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[bookmark: _30j0zll]1.0 Introduction
The purpose of this report is to critically analyse Coca-Cola’s international marketing strategies across two distinct markets, with a focus on understanding how global brands adapt to diverse cultural, economic, and social environments. In an increasingly interconnected world, international marketing plays a vital role in driving growth, building brand equity, and sustaining competitiveness. It requires companies to balance global standardisation with local adaptation, ensuring that their offerings remain relevant to different consumer bases.
Coca-Cola has been selected as the subject of this study because of its unparalleled global presence, strong brand equity, and ability to penetrate almost every market worldwide. As one of the most recognisable brands, Coca-Cola demonstrates how international companies can craft consistent brand identities while tailoring strategies to suit local preferences. Its iconic products, extensive distribution, and impactful advertising campaigns make it an ideal case for examining international marketing practices.
This report will focus on India and the United States, two significant yet contrasting markets. While the United States represents Coca-Cola’s home market with mature, saturated demand, India reflects an emerging market with high growth potential and culturally unique consumer behaviours. Comparing these markets will provide valuable insights into Coca-Cola’s strategic adaptation in differing contexts.

[bookmark: _1fob9te]2.0 Brand Overview 
Coca-Cola, founded in 1886 in Atlanta, Georgia, has grown into one of the world’s most iconic and valuable beverage companies. Over more than a century, it has expanded from a single carbonated drink to a diversified portfolio of more than 500 brands, including Diet Coke, Coca-Cola Zero Sugar, Sprite, Fanta, Minute Maid, and Smartwater. Its global positioning rests on the values of happiness, refreshment, and togetherness, consistently communicated through its “Open Happiness” and “Share a Coke” campaigns.
The company’s mission is “to refresh the world and make a difference,” supported by its vision of creating a sustainable business that inspires moments of optimism. Coca-Cola’s values emphasise integrity, accountability, diversity, quality, and leadership. These guide its operations across over 200 countries.
Coca-Cola holds one of the largest global market shares in the non-alcoholic beverage industry, competing primarily with PepsiCo and local brands. Its brand equity is reinforced through wide distribution, innovative marketing, and a strong emotional connection with consumers. 
In the United States, Coca-Cola represents a mature market with high brand recognition but increasing competition from healthier beverages. In India, it operates as a leading player in the soft drinks sector, adapting products and pricing strategies to suit diverse, price-sensitive, and culturally varied consumers.
The product portfolio owns a wide range of beverages, which are accessed with effective market positioning, as the beverage brand targets to satisfy the needs of the demographic audiences throughout the globe. However, determining the global demographic, the target audiences are teenagers, young adults, professionals, and more, where Coca-Cola connects with both emotional and functional advantages. Coca-Cola has served more than 1.9 billion people each day in more than 200+ countries throughout the globe (Coca-Cola, 2024). 
Coca-Cola’s branding strategies evaluate the emotional marketing approaches, such as campaigning “Moments of Joy” rather than detailing the campaign with the product features. Furthermore, Coca-Cola highly focuses on the adaptation of the local culture and traditions, which are highly valuable to a unified brand identity among the locals in specific countries (Liu, 2023). 
Coca-Cola highly consider the franchise distribution business model, which helps the brand to produce beverage concentration and marketing support from the operating country. Furthermore, the brand is also associated with bottling partners manufacturers, reliable to focus on the R&D only on the beverages, not on the bottling initiatives. Moreover, the company aimed to earn revenue by enforcing a proper franchise distribution model. 
[bookmark: _3znysh7]3.0 Comparison of Socio-Cultural and Macro Environment (PESTLE) 
[bookmark: _2et92p0]3.1 Comparison between India and the USA through PESTLE analysis
Political: Food Safety and Standards Authority of India (FSSAI) involves government enforcement of the guidelines of quality, ingredients, sugar contents and more (Pande et al., 2025). Political instability is significant in India. The Foreign Exchange Management Act and regulations are highly supported by the Indian government. Food and Drug Administration regulation focuses on product safety and standards transparency in the USA (Komala et al., 2023). Changes in the trade tariff policies also affect business (Singh et al., 2025). India has a stable democracy, which also prioritises FDI investments, whereas the USA has a stable government, although it shows difficulties in the tariff policy changes. Hence, the favourable approaches with openness in FDI, Coca-Cola has the opportunities to expand in India, although it will face difficulties within the USA. 
[image: ]
Figure 1: Inflation rate in India
(Source: Ferreira, 2024)
Economical: The Inflation rate in India dropped by 1.54% in September compared to 2.07% in August 2025 (Ferreira, 2024). GDP rate of the Country is 6.5% (The World Bank, 2024), showcasing economic stability. 
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Figure 2: GDP of India
(Source: The World Bank, 2024)
The inflation rate in the US rose to 3% in 2025 (Trading Economics, 2025). GDP rate in the US is annualised to 3.8% in 2025 (Trading Economics, 2025). Moreover, Economic stability in the USA is not stable currently, although the diverse market economy is rising.
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Figure 3: Inflation Rate in the USA
(Source: Trading Economics, 2025)
A fast-growing economy and the rise of disposable incomes help the Indian economy to be favourable for the development of Coca-Cola in the region. However, the inflation rate in the USA is 3% which is higher and also instability analyses in economic growth might affect the Coca-Cola expansion. 
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Figure 4: GDP of the USA
(Source: Trading Economics, 2025) 
Social: India is a healthy, but also an obesity-concerned, demographic country, which is culturally diverse (Riamei, 2023). The country has strong Core sustainable trends. The current population in the USA has reached 347.9 million in 2025, with high cultural diversity, sustainability and health needs (Worldometer 2025). Health consciousness and sustainable choice have been analysed both in the USA and India, which is moderately favourable for Coca-Cola, as the reformulation and changes in the marketing campaign are essential. It has been analysed that sugar content is higher in beverage drinks. 
[image: ]
Figure 5: Hofstede Cultural Dimensions between India and the United States (USA)
(Source: Hofstede Insights, 2025)
Analysing the Power Distance section. India has a score of 77, which focuses on acceptance of the hierarchical formulation, whereas the USA has low hierarchical approaches, which focus more on equality. Determination of individualism vs collectivism, India scores 48, whereas the USA scores 91, which is associated with high individualism. Highlighting these scores, India accessed with favourable approaches regarding the hierarchical and traditional acceptance helps Coca Cola to initiate proper governmental bodies and regulatory system. Furthermore, the USA has access to preferences where consumers show their own choices, individuality, allowing Coca-Cola to initiate proper marketing variances. 
The Hofstede Cultural Dimensions Model is defined.
The Cultural Dimensions Model by Hofstede is a popular theoretical framework that provides an understanding of the way behaviour in societies and organisations is affected by cultural values (Hofstede et al., 2002). The model was created by Geert Hofstede and it recognizes six dimensions of national culture, including Power Distance, Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty Avoidance, Long-Term Orientation, and Indulgence vs. Restraint 
The benefits of Hofstede Model.
One of the main strengths of the Hofstede model is that it is simple and comparable such that a multinational can use the same score to analyse the cultural difference. It comes in handy especially in international marketing as it assists companies to modify advertising messages, branding, leadership style and consumer engagement strategies to suit local cultures expectation. Extensive empirical research also supports the model and it has found extensive application both in business and in academic settings.
The Negatives of Hofstede Model.
Nevertheless, there are limitations of this model. It can be simplifying by taking nations as a cultural homogenous group and may not be a complete description of regional, generational or individual variations (Whalen, 2016). Moreover, there are critics who claim that the initial data might not be able to represent the contemporary and transforming societies that are also affected by the process of globalisation.
The reason Why Hofstede Model is favourable to Coca-Cola.
The framework provided by Hofstede is quite favourable to Coca-Cola since it is engaged in culturally diverse markets like India and USA. Knowing about high power distance and collectivism of Indian society enables Coca-Cola to view family-based and culturally symbolic marketing, whereas high individualism of the USA will encourage personalised branding and self-expression-based advertising campaigns. As a result the model assists Coca-Cola to strike a balance between global brand consistency and local cultural adjustment and enhance consumer relevance and competitive edge in foreign markets.

[bookmark: _2bn6wsx]Technological: India is technologically advanced in AI, cybersecurity and space exploration (Schwab, 2024). The vast e-commerce market in India also boosts consumer sales rates directly. On the contrary, the USA leads in access to transformational technologies in the world (Deloitte Insights, 2025). In the US, AI predictive analysis is used in inventory and consumer engagement. Working with robotics, AI, and other advanced technologies has been identified both in the USA and India. Highly favourable for Coca-Cola as the company can adopt advanced technologies, which help in cost-effectiveness and customised marketing initiatives. 
Legal: FDA regulation by the Federal Register of the US requires proper food quality and standards (FDA, 2019). US labour law and standards focus on workplace safety, and wage law is considered under OSHA regulations and acts. Compliance with the Bureau of Indian Standards (BIS) and FSSAI is an important aspect in India (Singh, 2021). In India, misleading health-related claims and advertisements are restricted.   India is governed with strict FSSAI regulations, which are favourable as its compliance approaches are subject to bureaucratic complications. However, focusing on the USA, FDA regulations, less favourable for the business due to rising of the legal uncertainties (Afrihyia et al., 2025). 
Environmental: Wildlife Protection Act, Water Act, Forest Conservation Act 1980, and more come under the environmental protection in India. On the other hand, the EPA regulates with different environmental protection laws, where the Clean Air Act, which regulates safety for the environment (US EPA, 2024). Strict environmental laws are available in both India and the USA, which focus on water scarcity and the protection of the environment. This is unfavourable for the business due to the rising environmental pressures, and it must follow the water conservation policies while operating. 
This shows that in terms of the External macroenvironment, India and the US have similar technologically advanced capabilities, while both have equally complex legal and environmental scenarios. On the contrary, here India was found to be politically inferior to the US, while being economically superior to the US. In terms of social dimension both the country has been seen to have equally diverse population, even though the hofstede’s framework showed clear distinction in the culture of India and the US.
[bookmark: _tyjcwt]3.2 Impact of these factors on Coca-Cola’s marketing approach
Focusing on the operation in India and the USA, Coca-Cola requires understanding the potential demographic needs and the cultural fit. Under the preferences of the large demographic in India, there are sustainable and health-conscious approaches. Understanding the needs, the company must be inspirational and associated with the social status. However, the USA is associated with the health awareness approaches and the anti-sugar activities, which suggests that Coca-Cola needs to initiate a healthier version and differentiate products such as flavoured water, low-calorie drinks and so on. 
As per the findings of Deliceırmak (2022), social and cultural elements positively affect the behaviours of the consumers and help in reflecting better lifestyles. The PESTLE analysis indicates similar and distinct differences between India and the USA to influence the marketing strategy of Coca-Cola. Both nations apply stringent food safety and quality rules in both political and legal aspects (FSSAI in India and FDA in the USA), and the level of compliance is high. Both markets are technologically developed, which allows digital marketing and the effective distribution system. Both countries can be seen as having an increased awareness of health and sustainability, socially. India, however, is not the same since it is a fast-growing emerging economy and the disposable income has been growing, whereas the USA is a mature and saturated market. India is a collectivist society compared to the USA which is a highly individualistic society, which affects localisation strategies of Coca-Cola.

[bookmark: _3dy6vkm]4.0 Comparison of STP Strategies 
[bookmark: _1t3h5sf]4.1 STP strategies Coca-Cola in the USA 
Segmentation 
	Demographic 
	Age: Target customers are between the age group of 18 to 35, including young adults and millennials (Johnson, 2025) 
Gender: Male and female
Income: Average to high-income earners 
Occupation: Students, working professionals, entrepreneurs, families and others 

	Geographic
	Targets customers from both urban and suburban settings with the focus on mass marketing and local adaptation (Strategy Institute, 2024)

	Psychographic 
	Need: Refreshment, taste and enjoyment 
Lifestyle: Aspirer, explorer, and so on 
Values: Independence, learning, personal growth and brand essence (Start.io, 2022)

	Behavioural 
	Soft loyal users and hard loyal users, including social media users who are easy-going, ambitious and determined  (Start.io, 2022)


Table 3: Segmentation US
(Source: Self-developed)
Targeting 
In terms of targeting potential customer segments in the market of the USA, Coca-Cola utilises a “non-differentiated targeting approach.” Based on this, its target audiences of between the age group of 18 to 35, particularly young adults and millennials. In this specific market, the company pays extraordinary attention to younger people, and they represent a significant part of the brand's target customers. The company also emphasises promoting its products, such as Diet Coke, to older adults and customers who are in middle years and have a higher value and preferences towards nutrition.  Additionally, a significant part of Coca-Cola targeted customers in the market domain of the US include students, including middle-class and low-income people, for whom different sizes of product sets are developed (Zhang, 2024). 
Positioning 
The positioning strategy of Coca-Cola is in the USA is influenced by the aspects of localised positioning. The brand is also determined to comply with the aspects of Unique Selling Proposition (USP) in terms of offering iconic, refreshing and delicious
Soft-drink products, with the emphasis on making the moments of the target customer memorable (Coca-Cola, 2024). This has enabled the company to gain a potential competitive edge (revenue $89.716 million) in the USA, offering a competitive threat to companies, such as RedBull, Nongfu Spring, Pepsi and others (Zhang, 2024; Dey, 2025). 
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Figure 6: Coca-Cola's competitive edge in the US
(Source: Dey, 2025)
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Figure 7: Perceptual Map of Coca-Cola in the US
(Source: Self-developed)
[bookmark: _4d34og8]4.2 STP strategies Coca-Cola in India 
Segmentation 
	Demographic 
	Age: Young and younger adults between 21 to 30 (Goyal et al.,2022)
Gender: Male and female 
Income: Upper, lower and middle income customers
Occupation: Students, professionals, entrepreneurs, and families

	Geographic
	Urban and rural areas with a focus on major cities, such as Delhi, Mumbai, Bangalore, Chennai and Hyderabad (Manankhulbe, 2025)

	Psychographic 
	Need: Refreshment, taste and enjoyment 
Lifestyle: Health awareness, social, and aspirational
Values: Brand name, availability, health consideration (Bahadur, 2024)

	Behavioural 
	Frequent drinkers value over brand and willingness to purchase (Abhishek and Jain, 2022)


Table 4: Segmentation India
(Source: Self-developed)
Targeting 
In terms of gaining the wider reach of audiences in the Indian market, Coca-Cola focuses on “cultural branding and a rural penetration strategy” (Mandaliya, 2023).  Besides, in terms of signing with the needs and preferences of Indican customers, the brand emphasises culture and a localised marketing strategy. This has led it to effectively resonate with the requirements of Indian customers. The cultural branding targeting strategy is maintained by the company in the form of celebrity endorsement and popular slogans, such as “Thanda Matlab Coca-Cola”, in terms of aligning with the greeting habits of Indian audiences. Additionally, by focusing on a rural penetration strategy, the brand has gained the acceptance of rural customers. In terms of targeting customers from rural areas of India, Coca-Cola utilises a highly localised advertising and distribution network (Chan, 2025). 
Positioning 
The brand positioning of Coca-Cola in the Indian market landscape illustrates a higher reliance on different consumer groups with the launch of diversified products, including health-oriented ones, such as Minute Maid in the juice segment and Kinley in the mineral water segment. Additionally, to cope with the requirements of younger customer segments, the brand has created differentiated positioning with the promotion of products, such as Fanta and Sprite. This implies, the emphasis of Coca-Cola towards a differentiated product strategy to gain the wider participation of Indian customers ranges  (traditional beverage enthusiasts to emerging health groups) (Chan, 2025). This demonstrates a significant contribution of the Indian market for being the fifth largest market for Coca-Cola (Economic Times, 2025). 
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Figure 8: Perceptual Map of Coca-Cola in India
(Source: Self-developed)
[bookmark: _2s8eyo1]4.3 Similarities and differences based on STP Analysis in USA and India 
In the USA, Coca-Cola targets customers from a border age group, while in India it primarily focuses on younger adults. In the USA, the brand prioritises high-income earners, while in India, it engages customers from a wider income range. The company in the USA utilises a non-differentiated targeting approach, while in India, it emphasises cultural branding and rural penetration. Despite this, in both countries, Coca-Cola mainly targets customers based on their refreshment, taste, and enjoyment preferences. In addition, gain the connection of larger segmentation through social media and celebrity endorsements. 
[bookmark: _qsh70q]

[bookmark: _17dp8vu]5.0 Comparison of Marketing Mix (7Ps)
[bookmark: _3rdcrjn]5.1 Marketing mix of Coca-Cola in the USA
Product: Coca-Cola in the USA illustrate the presence of wider brand segments, including sparkling drinks, hydrated drinks, juice drinks, tea and coffee, dairy and energy drinks. The core product segments of the brand include Coca-Cola, Diet Coke, Fanta, Sprite, Smart Water, Powerade, Minute Maid, PeaceTea, Dunkin' Doughnuts, Monster, and others (Coca-Cola, 2025). The depth of products is reflected through variations in flavours, sizes, consistency, and packaging formats. In both countries, Coca-Cola products are available in glass bottles, PET bottles, aluminium cans, and multi-pack formats, though size ranges differ by market. The USA typically offers larger pack sizes (330ml–2L and multipacks), while India focuses more on small, affordable packs (180ml–750ml) to suit price-sensitive consumers. Special-edition packaging linked to festivals, sports events, and campaigns (e.g., “Share a Coke”) further enhances product depth in both markets.
This shows a significant breadth of Coca-Cola products in the US. These products are available in PET bottles and cans, with the inclusion of special edition flavours and packaging to cater for the needs of specific events, such as flavoured Coca-Cola energy drinks (Wu, 2019). This further showcased the significant depth of the products in the US.
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Figure 9: Width of Coca-Cola Product Portfolio (USA vs India)
(Source: Meyhui, 2018).
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Figure 10: Depth of Coca-Cola Products – Flavours, Sizes & Packaging 
(Source: Meyhui, 2018).
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Figure 11: Bottle Size and Packaging Comparison 
(Source: Meyhui, 2018).
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Figure 12: Coca-Cola products in the USA
 (Source: Coca-Cola, 2025)
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Figure 13: Flavoured Coca-Cola energy drinks 
(Source: Wu, 2019)
Price: In the US market, Coca-Cola utilises a premium pricing strategy in terms of placing the price of its products slightly higher than its competitors. However, to effectively cater for the needs of targeted audiences, the company also ensures the maintenance of affordability strategies by offering relevant promotions and deals (Coca-Cola, 2024). 
Place: The product placement in the US is done by leveraging distribution channels, such as urban convenience stores and supermarkets, such as Walmart. The company also rely on online delivery partners, such as Instacart and Amazon. Including the placement of vending machines in public areas, such as airports (Gilbertson, 2019). Coca-Cola is headquartered in Atlanta, Georgia, in the US, which shows that the company entered the market with a greenfield investment, as the firm entered the market after setting up its company-owned shop.   Licensing is also used as a market entry and expansion method in the USA through franchised bottling partners. It enables rapid market coverage and reduces capital investment and operational risk. However itlimits direct managerial control and may lead to inconsistencies in quality, compliance, and brand execution across licensed bottlers compared to company-owned operations.
Promotion: It leverages both traditional and contemporary means of promotion, such as TV commercials and digital advertising, to gain the reach of wider audiences (Neagoe, 2020). In addition, in the US, it has emphasised sponsorships and activations through events, such as the “Super Bowl”, in terms of aligning with the cultural and linguistic diversity of America (Organ, 2019). 
[image: ]
Figure 14: Affordability strategy of Coca-Cola
(Source: Coca-Cola, 2024)

People: The marketing efficacy of Coca-Cola in the US is supported by the engagement of a dedicated customer service team. In addition, recently it has partnered with celebrity influencers, such as a global K-pop star, pertaining to its Coca-Cola Zero campaign (Ahn, 2025). Coca-Cola employed directly, a workforce of 9000 employees in the US (Impaakt, 2023).
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Figure 12: Partnership with celebrity influencer 
(Source: Ahn, 2025)

Process: Coca-Cola USA depicts the presence of effective supply chain management and logistics, including manufacturing, packaging and merchandise. It has also ensured strict quality control standards concerning quality and environmental safety (Brice, 2023). 
Physical Evidence: Coca-Cola has secured a strong position in the carbonated beverage market of the US by upholding a market share of 42.8% (Market.us, 2022). Its remarkable girth is aligned towards maintaining product quality and marketing strategies. 
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Figure 12a: Coca-Cola Website in the USA
 (Source: Coca-Cola, 2025)
[bookmark: _26in1rg]5.2 Marketing mix Coca-Cola in India 
Product: Coca-Cola in India offers with wide range of beverages which are personalised under the trends and demands of the Indian consumers. Under the portfolio of Coca-Cola, it includes carbonated soft drinks, which include Coca-Cola, Thums Up, Limca, Sprite and more (coca-cola.com, 2025). This showed the overall breadth of the company in India. Packing where diversified, where glass bottles, PET bottles and aluminium cans in different sizes are designed, which are claimed to be affordable. This shows the overall depth of Coca-Cola products in India. Coca-Cola offers localised products, where the promotion of Maaza, which is an Indian based mango fruit flavour drink,s resonates with the taste of the Indians.  
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Figure 13: Coca-Cola India product portfolio
(Source: coca-cola.com, 2025)

Price: In India, Coca-Cola is recognised with the dual pricing strategies, which help to balance the premium pricing segment in urban locations and the price-driven strategy in rural regions. The product Coke Zero is designed with zero sugar, which is available in 180ml to 350ml and more (coca-cola.com, 2025). The company also focuses on psychological pricing, and promotional pricing allows to understand the demand in the market through different channels as well as demographic choices.  
Place: Distribution channels (urban convenience stores, rural reach, online delivery).
In India, Coca-Cola owns the bottling operations and franchise bottling partners, which helps the brand to access more than 5 million retail outlets targeting the demographic consumers (prnewswire.com, 2025). CSC (Common Service Centres) and Coca-Cola partnership helps to fulfil the dual purpose, where providing effective last-mile connectivity helps to access better remote and rural area services and distribution (ET, 2020). After exiting India in 1977, Coca-Cola re-entered the Country in 1993, by acquiring and internalising the product lines, bottling plants and distribution networks of Indian Competitor Parle. The company further extended its stay in the country, based on aggressive expansion within India. This shows that Acquisition is the mode of market entry for Coca-Cola in India, which provided the firm with strategic assets within the foreign market.
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Figure 14: Bulk distribution approaches by Coca-Cola India
(Source: Deccan Herald, 2020) 
Promotion: Coca-Cola India promotes the empathising of cultural celebrations and happiness, which aligns with the global theme associated with “Real Magic”. The organisation focuses on endorsement with the Bollywood celebrities, cricket stars and more. The company also uses social media platforms, such as YouTube, Instagram, X and more which leads to influencer marketing approaches. 
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Figure 15: Celebrity endorsement in India by Coca-Cola
(Source: Financialexpress, 2022)
People: Coca-Cola Emphasises with proper support of the employees, partners and different ambassadors who are essential to satisfy the needs of the consumers. The workforce delivered a high and customer care services and follows the standard through which the company is able to enhance success (Nworie et al., 2024). Indian band ambassadors are Alia Bhatt, who is an Indian celebrity, and many Indian sports stars help in appealing and connecting with the younger target audiences. Coca-Cola India employs nearly 150,000 people directly and indirectly (IBA, 2023).
Process: Estimating the delivery of the product in India, which follows a systematic as well as effective logistics management and bottling technology. The main aim of the company is to adhere to proper derivation of quality, standards, and more, which helps in providing a proper customer satisfaction level. Furthermore, digital tracking approaches in the distribution are reliable for the companies to preserve the product and track the availability 
Physical Evidence: Determination of the physical evidence, the brand identity is efficient with a proper rate and white logos with vibrant store display. Determination of the evidence where the brand focuses on sports events, concerts and the festival enhancement, which are effective for influencing visibility of the consumer as well as engagement with the brand. 
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Figure 15a: Coca-Cola India website
(Source: coca-cola.com, 2025)
[bookmark: _lnxbz9]5.3 Similarity and differences on the analysis of marketing mix in India and USA
Analysing the marketing mix, it has been determined that the Indian portfolio of the projects is more focused towards the carbonated soft drinks, whereas the USA is accessed with differentiated products, such as Smartwater, Dasani, Coke Zero Sugar and more, which are categorised into premium varieties. However, in the Indian market, Coca-Cola initiated with mixed methods, where affordable and premium pricing as integrated, allowing it to satisfy the needs of both urban and rural area people. USA accessed with the premium pricing where the Coca-Cola products support the brand equity, and also determined with discounts which allow for generating effective market competitiveness. Analysing the multi-tier distribution network, which has access to 5 million stores in the overall Indian market (The Tribune, 2025). 
Under the marketing approaches, the organisation shows a cultural as well as emotional connection, which allows it to attract the attention of the Indian consumers. However, analysing the USA providing effectiveness towards Heritage and personal choices is important.  The organisation shows more concern towards the Christmas company and is connected with the health and sustainability activities. Recognising the employment in both countries, the organisation is in force with proper training and a stronger partnership, which helps to reflect the community engagement as well as proper sustainable initiatives necessary for enhancing the competitiveness. 
[bookmark: _35nkun2]6.0 Evaluation of Performance of Marketing Strategies 
[bookmark: _1ksv4uv]6.1 Market share and revenue trends
The market share in India has been determined at 57% which has been reported as one of the leading choices of beverage brands in India (Altiusinvestech.com, 2025). Estimating the revenue trends, Coca-Cola in India has been assessed with the net profit of 722.44 crore INR (Bhushan, 2024). Coca-Cola enhance growth in the Indian market, emphasising the promotional and pricing strategies which perform well for the company.
On the other hand, USA accessed with the market share of 17 % to 20% of the market shares enforces since decades (visualcapitalist.com, 2025). Further mode the company has recognised with the revenue of almost 47.06 billion USD in 2023, which has increased by 2.86% (Macrotrends, 2024). Revenue growth in the USA is higher compared to India, which is recognised as a mature market. 
[bookmark: _44sinio]6.2 Sales growth in both countries
India is authorised with rapid net sales rates, which have reached 4521 crore INR in 2023, although it has dropped in 2024 (Business-standard.com, 2025). Analysing the growth, it has been determined that the Indian market has access to higher revenue and strong growth anticipation, which indicates better market penetration for the company, and the application of proper strategies is reliable for the Indian market to access growth. According to the evaluation of the company in the USA, it has been reported that the unit volume has been reported to declined by up to 1% in 2024 (The Coca-Cola Company, 2024).  These have determined that the USA is unable to access proper sales growth due to optimising its premium pricing and low marketing strategy, with unable to fulfil the needs of the target audiences.
[bookmark: _2jxsxqh]6.3 Social media reach and engagement
Coca-Cola in India has sponsored for ICC Men’s Cricket World Cup 2023, where it helped to generate almost 3.4 million mentions throughout the social media platforms (Bureau, 2023). This strategy is helpful to enhance the engagement level as social media for Coca-Cola has increased the engagement level of 1.5% in each post. On the other hand, Coca-Cola in the USA has the engagement rate on each social media post of 0.12% (Socialinsider.io, 2025). The “Share a Coke” campaign in the USA has reached 51 million customer connections through the X platform. 
[bookmark: _z337ya]6.4 Management of Customer Reviews and Feedback
Customer reviews and feedback are also an active part of the performance evaluation strategy Coca-Cola works with in the USA and India. The company also has digital platforms, which include X, Instagram, and its official consumer care portals, used in monitoring and responding to customer grievances and product related enquiries in real time in the United States. Health concerns, sugar content, and sustainability feedback have been the driving force behind the creation of initiatives like Coca-Cola Zero Sugar, and the promises to use recyclable packaging (Coca-Cola, 2025).
Coca-Cola in India is more decentralised in terms of feedback where consumers are used to provide insights by using toll-free helplines, distributor networks, retail partners, and regional social media. The feedback on the cost, pack size, and flavour has led to the launch of low-priced packs and locally favorable brands like Thums Up and Maaza (Nworie et al., 2024). In general, the Coca-Cola company uses customer feedback in its CRM systems to facilitate the adjustment of its products, service enhancement, and long-term customer interaction in both markets.
[bookmark: _3j2qqm3]6.5 Key successes and challenges
In India, Coca-Cola accessed with high rural reach and expanded to 320,000 villages with the support of the infrastructural improvement (ET Online, 2023). Furthermore, one of the most recognisable brands in India, which also excels with visual identity and emotional marketing reliable to attract more consumers. In the USA, the availability of a mature market allows the brand to enhance loyalty and strong presence awareness, which are helpful for Coca-Cola to enhance its growth. Coca-Cola also pays attention to the different initiatives, such as the recycled PET bottle sustainable package in which helps to promote brand image (Faris et al., 2024). 
In both the USA and India, Coca-Cola shows excellent marketing results with a large level of market share, successful marketing campaigns, and consumer involvement through online measures. Social media campaign and emotional branding in both markets, helps a lot in building brand awareness and interaction with customers. Yet, some important distinctions are apparent. India is a high-growth market that is fuelled by the growing rural penetration, price-sensitive pricing and volume-oriented sales growth, and the USA is a mature, saturated market with stable revenues, slower sales growths, and increased regulatory and health-related pressures. Therefore, Coca-Cola focuses on growth and penetration in India, and brand retention, innovation, and reputation management in the USA.
[bookmark: _1y810tw]7.0 Evaluation of Marketing Ethics Practices 
In marketing ethics of Coca-Cola in the landscape of the US is guided by its commitment towards integrity and human rights. In the purpose of aligning with these fundamental values, the company highlights efficacy in terms of aligning with aspects, such as the Code of Business Conduct, Human Rights Policy and other ethics and compliance (Coca-Cola, 2025). Besides, the responsible marketing practices of the brand concerning the protection of children are evident in its commitment to providing healthier beverage options in schools (Jacobson, 2020). 
In the Indian market segment, Coca-Cola highlights its commitment towards the maintenance of transparency and honesty in terms of labelling its product with clear and accurate information in regard to ingredients, nutrition, and allergens. The company effectively comply with local preferences, procuring a greater focus on nutrition and health (Coca-Cola, 2020). In the enhancement of the Indian circular economy, the company has also recognised sustainable packaging in terms of lowering carbon footprint with the illustration of credible marketing and business practices (Manufacturing Today, 2024). 
Ethical Practices
To begin with, under targeting, Coca-Cola is practicing ethical marketing behavior by ensuring that it engages in responsible marketing to the children. The company does not directly advertise sugar drinks to children; it also sells low-sugar and non-carbonated beverages in school-related situations, which is in line with ethical targeting (Jacobson, 2020).
Second, positioning-wise, Coca-Cola ethically positions itself in India by use of sustainability and community-based messages. Water stewardship projects, recyclable packaging campaigns, and other initiatives can help with the transparent, socially responsible positioning of the brand, and promote them as being in line with local environmental and social expectations (Manufacturing Today, 2024).
Unethical Practices
There are also unethical issues though. In the case of under segmentation, Coca-Cola has faced allegations in targeting low-income and rural populations with cheap sugary drinks, which may become a source of encouragement to unhealthy consumption behaviours among vulnerable consumer groups (Balch, 2019).
Also, positioning-wise, the brand has been accused of minimizing health hazards related to excessive sugar consumption and relying on emotionally evocative and culturally appealing advertisements, which can be misleading to consumers about nutritional effects (Rajagopalan, 2024).

[bookmark: _4i7ojhp]8.0 Recommendations & Conclusion 
[bookmark: _2xcytpi]8.1 Strategic recommendations for Coca-Cola’s international marketing 
Recommendations for the USA
Coca-Cola in the United States needs to focus on the diversification of healthy and functional beverages in order to address the high health awareness and regulatory pressures. To counter the obesity and diabetes concerns, diversification of the low-calorie and no-sugar versions with the natural sweetener stevia would be helpful because it would not disrupt the taste familiarity. Moreover, by investing more in functional beverages, such as the ones with vitamins, electrolytes, or probiotics, Coca-Cola would be able to compete in the market of new health-oriented brands better.
Another way that Coca-Cola can enhance its data-driven marketing in the USA is through the use of AI and advanced analytics to make campaigns in the digital arena personalised. Improved utilisation of first-party data with the help of loyalty programmes and D2C platforms would help to make targeted promotions, better the customer retention, and optimise product recommendations in a competitive and mature market (Bhuiyan, 2024).
Recommendations for India
Coca-Cola in India needs to concentrate on low end health innovation and strategic packaging of their products by integrating healthier formulations with price sensitive packages. Smaller pack-sizes of low-sugar or naturally sweetened drinks should be introduced, and this would enable more people to live healthier lifestyles. This would be further enhanced by the localised functional drinks to climate conditions, including hydration and electrolyte drinks.
Also, the concept of green branding and sustainability programs should be brought to the fore of the Indian marketing strategy of Coca-Cola. Increasing water stewardship programmes, recycling community campaigns, and biodegradable packaging programmes would increase brand legitimacy in a market which is socially conscious and environmentally sensitive. These initiatives should be communicated in regional languages and grassroots communication which would enhance trust and long-term consumer engagement.
[bookmark: _1ci93xb]8.2 Final conclusion summarising findings
The overall study has focused on international marketing strategies and practices used by Coca-Cola in expanding to India and USA. Analysing the PESTLE Framework has evaluated information regarding the economic degradation in India and also the political effect rising in the USA. Under the competition with the Hofstede cultural dimension, it has been determined that the USA on equality whereas India highly hierarchical model, which might affect Coca-Cola's extension. 
[bookmark: _3as4poj]
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No one celebrates the holidays like Coca-Cola! Discover all the
‘ways we’re here to help you savor every moment of the season.

Explore More
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