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[bookmark: _zcyefe7u7khd][bookmark: _Toc191911655]1. Introduction
As per the notion of Iastremska et al., (2023), marketing is considered as one of the fundamental tools that play a crucial role in identifying and reaching targeted customers. Besides this, an effective marketing strategy can communicate the value proposition of a product or service, generating brand awareness and driving a company's revenue. The ultimate goal of implying marketing strategies in an organisation is to achieve desirable business goals by giving a strategic position in the market. In addition, marketing strategies have had a significant impact on changing consumer behaviour or their purchase decision by creating a positive brand image. This research will evaluate the effect of marketing strategies on consumer behaviour, focusing on multinational beverage companies like Coca-Cola and a local Indian beverage company named Bindu.
[bookmark: _uqii8ip9rwey][bookmark: _Toc191911656]2. Research Background
The global beverage industry is highly competitive in both global and regional areas. At the end of 2025, the entire market is projected to be US$276.44 billion, and by 2029, it is expected to grow to $ 380.6 billion (Statista, 2025). Global beverage companies like Coca-Cola are often acknowledged for their excellent marketing strategies. Starting from organising product campaigns to posting ads on social media or celebrity endorsement, Coca-Cola has given an outstanding performance. It is believed that tactics such as emotional branding and product diversification have been one of the key marketing strategies for Coca-Cola, which helped the company to become the global beverage leader. 
[image: ]
Figure 1: Carbonated Soft Drink Market 
(Source: LinkedIn, 2022)
On the other hand, Bindu Soda is a local Indian beverage company primarily known for its flagship product “Bindu Fizz Jeera Masala”. This product was introduced in 2002 by Sathya Shankar and became highly popular quickly (Bagra, 2024). In addition, this local soda manufacturing company emphasised traditional marketing approaches that are focused on targeting regional customers on a smaller scale. Despite this, the company is relatively targeting a small scale of customers compared to Coca-Cola; the brand has built strong and loyal relationships with its customers and positioned itself as an authentic, homegrown alternative compared to mainstream carbonated. 
Needless to say, Coca-Cola's mass appeal and aspirational branding have successfully attracted a wide demographic. Meanwhile, Bindu, a local Indian beverage company, has focused on cultural relevance and local taste preferences that resonate with a certain group of customers. Thus, understanding different marketing approaches will allow how different marketing strategies impact purchasing decisions, consumer behaviour, and brand perception differently. 
[bookmark: _pxex37jzeep][bookmark: _Toc191911657]3. Research Aim and Objectives
Research Aim 
This research aims to evaluate the effectiveness of  Coca-Cola's and Bindu's marketing strategies and their influence on consumer behaviour. 
Research Objectives
· To evaluate the marketing strategies of Coca-Cola and Bindu and their impact on consumer behaviour.
· To assess similarities and differences between Coca-Cola’s and Bindu’s marketing strategies 
· To analyse how different marketing strategies or approaches of Coca-Cola and Bindu have impacted consumer behaviour differently 
· To understand the advantages and disadvantages of Coca-Cola's and Bindu's marketing strategies have on this company
[bookmark: _uav7ioljdmnw][bookmark: _Toc191911658]4. Research Question
1. What are the marketing strategies of Coca-Cola and Bindu and how does it impact consumer behaviour? 
2. What are the similarities and differences between Coca-Cola’s and Bindu’s marketing strategies?
3. How different marketing strategies or approaches of Coca-Cola and Bindu has impacted consumer behaviour differently? 
4. What are the advantages and disadvantages of Coca-Cola’s and Bindu’s marketing strategies?
[bookmark: _nytha4v0igrm][bookmark: _Toc191911659]5. Research Problem
Needless to say, local soft drink producers or beverage companies established in developing countries like India often face intense competition from global beverage giants like Coca-Cola or Pepsi. Recent research has revealed that the soft drink market in India is becoming more competitive after Reliance launched its soft drink brand named “Campa Cola” (Times of India, 2024). The report also says that the company has launched its product at half of the price of brands like Coca-Cola or Pepsi Co offers which is challenging for global giants to keep up with the local beverage companies in the regional field. In addition, industry executives have shared that both Coca-Cola and Pepsi Co. in India are facing dilemmas related to risk-hunting profitability, maintaining prices, and potentially losing market share. 
In the growing competitive market, maintaining a strong position by focusing on limited targeted customers and relying on authentic cultural flavors can bring several challenges for Bindu Soda as well. Apart from this, the subject of intense competition; global consumer preferences are also changing. In 2022, a report by McKinsey & Company revealed that around 50% of worldwide consumers prefer eating healthy, including soft-drink products (McKinsey & Company, 2022). Therefore, it can be said that using attractive branding or marketing strategies will not be enough for health-conscious customers in the future.  
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Figure 2: Changes in Consumer Behaviour Regarding Eating Habits Across All Generation After COVID-19 Begin 
(Source: McKinsey & Company, 2022)
Another key concern related to the beverage industry is global brands are rapidly evolving through blockchain and AI technologies. For an intense competitive market like the soft-drink industry; it is essential that future market strategies are assisted by blockchain or advanced technologies like AI, Machine Learning, or others. In the views of Liu et al., (2024), AI-based technologies and relatable techniques like predictive analytics can help companies retain in-depth and individualised marketing insights. Therefore, this study will help by evaluating current marketing strategies for  Coca-Cola and Bindu and their impact on consumer preference. Additionally, it will find further better approaches to recommend both of the companies for the betterment of their marketing strategies. 
[bookmark: _m1kbzwvwoce5][bookmark: _Toc191911660]6. Significance of the Research
This study is unique and significant as it will discuss the marketing strategies of two soft-drink producers where Coca-Cola is operating in the global market and Bindu Soda operating in the local market of India. It has been seen that the global beverage industry is highly competitive where brands like Reliance are giving tough competition to both global and local brands by setting a competitive price. In such a movement, for either global or local brands like Coca-Cola, and Bindu it is challenging to maintain a strategic position in the market. 
As per the notion of Das et al., (2022), after COVID-19, the global consumer preferences have significantly changed; especially in terms of foods and beverages. Customers around the world are becoming more health-conscious than before. People prefer drinks that are healthy, low or zero-carbonated, and low-sugar diet cokes (Khan and Raza, 2023). Meanwhile, the demand for quality products with affordable price ranges has increased the pressure on soft drink producers. Coca-Cola has already launched its low-sugar, low-carbonated, or diet products like Diet Coke, Coke Zero, Coke Zero Sugar, and AHA Sparkling Water considering the needs of health-conscious customers (The Coca-Cola Company, 2025). However, the brand often faced criticism regarding its authenticity of giving 100% low-carbonated, low-sugar products, or diet drink products (Serodio et al., 2020). High pricing is another critical constraint in Coca-Cola’s marketing strategy.
Jeera soda is a carbonated soda infused with cumin seeds. As per the notion of Mathpal and Rathore (2022), cumin seeds are considered to have digestive benefits including aiding in digestion, reducing bloating, and revealing stomach discomfort. In addition, Bindu Soda has created a valuation for the brand that is worth currently Rs. 800 Crore where the Fizz Jeera Masala has been the flagship product for this success (Your Story, 2023). However, based on the current market intensity and competitiveness; Bindu still lacks in applying marketing strategies like product differentiation, competitive pricing, and limited access to reach new customers. Therefore, this study will evaluate, and critically analyse the current market strategies of both Coca-Cola and Bindu Soda and find out relevant strengths which have helped both companies to impact consumer behaviour till today. In addition, the study will bring out possible weaknesses and threats that need to be omitted by applying new market strategies or approaches for both of the company’s vice-versa to bring new opportunities. 
[bookmark: _7o4tdd8w80dv][bookmark: _Toc191911661]7. Reviewing Existing Literatures
Impact of Marketing Strategies on Consumer Behaviour 
As opined by Sudarman and Lailla (2023), marketing is referred to as a function that is typically responsible for identifying, responding to, and analysing consumer’s or customer’s needs. In other words, it has been said that marketing is one of the core processes of business where the object is to meet customer's needs profitably. 
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Figure 3: Relationship Between Marketing Strategies, Brand Image, and Marketing Performance 
(Source: Sudarman and Lailla, 2023)
This research has explored that the soft-drink marketing industry is involved with strong and intense competition, where marketing strategies play a crucial role in creating a brand image and then lead to the successful emergence of marketing performance. The research shows that most commonly used marketing strategies have helped to bring success in the soft-drink industry such as influence marketing, or product differentiation like creating ready-to-drink beverages. In contrast, digital marketing and social media marketing has played an impactful role in changing consumer behaviour (Antczak, 2024). For instance, Coca-Cola has implied AI technologies for its limited editions products like “Coca-Cola Y3000” where customer's preferences have been individually taken to build the unique product. According to Wallenius (2024), SEO (Search Engine Optimization) is further highlighted as a useful technique that can be used as a marketing strategy to attract more organic traffic that increases the chances of generating marketing sales and leads. Such strategies often help to create value among customers regarding a brand and its products. 
Global Beverage Industry 
In the views of Ali and Aboelmaged (2022), the global beverage industry is a significant contributor to the economy and provides employment opportunities. The study has shown the importance of managing an efficient management and supply chain for this industry. In addition, driving factors like cost optimisation, regulatory compliance, government policies, and economic crises can deliberately impact the industry in either positive or negative ways. 
[image: ]
Figure 4: Driving Factors that Affect the Global Beverage Industry
(Source: Ali and Aboelmaged, 2023)
Apart from the aforementioned factors, customer needs are considered another important driver that impacts the industry. In the views of Rathnasiri et al., (2022), lack of awareness, customer preferences, and cost-optimisation are considered to be relatable factors that can affect the industry. However, this study has claimed to priorly focus on supply chain efficiency for a beverage company either operating in the global market, or local market. The authors of this study believed that managing an efficient supply chain management can help a company to reduce supply-demand misalignment, meet fast-changing consumer needs, understand customers’ changing behaviour, and effective cost-optimisation. Meanwhile, Karaev et al., (2023), highlighted the significance of marketing or using a market-oriented approach to build competitiveness in the global beverage industry. However, this study similarly revealed that external factors like changing customer behaviour are key factors strongly affecting the industry. This study has suggested that to stay ahead of the competition, beverage companies should use effective marketing strategies like product differentiation, competitive pricing, use the rich cultural influence that contributes special flavours, and ingredients to target local consumers. 
[bookmark: _gtf8p6v31zrz][bookmark: _Toc191911662]8. Theoretical Underpinnings within the Research Context (Theory of Planned Behaviour)
As per the notion of Rozenkowska (2023), the Theory of Planned Behaviour explains how physiological factors like changes in intention, the salience of beliefs, or new information can change one's behavior. According to the principles of this theory, the beliefs of an individual can be divided into three major parts such as behavioural beliefs, normative beliefs, and control beliefs. 
[image: ]
Figure 5: Model of Theory of Planned Behaviour 
(Source: Rozenkowska, 2023)
Each of the beliefs changes attitude toward behaviour, subjective norm, and perceived behavioural control that ultimately changes the intention and then behaviour. Hereby, for this study, the Theory of Planned Behaviour will be underpinned by explaining how consumers' intentions and purchasing decisions are influenced by marketing strategies. 
[bookmark: _jo3sr9fq9y4k][bookmark: _Toc191911663]9. Literature Gap
The key purpose of reviewing existing literature related to a particular subject phenomenon is to summarise, and analyse previously gathered and relevant information to build a comprehensive understanding (Chigbu et al., 2023). Conducting a mini literature review it is found that most of the previous researchers have broadly discussed the impact of marketing strategies on consumer behaviour.  Only a few recent studies have discussed marketing strategies related to the beverage industry and their impact on consumer behaviour. Moreover, examples like big global giants like Coca-Cola are given and limited examples given local beverage companies like Bindu Soda. In addition, the previous literature lacks in giving in-depth analysis of marketing strategies used by Coca-Cola and local companies like Bindu Soda impacting consumer behaviour which will be addressed through this study. 
[bookmark: _e0v313fpmccu][bookmark: _Toc191911664]10. Research Design
Mono-Method Research Design are used when data are collected that relates to primary quantitative data where techniques such as surveys are often used for such research.  As per the statement of Hossain, and Hakobyan (2022), the use of Mono-Method Research Design offers research to gain benefits like deep insights related to a specific aspect of a research topic. However, this study will be mixed research method to broader the analysis and also conduct a focused analysis using a two different method providing critical and comparative discussion compared to general designing and execution compared to mono-method. On the other hand, utilising secondary data can lead to generalisation of the research. Therefore, this particular research design is justified and effective for this study. 
[bookmark: _avn1jpb3q6i5][bookmark: _Toc191911665]11. Data Collection Method
[bookmark: _GoBack]Data for this study on “Evaluating Marketing Strategies of Coca-Cola Vs Bindu Soda and the Impact on Consumer Behaviour” will be collected through an online survey. Therefore, 8 to 10 questions will be prepared to gather responses related to how consumer behaviour is changing in the beverage industry. Close-ended questions will be asked to retain faster responses, ensure easier data analysis, and present clear quantifiable results (Taherdoost, 2022). It will ensure that customers are aware of brands like Coca-Cola and Bindu Soda. Responses are expected to be collected based on how the marketing strategies of both companies have reached them or how likely they have changed their diet by being influenced by marketing strategies or events. 
[bookmark: _ofg20njwa5kg][bookmark: _Toc191911666]12. Data Analysis Method
This research has aimed to collect both quantitative, and qualities data by conducting an online survey, and secondary research. In the views of Tumiran (2023), an effective data analysis method offers multiple benefits like a user-friendly interface, robust data-management capabilities, and the ability to perform both quantitative and qualitative data analysis. Using this particular data analysis method, this research will be able to in-depth understand relevant concepts and understand how Coca-Cola and Bindu Soda's marketing strategy has impacted consumer behaviour. 
[bookmark: _e18m2g21rc0r][bookmark: _Toc191911667]13. Expected Outcomes
This study is expected to reveal how Coca-Cola’s global marketing strategies, and Bindu Soda’s localised marketing approach has similarly or differently influenced consumer behaviour. This research is expected to reveal both the advantages and disadvantages that each organisation's marketing strategy has and either be able or unable to change consumer behaviour. Additionally, potentially analysing strengths, weaknesses, opportunities, or threats of unique marketing strategies adopted by both of the companies will further recommend some effective strategies for gaining future betterment. 
[bookmark: _o410mqbru0d8][bookmark: _Toc191911668]14. Expected Limitations
Potential limitations that this research may involve such as response bias as participants may provide socially desirable answers. Limited generalizability is another potential limitation as the survey sample may not entirely represent all consumer segments. Apart from this, data reliability is another potential limitation for this research which may hinder the results in case participants misunderstand any survey questions. 
[bookmark: _rz7m0x6nevm][bookmark: _Toc191911669]15. Ethical Considerations
This study on “Evaluating Marketing Strategies of Coca-Cola Vs Bindu Soda and the Impact on Consumer Behaviour” will adhere to ethical considerations by ensuring informed consent, voluntary participation, and confidentiality of respondents. Hereby, this study will be continuing data collection from the survey; thus, participants will be fully informed regarding the study’s purposes. In the views of Nii Laryeafio and Ogbewe, (2023), anonymity in research is mentioned by avoiding collecting personal data of participants such as names, addresses, or contact details. Here, for this research also participants' responses will remain anonymous to protect privacy. 
[bookmark: _kseh8r3h2mlj][bookmark: _Toc191911670]16. Research Timeline
	Tasks 
	Week 1-2
	Week 3-4
	Week 5-6
	Week 7-8
	Week 9-10
	Week 11-12
	Week 13-14
	Week 15-16

	Topic Finalisation and Approval
	
	
	
	
	
	
	
	

	Reviewing Existing Literature 
	
	
	
	
	
	
	
	

	Research Design and Methodology
	
	
	
	
	
	
	
	

	Survey Design and Ethical Approval
	
	
	
	
	
	
	
	

	Data Collection 
	
	
	
	
	
	
	
	

	Data Analysis 
	
	
	
	
	
	
	
	

	Finding and Discussion 
	
	
	
	
	
	
	
	

	Drawing Conclusion and Recommendation 
	
	
	
	
	
	
	
	

	Draft Submission and Feedback 
	
	
	
	
	
	
	
	

	Final Submission
	
	
	
	
	
	
	
	



Table 1: Research Timeline (Gantt Chart)
(Source: Self-Originated)
[bookmark: _zhvol77d8r0e][bookmark: _Toc191911671]17. Conclusion 
“I have chosen to investigate the research topic which is to evaluate marketing strategies of Coca-Cola vs Bindu Soda and the impact on consumer behavior since I believe that providing a positive correlation would have serious implications for the global beverage industry and that carrying out further quantitative research in this area will be integral to improving understanding. After having identified the limitations of previous studies in this field, I have worked on producing a methodology that will avoid these same pitfalls, and predict that the research will portray a strong enough relationship between the two factors to encourage further scholarship.”
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