies, noise restrictions, waste management, and disposal rules.

	

Legal factors
	A lay monarchy and a federal government are the United Arab Emirates. Its work laws, regardless of race, extend to all employers and employees. The maximum working time of an adult employee is 8 hours a day (48 hours a week). But it can vary subtly according to the shape of the business. As mentioned above, the UAE is one of the safest countries in the world, with low rates of crime. It shows that the rules and regulations of the nation are strictly implemented.
	A host of new regulatory changes in India have been implemented, including sustainability, minimum wage rise, and discrimination against people with disabilities (PESTLE Analysis. Com, 2021).


[bookmark: _Toc70002617]Table 1: Macro-environment analysis of UAE and India
[bookmark: _Toc70002582]Environmental scanning: 
Through environmental scanning, it can be seen that India has entered the market because of industrial policy reforms in 1991. Although Coca-Cola had entered the Indian market in 1950, the foreign exchange act had forced it to leave the nations because 60% shares must be given to the local investors. Another factor that motivates Coca-Cola to enter this market is most of the people of this country, youth and youth, have a separate tendency to soft drinks. So, this is a big market. Besides, the societal pattern was gradually changing in India, and they like to expenses because most of the people are short-term oriented. While Coca-Cola has entered into UAE because of its stable political condition and relation with other countries because of its relations with other countries, it can easily enter into other Middle East nations. Another factor that motivates UAE to enter the market is their lavish lifestyle. For enjoying the moment, they are ready to spend a lot of money which motivates Coca-Cola to start the business. Besides, the youth are Tech-savvy. As a result, they familiar with the concept of the soft drink of other nations. This increase an intrinsic demand of soft drinks in their mind. 
[bookmark: _Toc70002583]Environment analysis:
There are environmental differences between UAE and India. The following table represents the environmental differences between these two nations:
	UAE
	India

	More political freedom in the UAE and stability 
	Less political freedom as well as instability 

	Economic condition is strong in the UAE, and people like to spend lavishly
	Economic condition is not as strong as UAE, and people are more careful to spend a single penny.

	Religious is the most important issue in this country in every sector 
	Owing to multi-variant nations, religion is not so much important for these nations, but the similarity is both of the nations are male dominant.

	The people of UAE are present-oriented 
	There are maximum people in India who are present-oriented


[bookmark: _Toc70002618]Table 2: Similarities and differences between Macro environment of UAE and India
[bookmark: _Toc70002584]Porter five forces analysis: Both UAE and India:
Porter's five powers concept is used to analyze the sector or market in which a company operates. It may be used to determine whether to enter or exit a market by determining how lucrative a business is to be. Besides, through this model, companies in that market to better grasp the trends affecting industry sustainability and improve their business practices to become more profitable. The following figure represents the five forces of porter: 
[image: ]
[bookmark: _Toc70002606]Figure 4: Porter’s five forces
Source: (Bruijl, 2018)

[bookmark: _Toc70002585]Porter five forces analysis: in terms of UAE soft drinks market:
The five forces model of porter in terms of the UAR soft drinks market have presented by the following figure:





[image: ]
[bookmark: _Toc70002607]Figure 5: Porter’s five forces of UAE Soft drinks market
Source: (Research ltd, 2021)
Newmarket Entrants: - Low pressure:  
· The entry barrier is almost zero for the soft drinks company. They only need to take the license from the commerce ministry, and the soft drinks must be halal. This is the only condition. This creates low pressure for the Company. According to the World Bank's recent report on ease of doing business, the country's position is 16.
· As the entry barrier is zero, there are many companies in the market such as Zamzam cola, Kingsley coca, Pepsi, universal Cola, and many more companies. To compete with the initial heavy investment is required, which creates moderate pressure for the Company.
Supplier powers: Low pressure
· Suppliers include Bottlers, a packaging company, carbonated water, phosphoric acid, sweetener, and caffeine. They are not concentrated. 
· As suppliers can easily enter into the market, companies do not wish to lose customers like Coca-Cola, Pepsi.
· Suppliers want to maintain a good relationship with the buyers and Company for sustaining in the business.
Competitive Rivalry: High pressure
· As there is a minimal entry barrier and the market is quite attractive, many companies are in the market. This makes the soft drinks market more competitive than ever before.
· As competition is greater, companies need to invest much money in promotional activities such as sponsoring, advertisement, campaign. 
Buyer power: moderate:
· There are many customers in the soft drink markets. As a result, customers are widely divided. Customers sometimes like to taste different companies for getting experiences which may increase their brand preferences. This is a moderate risk.
· Customers are too loyal to a brand if they find this brand is consistent with their taste, preferences. They have little chance to switch to the competitor's brand.
The threat of substitute- Moderate pressure:
· Trends are changing. Now customers are health conscious. So, a large number of customers may switch to fruit Juice which increases a moderate risk for the Company. 
· Customers switching is zero from one brand to another brand.
[bookmark: _Toc70002586]Porter's five forces analysis: in terms of the Indian Soft drinks market:
Porter's five forces analysis in terms of Indian soft drinks analysis has been presented below. The following figure represents a summary:
[image: ]
[bookmark: _Toc70002608]Figure 6: Porter's five forces analysis of Indian market
Source: (Marketpublishers.com, 2021)
Newmarket Entrants: - High pressure:
· For starting a business in India, an extensive procedure needs to be followed by the Company. A huge number of documentation is required for this business.  According to a World Bank report, this country is 63 in its rankings for ease of doing business.
· Extensive capital is required for starting the business because the country is too wide. Besides starting cost of business is wide in this country. 
Supplier powers: High pressure:
· Suppliers are concentrated. They form syndicates when doing business. As a result, supply and demand policies do not work in this country. 
· Suppliers have many alternatives for doing business. As a result, they do not bother about the Company. 
Competitive Rivalry: High pressure
· There is a cut thought competition prevalent in the Indian soft drinks market. There are almost 20 companies in the Indian soft drinks market.
· For competing them, heavy promotional activities such as discounts, coupons, and trade allowance are required. Apart from advertising activities are needed to undertake for competition.
Buyer power: High pressure:
· As there are many soft drinks customers in India, most of the powers are in the hand of customers. Customers decide whom products they purchase and whom products they will reject. Hence Company always needs to look after there to save the market share. Excessive pressure for companies.
· India is the most price-sensitive market in the world. Customers always switch the brand where they get the same products, but the price is low. Hence the loyalty of the customers is too low in this country.
The threat of substitute- Moderate pressure:
· Like UAE, India has many soft local and international soft drinks companies. As a result, the threat of substitutes is high in the market.
· Customers have no switching cost to shift to another brand. 
There are similarities and differences that can be seen in terms of porter's five forces in both UAE and India. The following table represents it:
	Similarities between UAE and India
	Differences between UAE and India 

	· Threats of substitutes are high in both of the markets.
· Competition is intense in both of the markets.
	· Enter to the market is Low in UAE while Enter to the market is high pressure in India.
· Supplier’s power is low in UAE while Suppliers power is high in India.
· Buyer’s power is moderate in UAE because of low price sensitivity and brand loyalty, while in India, this is completely different.


[bookmark: _Toc70002619]Table 3: Similarities and differences between UAE and India




[bookmark: _Toc70002587]SWOT analysis: Both India and UAE:
Several factors contribute to Coca- Cola's popularity in the United Arab Emirates and India. The SWOT analysis is carried out with the aim of evaluating the essential drivers of performance within the enterprise and determining its strengths and limitations. The SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) is a market analysis method for evaluating an organization's success in terms of business processes carried out on any of its deliverables (products/services). This is a method of determining the most effective way to achieve potential development (Sammut-Bonnici and Galea, 2015).
[bookmark: _Toc70002588]SWOT analysis for UAE:
The following figure represents the SWOT analysis of UAE:
[image: ]
[bookmark: _Toc70002609]Figure 7: SWOT analysis of UAE’s Coca-Cola Company 
Source: (Jurevicius, 2021)
	Serial No.
	Strength 

	1
	The firm 'Coca-Cola' has a strong financial capacity to finance marketing, which is critical for any business activity. In 2016, the Company was estimated at about $80.3 billion U.S. dollars.

	2
	The Company is regarded as one of the most expensive brands in the world, with the strongest brand equity. According to Interbrand the Coca-Cola belongs to the Sixth position with its brand equality (Interbrand, 2020).

	3
	This Company is doing its business in more than 200 nations of the world.

	4
	The distribution network of this organization-wide.

	Serial No.
	Weakness 

	1
	Poor product diversification- The Company is heavily reliant on soft drinks, while its rivals are slowly but steadily expanding their global market share with a variety of products. Coca-Cola is coalesced only within the soft drink market, while its rival "Pepsi" has expanded into new areas such as snacks, health-based ingredients, and so on.

	2
	Water management concerns—The Company has a number of water management problems. People in various areas oppose the Company's massive water use, which has resulted in scarcity in water-scarce areas (foodnavigator-asia.com, 2021).

	Serial No.
	Opportunities

	1
	The Company could launch new items that are more nutritionally oriented. Diet and nutrition are becoming more common in the UAE.

	2
	Healthy beverages are gradually becoming more popular in developed countries.

	Serial No.
	Weakness

	1
	The rivalry between corporations is becoming more intense by the day.

	2
	In the low-calorie market, there are more brands with the same brand name, "Coca-Cola," but different names. This results in the Company's internal cannibalism (Euromonitor.com, 2020).

	3
	Also, in developed countries, brands like Café Coffee Day and Starbucks are growing in popularity. People are searching for non-soft-drink alternatives to soft drinks. The demand for health and energy drinks is growing, which could have an indirect impact on Coca-market Cola's share.


[bookmark: _Toc70002620]Table 4: SWOT analysis of UAE


[bookmark: _Toc70002589]SWOT analysis of India:
	






Strengths
	· The Coca-Cola Company has a large distribution channel and a solid business image.
· Coke is pursuing a multi-brand approach in India and is aiming for a large volume market.
· Coke is now the industry leader in India for carbonated soft drinks.
· Coke was established 11 years before Pepsi (in 1987), and it still retains its pioneering status a century later.



	

Weakness
	· Coke has a smaller number of stores.
· It has no plans to build any new plants, while its rival has plans to build a number of new plants.

	




Opportunities 
	· With the vast amount of investment, it will take the competition very well.
· It has the potential to give Pepsi a real jolt by significantly increasing the number of bottle types it has.
· Cold drinks of various varieties are becoming increasingly popular.

	


Threats 
	· A significant amount of money was spent on advertising.
· There is no proper strategy in place for selling the Company's merchandising properties to retailers.
· In this dynamic Age, the organization should look for new target markets to increase its market share.


[bookmark: _Toc70002621]Table 5: SWOT analysis of Coke in the Indian Market
Source: (Business Strategy Hub, 2020)
[bookmark: _Toc70002590]STP analysis: Both UAE and India:
The full hand of STP is segmentation, targeting, and positioning. Segmentation is dividing the whole market into different parts or segments based on some parameters. After segmentation, the Company selects its customers according to its resources, objectives, and mission, then makes a necessary strategy to attract them, and lastly, targeting is creating a place in the customer’s mind.
[bookmark: _Toc70002591]STP analysis of UAE:
 Segmentation analysis of UAE:
The organization has segmented its customers in the UAE on the basis of two variables on the basis of Demographic variables. Demographic variables can be divided into different categories: The following figure represents it:
[image: ]
[bookmark: _Toc70002610]Figure 8: Demographic segmentation
Source: (Gajanova, Nadanyiova and Moravcikova, 2019)
Among different variables, this organization has targeted Age. The main target customers of this organization are the people whose Age is 18-34. Because the people of this Age are jolly mind and in enjoying their time they rely depend on soft drinks while another variable under this segment is the people whose income is minimum 20000 AED (United Arab Emirates  Dinner).  While the socioeconomic status that the Company has selected is lower middle class to Upper upper class.

Targeting analysis of UAE:
There are three types of targeting strategies that an organization may follow. This includes undifferentiated strategy or mass marketing: In this strategy, the organization offers the same products to all of its customers. A differentiated strategy where the Company offers different products according to the needs of the customers and lastly comes concentrated or niche marketing: Where the Company offers a single product to a single segment.  In the UAE, the Coca-Cola Company has used a differentiated strategy where the Company offers different products according to the customer's desire, such as the customers who like to enjoy Cola with a spicy flavor. For which they offer normal Coca-Cola while the customers who like to enjoy refreshment feelings and like water flavor they offer sprite for them while the customers who like to enjoy different color and taste them they offer Fanta and lastly the customers who like to enjoy cola flavor without sugar them they offer zero-diet Coke.
Positioning strategy of Coca-Cola:
 In the middle –East, it had become difficult for the Coca-Cola Company to enter into business because the Arab league had boycotted Coca-Cola due to its relation to Israel. Despite different obstacles, in the end, Coca-Cola had entered the UAE market in 2016. After entering into the market, it has become difficult for this Company to create a positing. But the Company had successfully overcome it. For positing, the Company has focused on History. UAE has a long story of friendliness to other nations and people. Through coke-studio, they revive this friendliness where people from different nations have come and sang a song with the locals. This creates a music fusion and creates stronger bonding. Besides, UAE also has a reputation for generosity. By using this concept, this organization had run a campaign of crazy for good. This campaign has created a place in the people's minds. In a word, by coke studio and campaign, the Company has become successful (Blog.pricebeam.com, 2021). The perceptual map (Perception of the customers to the Company) for Coca-Cola has been presented below the UAE market:
[image: ]
[bookmark: _Toc70002611]Figure 9: Perception Map of Coca-Cola
Source: (self-construct)
By analyzing this perception map, it can be seen that Coca-Cola offers high-quality beverages at a low price while Pepsi charges a high price for high-quality goods. On the other hand, zam zam offers low-quality goods at low prices.
[bookmark: _Toc70002592]STP analysis for India:
Segmentation of the Indian market:
In the Indian market, the organization has used two segments of variables. These include demographic segmentation and geographic segmentation. Demographic segmentation: Age, family, and income will provide demographic segmentation for coca-cola. Coke classes of young children, young adults, and elderly adults are included in their ages (Vrontis and Sharp, 2017). For family, coca-cola has unveiled its economic package, which focuses on groups and neighborhoods. Coke segments have varying rates of income from which bottles and Coke are supplied, both large and small. While for Geographic segmentations urban and rural people- For rural people where electricity facility is not so much avail there they sold the beverages in freezing car while in an urban area they sold in the retail shops.
Targeting:
Differentiated targeting strategy, different types of products have offered by the customers, is used by Coca-Cola like UAE market where it offers different types of drinks for its customers according to their desires.



Positioning:
Coke has been placed so well with the statement 'THINK GLOBALLY ACT LOCALLY' that it can understand how a developed region thinks and how it acts. By following this principle. When they combine these, they will capture each customer they seek as effectively as they know the heart of this area and behave accordingly. Indian people have very much devoted to their celebrity. Coca-Cola Company has used this strategy in its positing strategy.  The celebrity endorsement strategy has been used by Coca-Cola in this positioning strategy.  Coca-Cola has made several promotional strategies by using its celebrity. In the appendix, some of the pictures of the advertisement have been attached. The perception map of Coca-Cola has been attached below:

[image: ]
[bookmark: _Toc70002612]Figure 10: Perception Map of Coca-Cola in India
Source: (Ramdiwakar, 2019)
As India is a price-sensitive market, the price of all the soft drinks is equal to this market. The perception Map of Coca-Cola depends on Brand Image and quality/taste. Customers differentiate them on the basis of these two metrics. The brand Image of Coca-Cola is high as well as the quality and taste are also good. As a result, Coca-Cola has a 42% market share in the soft drinks industry in India.




The following table represents the similarities and differences in STP in the Indian market and UAE market:
	Similarities
	Differences 

	· In both of the countries, Coca-Cola has used Differentiate targeting strategy by considering the needs of the customers.
	· Although in both of the countries Coca-Cola has a demographic variable, the elements under demographic variable have been changed from country to country while in use Coca-Cola has used socioeconomic segmentation, but in India, it has used geographic segmentation because, like UAE, all places in India are not equally well-established.
· Positing strategy has also been changed. In UAE, it has used History, while in India, it has used celebrity. They just try to establish an emotional connection.
· In India, as a perception map, they used Brand Image and quality as all the soft drinks are equal in price, being a price-sensitive market, while in UAE, it has used price and quality as the market does not price sensitive.


[bookmark: _Toc70002622]Table 6: Similarities and differences between UAE and India in STP
[bookmark: _Toc70002593]Marketing Mix:
A marketing mix is a set of controllable elements that a marketer can control. In good marketing, 4P has been used, while in service marketing 7p has been used. As Coca-Cola is a product, 4p of marketing will be used in Coca-Cola. The following figure represents the 4p of the marketing:
[image: ]
[bookmark: _Toc70002613]Figure 11: Product marketing mix
Source: (Kotler and Keller, 2016)
[bookmark: _Toc70002594]Marketing mix analysis: In UAE:
Product: Different elements have come under the product. Branding is one of the issues that come under product. The Coca-Cola Company has used branding and individual branding in UAE. In range branding, the Company has used different types of brand names for its different types of products. For example, Coke has been sold in UAE by its original brand name coke cola, refreshment drink or without flavor drink has been sold in the sprite, while color beverage has been sold by Fanta and water has been sold by Arwa which individual branding.  Brand positioning strategies used by Coca-Cola in UAE are both Line extension and brand extension. In-Line extension, it has launched zero diet coke for the health-conscious people and Coca-Cola life. While in Brand extension, it has launched Fanta, sprite, Arwa, 
Price:  When Coca-Cola entered the UAE market in 2016, it has already been an established brand all over the world. By using its high Brand equity, the Company used the Price-skimming strategy. In this case, the Company charges a higher price than its competitors to earn more money. By using the brand Image and equality, the Company charges a premium price.
Place: The country's marketing platforms will adhere to the Company's philosophy of looking internationally and acting locally. As a result, it will take a unified framework to the retail promotion and embrace local distribution opportunities in the corresponding UAE markets. The Company has used an indirect distribution method. Under this method, the Company has used an intensive distribution strategy. In this method, the Company has sold its goods to vendors to big retailers. In this method, customers get goods where he goes. While the marketing entry strategy that Coca-Cola has used is the Joint venture-A, the joint venture is a business founded by two or more companies to engage in collaborative business activity. The parties negotiate to form a new company by sharing sales, costs, and control. Following the effective establishment of a relationship between The Coca-Cola Company and Aujan Industries, the Aujan Coca-Cola Beverages Corporation (ACCBC) and Rani Refreshments (R.R.) were formed in 2012. With the hand of Aujan, coca-cola has entered the market since 2016(Aujan.com, 2021).
Promotion strategy: Press releases about the Company's business operations are distributed through the Company's website and other internet news sources. The channel aids the organization in quickly quelling any rumors about its operations. Customer-focused social media accounts can also be used by the firm to connect customers with fresh branding details and offer instant updates on its business success. The approach would be to focus on a brand identity that reflects the Company's mission and to use the simplest opt-in choices for customers. Consumers would be able to form a general connection to the brand and its brands without having to communicate with any of them. The corporation will also support the Zero brand by sponsoring major sports competitions in the country. FIFA world cup 2022 can be a good opportunity for this organization.
[bookmark: _Toc70002595]Marketing mix analysis in India:
Product: Like UAE, in India, Coca-Cola company has used a range of branding strategies. In its range branding, there are several products like Sprite, Thumps up, Minute maid, Fanta Kinley. The Company has used Line extension and brand extension in its product branding strategies. Line extension includes zero diet coke while Brand extension includes Fanta, Sprite, Thumps Up. Minute maid, Kinley.
Price: As India is a price-sensitive market than any other market in the world, the Company has used a market penetration strategy.  In this strategy, the Company charges low price than its competitors and gain more market share than its competitors.
Place: The Company has used models such as direct store distribution, broker warehouse distribution, and Vending & Food Service (V&FS) systems, while for the rural distribution market, they used the Hub and Spoke model, which separated distributors into separate groups based on the region they covered.  The entry method of this organization is acquisition because, in 1991, the foreign Company did not well facility of FDI due to different barriers, while in the UAE, this company entry through a joint venture. After all, UAE has provided well facilities of FDI than India. Hence this strategy has been undertaken In Dubai. The Coca-Cola Company has acquired parle foods in India (Joc.com, 2016). Thumbs Up (India's most trusted brand21), Limca, Maaza, Citra, and Gold Spot were among the local famous Indian brands acquired. Coca-Cola, Diet Coke, Sprite, and Fanta are among the leading Indian brands that have joined the Company's multinational family of brands.
Promotion strategy: Coca-Cola employs a Push policy, in which the Company employs its sales force and trade marketing funds to persuade intermediaries to bring, market, and distribute the product to end customers or buyers. Coca-Cola, for example, provides manufacturers, agency operators, and stores with free pet bottles and other trading schemes. Coca-Cola also employs a Pull policy, in which it employs advertisement and marketing to convince clients to ask intermediaries for the company brand product. In this manner, Coca-Cola incentivizes customers to buy it from Coca-Cola Cricket, Coca-Cola Food Mela, Coca-Cola GO-RED, Coca-Cola & Mc Donald's.
[bookmark: _Toc70002596]Directional development method: Ansoff matrix:
[bookmark: _Toc70002597]Introduction:
Directional strategies are a method of identifying and developing alternative goods and services. The aim is to figure out what the customer's present and potential desires are. Customer requirements can alter or adapt with time, and the solution must be flexible enough to accommodate these shifts (Welp Magazine, 2021). In this task, the author will use the Ansoff matrix. The following figure represents the Ansoff matrix:
[image: ]
[bookmark: _Toc70002614]Figure 12: Ansoff matrix
Source: (MacKeown, 2015)



Market penetration: The current client base is the focus of the market penetration strategy. It aims to boost sales by more aggressively engaging in existing markets for existing brands (Kotler and Armstrong, 2017). This approach is used by businesses to increase revenue without deviating from the initial product-market strategic structure. It's a good idea when the demand is mostly untapped or rising, but it's not a good idea when the competition is fierce.  In UAE, the Company s penetrates through Coke and sprite for its existing customers, while in India, coke has penetrated with Coke, sprite, and Fanta, Thums Up, Limca.
Product development: Important improvements in a product or service are addressed through product development techniques. Companies employ this tactic to address a potential threat to their current market and retain market share, even where there is idle manufacturing potential, or simply to preserve their reputation as a creative business. In the UAE, Pepsi and Dr. Pepper had entered into Miranda orange-flavored drinks for women and diet drinks for the fat people. To compete with the market share, Coca-Cola had launched Fanta and zero sugar drink. While in India, Pepsi has entered into Miranda for young women as well as had also entered into the market with its flavored Juice. To compete with them, the Company launched Fanta in the market. 
Market development: Market development, as Dawes (2020) refers to it, entails the discovery of a new market for existing goods. The approach could look for potential uses for a product or service, or it could expand into new regional regions to expand the consumer base. A business expansion plan is an example of a decision to extend a fast-food restaurant to a new region. In UAE, it has made a partnership with Domino's pizza and McDonald's, while In India, Coca-Cola had made a contract with McDonald's, which will sell their cold drinks as well as made contracts with vendors of rural areas. 
Diversification strategy: It is a strategy where the Company offers completely new products to its customers. In the UAE, Coca-Cola company offered water to its customers. It is a new product for this Company. This is an example of Unrelated diversification because the Company cannot compete with other water brands in the Company, such as Nestle pure water. While in India through Kinley and minute maid. Both of these are unrelated diversification strategies because both of these companies have no relation with the business of Coca-Cola. 



Recommendations:
· Coca-Cola needs to introduce fruit juice in the UAE because the people of the UAE have become more health-conscious than ever before.
· Pepsi has already captured a strong market in the UAE. To break this market, more diversification and market development strategy need to endeavor.
· India has matured market for this Company. The Company needs to focus on market penetration strategies such as advertisement and promotion to maintain the existing market.
[bookmark: _Toc70002598]Conclusion:
One of the most often used market analytical methods is the Ansoff matrix. It is a simple way to comprehend a company's current status about its goods and markets. At the same time, it encourages a company to map its course and decide which development plans are most suitable. Although it has its own set of shortcomings and risks, they can be mitigated by diligent study and the use of other analytical methods. The Ansoff matrix's beauty lies in its simplicity, utility, and ease of use.
[bookmark: _Toc70002599]Product Life cycle model:
The product life cycle (PLC) is the path that a product takes from launch to removal or ultimate demise. The following figure represents the product life cycle model:
[image: ]
[bookmark: _Toc70002615]Figure 13: Product life cycle model
Source: (Rink and Swan, 2015)

In UAE, Coca-Cola is in the growth stage because the sales of Coca-Cola have increased with time. For example, in 20119, the market share of Coca-Cola had 35%, while in 2020, the market share became 39 %( Euromonitor.com, 2021). As the sales increase, the profit of the Company has increased too. In this stage, the Company had to face a lot of competition with local brands as well as international brands. The Company has used Frontal attacks to compete. It offers similar products to its leader at the same price but high quality to sustain. As a result, customers are switching to this Company. While the Company is in India, the Company is in its maturity stage. The following figure represents the situation in India:
[image: ]
[bookmark: _Toc70002616]Figure 14: Coca-Cola market share in India
Source:  (Bhushan, 2021)
The Company has much more profit than its customers. Now, the acquisition cost of the customers is low because customers are well-aware of the products of Coca-Cola in India. Now, Coca-Cola has expanded its market to the remote rural area of India. Being a leader in the beverage industry, it has increased its extended usage by being partners of cricket events like IPL, T-20 world cup. Besides the Company has made a contract with different restaurants and food chains to deliver the goods at a low rate. It has used its channel block strategy there.





[bookmark: _Toc70002600]Conclusion:
Coca-Cola is a brand that is known worldwide. For over 125 years, this device has been in operation. The present degree of success comes from the base established over more than a hundred years of hard work. Their results are the result of relentless work in corporate, distribution, and supply chain management projects. However, the most significant part of their product range is their campaign strategy. They also used some of the bestselling techniques from the times of Candler and Robert to the present to set a precedent of how the industry works. They have shown a different approach in the field of marketing and advertisement and set an overwhelming precedent. This marketing excellence has made Coca-Cola here now.
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