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A Comparative Analysis of Coca-Cola's International
Marketing Strategies in Chinese and Brazilian Markets

1. Introduction

This report provides international marketing of Coca-Cola in two of their strategically
important markets, China (fast-growing) and Brazil (largest in Latin America) (Smartling,
2025). The selection of these markets, which reflect divergent cultural and economic
contexts, provides a compelling basis for examining the strategic agility required by a
global brand to recalibrate its market proposition and effectively address the

complexities of varying consumer behaviors.

The report is based on three analysis. First, a PESTLE Analysis is a focus on the
macroeconomic and socio-cultural forces of the Political, Economic, Social,
Technological, Legal, and Environmental forces that have a significant and negative
impact on the local activities and strategies of Coca-Cola (Okereke et al., 2024). Second,
the STP Strategies (Segmentation, Targeting, and Positioning) are also studied to
analyze the ability of the brand to distinguish the market and attract certain consumers
groups, based on the preferences of the region (Smartling, 2025). Third, Marketing Mix
(7Ps) identifies the customization and localisation of the approaches of product, price,
place, promotion, people, process and physical evidence between China and Brazil
(Cuofano, 2023).

Finally, the report evaluates the ethical implications of Coca-Cola marketing in the two
countries, that is, cultural sensitivity and environmental practices. It is out of this extensive
comparison that the conclusion will give concrete recommendations on how the future
international marketing plans at Coca-Cola can be fine-tuned and will indicate the need

to transform to achieve global brand success.

2. Brand Overview

Coca-Cola was founded in 1886 by Dr. John Stith Pemberton. It was originally designed
as a medical tonic, but soon turned into a soft drink and became globally cola drink

(Mason et al., 2018). Coca-Cola has global footprint across more than 200 countries, and
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the brand is known to achieve consistency in quality and innovations. Its mission
statement is to refresh the world mind, body, and spirit and to create value and make a
difference. This emphasis on emotional attachment is reflected in its iconic slogan, Taste
the Feeling, which tries to unite people and achieve the happiness of drinking its products
(Chen, 2025).

The marketing approach that Coca-Cola employs globally is based on its legendary brand
identity, which can be equated to happiness, refreshment and togetherness. It employs
a similar brand image, but adapts marketing strategies to suit local cultural preferences,
economic conditions and consumer behaviour. Coca-Cola is promoted as the beverage
of pleasure and feasting in the United States and Europe, accompanied by large-scale
occasions and holidays (Bottinelli, 2025). Yet, in the emerging markets, including China
and Brazil, the strategies of Coca-Cola are shaped much closer to the local needs and

preferences (Chen, 2025).

Coca-Cola must grapple with the challenge of operating in a rapidly developing market in
China with diverse tastes and preferences. It has stressed healthier beverage choices
including bottled water and tea in addition to the traditional cola drink. The advertising of
Coca-Colain China are positioned according to the local customs and holidays, marketing
the beverage as a refreshing beverage consumed at family events and celebrations
(Smartling, 2025). Furthermore, adopting Chinese culture enabled Coca-Cola to gain a
regional relationship without losing its international identity. According to Hu (2024) the
application of local celebrities and cultural faces in advertising has played a crucial role

in making the brand familiar in China.

Coca-Cola has an intensely competitive market in Brazil, with strong consumer loyalty
and a heavy market share. This is because the brand managed to adjust to the
requirements of the local market, introducing changes in packaging, prices, and taste
(Cuofano, 2023). Coca-Cola has ridden on its social responsibility and environmental
sustainability, which has struck a chord with Brazilian consumers who place emphasis on
corporate responsibility (Chen, 2025). Moreover, its engagement in strategic partnerships
with local events, including football tournaments, has helped Coca-Cola to establish itself

in Brazil and enhance its relationship with Brazilian consumers (Flores, 2025).



Both markets emphasise the ability of Coca-Cola to integrate global brand recognition
with local market differences to maintain success and relevance in different cultural and

economic contexts (Smartling, 2025).

3. Comparison of the Socio-Cultural Context (PESTLE
Analysis).

This section identifies a PESTLE analysis to compare the operating environments of
The Coca-Cola Company China and Brazil to highlight key challenges and opportunities

based on data gathered in the market and scholarly knowledge.
3.1 Political Conditions

China is in a highly regulated political market, under the category of Mixed (Net
Unfavourable). Stringent government laws with respect to imports, product formulation,
product pricing, and increasing taxes on sugar-containing beverages create the need for
expensive strategic changes (Chen 2025; Nanto 2025). But strong political stability
provides for the security of deploying capital over the long term. Local policies and a high
competition from domestic beverages compel a high-compliance, steady, investment

model.

Brazil has a relatively free but very volatile political environment which is rated as Mixed
(Net Unfavourable). Government enforces higher Taxes for sweetened Beverages to
fight Obesity (Cuofano, 2023). Different from China, Brazil's frequent political changes
cause imponderable taxation and market prediction problems (Smartling, 2025). The
market in general is freer to international companies, but requires a flexible forecasting

model with risk valuation.
3.2 Economic Landscape

China offers a huge and fast-growing consumer market that is driven by its expanding
middle class and is rated Mixed (Net Favourable) (Chen, 2025; Marketline, 2025). This
growth is balanced against high running costs and the risk of economic slowing down

(Smartling, 2025). A slowdown affects the spending on premium drinks (Sakshi, 2025)



directly, and they are at a juncture of expansion or managing the lower demand from

consumers.

Brazil's economy is heavily volatile with high inflation, high currency devaluation, resulting
in Mixed (Net Unfavourable) rating (Statista, 2025). This instability has the effect of
directly limiting consumer buying power, negative affectively putting pressure on soft
drink sales (seen as non-essential). However, there is a large population base and
cultural preference for celebratory drinks as a substitute, so there is a stable long-term
demand base. Brazil is in need of an affordable, value-based strategy which is macros

Olympian in the face of economic turmoil.
3.3 Cultural

Hofstede's Six Dimensions illustrate how Coca-Cola needs to change its marketing mix.
Both countries score highly on Collectivism, emphasising the group and the family (Chen,
2025; Matyszek et al., 2025). This is universal Favourably, makes it possible to advertise

to the motives of group consumption, group harmony.

Power Distance (Both high): Both these societies respect hierarchy which is Favourable

as centralised global campaigns are accepted.

Long-Term Orientation: China is a Long-Term Orientation (tradition, thrift) which is
unfavourable for carbonated drinks as it fits in with the health trend and traditional tea
consumption. Brazil's Short-Term Orientation (immediate enjoy) scores Highly

Favourable, in complete keeping with Coca-Cola's celebration messaging.

Indulgence vs. Restraint: Brazil is an Indulgent Culture (social freedom) which makes
it Highly Favourable and being supportive of Non-Essential Celebratory Products. China
is a restrained society (discourages pleasure) and therefore Unfavourable since it

advocates against drinking sugary drinks.

Uncertainty Avoidance: High in Brazil needs consistent branding. Low in China makes

the introduction of new products quick.



The cultural synergy forces a massive product diversification (low sugar/ tea) in China,

against marketing intensification (celebration/sport focused) in Brazil.
3.4 Technological Improvements

The technological climate in China is Most Favourable. Extensive digital infrastructure,
hyper-penetrated with mobile interfaces (WeChat, Douyin) and e-commerce (Tmall)
permits for a digital first strategy. Coca-Cola uses Al for hyper-personalised marketing, it
makes it easier for direct-to-consumer distribution and targets their enormous urban

customer base with ease (Han et al., 2025).

The level of technology in Brazil is Mixed (Net Favourable). While increase in internet
usage and a youth of social media interaction (Cuofano, 2023) seems like a bright future
in a digital sphere, poor connectivity in rural areas has to make one dependent on the
expensive traditional media (TV/radio). This forces a two-pronged approach or
digital/lyoung/urban and traditional/ mass/rural limiting effectiveness of campaigns

nationally.
3.5 Legal Issues

The legal environment in China is Net Unfavourable. Coca-Cola has to comply with strict
laws regarding marketing of sugary drinks to kids and comply with complex and
differentiated laws on packaging and labelling in each locale (Chen, 2025; Huse et al.,
2022). This requires constant changes to operations, putting compliance into a complex

and expensive operation.

Similar pressure is applied to Brazil where strict policies regarding nutritional labelling
and rising demand for eco-friendly practices in packaging and production is expected
(Cuofano, 2023). The market is evaluated to be Unfavourable as such rising demands

come up and add complexity and cost to the manufacturing, distribution processes.
3.6 Environmental Concerns

Both markets are considered Unfavourable because of the high-profile issues associated
with sustainability. In China, high water usage and plastic waste are severe negative

brands image threats, particularly with water shortages (Smartling, 2025; Chen, 2025).
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Coca-Cola's programme in recycled package and water consumption is under the close

scrutiny of the regulatory body.

Similarly, in Brazil, steady panic about plastic pollution and water consumption in drought-
affected areas translates into an endless need for costly sustainability programmes and

active public relations (Vandenberg, 2024).
3.7 PESTL Analysis: Strategic Similarities And Differences

The PESTLE analysis uncovers some critical similarities and differences that determine

the regional strategy for Coca-Cola.
Similarities:

The most significant similarities are the collective trend towards health regulation
(Political, Legal, and Cultural factors), resulting in an increase in taxes and strict labelling
requirements. Further, heavy pressure from the environment (Environmental factor) in
terms of water resource management and plastic waste need sustainability investment.
Finally, the similarity in high Collectivism (Cultural factor) is positive, for universal

marketing theme based on mutual social experiences and family events.

Strategic Divergence:

The strategic value of the differences pushes different strategic needs of Coca-Cola:

Table1: Strategic Divergence

PESTLE Ch.ma Br.a zl Strategic Impact for Coca-
Factor (Divergent (Divergent Cola
Feature) Feature)
Requires a high-compliance,
: stable investment model in
Political/Legal || 1..8h Control, i Low Control, China vs. a flexible, risk-
Stable Tax. Unstable Tax. . . )
adjusted forecasting model in
Brazil.
Economic Growth-Driven Volatility- China allows for
Risk Driven Risk premiumization and
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PESTLE Ch-ma Br.a zil Strategic Impact for Coca-
Factor (Divergent (Divergent Cola

Feature) Feature)

(Slowdown). (Inflation). expansion, while Brazil
forces a focus on affordability
and value.

Advanced Split Digital China requires an é?ll—dlgl'tal—

. first strategy. Brazil requires a
Technology Digital Ecology (Urban
Ecolo vs. Rural) dual-channel
&Y ' ' (digital/traditional) approach.
o Indulgent: Forces product diversification
Restrained: . :
Culture . Supports (low-sugar/tea) in China vs.
Works against o . S
(Indulgence) . celebratory marketing intensification in
soft drinks. . )
consumption. Brazil.

4 Comparison of Brand's STP Strategies

The Coca-Cola Company uses Segmentation, Targeting and Positioning (STP) in its
marketing strategies to appeal to different groups of consumers successfully. Although
maintaining some similarities in basic brand identity, Coca-Cola tailors its STP strategies

to fit socio-cultural, economic, and consumer behaviour differences in China and Brazil.2
4.1 Segmentation

In China, Coca-Cola uses demographic segmentation, psychographic segmentation, and
behavioural segmentation. The firm is focused on city dwellers with more disposable
money and younger, tech-savvy consumers through digital platforms (Smartling, 2025).
The greater tendency towards health-consciousness even led to Coca-Cola to divide
according to health-related tastes, with its traditional cola, executing together with bottled
water, tea and other similar beverages (Chen, 2025). Coca-Cola also appeals to other
sub-groups including families and working professionals as well, catering to their tastes

and lifestyles.

In Brazil, Coca-Cola uses both demographic and geographic segmentation, focusing on
dissimilar income and regional taste. Premium products are directed at urban consumers

in cities like Rio de Janeiro and Sao Paulo, while cheaper variants are marketed to rural
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consumers by localising them (Cuofano, 2023). Another segmentation Coca-Cola is
doing under the cultural dimension is the relationship between Brazil and sports and
events. As a response to the growth of health-consciousness among Brazilians, the brand

has introduced low-calorie alternatives.
4.2 Targeting

The firm uses a Differentiated Targeting strategy by recognising and targeting different
market segments, with specific products and marketing messages offered to each. This

is demonstrated in both markets:

China

Coca-Cola targets the middle class and upper class, urban populations who are more
inclined to purchase non-essential goods and have a significant influence by international
brands. Another marketing strategy that the company uses is differentiation, where
younger consumers are engaged by digital marketing using WeChat and Weibo
(Smartling, 2025). Local preferences are adapted to the preferences of the countries
where it operates, like its tea-based drinks besides its normal cola. It is targeted for

youngster and students with a comfortable concentration and high-quality goods.

Brazil

Coca-Cola is targeted to price-in and mass-market in Brazil. Although the brand is very
available to the low-income earners as well as the high-income earners, as far as the
high-end products are considered, like Coca-Cola Zero and Coca-Cola Life, it is focused
on the high-income earners. The firm uses geographic segmentation in which its low cost
counterparts can be found in the rural environment with those high cost can found in the
urban areas. Coca-Cola's important sponsorship of the football and sports events is
precisely one such targeted attempt that caters to the fans through the sheer promotional

forms pertaining to the events.
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4.3 Positioning

Coca-Cola's positioning strategy attempts to balance its global, universal brand image

("happiness", "refreshment") with necessary local adaptation.
Positioning in China

Coca-Cola has branded itself in China as a global connectivity beverage and a lifestyle-
enriching beverage. The brand identifies itself with up-to-date, cosmopolitan lifestyles
and focuses on family concerns and Chinese cultural roots in its promotional activities
(Chen, 2025). Coca-Cola balances its global identity with locality in subtle ways to target

its healthier products, including tea beverage, to health-conscious people.
Positioning in Brazil

Coca-Cola has become a symbol of joy, friendship, and fun in Brazil. The messaging of
the brand is centered on sports, music and festivals, which appeals to the Brazilian values
of communing and socializing. Coca-Cola is focused on being inclusive and the beverage
of choice anytime and anywhere someone is celebrating or living a regular day (Cuofano,
2023). Positioning is based on the refreshing quality of the brand, which is associated

with the warm climate in Brazil and the vitality of social events.
Perceptual Map in China's Market

This tool will help Coca-Cola determine its position relative to both global competitors

(Pepsi) and strong local competition (tea and bottled water brands in China).
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Figure 1: Perceptual Map in China Market
Explanation:

Coca-Cola's Position: Coca-Cola's standard product is perceived as Sugary/Atrtificial

(due to health trends) and a strong Global/Western Brand.

Adaptation: Coca-Cola respond to the gap in "Healthy/Natural" space by introducing tea
and bottled water products, trying to shift its overall portfolio to the top-half of the map,

while capitalising on its "Global" identity for premiumisation among urban consumers.
4.4 Conclusion: Similarities and Differences in STP Strategies
This comparison reveals how Coca-Cola uses a global STP framework, but with important

local tweaks.
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Similarities (Core Strategy)

Table2: Similarities in STP Strategies

STP
Shared Strategy Rationale
Component
Both markets are segmented by demographics
Multi-Segment . _ .
Segmentation (income, age) and behavior (health-conscious vs.
Approach N
traditional).
The company does not use mass marketing;
) Differentiated instead, it targets multiple segments with product-
Targeting a . .
Targeting specific offerings (e.g., low-sugar options for a
health segment, main cola for mass consumption).
In both countries, Coca-Cola positions itself around
Global Brand,
Positioning a core message of joy, togetherness, and
Local Relevance o _ _
refreshment, which is universally applicable.

Differences (Local Execution)
Table3: Differences in STP Strategies

China (Key
STP Component Brazil (Key Difference) |[Strategic Impact
Difference)

. Strong focus on Reflects China's advanced
Segmentation |Heavy

o segmenting by e-commerce and youth-
Digital/Psychogr . .
Geography/Income driven digital culture
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China (Key ) ) .
STP Component Brazil (Key Difference) ||Strategic Impact
Difference)
aphic Focus (Urban/High-end vs. versus Brazil's geographic
Rural/Value). and economic disparities.
Mass-Market/Value In China, targeting can be
Hiah Focus is more critical premiumized
1 -
) g __ ||/due to the volatile (Global/Western image);
Targeting Income/Aspirati L . .
economy and competition |lin Brazil, affordability and
onal Focus
from low-cost regional wide distribution are
brands (Tubainas). primary drivers.
China's positioning must
] actively counteract health
Celebration and strong
Modern concerns with low-sugar
links to national cultural _
Positioning Lifestyle/Health . products; Brazil's
events (Carnival, o
Balance positioning can leverage a
Football). o
strong existing culture of
social indulgence.

5. Comparison of Marketing Mix Strategies (7Ps).

In both China and Brazil, Coca-Cola modifies its (7Ps) product, pricing, placement,

promotion, people, process, and physical evidence strategies in line with consumer

needs in both markets.
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5.1 Product Variations

Product strategy is strongly shaped by the unique health and taste trends. In China,
diversification is one of throne solutions to the high consumer demand for healthier
products. Beyond traditional cola, the company is aggressively promoting teas, bottled
water, and fruit juices to keep up with dietary changes (Chen, 2025). This is strategic as
the health beverages market is expected to grow at 8% annual rate, providing a great
opportunity in functional beverage category (Mordor Intelligence, 2025). Packaging is

tailored to smaller, "on-the-go" bottles and cans for the Chinese urban lifestyle.

CSDS (Soft Drinks)

!_ Te as %

Waters & Hydration

A

0

i

| smartwatter -

. ) =
MPNSTER é i
00
Doee
Juices Functional Drinks
Figure 2: Coca-Cola Global Product Portfolio Source: coca-cola.com.

In Brazil the focus is on low calorie options and local relevance. Coca-Cola has both
primary products and diet options, including Coca-Cola Zero and uses local flavour, like
Coca-Cola and Guaranana to meet indigenous tastes and preferences (Cuofano, 2023).
Packaging is divided according to economy- larger and cheaper packs are sold in the

countryside, and smaller and more expensive packs are sold in the cities. Despite its
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dominance in carbonated soft drinks, Coca-Cola is facing increasing competition from
healthy alternative beverages, which requires the company to keep innovating its
products (Statista, 2025).

5.2 Pricing Strategy

Differential pricing is an action to capture value among different consumer segments. In
China, a premium pricing strategy is used for them to maintain a luxury brand image and
balanced with penetration pricing for lower cost substitutes (bottled water and juices) in
smaller cities and rural areas (Smartling, 2025). This dual-pricing model is vital since
Mintel (2025) suggests that there are around half of Chinese consumers who are highly
price-conscious. In Brazil, a value-based pricing approach dominates, with premium
products (Coca-Cola Zero) in the cities and large packets at low cost in the rural areas
(Cuofano, 2023). Prices are also often altered according to local economic events
including inflation and currency fluctuations, and promotional pricing is extensively used

during major cultural events like Carnival.
5.3 Place (Distribution Channels)

The efficiency and reach of Coca-Cola's distribution network (Place) is key to its success.
In China, the focus is on reach in urban and semi-urban markets using a combination of
traditional retailers and advanced channels. The company collaborates heavily with
convenience stores, retailers, and large e-commerce apps including Tmall and Wechat
to reach its target market of younger, more tech-savvy shoppers (Chen, 2025). Strategic
location in areas with high traffic, like shopping centres and offices, provides further
assured visibility (Smartling, 2025). In Brazil, geographical coverage is the priority. Coca-
Cola has actually set up an effective logistics network which feeds supermarkets and
convenience stores. Local distributors are essential to reach large geographies in remote
areas to ensure consistency in product availability across the vast national geography
(Cuofano, 2023).

5.4 Promotion (Advertising and Sponsorships)

Promotion strategies are meticulously regionalized in order to appeal to national

sentiments. In China, the mix is heavily skewed towards digital marketing through
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platforms like WeChat, Weibo and Douyin (TikTok) to reach their younger consumers
(Smartling, 2025). Campaigns are cultural to focus on the themes of family and friendship
during local holidays, like Chinese New Year (Chen, 2025). Local influencers increase
the popularity of the brand in this market where 28% of the population consumes soft
drinks (Mintel, 2025). In Brazil, promotion is mixed media. While the adoption of digital
platform is being leveraged to reach young Brazilians especially during sports events,
traditional media (TV/Radio) are still of importance for reaching the common people
(Cuofano, 2023). Sponsorships of large events including the FIFA World Cup and local

music festivals are important to cultural linkage.
5.5 People, Process, and Physical Evidence (The Other 3Ps)

The last 3Ps (People, Process, Physical Evidence) provide operational and aesthetic

changes needed.

People strategies in both nations include hiring local staff to ensure cultural fluency and
understanding of consumer behaviour (Chen, 2025; Cuofano, 2023). Customer service
is digital-first, in China, with heavy integration in mobile and online. In Brazil, local brand
supporters and community outreach programmes are used to position Coca-Cola as a

good corporate citizen.

The Process of distribution is different: China is based on hyper-efficient e-commerce
based logistics in combination with old routes, whereas Brazil is based on a robust

network supported by local distributors to overcome vast geographical barriers.

Physical Evidence (Packaging, Branding) is much customised. In China, colour
symbolism of red and gold is used in packaging relating to luck and prosperity and smaller
sizes reflect the "on-the-go" lifestyle (Chen, 2025). In Brazil, the packaging is brighter and
more colourful, reflecting the country's happy culture. In both countries, the company is
doubling down more interest in sustainable packaging and recycled PET bottles
(Cuofano, 2023).

5.6 Market Share Comparison

To provide a more practical look at the market performance of the Coca-Cola in the two

countries, the chart below shows the market share of Coca-Cola in China, Brazil (as seen
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as the Latin America proxy), and the market share of the global non-alcohol beverage
market.

- Coca-Cola Market Share Comparison

50

40

30

Market Share (%)

101

China Latin America (Brazil proxy) Global (Non-Alc)
Region/Country

Figure 3: Market Share Comparison in China and Brazil

As demonstrated in the chart, has dominated Brazil with a larger market share than China
which has an up surging competition with the local brand of the drinks, particularly in the
non-carbonated category of the drinks. The understanding of such market share trends
is central in examining the ability of Coca-Cola to transform its marketing strategies in a
manner that would accommodate the local consumer palate and relocate these moral

issues that they encounter in these multi-ethnic markets.
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5.7 Market Entry Methods

In China, Coca-Cola entered with joint ventures with the domestic companies. The
strategy enabled the firm to draw local tacit and networks, navigate regulatory
landscapes, and respond to consumer tastes. The benefits of this approach are tapping
local knowledge and developing good distribution channels. But it also has some
difficulties like the necessity to constantly adjust to the fast development of consumer

behaviour.

In Brazil, Coca-Cola has chosen to invest directly, establishing both manufacturing plants
and a well-built distribution network. The approach provides a larger control over Coca-
Cola operations and lowers expenses. Nevertheless, it is very capital intensive and it

exposes the business to such economic risks as inflation and currency fluctuations.

The marketing mix of Coca-Cola in China and Brazil demonstrates the capability of the
company to respond to the demands of local consumers and preserve the global brand
name. Through the adaptation of its product, price, distribution and promotion strategies,
Coca-Cola has been able to reach different consumer groups in the two countries.
Balancing between international consistency and regional differentiation has been one of

the reasons why the company is still very successful in the international market.

6. Evaluation of Marketing Ethics Practices

Marketing of Coca-Cola in China and Brazil encountered ethical issues, mostly cultural
sensitivity, ethics of advertising (selling product to children and high-sugar content) and
environmental sustainability. Importantly, the assessment of these ethical issues cannot
be made comprehensive without evaluating their direct influence on the performance
indicators of the company, including sales volumes, brand image, and social media

presence.
6.1 Cultural Sensitivity

The promotional policy of Coca-Cola in China and Brazil will have to work around the
complicated cultural ethics, in many cases being subject to criticism of commercializing

the local identity.
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In China, messaging is carefully localised with the emphasis on such values as family
and community, especially during such big events like the Lunar New Year. Nevertheless,
the company is a subject of ethical criticism because it has not been doing enough to
tackle the profound socio-economic inequalities. Campaigns tend to portray a Western
style of luxury or aspirational living that makes less wealthy and rural shoppers who value
frugality feel cast out (Mordor Intelligence, 2025). This poor cultural segmentation is
translating to a real business effect, which has led to single-digit unit case volumes
declines and impaired sales growth and market penetration of the all-important rural

market.

In Brazil, Coca-Cola aligns itself with national pride by sponsoring major, sponsoring
popular sporting and cultural events, including the World Cup and the Carnival, and trying
to become a part of the national social life. The ethical criticism in this case centers around
the enormous commercialization and so-called commodification of these real cultural
events, and critics argue that the company waters down the local culture (Cuofano, 2023).
Coca-Cola has responded by moving towards more local-based partnerships.
Nevertheless, the positive association of the brand with Brazilian cultural identity is
seemingly prevailing against this critique as the single-digit unit case volumes are growing

steadily, making the market a successful story to the headwinds witnessed in China.

Finally, their two markets are facing cultural commercialization, although the criticism
differs: in China, it is the socio-economic disconnection, the alienation of price-sensitive
consumers; in Brazil, it is the national event appropriation, national event

commodification.
6.2 Ethics and Public Health in Advertising.

The ethical questioning of Coca-Cola in the two markets is the most effective in regards
to advert promotion of high sugar products especially among younger audiences. In
China, it has been accused that the company promotes high consumption during major
holidays including Chinese New Year. Coca-Cola reacted by adopting strategic product
diversification to include healthier products to meet the changing health standards
(Smartling, 2025). A change in consumer preference with a report by Mintel (2025)

indicating an increasing Chinese interest in low-sugar product has seen Coca-Cola leap.
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The situation is heightened in Brazil, particularly following the introduction of more
stringent regulations, in 2023, limiting the sale of sugary products to children by the
government (Cuofano, 2023). As a reaction, Coca-Cola put more emphasis on healthier
beverages, reducing its dependency on advertising of sugary products. It has been found
through surveys that younger Brazilians are becoming more health-aware and concerned

with the consequences of sugary beverages (Statista, 2025).

Performance Metrics and Ethical Response: The moral requirement of encouraging
healthier choice has become a primary and even more lucrative method of doing
business. Coca-Cola Zero Sugar has contributed to growth in unit case volumes globally
and in the emerging markets alone, with the company recording double-digit growth rates
in unit case volumes. This illustrates a vital connection: ethical considerations (public
health) and regulatory pressure (advertising restrictions) have necessitated a successful
change in portfolios, which has directly impacted a robust growth on top-line revenues in
both nations. Essentially, ethical compliance has become a competitive edge that protects

the brand image and forces sales in high-growth, low-sugar categories.
6.3 Environmental Impact and Corporate Responsibility.

When the ethical analysis of Coca-Cola in China and Brazil is considered, one cannot
help but bring up its environmental impact, particularly the stewardship of water and
plastic pollution. In China, the firm has suffered extensive criticism on its voluminous
water use, especially in regions already experiencing shortages of water. Although the
rollout of recyclable packaging items demonstrates a dedication to environmental
friendliness (Smartling, 2025), the sheer volume of the environmental impact of the

business acts as a divisive element of ethics (Chen, 2025).

The main ecological criticism targeted the company in Brazil to address the plastic
pollution caused by the company which is visible and tangible in its effects on local
populations. Local environmental organisations are still urging the company to reduce
considerably its overall plastic footprint, even though the company is trying to increase
recycling programmes and sustainable packaging (Cuofano, 2023). The other area of
Coca-Cola operations that faces critical attention is water stewardship, especially in zone

prone to drought, where the company is answerable to local communities.
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Reputational and Social Media Impact: Ethical lapses in environmental responsibility
pose a grave threat of reputation damage. Social media usage tends to increase protests
and bad online reviews about plastic waste, directly endangering brand loyalty.
Environmental criticisms seldom result in direct drops in sales, but they do require
expensive defensive marketing and Corporate Social Responsibility (CSR) spending. In
the case of a globally recognized brand, the sustainability of the environment as a moral
obligation is a concession cost that supports a positive brand reputation, safeguarding

the long-term brand equity, which is much more valuable than the immediate earnings.
6.4 Strategic Differences, similarities, and marketing influence.

Although Coca-Cola has been facing ethical issues in China and Brazil, the two countries
operate in different geographical divisions, yet share pronounced similarities and

differences that have influenced marketing strategy and performance:
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Table4: Strategic Differences, similarities, and marketing influence

Primary Ethical

Socio-economic sensitivity

of Culture &

Aspect China (Asia Pacific) Bf;'ér(i";t)'" Sslt;:::f’l't;
Commercialization||Public health

(sugar) and

Social
Media/Reputation

Focus on managing brand
image during holidays (e.g.,
avoiding over-
commercialisation).

authentic
community
engagement
counter
commercialisation
claims.

to

Focus (luxury gap) & Water Use Plastic Pollution ||Environment
. Localisation of product line Cultural . Portfolio
Marketing partnership re-| .. e
(low-sugar/tea) & New . diversification
Response . evaluation & Zero
packaging towards health
Sugar push
Volume growth sometimes|Consistent, strong Ethlca.l ,
. . . compliance drives
volatile/negative, impacted|volume and| .
Impact on . high-growth
. by economic slowdowns|revenue  growth
Sales/Profits ) . . product
(leading to increased||(despite local ,
marketing spend) competition) categories (Zero
gsp ' P ' Sugar).
Focus on

High scrutiny on
environmental
practices;
defensive CSR is
critical for brand
protection.
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7 Recommendations
7.1 For China
1. Address the Urban-Rural Divide in Cultural Marketing:

Action: Recalibrate promotional efforts to prevent the perception of western-style
luxury that will scare away budget-conscious shoppers in the rural emerging

markets.

Mechanism: Hard message narrow on real community-related motifs and
collaborate with health and wellness champions to emphasise the sound side of

the portfolio.
2. Diversify with Localized Non-CSD Products:

Strategies: Ultra-rapid the launch of new, low/no-sugar, non-carbonated
beverages according to Chinese preferences, which may include special flavour

teas and plant-based beverages.

Justification: Capitalize on the increasing consumer interest in healthier options
(Mintel, 2025) by localizing ingredients (e.g., using regional Chinese teas) to
strengthen brand relatability (Chen, 2025).

3. Enhance Digital Engagement on Local Platforms:
Strategy: Spend a lot on interactive, culturally relevant social media initiatives on
WeChat and Douyin to directly communicate with the digitally savvy young
demographic.

4. Prioritise Water Stewardship:
Action Increase transparency and investment in water-replenishment projects,
especially in water-stressed areas. Communicate these efforts to the local citizens

to rebuild trust proactively.
7.2 For Brazil
1. Shift Cultural Sponsorship to Community-Driven Events:

Action: Decrease dependence at commercialising big, national questions

(Carnival, World Cup). Redistribute a substantial part of the marketing budget into
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more hyper-local and community-driven event and social project activities so as to

address the criticisms against commercialization.

Reason: This creates a true sense of emotion and more connected sense of

consumer belonging.
2. Actively Support Public Health Campaigns:

Action: Do not be a passive participant in the advertising restrictions in 2023.
Become a partner and financier of government-led anti-obesity and active lifestyle

campaigns publicly.

Mechanism: This proactive form of ethical marketing will show corporate
responsibility and will aid in creating confidence with the youths who are health

conscious.
3. Lead the Charge on Plastic Reduction:

Action: invest in the large-scale use of returnable packaging (glass or PET) and

invest in high-tech local recycling facilities.

Reason: Observable, quantifiable decreases in the amount of the plastic footprint

is essential to improve the business image and ethical reputation.
4. Leverage Interactive Digital Channels:

Action: Engaging Short video can be used on Instagram and TikTok to highlighting

local partnerships and encouraging active healthy living.

8 Conclusion

Coca-Cola has shown the firmness and wisdom in aligning its global brand to the unique
market and cultural contexts of China and Brazil. Its greatest strength is found in its ability
to balance two important elements its internationally recognised brand equity and its

adaptability in adopting hyper-local marketing mixes.

The deployment of digital platforms in China at the right time, combined with the unveiling
of local healthier beverages, like low-sugar teas, has placed the brand in a good position

to capture the dynamic, health-conscious youth demographic. In Brazil, Coca-Cola
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forcefully is incorporated into Brazilian culture through high sponsorship, creating a
powerful emotional tie to the consumers. This is apparent in the current growth of volume

reported in Latin America region.

Nevertheless, the evaluation shows long-term ethical debts that jeopardise success.
These encompass the requirement of greater socio-economic sensitivity in rural Chinese
markets and the urgent requirement of physical plastic reduction and genuine cultural
interaction in Brazil. Moreover, the two nations should focus on consistent monitoring of
ethical advertising, especially in relation to children and the fair marketing of low/no-sugar

products.

Its ability to actively pursue healthy product innovation, forge true local relationships, and
its ability to demonstrate unswerving dedication to environmental sustainability will
determine whether or not Coca-Cola will grow and remain viable in these key markets
going forward, steering ethical compliance into a fundamental core competitive strength.
Finding a balance between this dual demands, global consistency and local, ethical-

responsible will be the defining element of continued dominance of Coca-Cola.

29



References

30

1.

Hu, X., 2024. Presenting Global Brands with Celebrity Endorsement through
Impression Management and Storytelling Techniques: A Case Study of 12 Brand
Archetypes in Personal Care Product Category (Doctoral dissertation, Bangkok
University).

Bottinelli, S., 2025. Food and Avant-Garde Art. In Oxford Research Encyclopedia
of Food Studies.

Chen, K. (2025) “Coca-Cola’s Global Strategy and Market Performance: A Case
Study”, Business Case Journal.

Chen, K. (2025) “Research on the Marketing Strategy of Coca-Cola in China”.

University of Warwick.

5. Coca-Cola (2024) Annual Financial Report, Coca-Cola Company.
6. Coca-Cola (2023) Annual Report 2023, Coca-Cola Company.

7. Cuofano, G. (2023) “Coca-Cola’s Environmental Sustainability Practices: A Global

9.

View”, IKM Journal.

Cuofano, G. (2023) “Global Coca-Cola Marketing Mix: Strategies for Brazil and
China”, Harvard Business Review.

Cuofano, G. (2023) “The Marketing Mix of Coca-Cola”, IKM Journal.

10.Ghobbe, S. & Nohekhan, M. (2023) “Mental Perception of Quality: Green

Marketing as a Catalyst for Brand Quality Enhancement”, Arxiv. Available at:
https://arxiv.org/abs/2312.15865 [Accessed 12 December 2025].

11.Han, Z., Wood, S., Coe, N.M. and Alexander, A., 2025. Platform Business Groups

and the Omni-Channel Transformation of Food Retailing in China. Tijdschrift voor

economische en sociale geografie, 116(1), pp.4-25.

12.Flores, A., 2025. A Comparative Analysis of the Past Three FIFA World Cups: Nations’ Regulations,

Policies, and Global Impact

13.Huse, M., Jafari, F., & Noori, M. (2022) “Strategies used by the Soft Drink Industry

to Grow and Their Potential Health Risks”, Journal of Business Research, 78(4),
pp. 789-801.


https://arxiv.org/abs/2312.15865?utm_source=chatgpt.com

31

14.Huse, O., Reeve, E., Bell, C., Sacks, G., Baker, P., Wood, B. and Backholer, K.,
2022. Strategies used by the soft drink industry to grow and sustain sales: a case-
study of The Coca-Cola Company in East Asia. BMJ global health, 7(12),
p.e010386.

15. International Business Times (2023) “Brazil's Beverage Tax Reform and Its Impact
on Coca-Cola”. Available at: https://www.ibtimes.com [Accessed 02 December
2025].

16.Ken Research (2024) “Global Beverage Market Outlook 2019-2030", Ken
Research. Available at: https://www.kenresearch.com/ [Accessed 26 October
2025].

17.Matyszek, A., Zawislak, |., Kulus, M., Watras, A., Kensy, J., Kotela, A., Styczynska,

M., Janeczek, M., Matys, J. and Dobrzynski, M., 2025. Assessment of Fluoride
Intake Risk via Infusions of Commercial Leaf Teas Available in Poland Using the
Target Hazard Quotient Index Approach. Foods, 14(17), p.2944.

18.Mason, J., Cole, G., Fraser, A., Abdul, P. and Beermann, M., 2018, October. A
short history of beverage crops. In Il International Symposium on Beverage Crops
1274 (pp. 29-40).

19.Mintel (2025) “Consumer Trends in China and Brazil: Health-Conscious
Beverages”. Available at: https://www.mintel.com [Accessed 12 October 2025].

20.Mordor Intelligence (2025) “Global Soft Drinks Market Size & Forecast 2025-

2030”. Available at: https://www.mordorintelligence.com/industry-reports/global-
soft-drinks-market [Accessed 01 December 2025].

21.Nanto, A., 2025. The Economic Impact of Merger Conditions in South Africa: The
Case of Coca-Cola and SAB (Master's thesis, University of Johannesburg (South
Africa)).

22.0kereke, M., Isi, L.R., Ogunwale, B., Gobile, S., Oboyi, N. and Sofoluwe, O., 2024.
The Impact of Culture and Business Systems on Multinational Organisations: A
Review of Doing Business in Brazil. Latin American Business Review, 15(2),
pp.78-95.


https://www.ibtimes.com
https://www.kenresearch.com/
https://www.mintel.com
https://www.mordorintelligence.com/industry-reports/global-soft-drinks-market?utm_source=chatgpt.com
https://www.mordorintelligence.com/industry-reports/global-soft-drinks-market?utm_source=chatgpt.com

32

23.Research and Markets (2025) “Carbonated Soft Drinks Market Forecast 2025-
2030”. Available at: https://www.researchandmarkets.com [Accessed 01
December 2025].

24.Smartling (2025) “Analysis of Coca-Cola’s Marketing Strategies in China”,

Business & Management Journal.

25.Smartling (2025) “Digital Transformation of Coca-Cola’s Marketing: Insights from
China and Brazil”, Global Business Insights Journal.

26. The Coca-Cola Company (2025) All brands and products . Available at:
www.coca-cola.com (Accessed: 19 November 2025)

27.Statista (2025) “Brazil: Coca-Cola’s Market Share and Trends in the Beverage
Sector”. Available at: https://www.statista.com/ [Accessed 16 November 2025].

28. Statista (2025) “Coca-Cola Market Share in Brazil’s Carbonated Soft Drink Sector”.
Available at: https://www.statista.com/statistics/ [Accessed 02 November 2025].

29.Tate, A., Hughes, R., & Choi, S. (2016) “How to Be a Good Friend in China:
Effective Social Media Behaviours for Foreign Brands”, Harvard Business Review.
Available at: https://hbr.org [Accessed 12 December 2025].

30.The Strategy Institute (2024) “Coca-Cola’s Global Dominance: Decoding the

Beverage Giant’s Business Strategy”. Available at:

https://www.thestrategvinstitute.org/insights/coca-colas-global-dominance-

decoding-the-beverage-giants-business-strategy [Accessed 01 December 2025].
31.Vandenberg, J., 2024. Plastic politics of delay: How political corporate social
responsibility discourses produce and reinforce inequality in plastic waste

governance. Global Environmental Politics, 24(2), pp.122-145.


https://www.researchandmarkets.com
https://www.statista.com/
https://www.statista.com/statistics/
https://www.thestrategyinstitute.org/insights/coca-colas-global-dominance-decoding-the-beverage-giants-business-strategy?utm_source=chatgpt.com
https://www.thestrategyinstitute.org/insights/coca-colas-global-dominance-decoding-the-beverage-giants-business-strategy?utm_source=chatgpt.com

