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Introduction
Coca-Cola, one of the world’s most iconic brands, has successfully established a global presence, adapting its marketing strategies to resonate with local cultures, preferences, and economic conditions. This essay delves into the marketing strategies employed by Coca-Cola in two distinct markets: Mexico and China. Despite both countries being pivotal in the company’s global operations, their vastly different cultural, economic, and political landscapes require tailored approaches. In Mexico, Coca-Cola capitalizes on deep-rooted traditions, local taste preferences, and emotional connections to the brand (Tyler, 2018), while in China, it faces the challenge of introducing a Western product into a market with a rich beverage history and evolving consumer tastes (Si.Edu, 2025). By analysing these localized strategies, the essay seeks to explore how Coca-Cola navigates the complexities of global marketing, leveraging both universal brand values and region-specific tactics to maintain its position as a market leader. Through this comparative analysis, the essay will uncover the nuances of Coca-Cola’s approach to segmentation, branding, advertising, and distribution in these two diverse markets.

Coca-Cola Brand Overview

The Coca-Cola Company, established in 1886 in Atlanta, Georgia, is one of the most recognized and valuable beverage brands in the world. Initially developed as a soda fountain drink by pharmacist Dr. John S. Pemberton, Coca-Cola has grown into a global powerhouse with a diverse product portfolio and operations in over 200 countries (The Coca-Cola Company, 2023). The company is best known for its flagship product, Coca-Cola (or "Coke"), but it also owns and markets other well-known beverages such as Fanta, Sprite, Minute Maid, Powerade, and Dasani.
Coca-Cola’s brand identity is built on core values such as happiness, refreshment, and unity, supported by powerful advertising campaigns and consistent brand messaging. Its distinctive red and white logo, the iconic contour bottle, and memorable slogans like "Open Happiness" and "Taste the Feeling" have played a critical role in creating emotional connections with consumers across generations and cultures (Kotler and Keller, 2016).
The company’s global marketing strategy is a blend of universal branding and localized execution. While Coca-Cola maintains a consistent brand image worldwide, it adapts its messaging, packaging, flavours, and promotional campaigns to fit regional preferences and cultural contexts. For instance, in China, Coca-Cola has positioned itself as a brand that embraces family and celebration, aligning with local values and holidays such as Chinese New Year. In Mexico, the brand emphasizes tradition and community, often integrating local festivals and music into its marketing efforts (Cullen and Parbooteah, 2016).
Internationally, Coca-Cola operates through a franchise model, with local bottling partners responsible for production, distribution, and retail. This structure allows the company to be agile in responding to local market demands while maintaining global oversight and consistency. Its largest independent bottling partner, Coca-Cola FEMSA, serves markets in Latin America, including Mexico, where Coca-Cola holds one of its highest per capita consumption rates (World Population Review, 2025). In contrast, in emerging markets such as China and India, Coca-Cola has invested heavily in infrastructure and brand awareness to capture new consumers and grow market share.
Coca-Cola’s international presence is further supported by its focus on sustainability and corporate social responsibility. The company has launched initiatives in water conservation, recycling, and community development, which aim to enhance its reputation and align with global environmental and social governance (ESG) goals (The Coca-Cola Company, 2023).
Coca-Cola’s strength lies within its ability to maintain a consistent and powerful global brand while simultaneously embracing local market dynamics. Its extensive international presence, strategic marketing, and commitment to sustainability have helped it remain a leader in the competitive global beverage industry.

Comparison of the socio-cultural context of Mexico and China 
Mexico’s culture is characterised by strong collectivist elements, hierarchical social structures, indulgence in enjoyment and a relatively short-term orientation. According to Hofstede’s cultural dimensions, a framework initially introduced in the 1980’s (EBSCO, 2024), Mexico scores high on power distance (81) and low on individualism (30), indicating that hierarchical relationships and group loyalty (especially extended family) are central (International Business Centre, 2025). The society also strongly values indulgence (a score of 97 on the indulgence versus restraint dimension) which reflects a permissive attitude towards gratification, enjoyment of life and leisure. In everyday life this shows in close family ties, frequent socialising, and a relaxed approach to time, sometimes described via the “mañana attitude” (Jiminez, 2025). Mexico is also historically shaped by a mixture of Indigenous and Spanish/Hispanic cultural influences, which has produced a rich heritage of communal practices, rituals, and strong religious and family traditions. In terms of consumption behaviours, Mexico has been noted for extremely high per-capita soft drink consumption. Reports indicate that Mexico may have one of the highest levels globally — around 148 litres per person per year of carbonated beverages. Moreover, data show that from 2012 to 2022 bottled water consumption grew significantly from about 207 to 310 litres per person per year, while soft-drink consumption fell slightly from ~112.4 to ~102.7 litres. The high consumption of soft drinks has been linked to factors such as a younger population profile, climate (hot regions), and issues with potable water access in some areas. Hence in Mexico one sees a culture of sociability, enjoyment, and group-oriented behaviour; yet also the challenges of modern consumption (including high sugary drink intake) and health consequences.
China’s socio-cultural context reflects strong collectivist values, a high regard for social harmony, respect for hierarchy and a long-term orientation, rooted in traditions such as Confucianism and Taoism. Key cultural values include family duty, referred to as filial piety, group loyalty, avoidance of conflict (seeking harmony), and respect for elders and formal roles (Scroope and Evason, 2017). From Hofstede’s perspective China scores high on power distance (~80) and very low on individualism (~15–20), indicating a strong collectivist structure where group goals often supersede individual aspirations (Nathan, 2024). In addition, China is characterised by a high long-term orientation, meaning planning for the future, perseverance and respect for tradition are emphasised. In China two companies” are responsible for the bottling, and distribution of Coca-Cola. “Swire” has control of 11 provinces as well as Shanghai (Swire, 2025), whereas COFCO cover 19 provinces (COFCO, 2019).
· Both Mexico and China emphasise collectivist values and strong social ties, but the manifestation differs: in Mexico the social ties are often through extended family, leisure and indulgence; in China the emphasis leans more toward group / familial duty, social harmony and hierarchical respect.
· Mexico’s cultural dimension of indulgence is high, meaning free gratification and enjoyment are culturally accepted. In contrast, China tends toward restraint in that dimension, and more emphasis is placed on self-discipline, social obligations and long-term goals. 
· Consumption of soft drinks: Mexico’s very high per-capita intake reflects both cultural and environmental factors (hot climate, young population, water access issues). China’s market is large in absolute terms but more diverse in product type and less about outright excessive soda habits per person as compared to Mexico.
· In Mexico the cultural context (indulgence, social communal events) may lend itself to frequent consumption of sugary drinks; in China the collective and somewhat restrained culture might moderate excessive indulgence, and the market’s shift toward functional beverages suggests adaptation to changing health awareness and regulation.
· Hierarchical structures are strong in both societies: Mexico scores high on power distance; China also scores high. However, the basis for hierarchy in China is deeply rooted in philosophical traditions (Confucianism) and state structures; in Mexico it is shaped by historical colonial legacies, social stratification and familial hierarchies.

While Mexico and China both share collectivist social frameworks and hierarchical norms, their cultural temperaments differ: Mexico leans more toward indulgence, social enjoyment and short-term orientation, and this appears to be reflected in very high soft drink consumption. China, by contrast, emphasises harmony, duty, long-term planning and restraint, and while its soft drink market is vast, consumption patterns appear more diversified and less oriented purely toward high sugary-drink volumes per person. Understanding these socio-cultural nuances is important for policymakers, marketers or health-intervention planners working in either context.

Comparison of Coca-Cola’s STP strategies in Mexico and China 
Segmentation
In Mexico, Coca-Cola’s segmentation leans heavily on demographic and psychographic bases. The brand appeals across all income levels and age groups but has a marked focus on the working-class and middle-income consumers who view Coca-Cola as an everyday beverage rather than a luxury. For example, in Mexico average per capita consumption of soft drinks is among the world’s highest: one source lists ~137 litres per person per year of sodas (Cysoda.com, 2025). A specific region such as the state of Chiapas reportedly consumes ~821 litres per person annually of Coca-Cola and similar drinks (Spooky, 2024). The psychographic segmentation emphasises family, tradition, communal dining, and the brand is deeply embedded in daily life, celebrations, and the national identity.
In China, Coca-Cola uses a more complex segmentation strategy that includes geographic (urban vs rural, provincial differences), demographic (age, income, lifestyle), and behavioural segmentation (health-conscious vs regular, premium vs mass). For example, in 2024 the published figure for China (mainland) by Swire Coca‑Cola Ltd. is 48 eight-ounce servings per person (Swire, 2024). Scholars have noted that Coca-Cola in China differentiates by age, targeting younger consumers (Long, 2017) and also by consumer health awareness and urban/rural divides. The segmentation recognises China’s large variation in income, regional tastes, and evolving consumer priorities.
Targeting
In Mexico, Coca-Cola effectively adopts a mass-market targeting approach. The brand is ubiquitously available—from neighbourhood shops (“tienditas”) to school cafeterias to family households—and the goal is broad reach rather than narrow niche. Given the very high consumption levels (e.g., ~634 eight-ounce servings per person per year for Mexico in one dataset) (World Population Review, 2025) the strategy is more about maintaining loyalty, high frequency, and habitual consumption rather than aggressive new-market penetration.
In China, Coca-Cola uses a more differentiated/targeted approach. It explicitly targets younger, urban consumers who are aspirational, digitally savvy, and value Western/modern brands. For example, marketing campaigns in China have used “code bottles” with emoticons and labels aimed at youth sub-cultures (Diez, 2025). Additionally, Coca-Cola in China targets emerging middle-class segments, premium users, and health-conscious consumers (offering low-/zero-sugar variants, teas, juices) as well as value-sensitive rural consumers via smaller packaging and price-entry offers (Swirecocacola.com, 2023). This multi-segment targeting allows adaptation according to region, income and lifestyle.
Positioning
In Mexico, Coca-Cola positions itself as a symbol of national identity, happiness and togetherness. The brand messaging emphasises family gatherings, fiestas, mealtimes, and tradition. For example, the brand’s presence at virtually every family meal or social gathering reinforces the positioning of Coca-Cola as the taste of Mexico, a drink for sharing. This aligns with the extremely high per-capita consumption: Mexico leads globally in many measures of Coca-Cola/soft-drink consumption, Mexican Cola is something now imported to the U.S and sold there, reportedly by Coca Cola fans labelled as a better tasting Cola due to its recipe containing cane sugar (Hawkinson, 2025).
In China, Coca-Cola positions itself as modern, aspirational, youthful, and locally adapted. While the global “happiness” theme remains, the local execution emphasises the digital aspect, youth culture, limited-edition seasonal packaging (e.g., Spring Festival editions), and flavour/format innovation tailored to Chinese tastes. For example, research shows that Coca-Cola in China developed new non-carbonated lines (tea, juices) and packaging adapted to local cultural codes (Bolton, 2022). The per-capita consumption figure of only ~48 eight-oz servings in China (vs Mexico’s hundreds) also implies the positioning is growth-oriented: reinforcing the category, raising consumption frequency, and elevating the premium image rather than simply being everywhere (Abdi, 2021).

Comparison of marketing mix strategies in Mexico and China 

In Mexico, Coca-Cola maintains a product strategy that emphasises broad availability, multiple packaging sizes, and value for everyday consumption. For example, in its Mexican bottling operations under Coca‑Cola FEMSA, the company offers more than 13 different packaging presentations of the core Coca-Cola brand, from small single‐serve bottles to multi-serve returnable formats (Coca-Cola FEMSA, 2024). These variable sizes and formats allow Coca-Cola to segment by consumption occasion and affordability in the Mexican market. In contrast, in China the product strategy is more innovation-led and targeted to younger, urban consumers. Coca-Cola in China has introduced strategic collaboration products, introducing products like the Oreo Coca-Cola (Hung, 2024) and “on-the-go” packaging (such as 248 ml bottles) to connect with Gen Z and urban lifestyle trends. 
In terms of price, the strategy in Mexico is geared towards value and volume. Returnable multi-serve packaging in Mexico is priced lower, this is packaging that if returned allows you to pay only for the price of the beverage and not the packaging, for example a 2.5-litre returnable package is about 20% less than non-returnable to appeal to price-sensitive consumers and smaller retailers (Packaging Europe, 2021). Additionally, Coca-Cola FEMSA reports volume growth in multipack formats where profitability and transaction counts are increasing. In China, the pricing approach is more of a penetration and accessibility strategy: research shows that Coca-Cola has kept relatively low uniform pricing, especially in earlier years, to build reach and discourage competitors, and concentrates have reportedly cost around 60% less than in the U.S. in China’s market, the cost of a bottle of Coca Cola is equivalent to around $0.83 (Numbeo.com, 2025). The pricing remains competitive and accessible in China to gain broad market entry.
For place (distribution), in Mexico Coca-Cola leverages a very strong and dense distribution network including neighbourhood tienditas, small independent stores, convenience stores, supermarkets, and returnable formats for small retailers (Tuckman, 2019). The company emphasises returnable packaging to serve smaller format retailers and rural regions. In China, Coca-Cola’s place strategy combines traditional retail, supermarkets, convenience stores, and small shops with modern trade and online channels. The company has developed multi-channel distribution, including flagship online stores and social-commerce platforms, in a market where digital engagement is high (ABITA LLC&MARKETING JAPAN, 2024). Coca-Cola has also segmented China geographically (east, central, northeast, south) and tailored distribution accordingly (Yu, 2022).
Finally, in promotion, in Mexico Coca-Cola leverages cultural integration, family and social values, local events, and mass-marketing campaigns embedded in everyday life. The company emphasises its national identity, social connections and frequent consumption occasions. Marketing commentary shows that in Mexico Coca-Cola’s campaigns focus on tradition and family tie-ins In China, promotion is more targeted, this is seen in more digital based promotion. Examples include the “Share a Coke” personality-themed bottles targeted at Gen Z, interactive social-media campaigns, limited-edition packaging for festivals, and collaborations with local brands/celebrities (Wong, 2025). The Chinese promotion strategy emphasises aspiration, connection, digital interaction and adaptable product experiences.
In conclusion, while Coca-Cola’s global brand positioning emphasizing sharing and happiness, remains constant, the marketing-mix execution shows clear differences: Mexico emphasises broad mass-market value, heavy distribution, familiar packaging sizes and culturally embedded promotion; China emphasises innovation, segmentation (especially youth/urban), accessible pricing with growth focus, blended offline/online distribution, and digital/experiential promotion. These differences reflect the distinct consumer environments: Mexico as a high-consumption soft-drink culture with established distribution and China as a rapidly evolving, segmented market with strong digital and urban trends.

	Marketing Mix Element
	Mexico – Key Features & Data
	China – Key Features & Data

	Product
	Broad beverage portfolio: carbonated soft drinks remain ~69% of mix in Mexico (Coca-Cola FEMSA, 2024).
Multiple packaging presentations including returnable bottles; 2024 data show 37% returnable packaging in Mexico. 
Focus on still beverages growth (e.g., teas, sports drinks) in Mexico: in 2024 non-carbonated portfolio grew strongly (Coca Cola FEMSA, 2024).
	Product innovation and local adaptation: In China, Coca-Cola is emphasising sparkling plus juices, RTD tea/coffee and newer formats. (Zhuoqiong, 2023).
Packaging and flavour localisation: smaller bottles/cans tailored to single-serve occasions. (Packaging News, 2011).

	Price
	Value and volume focus: Mexico uses multi-serve packages and returnable formats for affordability. e.g., multi-serve one-way presentations increased in Mexico in 2024 (Coca Cola FEMSA, 2024). 
Pricing for different pack sizes and formats helps reach lower-income consumers. 
	Penetration pricing: Coca-Cola in China has maintained relatively low retail price points to build market reach and fend off competitors (Numbeo.com, 2025).
Price architecture (pack size/format) is emphasised in China for packaging, channel and regional variation (Zhuoqiong, 2023).

	Place (Distribution)
	Very dense distribution network: Mexico uses small neighbourhood stores (“tienditas”), convenience stores and supermarkets. Traditional outlets are key. 
High coverage of returnable and multi-serve formats aids rural and urban spread.
	Multi-channel distribution: In China, Coca-Cola covers offline retail (supermarkets, convenience stores), plus strong online/e-commerce presence via platforms and digital channels (ABITA LLC&MARKETING JAPAN, 2024).
Regional segmentation of China (East, Central, Northeast, South) for distribution tailoring. 

	Promotion
	Emphasis on mass-market advertising, high frequency, retailer support programs (point-of-sale materials, sampling) in Mexico. Marketing expenses are quite high.
	Focus on youth, digital, local cultural relevance. For example, special packaging for Chinese New Year, collaborations with artists, digital/social campaigns targeting Gen Z (Wong, 2025).




Evaluation of the performance of marketing strategies

In Mexico, Coca-Cola has evidenced strong performance in recent years, particularly in terms of revenue growth, not without some pressures on volume. For example, in the full year 2024 the bottler Coca‑Cola FEMSA, one of the main Coca-Cola system companies in Mexico, reported volume growth of 3.5% and exceeded two-billion-unit cases sold in its franchises, while its non-alcoholic ready-to-drink category grew 7.8%. (Coca-Cola FEMSA, 2024). The company also achieved revenue growth; for the fourth quarter of 2024, revenue grew 14.3% and operating income grew 25.0%. (FEMSA, 2025). This suggests that its marketing strategies—covering product innovation, packaging variants, distribution breadth and loyalty programmes—have robustly supported the business. For example, its loyalty and omnichannel strategies (like the Juntos+ programme) have seen increasing enrolment and contribute to better consumer engagement (Lee, 2025).
However, there are challenges and provisos in Mexico. Despite growth in revenue and certain categories, volume declines have been reported in some quarters — e.g., volume declined 2.2% in Q1 2025. (Coca-Cola FEMSA, 2025) Additionally, the Mexican market is under pressure from macro factors (health regulation, sugar tax increases, changing consumer preferences) which may dampen soft-drink consumption over time. The high baseline consumption in Mexico means incremental growth is harder to achieve; marketing strategies might increasingly need to focus on premium variants, and health-oriented products. Overall, though the execution in Mexico appears effective, and the marketing strategies are delivering positive financial outcomes.
In China, the evaluation is more nuanced. On the upside, Coca-Cola’s bottler Swire Coca‑Cola Ltd. reports that in the Chinese Mainland (franchise territory) sales volume reached 1,381-million-unit cases in 2024 and per-capita consumption was around 48 eight-ounce servings, which shows growth potential compared to many matured markets. (Swire, 2024) The company has also articulated substantial investment plans (e.g., over ¥12 billion RMB investment over 10 years) to expand production bases and support its growth strategies in China. (Feifei, 2023) The marketing strategies in China (product innovation, limited-edition packaging, digital engagement with Gen-Z, omni-channel distribution) appear aligned with the fast-evolving Chinese consumer landscape (Zhuoqiong, 2023).
Yet, performance indicators also reveal headwinds in China. For instance, Swire’s 2024 annual results show a recurring attributable profit of HK$1,388 million, a 42 % decrease from 2023 after adjusting for non-recurring items (Swire, 2024). Additionally, revenues in China’s bottling territory decreased by 27% and volume decreased by 7% in that full scope (though this may reflect non-China jurisdictions too). (Swire, 2024) There is also external reporting that although revenue from carbonates grew modestly (3%). These signs suggest that while marketing strategies are appropriate and have potential, they may be under pressure from competitive dynamics, regulatory environment (health concerns, sugar regulations), and consumer shifts toward domestic/local brands—leaving some of the marketing impact less immediate in volume terms.
In comparative terms, Coca-Cola’s marketing strategy performance in Mexico is stronger and more stable than in China: The Mexican market shows clear volume and revenue growth backed by effective marketing execution, strong distribution, and high consumer penetration. In China, the marketing strategies are forward-looking and well-suited to future growth, but actual performance is somewhat mixed and suggests further adaptation or agility might be required, for example, to manage local competition, health/ wellness trends, and price-volume trade-offs. The Chinese market remains a high-potential growth arena—but also a more complex marketing environment.
In conclusion, Coca-Cola’s marketing strategies in both markets show relevance and execution strength—but the outcomes diverge: Mexico shows high performance now, while China shows promise and modern strategic fit but with more moderate short-term returns. Continued focus on premium products, health-oriented innovation, digital engagement and local adaptation will be key for both markets going forward.

Evaluation of marketing ethics practice
In Mexico, Coca-Cola’s ethical track record presents a mixed picture. On the positive side, the Mexican bottler Coca‑Cola FEMSA has publicly committed to sustainability, human rights and supplier ethics. For example, its supplier-guiding principles and codes of ethics mandate assessments of labour and human-rights practices in its sugar-cane supply chain in Mexico (Nájera and Fuentes, 2017). Furthermore, Coca-Cola FEMSA was recognized by the Mexican environmental regulator for “Environmental Excellence”—its plants achieved a Zero Waste standard and received awards for sustainable practices (FEMSA, 2018). These actions suggest the company is integrating ethical and sustainability considerations into operations in Mexico.
However, serious ethical criticisms remain. Scholars and activists argue that Coca-Cola has engaged in practices that adversely affected communities in Mexico—such as alleged exploitation of water resources in indigenous areas, and socially-embedded marketing targeting vulnerable groups. For instance, one report claims Coca-Cola “cultivated a historical system of dependence that pervades every aspect of the locals’ lives” in Chiapas and other indigenous regions (Blum, 2018).  Moreover, given Mexico’s extremely high soft-drink consumption rates and associated public-health burdens (obesity, diabetes), there are ethical concerns over the company’s role in encouraging high volume consumption of sugary drinks in a context of weak regulation. Although the company has taken steps to reformulate products and commit to healthier options, recent policy developments (e.g., proposed sugar-tax increases) show regulatory pressure on the industry (Lopez, 2025). In sum, while Coca-Cola in Mexico shows commendable ethical commitments in sustainability and human-rights frameworks, the ethical dilemmas around health impacts and community resource use remain salient.
Turning to China, the ethical position is even more complex and contested. On the surface, Coca-Cola’s global human-rights governance framework and policy statements apply to China as well (The Coca-Cola Company, 2025) The company has made efforts to localise products, marketing and innovation, which in itself is neutral or positive. Yet, deeper critique centres on how Coca-Cola’s practices may undermine public health ethics and policy autonomy in China. A pioneering study found that through the industry-affiliated International Life Sciences Institute (ILSI)-China, Coca-Cola influenced obesity science and public-health policy in China such that national campaigns emphasised physical activity rather than limiting sugar intake or regulating marketing of sugary beverages to children (Greenhalgh, 2019). This suggests ethical issues of conflict of interest, lack of transparency and corporate influence over public policy. Additionally, health-burden data indicate that excessive intake of sugar-sweetened beverages in China caused over 46,000 deaths in 2019 and a growing disease burden; this raises moral questions about how responsible the industry is in markets where regulation and oversight lag (Jiang et al, 2022). In China, ethical concerns therefore extend beyond product and supply-chain practices into influence, policy shaping, public health and marketing ethics (especially toward children or low-income segments) in a context of regulatory weakness. The company’s marketing and non-market activities (PR, lobbying, influence) raise questions of corporate social responsibility and the ethics of selling products with known health risks in emerging markets.
In comparison, Coca-Cola’s ethical practices in Mexico appear more transparent and regulatory oversight is stronger, leading to more visible commitments and external recognition. In contrast, in China the company’s ethical challenges appear more systemic and linked to the broader political and regulatory environment, making them harder to monitor and address. Both contexts highlight key ethical issues: health impacts of sugary beverages, marketing to vulnerable groups (children, low-income consumers), community resource use (water, packaging waste), transparency in policy influence, and fairness in supply chains.
In conclusion, while Coca-Cola has instituted ethical policies and frameworks in both Mexico and China, significant ethical risk remains. In Mexico the terrain of ethical issue-management is more developed—but the company must still grapple with public-health and resource-use criticisms. In China the ethical challenges are deeper, involving policy influence, marketing ethics and public-health burden in a less regulated environment. For true ethical performance, Coca-Cola must strengthen transparency, further reduce health risk, safeguard vulnerable communities, limit aggressive marketing, and avoid undue influence over public policy in both markets.

Recommendations and conclusions 

1. Strengthen Health-Oriented Innovation
Coca-Cola should intensify its focus on health-conscious product innovation in both markets. In Mexico, rising consumer concern over obesity and sugar intake has led to stronger government regulation and a sugar tax, prompting Coca-Cola FEMSA to reformulate several beverages and expand its low- and zero-sugar portfolio (Coca-Cola FEMSA, 2024). Further diversification into functional and fortified beverages could sustain growth while aligning with national health goals.
In China, Coca-Cola should build on its introduction of reduced-sugar and “functional” drinks, and continue incorporating local ingredients and tastes, such as tea or herbal infusions, to resonate with consumers’ preference for traditional health benefits (Xinhua, 2024). This approach aligns with the country’s “Healthy China 2030” initiative, which prioritises wellness and balanced nutrition.

2. Deepen Digital Engagement and Data-Driven Marketing
Coca-Cola’s Mexican marketing has historically been mass-media driven; however, digital adoption is rising fast. The company can use AI-powered analytics and loyalty apps to deliver personalised promotions and boost repeat purchases through mobile-based reward systems (Coca-Cola FEMSA, 2025). For instance, integrating gamified features into the “Juntos+” programme could strengthen emotional connections with younger demographics.
In China, Coca-Cola already uses advanced digital channels but should expand its presence in social commerce, especially on Douyin and WeChat Mini Programs, where Gen Z consumers drive beverage trends. Collaboration with influencers and limited-edition digital campaigns can further enhance engagement and conversion (Feifei, 2023).

3. Optimise Pricing and Packaging Strategies
In Mexico, Coca-Cola’s tiered pricing—anchored by returnable multi-serve bottles—has effectively maintained affordability. To capture emerging middle-class consumers, the company could introduce premium mini-packs and collectible designs for social occasions (Coca-Cola FEMSA, 2024).
In China, Coca-Cola’s pricing strategy should remain flexible across regional income levels. Expanding small-format, on-the-go packaging will preserve accessibility, while premium “craft” beverages—like high-end teas or carbonated fruit drinks—could tap into the country’s growing premium beverage segment (Xinhua, 2024).

4. Expand Sustainable and Ethical Practices
To address ethical concerns, Coca-Cola FEMSA should reinforce water stewardship and community transparency in Mexico, especially in areas affected by drought and resource competition (Coca-Cola FEMSA, 2024b). Expanding its Zero Waste and rPET initiatives would further strengthen its ESG profile.
In China, Coca-Cola can improve its ethical reputation by disclosing lobbying activities, supporting independent health research, and partnering with authorities on nutrition education. Enhanced sustainability measures, such as circular packaging and renewable-energy bottling, would also align with China’s low-carbon policy (Xinhua, 2024).

5. Strengthen Local Partnerships and Community Integration
Coca-Cola could deepen cultural integration in Mexico by collaborating with local food brands and festivals, fostering community engagement, and supporting youth sports and education programmes (Coca-Cola FEMSA, 2024c).
In China, partnering with regional beverage startups or local distributors could extend reach beyond Tier-1 cities. This would enable Coca-Cola to access emerging urban clusters where consumption is increasing rapidly but brand penetration remains lower (Feifei, 2023).

Conclusion
Coca-Cola’s marketing performance in Mexico and China demonstrates the strength of its global brand, yet each market presents unique challenges. In Mexico, Coca-Cola FEMSA’s sales grew by 14.3% in 2024, reflecting the effectiveness of localised marketing, packaging diversity, and affordability strategies (Coca-Cola FEMSA, 2024c). However, continued dependence on sugary drinks poses ethical and reputational risks. Future growth must therefore focus on healthier product portfolios and sustainability leadership.
In China, Coca-Cola’s strategies have aligned with digital and cultural trends, but performance is mixed due to market saturation and competition from local brands. Sustained success will depend on innovation, digital engagement, and policy alignment with government health and environmental priorities.
Overall, Coca-Cola’s long-term growth in both countries hinges on integrating profitability with responsibility, combining innovation, ethical marketing, and environmental sustainability to reinforce trust and consumer loyalty across diverse and evolving markets.
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