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[bookmark: _Toc216635377]Introduction
One of the most popular and valuable brands in the world is the Coca-Cola Company, and its famous white writing on a bright red background is the sign of refreshment and cultural hegemony around the world. Coca-Cola started its way in 1886 and is now a diversified company with Diet Coke, Sprite, and Fanta, among other non-carbonated products. The company has a global brand worth the tune of USD 98 (Statista, 2025), and it keeps dominating the non-alcoholic beverage market, retaining its image of innovation, strategic marketing, and constant adjustment to novel consumer markets. During its last financial year, Coca-Cola earned approximately USD 47 billion in global revenue, with more than a third of this amount being generated in North America, and the next main regions being Europe, the Middle East, and Africa (Statista, 2025). With growing rivalry presented by PepsiCo and the shifting consumer behaviour, Coca-Cola has remained a market leader for over 130 years due to its determination to be creative in adverts and firm brand equity.
This report will compare and assess the international marketing policies of Coca-Cola in the United Kingdom and Bangladesh, which are quite different markets that depict the capacity of the company to adopt global uniformity alongside local adjustment. The UK is a well-developed, mature, and highly regulated market with a high level of competition, health consciousness, and environmental sustainability expectations among consumers. Contrastingly, Bangladesh is a developing economy, with Coca-Cola serving a consumer base that is youthful, price-sensitive, and with marketing efforts tending to seek an emotional response, connect with the community, and aim for aspirational branding. An analysis of the two markets can give a useful idea of how Coca-Cola uses alterations in its segmentation, targeting, and positioning (STP) to application and marketing mix (7Ps) to meet the needs of different cultures, economies, and regulatory backgrounds.
The report is organised in the following way. It will first examine the macroenvironmental factors that affect the operations of Coca-Cola in both countries through the PESTLE framework. Second, it examines the segmentation, targeting, and positioning strategy used in each market. Third, it compares the marketing mix (7Ps) to bring out the notable changes made in the product, pricing, promotion, and distribution. This is followed by an analysis of the marketing performance and ethics of Coca-Cola with regard to its sustainability, the health of consumers, and cultural sensitivity. Lastly, strategic suggestions are given on the actions that will help Coca-Cola improve its international marketing performance, and finally, the report provides a reflection on the issue of global standardisation and local adaptation in maintaining the competitive advantage.
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Figure 1: Leading soft drink brands ranked by brand awareness in the United States in 2024 (Source: Bashir, 2025)
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Figure 1: Coca Cola Bangladesh
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Figure 2: Coca cola UK
The Coca-Cola Company is a non-alcoholic beverage company that has expanded from one form of beverage formula to become one of the leading companies in the industry in over 200 countries and territories globally. The company was started way back in Atlanta, Georgia, in 1886. Having more than 8,900 workers with a market capitalisation of USD 290 billion and higher (Forbes, 2025), Coca-Cola has been one of the most valuable and familiar brands in the world. The mission statement of the company, which is “to refresh the world and make a difference,” reveals that the company is aimed at offering beverages that can serve various consumer needs, with a positive social and environmental impact.
The product line of the Coca-Cola brand has grown way beyond its flagship product, cola, to include globally renowned drinks like Diet Coke, Coca-Cola Zero Sugar, Sprite, Fanta, Minute Maid, Powerade, Dasani, and Georgia Coffee (Forbes, 2025). It is a diversified portfolio that allows the company to satisfy different regional preferences and lifestyles, starting with sparkling soft drinks and fruit juices and ready-to-drink teas, coffees, and plant-based drinks. Coca-Cola earned close to USD 46.8 billion in revenue and USD 10.6 billion in net profit in 2024, and almost half of its total revenues are earned in North America, and a significant portion in Europe, the Middle East, and Africa (EMEA) (Statista, 2025). The superior financial results, as well as the brand equity, have always made it one of the top 10 most valuable brands in the world, with a brand value of approximately USD 98 billion (Statista, 2025).
Coca-Cola's global marketing policy is one that balances between standardisation and localisation, which can be simply summarised in the guiding philosophy: Think globally, act locally (Timko et al., 2024). Such a two-pronged strategy will make sure the brand continues to have its stable visual brand, the characteristic logo in red and white, and the image of the brand as the one that makes people feel happy, share and have a drink, but on the other hand fit the product, the campaigns and the package to fit the cultural, taste and economic environment. As an illustration, Coca-Cola launches smaller, cheaper sizes of the bottle in its price-responsive markets when it operates in areas like the Bangladesh market, and in the UK, it is focusing on low-sugar and no-sugar variations to attract health-conscious consumers.
The key part of the purpose of Coca-Cola includes its sustainability strategy to refresh the world and make a difference. The organisation has four strategic areas that include cutting the waste in the packaging business by a factor of about 40 percent, good management of water resources, reduction of emissions, and development of business relations with other organisations worldwide. By 2024, 99 percent of Coca-Cola packaging will be recyclable, 28 percent will be made from recycled material, and 14 percent of drinks will be sold in reusable packs (The Coca-Cola Company, 2025). Coca-Cola, via its programs like World Without Waste, is seeking to recycle or collect all bottles or cans of the company it sells by 2030. One more priority is water stewardship, as since 2015, Coca-Cola has replenished more than 100 percent of the water used in its products around the world, and by 2035, it wants to achieve site-level replenishment in more than 200 high-risk places. The goals comply with UN SDGs 6 and 12, which facilitate responsible consumption and clean water access.

[bookmark: _Toc216635379]Macroenvironmental Comparison - PESTLE
A PESTLE analysis of the United Kingdom and Bangladesh will give more insight into the external environment that will influence the businesses including multinational companies such as Coca-Cola, NGOs and charities based in the area.
· Political Factors in UK: The UK is only showing a medium level of political stability, with a political stability index of 0.54 (The Global Economy, 2022), and a little higher than the global average. The opportunity afforded by government policies, including eligibility with SME tax relief, the incentive of net-zero funding (pledged up to 2050) do have both opportunities and limitations depending on the company size and focus (Tahmasbi, 2024). Brexit has introduced new trade restrictions to the EU, as the UK has more than 70 trade agreements with countries all over the world, and this allows the country to enter the market with ease. An international organisation such as WTO membership not only provides regulation but also entails regulation.
· Political Factors in Bangladesh: The political change has been witnessed in Bangladesh of late. As a result of the inherent political instability, the Prime Minister, Sheikh Hasina, who ruled 15 years, was ousted in July 2024 because of the widespread protests in the nation (Chowdhury, 2025). Student activism has become one of the most important political forces that shape the discourse in the country and impact policy reforms. Although the current interim government under a democratic process by Muhammad Yunus encourages the reform of the democratic practices, the businesses have to be wary of the possibility of a sudden change in policies and civil unrest.
· Favourable and Unfavourable: In the UK, political stability is moderate, with a political stability index of 0.54, slightly above the global average (The Global Economy, 2022). The government supports businesses through policies like SME tax relief and net-zero funding, which encourages sustainability efforts, although these advantages may depend on the company's size and focus (Tahmasbi, 2024). However, the complexities introduced by Brexit have created trade restrictions, making market entry and cross-border transactions more challenging. In Bangladesh, the political environment is more volatile, as evidenced by the political instability resulting in the ousting of Prime Minister Sheikh Hasina in 2024 due to widespread protests (Chowdhury, 2025). While the interim government led by Muhammad Yunus promotes democratic reforms, businesses must be cautious of potential policy changes and civil unrest, which can lead to uncertainties for companies operating in the region.
· Economic Factors in UK: The inflation issue is also a major one, as at the month of October the Consumer Price Index stood at 4.6% (Bank of England, 2023), but is projected to level off by 2025. The high electricity rates (0.44 per kWH) and increasing labour costs are obstacles to the profitability of the operation (Mwemeke, 2022). The prospects of foreign direct investment are also good, with 1,654 FDI projects generating almost 80,000 jobs in 2022. Right supply chain Transport costs have been reduced in the recent times which has had a positive effect on supply chain efficiency.
· Economic Factors in Bangladesh: The economy of Bangladesh has been gradually developing, and it is projected to grow by 4.0% this year and 5.0% next year (Asian Development Bank, 2025). It is predicted a 10.0% inflation rate in the year 2025 and set to decline to 8.0 in the year 2026 that can affect consumer-buying power. There is the advantageous infrastructure and other good sectors like ready-made garments (RMG) that provide chances to invest in the country and develop partnerships. The overall economic stability and market potential is backed by the government emphasis on the creation of jobs and security of the society.
· Favourable and Unfavourable: The UK faces economic challenges, including high inflation (4.6% in 2023) and rising living costs, which could negatively impact consumer spending, particularly in the retail and FMCG sectors (Bank of England, 2023). High electricity rates and increasing labor costs are also potential obstacles to profitability (Mwemeke, 2022). Despite these issues, the UK remains attractive for foreign direct investment (FDI), with a positive outlook for market opportunities, as evidenced by FDI projects generating significant job creation. In Bangladesh, the economy is growing steadily, with a projected GDP growth rate of 4-5% in the coming years (Asian Development Bank, 2025). However, inflation is a concern, with rates predicted to reach 10% in 2025, which could reduce consumer purchasing power. Despite this, Bangladesh's developing infrastructure and sectors like ready-made garments (RMG) present significant investment opportunities. The government’s focus on job creation and social security also bodes well for the long-term economic stability of the country.
· Social Factors in UK: The United Kingdom is characterised by a high degree of Human Development Index (0.929) and level of education as more than 26 million workers are highly educated people (Francis et al., 2023). Rising cost of living (9.6% to October 2022) however, may constrain consumer spending affecting the retail and the FMCG sectors. In respect of reputation and involvement, alignment to and achievement of culture and responsiveness to consumer anticipations still matter. Moreover, the UK cultural factors influence social behaviour, as well as business behaviour. 
· Social Factors Bangladesh: The aspects of social development in Bangladesh involve the rise in the percentage of workforce engagement and well-intentioned efforts to establish a workplace environment conducive to women (Sikdar, 2021). Consumer demand and workforce abilities are on the rise due to livelihood and human capital improvements. Nevertheless, we still have the issue of societal problems such as inequality in income and the necessity to provide inclusive education and health services. The cultural aspects of Bangladesh also determine its social and organisational structure. 
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· Figure 4: Cultural Dimensions

Hofstede Model of UK
· Power Distance (PD): 35 – Low power distance, indicating a more egalitarian approach to authority.
· Individualism (IND): 89 – Highly individualistic, where personal goals and independence are prioritized.
· Masculinity (MAS): 66 – Balanced masculinity with moderate emphasis on competitiveness and achievement.
· Uncertainty Avoidance (UA): 35 – Low uncertainty avoidance, indicating a more relaxed approach to ambiguity and uncertainty.
· Long-Term Orientation (LO): 51 – Moderate long-term orientation, showing a balance between tradition and future planning.
· Indulgence (IN): 69 – High indulgence, showing a tendency to freely enjoy life and have fun.
Hofstede Model of Bangladesh
· Power Distance (PD): 55 – Higher power distance, signifying a more hierarchical structure in society.
· Individualism (IND): 20 – More collectivist, with stronger emphasis on group cohesion and family ties.
· Masculinity (MAS): 55 – Moderate masculinity, indicating a greater focus on competitiveness and success.
· Uncertainty Avoidance (UA): 50 – Moderate uncertainty avoidance, indicating a preference for clear rules and predictability.
· Long-Term Orientation (LO): 47 – Similar orientation, with a slight preference for long-term planning and perseverance.
· Indulgence (IN): 20 – Low indulgence, indicating a more restrained approach to enjoying life.

Favourable and Unfavourable: In the UK, the workforce is highly educated, with over 26 million skilled employees contributing to a strong labour market (Francis et al., 2023). However, the rising cost of living could constrain consumer spending, particularly in sectors such as retail and FMCG. Social expectations regarding sustainability and culture play a significant role in shaping consumer behaviour and the alignment of brands with societal values. In Bangladesh, the social environment is evolving, with increased workforce engagement, especially regarding female-friendly workplace initiatives (Sikdar, 2021). The growing demand for goods and services, fuelled by improvements in human capital and livelihood, creates opportunities for businesses. However, societal issues like income inequality and the need for inclusive education and health services remain challenges that need to be addressed for further social development.
· Technological Factors in UK: The process of innovation is supported by the government reimbursement of researchers via tax breaks (up to 230 percent) and financial support (annual spending of between 20 and 22 billion pounds) (Sandhu, 2023). The use of automation is also increasing with the accumulation rate of robot density reaching 85 and digital connectivity is good with 96 percent of premises having a super-fast broadband (Statista, 2022). E-commerce is an expanding platform with 36 percent of the sales in IKEA in the UK in 2022.
· Favourable and Unfavourable: The UK has a robust technological infrastructure, with strong government support for innovation, including tax breaks for researchers and significant financial support for R&D (Sandhu, 2023). The country also boasts high digital connectivity, with 96% of premises having access to super-fast broadband, and a growing trend toward automation in industries (Statista, 2022). These factors create a conducive environment for businesses to adopt advanced technologies and expand e-commerce platforms. On the other hand, Bangladesh is slowly adapting to modern technologies, particularly in industries like ready-made garments (RMG), which is boosting productivity and efficiency (Sikdar, 2021). Digital infrastructure and mobile connectivity are improving, opening up new opportunities for e-commerce and digital business models. However, the country still lags behind in adopting cutting-edge technologies, which may slow down the overall pace of technological development.
· Technological Factors Bangladesh: Bangladesh is slowly embracing the use of modern technologies as the Fourth Industrial Revolution. Factories are being automated and equipped with modern machinery, with great effect on efficiency and the production capacity, especially within the RMG industry (Sikdar, 2021). The digital infrastructure and mobile connectivity are, also, growing and e-commerce and new forms of business become possible.
· Environmental Factors UK: UK is a signatory to Agenda 2030 on sustainability, but has already passed only 21 of the Sustainable Development Goals. Renewable energy contributes to 44.5 percent of the electricity production (Department for Energy Security & Net Zero, 2023), and businesses will have to be able to meet rigid pollution and waste toughness requirement.
· Environmental Factors Bangladesh: Due to industrialisation there is environmental pressure as seen in river, soil and air pollution. Other factories can be identified as less green that poses regulatory risks and reputational risks to companies operating in a sensitive geographical area (Sikdar, 2021). Long-term business operations are becoming more dependent on sustainability issues and mechanisms of keeping environmental regulations.
· Favourable and Unfavourable: The UK is committed to sustainability, being a signatory of Agenda 2030, and has made considerable strides in renewable energy, which accounts for 44.5% of the country’s electricity production (Department for Energy Security & Net Zero, 2023). However, businesses in the UK must adhere to strict environmental regulations, particularly concerning pollution and waste management, which can increase operational costs. In Bangladesh, rapid industrialization has led to significant environmental pressures, such as air, soil, and river pollution, which could pose regulatory and reputational risks for businesses (Sikdar, 2021). The country’s limited focus on sustainability practices may also affect long-term business operations, especially as global attention shifts towards environmental conservation and regulatory compliance.
· Legal Factors UK: There is strict employment legislation with minimum wage (10.42-11.95/hour), statutory holidays, and pay regulations (Clark, 2018). The regulatory reforms compulsory after Brexit and the regulations of M&A out of the Companies Act 2006 demand compliance vigilance, and a lack of it is severely sanctioned (Dhingra et al., 2016).
· Legal Factors Bangladesh: The legal environment of business is relatively stable and quite a number of factories do not have any significant legal concerns in Bangladesh. Nevertheless, the regulations, labor laws, and safety regulations in the industry have to be adhered to strictly in order to evade penalties and have a sustainable operation (Sikdar, 2021).
· Favourable and Unfavourable: The UK has a well-established legal framework with strict employment laws, including minimum wage regulations, statutory holidays, and pay (Clark, 2018). However, the changes brought by Brexit have created new legal challenges, particularly regarding trade and mergers and acquisitions, which businesses must navigate carefully to avoid penalties (Dhingra et al., 2016). In Bangladesh, the legal environment is relatively stable, and businesses face fewer regulatory hurdles. However, the country’s labor laws and safety regulations must be strictly followed to avoid penalties. While legal concerns are not as prominent as in the UK, the enforcement of labor and safety standards remains critical for businesses aiming for sustainable operations (Sikdar, 2021).
[bookmark: _Toc216635380]Advantages and Disadvantages of the Hofstede Model for the UK and Bangladesh
Low power distance (35) in the UK encourages an egalitarian setting that promotes open communication and participative management and leads to innovation. Its individualism level (89) enhances personal initiative and self-reliance that has the potential of leading to productivity and competitiveness. The degree of uncertainty avoidance (35) is low giving the businesses some flexibility that enables prompt changes. Nonetheless, individualism may be a problem in team work and moderate long-term orientation (51) may also hold back on sustainability to benefit short-term. The higher power distance (55) in Bangladesh leads to the hierarchical organization, which can simplify the decision-making process but restrict the freedom of decision-making and innovation among employees. Strong community relationships and team work are promoted by the futurist culture (20) at the expense of individual responsibility. The moderate uncertainty avoidance (50) indicates that it can be somewhat careful when it comes to new strategy adoption, and the low score of indulgence (20) can be an obstacle to establishing desire-based marketing strategies. The inability of individuals in Bangladesh to have more empowerment in business is constrained by its lesser individualism (20).
[bookmark: _Toc216635381]Similarities and dissimilarities
Similarities: The issues that are experienced in both countries have been on the economies, that is due to increasing costs in the UK (inflation and labour costs) and in Bangladesh there has been inflationary pressures. Technologically, both countries are coping with the Fourth Industrial Revolution, as the UK progresses with automation, and digital connectivity whereas the Bangladesh makes some steps in the modernization of such industries as ready-made clothes.
Dissimilarities: United Kingdom is more stable politically and has a more developed legal standard, which gives any business a strong base to operate. The opposite is true with Bangladesh, which is characterized by political insecurity and uncertain legal system, where the swift shift in governance may disrupt the business processes. UK is also at the forefront of the sustainability agenda, it has high emphasis on the renewable energy and also the law involved in environmental policies whereas Bangladesh has been industrialized and the industrialization has posed a strain on the environment such as pollution. There are also social aspects, like the engagement of the workforce and the behavior of consumers, which vary because of the circumstances in a particular country in terms of culture and economics.
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Segmentation, Targeting, and Positioning (STP) is one of the most significant aspects in the marketing strategy of Coca-Cola in the UK, as it will help the company find various consumer needs and position its products and marketing activities accordingly (Kotler et al., 2022). Coca-Cola uses STP in the demographic, psychological, and behavioural levels.
Segmentation: Coca-Cola has both a demographic segmentation strategy as well as a psychological approach that the company utilises to reach out to various consumers in the United Kingdom. Demographically, the company mainly targets youth (young people, aged 18 35) since it has a brand image of a younger generation who are energetic, and the range of flavours is quite broad, including classic, cherry, vanilla, and lime, and will likely be advertised using pop stars to reach this age group (Clark, 2019). Another important factor is the family size, as Coca-Cola offers bottles in various sizes, such as 1L, 1.5L, 2L, and 3L, which means that households with different sizes could choose products that would fit their demands (Thompson, 2016). The company is also accommodating the level of income disparities, producing high-priced cans, lower-priced bottles that can be recycled, and glass bottles that can be recycled and used as well as high-end cans that are priced higher (OECD, 2019). Psychologically, Coca-Cola should adapt to the increasing health consciousness level of the UK clientele by providing low-calorie or zero-calorie drinks. At its very beginning, Diet Coke was promoted as a woman-oriented product, and Coke Zero, as a product that was more health-conscious, targeted men as a potential market, thus showing that the company is sensitive to the lifestyle-related consumer tastes (Meng, 2024).
Targeting: 
· Young consumers (18–35) receive a range of flavours and trendy marketing campaigns.
· Families choose bottle sizes appropriate for household consumption.
· Health-conscious consumers are targeted with Diet Coke and Coke Zero.
· Occasional consumers are engaged through seasonally themed packaging and promotions.
Positioning: When it comes to addressing the old product attraction, Coca-Cola puts itself as a label of joy, beat, and way of life, and strikes the right balance and innovation to suit new health and lifestyle fads (Keller, 1993). The diversification of its product, the focus of marketing, and event-based campaigns make it have an effective brand hierarchy and distinguish itself among other rivals such as Pepsi and Nestle (Wunsch, 2019).
[bookmark: _Toc216635384]Bangladesh
Segmentation: The Coca-Cola company in Bangladesh uses several segmentation policies to appeal to various groups of consumers. In terms of geography, the company offers its products in two main units: Abdul Monem Limited (AML) to deal with areas such as Chittagong, Comilla, and Sylhet, and International Beverage Bangladesh Ltd (IBBL), which is nationwide except for 3 regions. Coca-Cola is demographically focused on all age groups, races, and genders, with the emphasis on high- and middle-income consumers (Khatun, 2022). Certain products are targeted to certain age groups: Oasis is oriented at the 20-30 years old segment, whereas Diet Coke would consider the 30-50 years old segment. On psychographics, Coca-Cola takes into consideration social status, lifestyle, profession, education level, and personality, but it majorly targets the middle-class consumers. The behavioural segmentation can be observed in the emphasis of Coca-Cola on such occasions as Eid, Durga Puja, Pohela Boishakh, and other cultural or social festivals as such where people can share (Khatun, 2022).
Targeting: Coca-Cola market in Bangladesh is the youthful generation in the ages of 10-25 years and the older generation of 25-45 years. On product-based targeting is used too: diet and low-sugar products are targeted at health-conscious customers, Sprite is targeted at teen and college students, and Limca is targeted at young professionals (Khatun, 2022). The company focuses on clients who value high quality in taste and refreshing beverages, and it does not seem to be just over consumer preferences and lifestyle.
Positioning: Coca-Cola is the drink that refreshes and quenches thirst with a message of it being tiny drops of joy (Khatun, 2022). Its advertising has been with a family and social relativity especially on cultural and religious events, which supports the brand as a significant element of daily living and festivals. Emotional relation is built in the positioning strategy to encourage unity and fun linked to the association of quality, taste and refreshment of the brand.
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Coca-Cola also uses STP strategies in the UK and Bangladesh, albeit differentiated through the contextual differences that reflect the local market traits. The demographics segmentation in the UK concentrates on young customers between the ages of 18 and 35 years, where products will be differentiated into sizes to suit the distinct family sizes and pricing to suit the various income groups. Psychographic segmentation is seen in the health-conscious products such as Diet Coke and Coke Zero, which are initially gender based on lifestyle and wellness patterns. The behavioural segmentation attracts occasional customers with seasonal offers and thematic packaging (Kotler et al., 2022; Khatun, 2022). The brand is targeted at the young population, families, and health-aware individuals as it is positioned as a brand of happiness and an icon of lifestyle and uses product diversification, marketing campaigns, and promotions, based on the event, to outcompete such brands as Pepsi and Nestle.
In Bangladesh, the geographic and demographic range of segmentation is smaller. Products are distributed under Abdul Monem Ltd and IBBL so that the large areas can be covered and all age groups and genders are targeted, with specific preferences to those with middle and high incomes. Psychographic segmentation is centred on middle-class lifestyle and social status, whereas behavioural segmentation centres on cultural and religious events, e.g., Eid and Pohela Boishakh. Coca-Cola aims at youth (10-25) and adults (25-45), and diet products at the health-conscious people. The fact that it is marketed as small drops of happiness focuses on the refreshment, quality, and emotional bonds among and in between social and family events (Khatun, 2022). In general, the UK strategy is more concerned with lifestyle and health trends, whereas Bangladesh is more concerned with cultural relevance, occasion-based consumption, and overall accessibility.
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· Product: Coca-Cola has a wide selection of over 3,500 beverages in the UK such as carbonated beverages, diet drinks, energy drinks, fruit juices, etc., which appeal to the health-conscious population (Meng, 2024). Producing an average of 3,300 beverages, Coca-Cola in Bangladesh tailors product lines to local preferences with the traditional Coca-Cola flavours and diet (Khatun, 2022).
· Price: The pricing approach includes such aspects as sugar levy and VAT, applying skimming and competitive prices (Meng, 2024). The pricing strategy is also based on the local production and distribution expense, and products are sold at competitive prices to the local markets (Khatun, 2022).
· Place It is widely distributed by vending machines, supermarkets, online, and logistics and franchising are advanced (Meng, 2024). Distribution is done via franchising and bottling agreements in three major areas, including Dhaka, Chittagong, and Khulna (Khatun, 2022).
· Physical Evidence Coca-Cola’s physical evidence includes its recognizable packaging, which features vibrant colours and the iconic logo, making it easy for customers to identify the product. Additionally, the branding at retail locations, vending machines, and special event setups reinforces the brand’s presence and enhances the customer experience (Meng, 2024). The packaging and product design also reflect Coca-Cola's commitment to modernity and innovation, ensuring that consumers feel connected to the brand through every touchpoint (Khatun, 2022).
· Promotion: Publicity is combined through social media, sponsorship, and online marketing, and seasonal events such as the "Christmas Celebration Bottle Bow" (Meng, 2024). Advertisement will involve local events, sales advertisement, and print media (Khatun, 2022). The focus of employee engagement is on the promotions of the public events and the management of the franchise (Khatun, 2022).
· People: Innovation is also the subject of employee engagement, and the technology-driven services such as AI-powered vending machines (Meng, 2024). The production is managed to fit the local demand in the market, hence supply chain management is achieved (Khatun, 2022).
· Process: Smooth production and delivery of its products through loyalty apps contributes to a stronger customer interaction with Coca-Cola. The brand does not lose its image because the packaging is modern and the point-of-sale is branded (Meng, 2024). Pre-established packages of and branding support the popularity of Coca-Cola at retail stores and events (Khatun, 2022).
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Coca-Cola is still the biggest soft beverage company in the UK, with 2018 sales reaching £241.5 million (Wunsch, 2019). The brand loyalty has been reinforced by continuous product development, packaging, and flavour variations, which have kept the revenue growth going (Meng, 2024). However, the UK market is very competitive, and the lack of diversification of Coca-Cola in terms of beverages limits its ability to expand into other segments, such as snacks (Meng, 2024). The most critical KPIs include brand awareness, sales growth, and digital engagement, which are at high levels, and the sustainability initiatives are gaining more and more effect on consumer perception.
Coca-Cola has experienced a significant financial setback in Bangladesh because of the socio-political scandals, as well as changing consumer preferences. In 2024, sales dropped to half of 2023, revenue dropped from Tk2 -2.5 crore to Tk1- -1.5 crore, market share dropped to 19%/s compared to 42%/s, and the local brand Mojo increased to 39%/s, as opposed to 29%/s in 2024 (Rahman, 2024). Although per-unit margins are increased (Tk4.23 vs Tk2.91), the downturn was mostly due to customer sentiment, which reflects the significance of being geopolitically conscious and consumer-focused. The UK has a relatively stable market with moderate growth potential compared to Bangladesh, which has greater growth with consumption of soft drinks but is more volatile, indicating that Coca-Cola has a good-risk, high-reward environment.
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Figure 5: Leading soft drink brands ranked by brand awareness in the United Kingdom in 2024 (Source: (Bashir, 2024))
[bookmark: _Toc216635388]Evaluation of Marketing Ethics: Coca-Cola
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Figure 6: GDP of Growth of Bangladesh (Source: (Asian Development Bank, 2025))


Marketing ethics is the set of moral standards of the promotion of products into and their sale to consumers, their price, distribution, and communication (Baines and Fill, 2014). Being a worldwide brand, the marketing strategy by Coca-Cola has been under an ethical review, especially in situations where socio-political and cultural sensitivities are at peak levels. The company in Bangladesh had used an advertisement in which its location in the factory was falsely portrayed as Palestine, which was quite evidently a move to mislead about the Israeli seizure of Palestinian territory. Such a deception led to a customer backlash and a subsequent nationwide boycott, which cost the sales by 60 percent and a decrease in market share to 19 percent rather than 42 percent (Rahman, 2024). The case raises ethical issues in the areas of truthfulness, cultural sensitivity, and social responsibility. Ethical marketing is based on the fact that any advertisements should be factual, without using any political sentiments or religious sentiments exploitation, and be appropriate in terms of local norms and values (Kotler and Keller, 2022). A case in point, lapse in due diligence by Coca-Cola that led to the publication of the advertisement content without verifying raises serious questions about the credibility of this brand among consumers, and as such, it harmed the image of the brand.
Further, ethical marketing goes to corporate social responsibility (CSR), where the brand communication must be in tandem with the wider social expectations in general. Whereas the Coca-Cola Company tried to take the edge out of the situation by shifting its bottling system to Coca-Cola İcecek, the damage response was not enough to bring customer confidence in the immediate future (Rahman, 2024). The case of Bangladesh highlights the high significance of ethical marketing in international business. Firms have to reconcile between business ambitions and social responsibility, especially in politically sensitive areas, which would protect long-term brand equity, consumer loyalty, and market sustainability (Baines and Fill, 2014; Kotler and Keller, 2022).
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Figure 7:Stock of Coca-Cola (Source: (Forbes, 2025))
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Figure 8: Growth of Coca-Cola (Macrotrends, 2025)
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Figure 9: Revenue of Coca-Cola (Macrotrends, 2025)

[bookmark: _Toc216635389]Physical Evidence
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Figure 10: Customer Review
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Figure 10: Customer Review
[image: ]
Figure 11: Showroom in UK
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Figure 12: Showroom Bangladesh

[bookmark: _Toc216635390]Challenges
The Coca-Cola company had to deal with a lot of media, regulatory and social media pressure as it navigated in the journey in different markets especially in its exit and subsequent re-entry. With regard to media challenges, Coca-Cola faced the challenge of sustaining brand stability during the period that it was not selling in the market more than ten years. Local competitions took the place during this time thus creating a firm consumer loyalty to local brands. Coca-Cola needed to shake off the media overload of these home-grown brands, and this meant it had to move mountains to get its image back and market share restructured (Pathak, 2025). It was not only media representation but also reconnecting with the consumers that had become acquainted with the other kinds of products. The regulatory issues played a major role in the quitting of Coca-Cola in 1970s when the Foreign exchange regulation Act (FERA) compelled foreign firms to chop their proper equity holdings. The lack of a disclosure of secrets in making their Coca-Cola or a dilution of their control resulted in ceding out of the market to Coca-Cola (Pathak, 2025). The opening up of foreign investment laws in 1990s later enabled the re-entry of Coca-Cola, but the bottlenecks of several years before underlined the relevance of the acclimatization of international business activities in host country laws. The growth of social media issues has arisen because Coca-Cola was forced to re-align its branding and marketing strategy to suit the contemporary consumers who were becoming more social media influenced. The brand was forced to adopt a new type of digital marketing where it needed to focus on younger and health-conscious segments of the market and strike a balance between the existing brand image and emerging social media trends.
[bookmark: _Toc216635391]Profit and sales
Coca-Cola proved steady growth in revenues in the years and significant rise in annual and quarterly reports. In 2025, Coca-Cola had a quarter-to-quarter revenue of $12.455 billion, which is an increase of 5.07 percent. The company has shown a total revenue amounting to $47.663 billion in the twelve months ending September 30, 2025, which is an increment of 2.8 per cent against the preceding year (Macrotrends, 2025). This continuous growth is a pointer to the fact that Coca-Cola is able to retain its stand in the competitive beverage industry globally. Coca-Cola saw a growth in annual revenue of 2.86% in 2024, going up to $47.061 billion a year, compared to 2023, with annual revenue increasing by 6.39% to $45.754 billion (Macrotrends, 2025). The fact that Coca-Cola is able to keep raising its revenue annually by a considerable margin (11.25 per cent, 2021 to 2022) and that this growth is alongside its successful pricing and product diversification strategies and high brand loyalty, despite global market challenges, all stands out as proof of the effectiveness of the pricing strategies, product variety, and 
[bookmark: _Toc216635392]Customer engagement
Coca-Cola has been effective in its customer engagement and promotion strategies in both the UK or Bangladesh to retain its market dominance. Coca-Cola makes use of integrated marketing communications to reach consumers using various marketing communication channels in the UK which includes social media, digital marketing, and old media. The program like the Christmas Celebration Bottle Bow is developed to attract consumers at certain events and increase brand awareness and attachment to the brand (Meng, 2024). Another aspect of engagement strategy by Coca-Cola is the use of loyalty schemes, especially by the use of AI-powered vending machines, which can directly connect to the customers, thereby providing a reward upon returning to the store again. The aspect of incorporating technology in customer interaction, is essential towards keeping Coca-Cola in the competitive UK market.
Coca-Cola concentrates on popularity-related promotions in Bangladesh generating the audiences of local people. The brand engages in the promotion of its products through print, broadcast, and display media and offers sales promotion in the form of scratch cards, cash discounts, free samples, and event sponsorships (Khatun, 2022). The marketing activities of Coca-Cola have been associated with local festivals and social events such as Boishakhi and Ejtema that it has established a substantial emotional engagement with consumers. These promotions have not only increased the loyalty of consumers, but they have also assisted Coca-Cola to sustain its healthy market presence in the competitive market. Coca-Cola manages to do so via the customized promotional efforts, targeting its consumers through integrating world branding with local cultural appeal, which guarantee its future success in both markets.
[bookmark: _Toc216635393]Recommendations 
[bookmark: _Toc216635394]Bangladesh 
To begin with, the company will have to consider putting in place stringent advertisement validation procedures to guarantee the establishment of factuality and cultural sensitivity, especially in politically and religiously sensitive markets such as Bangladesh. This entails setting up of local review panels as well as consulting the regional experts prior to the implementation of campaigns. Secondly, the corporate social responsibility (CSR) programs should be reinforced, which can help in enhancing the perception. Coca-Cola needs to spend on community activities that reflect the local values, like sponsoring education, health, and water conservation, in a manner that shows it is not interested in the business alone. Such efforts can be used to regain trust and improve brand equity.
Thirdly, it is important to diversify the product portfolio in the changing consumer preferences markets. In Bangladesh, with healthier low-sugar and culturally friendly flavours at reasonable packaging costs, they could keep the price-sensitive and health-conscious clientele and compete with the local product, such as Mojo.  In Bangladesh, on the other hand, the socio-political sensitivities and missteps, including the controversial ad, have caused a sharp drop in sales, market share, and consumer confidence, the implication of which is that the multinational brands are vulnerable to consumer activism in the local setting. The comparative analysis reinforces the fact that whereas mature markets have stability, emerging markets such as Bangladesh have high potential to grow, and at the same time, they have high risks. The recovery of Coca-Cola lies in the culturally aware advertisement, product diversification, alignment of corporate social responsibility, and proactive ethical management
[bookmark: _Toc216635395]UK
Coca-Cola is already very adaptable to varying surrounding and varying economies and this can be demonstrated by the fact that the firm has already been successful in various markets all around the globe, but it is the United Kingdom suggest that business decisions have to be adjusted to the particular market. Coca-Cola in UK has low probability of expansion, high brand recognition and consumer loyalty that is prompted by healthy product lines, technological capability and sustainability. The possibility to utilize digital interaction and social media applications can serve as a tool to track the mood of the customer in real-time and enable the firm to react promptly to scandals and make changes to the marketing strategies. Lastly, to avert ambushing by marketing campaigns, Coca-Cola needs to ensure that employees receive training on ethical marketing and communication to the stakeholders to keep employees on track with the company's ethical practices worldwide.
[bookmark: _Toc216635396]Conclusion
The international marketing strategy provides a good balance between the global consistency and the local adaptation by enabling the Coca-Cola brand to succeed both in the mature and emerging markets like the UK and Bangladesh. The extremely competitive and regulated business environment of the UK demands that Coca-Cola needs to concentrate on healthier products, digital strategies, and sustainability and use the reached brand equity and recognized position. Conversely, consumers in the Bangladesh market will require more culture specific strategy, sensitivity of prices and emotional feeling towards the consumers through the use of local festivals and the involvement of the community in the marketing. The operation of Coca-Cola in Bangladesh is indicative of its awareness of the socio-political environments in which it operates, as it must undertake its marketing in a responsible manner and adopt increasingly corporate social responsibility to ensure it gets back on track. As per the PESTLE analysis, it is clear that Coca-Cola has to maneuverer through the various political, economic, social, and environmental issues in the two countries. The ability of the company to ensure that it is responding to the needs of the local market, such as its segmentation of targeting young and health-conscious consumers in the UK and its cultural sensitivity in Bangladesh reflect the ability of the company to respond to local market needs without sacrificing its global brand name. The key elements to securing Coca-Cola maintains market leadership in the two regions will be strategic recommendations, including ethical advertising and increased CSR. Through these insights, Coca-Cola is likely to enjoy further success and consumer loyalty in the various markets in the whole world.
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Table 2: PESTLE Analysis – United Kingdom (Source: Author)
[bookmark: _Toc216635399]PESTLE Analysis – United Kingdom
	Factor
	Key Insights (UK)
	Implications for Coca-Cola

	Political
	Medium political stability (index 0.54); post-Brexit trade complexity; strong net-zero policy incentives (Tahmasbi, 2024).
	Requires compliance with trade and sustainability policies; potential export and regulatory challenges.

	Economic
	Inflation 4.6% (Bank of England, 2023); high energy and labour costs; strong FDI inflows (1,654 projects in 2022).
	Rising operational costs; opportunity to attract FDI and enhance supply chain efficiency.

	Social
	High HDI (0.929); health-conscious consumers; cost-of-living pressures reducing FMCG spending (Francis et al., 2023).
	Shift toward low-sugar and sustainable beverages; need for premium pricing strategies.

	Technological
	Strong innovation support (R&D tax relief up to 230%); 96% broadband coverage; growing e-commerce (Statista, 2022).
	Digital marketing and online sales expansion potential; investment in automation.

	Environmental
	Renewable energy at 44.5% of supply; strict sustainability and waste laws (Department for Energy Security & Net Zero, 2023).
	Must meet sustainability targets (e.g., recyclable packaging, carbon reduction).

	Legal
	Strict labour laws (minimum wage £10.42–£11.95/hr); post-Brexit regulatory reforms (Dhingra et al., 2016).
	Compliance costs increase; continuous legal monitoring essential.



Table 3: PESTLE Analysis – Bangladesh (Source: Author)
[bookmark: _Toc216635400]PESTLE Analysis – Bangladesh
	Factor
	Key Insights (Bangladesh)
	Implications for Coca-Cola

	Political
	Post-2024 transition after Sheikh Hasina’s ousting; interim government under Muhammad Yunus promoting reforms (Chowdhury, 2025).
	Uncertain short-term stability; need for contingency planning and CSR engagement.

	Economic
	GDP growth 4.0% (2025) → 5.0% (2026); inflation around 10% (ADB, 2025).
	Expanding middle class; focus on affordability and volume sales to offset inflation.

	Social
	Increasing workforce participation; growing youth market; gender inclusion improving (Sikdar, 2021).
	Opportunity for youth-focused campaigns; brand positioning around inclusion and celebration.

	Technological
	Expanding digital infrastructure; e-commerce and mobile use rising (Sikdar, 2021).
	Leverage mobile marketing and digital payments for brand growth.

	Environmental
	Pollution and waste challenges due to industrialisation; weak green infrastructure.
	Reputational and regulatory risks; need for visible sustainability initiatives.

	Legal
	Labour and safety laws exist but enforcement inconsistent (Sikdar, 2021).
	Requires strict internal compliance to maintain ethical reputation.
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Customers say

Customers find this Coca-Cola tastes better than other brands and appreciate its proper sugar content and
value for money. The drink is best served cold and works well as a mixer, with one customer noting it pairs
effortiessly with burgers. While some customers report it doesn't leak, others mention issues with leakage.
The fizz level receives mixed feedback, with some customers enjoying the fizz while others report problems.
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sk GENUINE MADE IN GB COCA COLA SOLD DIRECTLY BY AMAZON!

Reviewed in the United Kingdom on 11 August 2025

Flavour Name: Cola, Box | Size Name: 330 mi (Pack o 24) | Verified Purchase

Bought Coca Cola 24 pack. Price-wise it was similar to the shops around 12ish pounds, however since | had
10 order other items as well it made sense to order it together from Amazon. In terms of quality, this Coca Cola
s "MADE IN GB" 50 you know its the genuine deal, not the middie-eastern type you get from the comer
shops. The type of packaging this comes in, is quite compact so easler 1o store, pick and grab. Thus far |
have not found any leakage, despite the amazon box it arrived in, arrived ripped inside  foyal mail plastic
bag to secure its contents.
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‘Tis the Season for
Holiday Refreshment

No one celebrates Christmas like Coca-Cola! Discover all
the ways we're here to help you savor every moment of
the season.
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