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[bookmark: _Toc143289854]Introduction
This report is developed for undertaking a critical comparison and contrast of the impact of differences and similarities across nations in an international marketing context about selecting a product operating in two different countries. The comparison intends to examine the macro environmental forces impacting the operations of the selected product in two different countries.  It also intends to examine the difference in international marketing strategies the difference in Segmenting, Targeting, and Positioning (STP) and 7P used by the management in the context of the market of two different countries. The selected product for carrying out the report is ‘Coca-Cola’ which is a carbonated drink manufactured by the Coca-Cola company. The selected two countries where the product is sold are the United States (U.S.) and India.
[bookmark: _Toc143289855]Background Information of ‘Coca-Cola Company’
Coca-Cola or Coke is a carbonated soft drink that is manufactured by the company Coca-Cola. It is an American multinational company that was established in the year 1892. The product is estimated to be sold in about 200 countries across the world and is known to be one of the leading beverage products in terms of revenue. It is estimated that consumers drink approx. 1.8 billion beverages served per day of Coke. Coke or Coca-Cola is one of the leading brands per product of the ‘Coca-Cola Company’ (Coca-Cola Company - statistics & facts, 2023). 
[bookmark: _Toc143289856]Part 1: Analysis of Macro Environmental of ‘Coca-Cola’ in the US and India
The external environmental forces impacting the operations of the product ‘Coca-Cola’ in the two countries are examined by the application of ‘PESTLE’ analysis as depicted below:
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Figure 1: Macro-Environmental Factors 
(Source: Jurevicius, 2022)
[bookmark: _Toc143289857]Political Forces
US
There is high political stability within the US which favours the growth of businesses. The government is continuing to focus on supporting foreign direct investment and has a favourable taxation system. As such, with a stable political environment and advanced infrastructure, it presents an attractive destination for businesses such as Coca-Cola (Business Management & Marketing, 2023). 
India
India as compared to the US has a less politically stable climate due to the impact of corruption and conflict from the neighbouring countries. Also, the government is favouring FDI to support the country’s economic growth. Coca-Cola realises significant revenue from the Indian market and therefore favourable government policies impact its business growth in the future. 

[bookmark: _Toc143289858]Economic Forces
US
Consumer spending within a country impacts the company's sales and profitability. The higher consumer spending in the US drives increasing sales within the country. The average per capita consumption in the US is about 36 times higher as compared with India. Coca-Cola conducts business in different currencies and therefore fluctuations in exchange rates impact the revenue and costs of the company (The Strategy Story, 2023). 
India
The rising level of income of people within the country is supporting the growth of food and beverage companies (The Economic Times, 2022). The pandemic of Covid-19 has impacted the consumption pattern of people. This can impact Coca-Cola's growth in future with decreasing spending of people towards food and beverage products due to economic recession. 
[bookmark: _Toc143289859]Social Factors
US
The US has a strong growth rate of population with the presence of diverse societies and therefore increasing increased demand for food products and services favourable for the growth of beverage brands such as Coca-Cola within the country. However, the increasing rate of obesity within the US is posing a risk to its future growth with changes in taste and preference of people towards healthier and low-calorie beverage products. This is causing the need for Coca-Cola to introduce healthier beverage options(Business Management & Marketing, 2023). 
India
There is a strong demand for carbonated beverage products within India in the past and this has supported Coca-Cola's strong growth within the country after its expansion. However, there is more inclination towards healthy products after the pandemic of Covid-19 which can result in decreasing the demand for high-calorie sweetened carbonated drinks (The Strategy Story, 2023). 
[bookmark: _Toc143289860]Cultural Forces
Hofstede’s model of cultural dimensions can be adopted for evaluating the social and cultural factors impacting the marketing of Coca-Cola across the two selected countries of the US and India. 
[bookmark: _Toc143289861]Country Comparison between the US and India
[image: ]
Figure 2: Hofstede’s Country Comparison between US and India
(Source: Hofstede Insights, 2023)

Power Distance 
This dimension indicates the extent to which power equality is perceived in society. The US has a lower score in this dimension implying low power distance and such refers that all members within a society are perceived to be equal. However, India scores high on this aspect representing higher power inequality within society and organizations. The higher hierarchy and lack of open communication in Indian organizations impact their marketing approaches where decision-making is lower and often lacks innovation (Hofstede Insights, 2023).
Individualism
The US has a higher score in individualism representing the increased emphasis of society on equal rights in all aspects while India has an intermediate score having more collectivistic and less individualistic traits. These traits impact the marketing approaches used for the promotion of Coca-Cola.
Masculinity
The US score on masculinity is high characterized by the society being driven by competition, achievement, and success while India has a more feminist approach where there is less focus of people on success and achievements. 
Uncertainty Avoidance
The dimension relates to the way society deals with uncertainty or ambiguity in the future. The US score is lower than average in respect of this dimension which means that there is a fair degree of acceptance towards new ideas and this drives innovation in marketing practices. India scores lower than the US in this aspect which means that people have lower motivation to take initiatives by themselves.
Long-Term Orientation
The dimension indicates the ways society is directed toward meeting long-term goals instead of prioritizing short-term objectives. The US has a very low score on this dimension which means that Americans are short-term oriented while India has a high score implying that they are long-term oriented. The different orientation impacts the marketing tactics used by Coca-Cola in two different countries (Hofstede Insights, 2023).
Indulgence
The US scores high on indulgence which means people focus more on individual happiness and well-being while India is a restrained society and people do not place much emphasis on leisure time. These factors also impact the development of marketing practices by Coca-Cola for brand promotion in the two countries.
Advantages of Hofstede’s Cultural Model:
· It helps in developing an insight into the different cultural factors that can impact international marketing tactics and strategies
· Help in the development of better marketing approaches by gaining an insight into the cultural preferences and norms within the country
· Leads to developing market synergy between cross-border markets
Disadvantages of Hofstede’s Cultural Model:
· The information obtained is not appropriate or specific 
· The model may not help in identifying the specific characteristics of the target market


[bookmark: _Toc143289862]Technological Forces
US
The presence of advanced technology infrastructure within the US can improve the marketing operations of Coca-Cola (The Strategy Story, 2023).
India
India is focusing on improving its technology competencies but lacks behind the US in terms of infrastructure and developing new technologies to support business operations. However, the rising internet usage and social media platforms have provided benefits to Coca-Cola to reach target customers and gain insight into their latest trends and demands (Rahman, 2023). 
[bookmark: _Toc143289863]Legal Forces
US
The federal trade commission has developed advertising and marketing laws in which advertisements need to be truthful and should not contain any unfair practices that impact Coca-Cola's marketing practices within the US (Anders, 2013).
India
The Consumer Protection Act of 1986 needs to be complied with by Coca-Cola within India for ensuring that its marketing practices do not deceive customers and that it is adopting the use of responsible marketing policies (Rahman, 2023). 
[bookmark: _Toc143289864]Environmental forces
US
Coca-Cola also needs to compile the necessary environmental protection laws in the US such as National Environment Policy Act, Clean air act and others for protecting the environment and conducting its operations successfully (Business Management & Marketing, 2023). 
India
Coca-Cola needs to comply with environmental laws such as Environment Protection Act 1986 in India for meeting its obligations and responsibility toward the environment (Outlook, 2023).
[bookmark: _Toc143289865]Similarities and Differences in Macro Analysis of ‘Coca-Cola’
It has been analysed from the use of ‘PESTLE’ analysis that both countries have relatively supportive business growth policies. The huge population and strong economy support the growth of the Coca-Cola brand in both countries. There is also a rising trend towards consuming healthier beverage options in both countries after the Covid-19 pandemic. There is a need for complying with relevant legal and environmental laws for successfully conducting operations across both countries. However, the significant difference in consumer behaviour in terms of price, taste, cultural values, norms, beliefs, and practices can impact the marketing approach of the brand in both countries. 
[bookmark: _Toc143289866]Porter Five Forces Model
The model is adopted for developing an understanding of the market in which the company operates within the two selected countries of India and the US based on its five competitive forces.
[image: ]
Figure 3: Porter's Five Forces
(Source: Wallstreetmojo Team, 2022)

Threat of New Entrants
The threat of new entrants is low within the beverage industry of the US as well as in India as new entrants need to match the quality and pricing of Coca-Cola which is relatively not easy for the new players.
Bargaining Power of Buyers
It is relatively high for the US market with the availability of more information regarding the substitute or competitor products while comparatively lower for the Indian market where buyers have access to less information as they are not so proactive.
Bargaining Power of Suppliers
The suppliers have less power in the US to influence Coca-Cola operations due to the presence of a higher number of suppliers whereas the Indian market is somewhat higher due to the presence of a comparatively reduced supplier base and conflicts due to unfavourable labour or pricing conditions (The Guardian, 2017).
Threat of substitutes
The threat of alternative products such as healthy soft drinks is high for the US market where there is an increasing preference towards consuming healthy drinks as compared to the Indian market achieving comparatively less awareness towards their eating habits (Bowman, 2023).
Threat of Competition
The threat of competition is medium for the US market with the beverage industry already reached saturation while for the Indian market, it is increasing with the entry of global players that can result in reducing the market share of the Coca-Cola brand (Alahi and Bass, 2018).
[bookmark: _Toc143289867]Similarities and Differences for Porter Five Forces Analysis
It can be stated from the above analysis that the threat of new entrants is comparatively lower for Coca-Cola in both countries owing to its strong brand position and customer loyalty. The bargaining power of buyers is high in the US with consumers being more proactive about the best competitive brands in terms of quality and meeting their specific needs in comparison to Indian consumers having high brand loyalty and tendency for repeat purchases. The bargaining power of suppliers is also high for India due to disruptive labour and pricing issues. The competitive rivalry is also high for the Indian market with new beverage brands expanding within the market as compared to the US. The threat of substitutes is high in the US with consumers having a high preference towards healthy beverage products as compared to India. 
[bookmark: _Toc143289868]Micro-Environment Analysis
SWOT analysis is used for evaluating the impact of factors surrounding the business of Coca-Cola within the two countries. 
[image: ]
[bookmark: _Toc143289869]Similarities and Differences in SWOT for ‘Coca-Cola’ in Both the Countries
Coca-Cola is a strong brand and holds a strong brand position in the food and beverage industry of both the US and India. However, there exist differences in the operational and market strategies of the brand in both countries. The increased competition in the Indian market in terms of price can impact its future growth. Also, the development of healthy carbonated beverage products provides an attractive opportunity as well as a threat to growth in both countries. 
[bookmark: _Toc143289870]Part 2: Analysis of Segmenting, Targeting, and Positioning of Coca-Cola in the US and India
[bookmark: _Toc143289871]Segmentation
Market segmentation strategies are used by business organizations for segregating customers into categories based on similarity in their profiles (Chu, 2020). The difference in segmentation of Coca-Cola in the US and India can be carried out based on the following dimensions:

Demographic
Coca-Cola in India includes a wide age range of younger to mid-age consumers ranging from 10 to 40 years old. The demographic segmentation includes kids, younger people, students, employees, adults, and families. On the other hand, demographic segmentation in the United States consists of people aged between 10 and 35 ranging from students in universities, schools, colleges, corporate people, and old age groups instead of families (The Coca-Cola Company, 2023).
Geographic Segmentation
Coca-Cola is known for selling its product globally having varying cultures, customs, and climates. For example, in the US it is liked more by old people also. It targets individuals as per gender for example, Coca-Cola is more preferred by females in the US as compared to India. Also, it has launched Coca-Cola Light and Coke Zero which are liked by men owing to their strong taste in the US (Goyal, 2022). 
Behavioural Segmentation
There are different product offerings of Coca-Cola across India and the US dependent on the behaviour and attitude of people within the two countries. The Coke products in the US are lighter and less sweet as compared to India. This is on account of the diet consciousness and health preferences of the US people who are more aware of their health in comparison to the people of India. The Indian version of Coke is sweeter according to the needs and demands of Indian consumers who tend to enjoy sweetened beverage products (BUSINESS ANALYSIS, 2023). 
[bookmark: _Toc143289872]Targeting 
Targeting marketing is an approach used by marketers for dividing the markets into relatively small units comprising similar-minded people. Marketers can adopt the use of concentred, differentiated, or undifferentiated marketing strategies. The concentred marketing strategy refers to the approach used by marketers for directing all their efforts towards meeting the needs of one audience segment (Coca-Cola Start Io., 2022). Differentiated targeting creates different market segments based on specific characteristics such as demographic features. Undifferentiated marketing refers to developing the same advertising strategy for all customers irrespective of the difference in features or characteristics of the market segments.
Coca-Cola tends to adopt the use of differentiated targeting strategy in the market of the US while it adopts the use of undifferentiated targeting in the market of India. The differentiated marketing strategy of Coca-Cola in the US consists of developing different advertising strategies for different market segments based on their demographic features. Two types of target markets are primary and secondary markets. The primary target of Coca-Cola consists of young customers within the age bracket of 10-25 whereas the secondary market is composed of people aged between 25-40. There is the use of different targeting marketing strategies based on these target markets as per their needs, desires, and taste preferences (Coca-Cola Start Io., 2022). The company targets the market desiring an instance flavour within their regular coca cola drinks in terms of taste. 
However, there is a different targeting strategy for the customers who prefer dietary Coca-Cola and who are health conscious. This is essential to meet the needs of various customers ranging from average to health-conscious ones in the US. Coca-Cola targets differentially its middle-aged and older adults in the US who are diet conscious or diabetic by offering diabetic Coke as compared to the regular Coke products offered for younger generation people such as students or corporate people (Coca-Cola Start Io, 2022). There is also the use of a differentiated marketing strategy used by Coca-Cola in the US in terms of gender due to differences in their taste and preferences within the country. Coca-Cola Light is preferred by females whereas coke zero is preferred by men due to their strong taste within the US and therefore differentiated marketing strategies are adopted within the country.
On the other hand, there is an undifferentiated targeting strategy followed by Coca-Cola in India. This involves using the same bottle design, similar types of advertisements, and adopting the same distribution channels for selling Coca-Cola in India. The advertisement of the brand within India emphasizes delivering its strong message of focusing on the themes of unity, togetherness, and fun irrespective of the differences in target audiences’ behaviour within India. There is less focus on using differentiating target segments based on their behaviour such as preferring dietary coke or in terms of gender behaviour preferences (Hodgson, 2019). 
[bookmark: _Toc143289873]Positioning
The positioning strategy of a company involves developing actions or processes for improving the brand image or visibility by influencing customer perception and communicating the competitive position of a brand effectively (Siddiqui and Singh, 2023). 
Coca-Cola emphasizes positioning its beverage products as thirst-quenching and refreshing its different markets globally. The products they offer intend to bring joy to the target market and are also associated with offering a great time with family and friends. The brand focuses on marketing its products in a consistent manner of being premium quality. 
Coca-Cola adopts the use of an aggressive marketing strategy for effective positioning of the beverage drink in the mind of its target customers within the US. This type of marketing strategy involves marketing its product lines through advertising across different mediums and channels such as TV, online ads, and sponsorships (Hodgson, 2019). The different sponsorships of Coca-Cola include NASCAR, NBA, the Olympics, American Idol, and others. It fosters creating mass brand awareness of its products and thereby maintaining a hold on the beverage market. Coca-Cola has always emphasized maintaining a visual identity since its founding in the US that is further supported by offering high-quality and product-centric promotions. There are different positioning strategies for diet-conscious consumers as compared to other customer segments within the US (Coca-Cola Start Io., 2022). 
 [image: ]
Figure 4: Positioning Map of Coca-Cola in the USA
(Source: Fripp, 2023) 
On the other hand, the positioning strategy of Coca-Cola within India focuses mainly on the elements of bringing happiness, refreshment, inclusiveness, togetherness, friendliness, and a beverage drink catering to meet the needs of people of all genres ranging from teens to middle-aged. It is positioned as providing happiness and joy to the customers during family gatherings or recreational activities as compared to the positioning initiatives in the US emphasizing community, passion and experimentation (BUSINESS ANALYSIS, 2023). There are different product ranges offered by the brand in the US as per the behavioural patterns of people while in India it often follows a mass marketing strategy. Coke is positioned as a premium brand within the US while it is perceived as an economic beverage product within India. Coca-Cola validates its higher price point in the US by focusing on its unique flavours and differentiation product offerings leading it to develop distinctive brand equity (Hodgson, 2019).
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Figure 5: Positioning Map of Coca-Cola in India
(Source: Fripp, 2023) 

[bookmark: _Toc143289874]Part 3: Evaluation of Marketing Mix Strategies of Coca-Cola in the US and India
The marketing mix strategy of a company can be described as a set of controllable and tactical marketing tools used for developing a desired response from the target market. The marketing mix elements of Coca-Cola across India and the US can be differentiated as follows:
[bookmark: _Toc143289875]Product
There is a difference in product ranges offered by the brand Coca-Cola in India and the US. The Coca-Cola variants in the US are high in fructose syrup as compared to higher sugar content in India. The Coca-Cola variants in the US consist of main products such as Zero Sugar Coke, and Diet Coke as well as personalized Coke products for celebrating special occasions such as birthdays, newlyweds customised bottles, and others (The Coca-Cola Company, 2023).  
[image: ]
Figure 6: Coca-Cola Product Range in the US
(Source: Coca-Cola, 2023)
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Figure 7: Coca-Cola Personalised Product Range
(Source: Coca-Cola, 2023)
The Coca-Cola products in India are high in sugar content and there is a lack of personalized product offerings with the introduction of diet coke as the customers of the country are also emphasizing meeting their dietary needs (Coca-Cola India, 2023). 
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Figure 8: Coca-Cola Product Range in India
(Source: Coca-Cola, 2023)
[bookmark: _Toc143289876]Price
Coca-Cola implements the use of a price discrimination strategy in its marketing mix implying that it tends to charge different prices for products in different segments such as for health-conscious consumers or personalized Coke products. There are different prices for products of various segments such as dietary Coke or zero-added sugar as compared to the regular Coca-Cola offerings (Mayureshnikam, 2018). On the other hand, Coca-Cola follows a competitive pricing strategy in India. This is because Indian consumers are price sensitive and therefore price discrimination strategy cannot be adopted as they can flip easily if prices are too high in comparison. As such, the two major carbonated beverage players that are Coca-Cola and Pepsis try to maintain a price parity within each segment. Coca-Cola also tends to provide discounts on bulk purchases within India to gain customer loyalty.
[bookmark: _Toc143289877]Place
Coca-Cola manufactures and sells its beverage products to bottling plants that in turn partners with manufacturing packages that distribute them finally to vending partners who finally sell them to the consumers. The products can be found in each retail shop and supermarket within the US and India. Coca-Cola is estimated to distribute about 100 billion servings of its product each month in the USA and has about 2.5 million stores within India (Xinag, 2022). In addition to this, the products are also distributed in different hotels and restaurants across the world. 
Coca-Cola adopts the use of an acquisition market entry strategy within the Indian market. It acquired local beverage Indian players such as Sprite, Thumps Up and others for gaining their market share and also study consumer preferences. It also supported Coca-Cola to take advantage of its supplier base and distribution network and facilitating the company operations within India (Greer, 2018). 
[bookmark: _Toc143289878]Promotional Strategy
Coca-Cola adopts the use of aggressive marketing channels for its brand promotion within the US. It consists of driving ad campaigns with the use of different media channels such as television, online commercials, print media and sponsorships within the US for the promotion of its products (Vigliotti, 2023). It sponsors different events within America such as American Idol, BET network, NASCAR, NBA, NCAA, Olympic games, and FIFA World Cup. Coca-Cola also launches various marketing campaigns such as ‘Taste the Feeling’ launched in India in 2016 that focuses on the theme of joy and happiness. The advertising campaign has launched a product titled ‘Best Taste Ever’ in India for promoting brand awareness of its Zero-sugar product in India by using celebrity endorsements (Hodgson, 2019). 
Coca-Cola is rapidly using digital marketing platforms within India for the promotion of its brand. There is a rise in the use of social media medial channels such as Facebook, Twitter, and Instagram within India and this is effectively utilized by Coca-Cola platforms for brand promotion. Coca-Cola utilized both traditional as well as international mediums for the promotion of its product offerings (Coca-Cola flavours from around the world, 2023). The localised advertising strategy mainly includes using marketing campaigns using celebrity endorsements of the region and providing messages suiting the local language and culture (Vigliotti, 2023).
[bookmark: _Toc143289879]People
Coca-Cola has about 320 million customers within North America and holds an industry retail value of approximately 350 billion. Latin America consists of approximately 525 million consumers has about 39 markets and holds an industry retail value of $100 billion. Coca-Cola is known as one of the top carbonates beverage products in the US ad holds about 46.3 per cent of the market share within the country (Chu, 2020). 
The below graph depicts the market share of Coca-Cola across the time range of 2004 to 2021:
[image: ]
Figure 9: Market Share of Coca-Cola
(Source: Statista, 2023)
Also, the Coca-Cola Company has the presence of about 82,500 employees as of the end of the year 2022 while the number of employees has depicted an increase of about 4.43% in comparison to the previous year (Coca-Cola Company - statistics & facts, 2023). 
On the other hand, Coca-Cola is stated to have the fifth-largest market of carbonated beverages within India and holds about 40% of the country’s branded beverage market. The net revenue of Coca-Cola within India has depicted an increase of about 11 per cent in the year 2022. The strong growth in the Indian market in Coca-Cola has resulted in contributing to gain expansion within the global market. Coca-Cola India subsidiary of Coca-Cola company has a presence of about 25,000 employees in India (Outlook, 2012). However, in both countries, Coca-Cola strives to develop a harmonium working environment for its employees according to its strategic mission and vision. The company has put in place different initiatives for ensuring the well-being of employees and keeping them motivated and driving the increase in productivity. 
[bookmark: _Toc143289880]Processes
Coca-Cola has maintained a competitive supply chain in each country of its operations that is whether India or the US. It seeks to optimize its operational infrastructure for ensuring sustainability. The company operations consist of different processes such as ingredient conveyance, equipment washing labelling, packaging, and warehousing. The brand in both countries tends to work in association with its bottling partners to prepare, package and sell the final beverage products (Goyal, 2022). Thus, its product operational processes consist of the integration of company owners and associated partners of bottling, sales, and distribution.
[bookmark: _Toc143289881]Physical evidence
The physical evidence of Coca-Cola in both countries consists of the distinctive recognition that it has achieved in the mind of the customers owing to its unique logo, packaging and bottles in different shapes and colours found in the retail market or individual shops. This has enabled in developing a distinctive brand recognition and assisting the customers in easily locating the Coke product. The Coke product is offered in different shapes and colours within India and the US (Deshpande, 2020). 
[bookmark: _Toc143289882]Similarities and Differences in Marketing 7P’s Strategies of Coca-Cola in Both the Countries
There is a similarity in the product range of Coca-Cola in both countries with the offerings of Coke, diet Coke and zero sugar Coke. However, the difference exists in the presence of more flavours and personalised Coke products in the US lacking in India. There is a difference in pricing strategy as Indian consumers are price sensitive and therefore it adopts a competitive producing strategy. The place is also similar in both countries with availability in retail shops and supermarkets and also in hotels and restaurants. The promotional strategy is also similar with a focus on more sponsorship and campaigning in America while the emphasis is on using celebrity endorsement and social media channels within India. The market share is high in the US but it has reached saturation while in India is comparatively lower but is strong in terms of expansion and continued growth in the food and beverage sector. The strong distribution and supply chain within the US supports its strong growth with disruptions faced in India owing to supply chain and distribution issues. The unique logo, colour, flavour and quality of Coca-Cola products serve as a point of differentiation in the beverage sector in both companies. 

[bookmark: _Toc143289883]Part 4: Comparison of the Direct Development Strategy of Coca-Cola within India and the US
[bookmark: _Toc143289884]Ansoff Matrix
The Ansoff Matrix can be implemented to evaluate the strategy used by Coca-Cola in the markets of India and the US for identifying future growth opportunities.
[image: Ansoff matrix]
Figure 10: Ansoff Matrix
(Source: Hanlon, 2021)
[bookmark: _Toc143289885]Market Penetration
This involves developing new products for existing markets by aligning the new products to meet customer needs and outperforming the competitors (Adamkhankasi, 2020). Coca-Cola tends to adopt this strategy for gaining expansion into the market of the US by introducing new products to meet the health needs of the customers such as the launching of Zero Sugar Coke, personalised Coke offerings and dietic coke for developing new customers and increasing the market share. In addition to this, it tends to sponsor different events within America such as music, festivals, and other cultural vents as part of its promotion. It can penetrate the market on an annual basis within America by creating an association between Coca-Cola and Christmas by uniting its red colour bottles with the Christmas festival and striving to unite the people (Ahmed, 2019).  It is adopting this strategy within the market of India to increase the existing market share by using celebrity or sports figures' endorsements for promoting brand image and developing customer loyalty. 
[bookmark: _Toc143289886]Market Development Strategy
The strategy focuses on identifying a new group of buyers for an existing product range. For example, the launch of Coke Zero in the year 2005 was an excellent example of this that was first introduced in the market of the US and thereby in India focusing on providing products with zero sugar and low calories. Also, it is aiming towards launching Coca-Cola Starlight products in the market of the US that will be readily available in 20-ounce having relatively low sugar (Amrutha Raju, 2019). Starlight is developed with the vision of bringing space to life through a simple sip capturing the mystery and essence of life beyond the atmosphere. In addition to this, the company will be launching its Coke offerings with a mocha flavour that signifies its coffee-infused soft drinks to enhance the quality of its taste with a flavour of coffee. These products are developed for creating new customers within the USA market such as attracting diabetic people having high health preferences and coffee lovers (Coca-Cola flavours from around the world, 2023). 
Coca-Cola aims to launch about 20 new products within India focusing on bringing more energy drinks within the soft drink market of India. It is intending to bring a wide range of energy, sports, tea and coffee, and fruit juices from its global portfolio to India. The brand is intending to launch new energy drink segments with flavoured tea and coffee and energy drinks for its market development within the country. The market development strategy of India focuses on introducing new products and creating new markets for the products (Chua, 2023). 
[bookmark: _Toc143289887]Product Development Strategy
This involves developing new products for existing markets for meeting the emerging needs and requirements of customers and outperforming the competitors. It is launching various product variants including flavoured vanilla, lime, and cherry syrup products for identifying profitable opportunities through fostering product development for existing markets. It has selected new products under its India portfolio such as ‘Fanta Apple Delite’ and ‘Charged by Thums Up’ that are available within some of the top airports within India (Greer, 2018). The product development strategy of Coca-Cola in India focuses on interacting with a large number of travellers and target audiences having high spending and purchasing power. Coca-Cola is extending beyond its original recipe for supporting product development for driving the increase in sales. It is also recently introduced several new products such as Coca-Cola Zero Raspberry, Coca-Cola Zero Peach and Cherry and Coca-Cola Energy (Warfield, 2022). 
[bookmark: _Toc143289888]Diversification Strategies
The diversification strategy occurs when a company decides to make new products for new product development. It is diversifying into the market of India with the introduction of a line of new products such as Aquafina which has enabled the firm to expand the company into the water and energy drink domain (Afolabi, 2013). Also, it is focusing on diversifying its product into energy drinks, juices, sports drinks, teas, and vitamin water. The diversification strategy of Coca-Cola is aimed towards supporting its plan of international expansion. Coca-Cola has also attempted to bring lower-calorie products with the recent launch of its flavoured mile brand known as Voi in India. 
The diversification strategy has been adopted by Coca-Cola in the 1960s and 1970s by selling its non-core products such as Fanta, Sprite, Powerade, and Vitamin Water. It has achieved huge success in the beverage sector within the USA and thereafter the strategy was adopted for gaining expansion in other countries of its operation such as India (The Economic Times, 2010).
[bookmark: _Toc143289889]TOWS Matrix
TOWS can be defined as a tool or framework used for creating, comparing, deciding and accessing business strategies. The framework is mainly used for generating strategic options that assist businesses to develop their future development strategies.
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Figure 11: TOWS Matrix
(Source: Digital Leadership, 2023)
The following strategic development options are recommended to Coca-Cola to grow in both the countries of the US and India based on the TOWS matrix: 
· Strengths to Opportunity: This is known as the max-max strategy as it involves leveraging the use of strengths for creating further business development opportunities.
· Strengths to Threats: This is known as the max-min strategy involves leveraging strengths for minimising threats.
· Weakness to Opportunities: Known as min-max strategy involves minimising weakness by leveraging opportunities.
· Weakness to threats: Known as min-min involves developing a strategy that seeks to address weaknesses as well as threats. 
Coca-Cola is a well-established global brand having strong brand loyalty and extensive resources and therefore recommended to adopt the use of the max-max strategy for future development in the markets of India and the US. The company need to continually invest in research and development activities for meeting the changing needs and preferences of its consumers in both the marketers such as the introduction of lower calorie and sugar beverage products or improving its operational efficiency to stay ahead in terms of both quality and price (Xinag, 2022). There is a need for allocating more resources towards developing a product range of healthier soft drinks by the company to address the healthy needs of consumers in both the market specifically after the occurrence of the Covid-19 pandemic. 
It is also suggested that the company need to adopt the use of a max-min strategy for addressing its threats in both markets by the use of its relative strengths. This involves diversifying its product range such as introducing fresh juices and other types of soft drinks to appeal to a new customer base. It can develop strategic collaboration with the local soft drinks manufacturers in both countries for supporting the growth of its new product range by leveraging their distribution facilities (Afolabi, 2013). 

[bookmark: _Toc143289890]Conclusion
[bookmark: _Toc143289891]It can be stated from the overall discussion that the Coca-Cola brand has achieved huge success in both the countries of its operation that is the US and India. Coca-Cola has been launched in the US and after gaining huge success within the country has expanded into new products such as India. The US market is characterised by having premium products of Coke that are sold at higher prices as compared to the Indian market has lower prices products. Coca-Cola is following a price discrimination strategy in the US and it tends to adopt a behavioural segmentation approach. However, in India, Coca-Cola follows mainly demographic segmentation and uses a competitive pricing strategy. There is a differentiated targeting strategy in the US while an undifferentiated targeting approach is followed in India. The marketing mix elements have also identified different promotional pricing, product, and place strategy of the US in comparison to India. Therefore, it can be said that Coca-Cola is using different marketing approaches within India and the US as per the needs and preferences of the customers in the two countries. 
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Strengths

The major strength of Coca-Cola in the US and Indian markets is its strong
brand identity. This has been achieved by the company through meeting the
local tastes and demands and maintaining quality and competitive pricing in

both markets (Bowman, 2023).

Weaknesses

The increased sugar concentration within the product is leading to its lower
demand in the US whereas in India it faces intense competition from
domestic as well as international players that can impact its growth in the

long term.

Opportunities

There is an opportunity towards reducing sugar concentration in Coca-Cola
products for addressing the emerging healthy needs of consumers. Also, in
the Indian market, there is an opportunity towards using innovative
marketing approaches such as social media campaigns for reaching target

audiences and increasing the customer base (Alahi and Bass, 2018).

Threats

There is a major inclination towards consuming healthy beverage products
within the US as well as the Indian market and this can be a major threat to

its future growth and demand within the country.
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