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[bookmark: _Toc216700040]1.Introduction 
The rapid growth of the transnational corporation into the developing economies has increased the need to understand international business strategies, cultural influences, and operational adaptations. The Coca -Cola Company is one of the top multinational enterprises in the world, with Coca-Cola's activities across more than 200 jurisdictions, as well as a highly decentralised framework of operations that it manages through a smartly governed strategy (Coca-Cola, 2025).
[image: Coca-Cola: The most valuable food and beverage brand]
[bookmark: _Toc216700079]Figure 1: Coca cola logo
This report takes a critical look at Coca-Colas international operations, with a special focus on activities in India, an emerging economy with significant market potential and complex regulatory environment and cultural traits. The report considers benefits and constraints occurring with global operations of Coca-Cola, uses the Ownership, Location, Internalization (OLI) paradigm to analyse the firm's market entry strategies, and uses Hofstede's cultural dimensions framework to analyse cultural differences between the United States and India. Moreover, the study offers critical recommendations for modifications to Coca-Cola's Standard Operating Procedures geared towards improving operational efficacy and ensuring successful operations in the long run in the Indian market.

[bookmark: _Toc216700041]2. Benefits and challenges of international operations  
[bookmark: _Toc216700042]2.1 Designation of Coca-Cola as a Multinational / Transnational Corporation
Coca-Cola is both an MNC (Multinational Corporation) and a TNC (Transnational Corporation). Coca Cola is a multinational corporation (MNC) and a transnational corporation (TNC) due to the magnitude, scope, and organisational structure of its business across more than 200 countries and territories throughout the world (Zheng, 2023). 
[image: Coca-Cola Brand Analysis | SIMCON Blog]
[bookmark: _Toc216700080]Figure 2:Global Presence of The Coca-Cola Company
(Source: Statista, 2025).
An MNC can be described as a business that builds or obtains power over manufacturing or service plants outside its native territory, and a TNC can be defined as a combination of efficiency on the global level and the high level of local responsiveness, the Coca-cola Company is an example of a TNC because of its franchise-based bottling structure (Luo, 2022).
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[bookmark: _Toc216700081]Figure 3:Brand Portfolio and Subsidiaries of The Coca-Cola Company
(Source: The Coca-Cola Company, 2025).
Coca-Cola's global system consists of more than 200 independent bottling partners that use over 950 production facilities, therefore enabling the localised manufacturing whilst maintaining centralised strategic control over branding, concentrate formulation and marketing direction (The Coca-Cola Company, 2025). This organisational architecture allows Coca-Cola to harmonise global standardisation with local adaptation which forms one of the hallmarks of a transnational strategy (Guo etəmi, 2021).

[bookmark: _Toc216700043]2.2 Nature of Coca-Cola’s Global Operations Across the Value Chain
Value Chain Analysis
Value Chain Analysis is a strategic management tool that was developed by Michael Porter to analyse the chain of sequential activities through which an enterprise creates value for its customers, from inbound logistics, operations, marketing, sales, and after sales services (Porter, 1985). This analytical framework helps organisations to understand the way that individual activities contribute to cost efficiency or differentiation to understand routes to competitive advantage (Hasan, 2025). Through the deconstruction of the primary and support activities, the firms are empowered to make the best use of the resource pool, monitor and increase coordination as well as strengthen strategic decision-making across global operations (Zhong, 2024).
[image: Value Chain Analysis EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc216700082]Figure 4:Value Chain Analysis
Source: (Porter, 1985)
The most prominent benefit of the Value Chain Analysis lies in its ability to help a company identify sources of cost-reducing and value-creating and thus, improve performance in terms of competitiveness and profits (Guo et al., 2021). Moreover, it assists in the strategy alignment as activities that justify internalisation or outsourcing in international markets will be defined (Kocurek, 2024). However, one of the major limitations is the fact that the model tends to simplify complex global supply chains and thus fails to appropriately capture the dynamics of markets and inter-firm network complexities (Shen, 2025). Furthermore, any form of application of value chain improvement can be costly and time-consuming, particularly in the cases of emerging economies that are limited by the lack of infrastructures (Hasan, 2025).
Value Chain Analysis for Coca Cola
[image: Coca Cola Value Chain Analysis Framework For Strategic Planning PPT  Presentation]
[bookmark: _Toc216700083]Figure 5:Value Chain Analysis for Coca Cola
(Source: Developed by author, 2025)

[bookmark: _Toc216700044]2.2.1 Research and Development (R&D)
Coca-Cola has 6 research and development centres located globally, which focus on product innovation, packaging, beverages with a health orientation, and students focus on taste adaptation to local areas, which in turn helps the company to respond effectively to the regional preferences of consumers (Tian, 2025). 
[image: Coca-Cola's Belgium Innovation Center: A Peek Behind-the-scenes | AmCham  Belgium]
[bookmark: _Toc216700084]Figure 6:Coca-Cola's Belgium Innovation Center
(Source: Coca-Cola)
R&D work is behind the development of low and no-sugar beverages, functional beverages as well as indigenous flavours, e.g. in the form of fruit-based in India and citrus-based products in Europe (Simamora et al., 2024).
Local adaptation is a key competitive strength where research and development are in close cooperation with bottling partners to test formulations, packaging size and branding strategy best suited for that specific market (Zheng, 2023). This methodology helps consumers to positively accept it while simultaneously protecting the international brand identity of Coca- Cola (Li, 2025).

[bookmark: _Toc216700045]2.2.2 Global Sourcing and Procurement
Coca-Cola upholds a hybrid sourcing model, which has been applied in ensuring quality, efficiency, and sustainability in the procurement systems through both centralizations and decentralizations (Wang, 2024).  To protect its intellectual property, the company uses central control in the manufacturing of its own proprietary concentrate and flavouring ingredients to ensure brand loyalty (The Coca-Cola Company, 2025).
[image: The Coca-Cola Supply Chain & Operations Management Essay Example [Free]]
[bookmark: _Toc216700085]Figure 7:Coca-Cola’s Global Supply Chain Structure (Suppliers, Bottlers, and Customers)
Source: Adapted from Hasan (2025a)
At the same time, bottling partners purchase the necessary inputs such as sugar, water, packaging material and agricultural products in their area, to minimize logistical cost, to support the economy of the region, and to minimize the environmental impact (Statista, 2025).  
All the suppliers comply with Coca-Cola Supplier Guiding Principles, which involve ethical labour practices, environmental stewardship, and governance requirements (Wang, 2024).

[bookmark: _Toc216700046]2.2.3 Production and Manufacturing
Coca-Cola has a global production system with a high degree of localization, meaning that over 90 percent of beverages are produced in-country, within the country of consumption (Zheng, 2023). This type of localised production model increases agility of the supply chain, lessens the transportation emissions, and allows for quick response to market demand fluctuations (Guo et al., 2021).
[image: Conceptualizing Circular Supply Chains – A Theory Building Approach |  SpringerLink]
[bookmark: _Toc216700086]Figure 8: Forward and Reverse Supply Chain Model of Coca-Cola Bottling System
Source: (Fan & Li, 2025).
The production process usually includes water purification, syrup preparation, carbonation, bottling and high-speed package for cans, PET bottles and returnable glass bottles (The Coca-Cola Company, 2025). Initiatives of sustainability such as recycling packaging, water stewardship programs, and energy efficient facilities are increasingly being incorporated in such production operation (Wang, 2024).

[bookmark: _Toc216700047]2.2.4 Sales, Marketing, and Distribution
The sales and distribution channels of Coca-Cola are one of the largest in the world and the daily delivery of about $2.2 billion servings in an estimated $33 million retail stores all over the world (Statista, 2025). 
[image: Growth Strategy :: The Coca-Cola Company (KO)]
[bookmark: _Toc216700087]Figure 9:Market Growth Opportunities and Consumer Segmentation in Emerging and Developed Markets
Source: (Statista, 2025).
The company has a two-pronged marketing formula where it will combine the global brand marketing campaigns with localization promotions complying with the cultural orientations and consumption patterns (Tian, 2025).
[image: ]
[bookmark: _Toc216700088]Figure 10: Coca cola marketing channels
The task that distribution fulfils is the availability of products and is carried out through the careful organisation of the logistics networks, the development of retail relationships, and the delivery of the last-mile network (Guo et al., 2021).
[image: COCA COLA MARKETING CHANNELS:]
[bookmark: _Toc216700089]Figure 11: Coca cola distribution channels
(Source: Author, 2025)
As an example of such integrated activities is manifested in the international operations of Coca-Cola. The company maintains the globally standardised brand image but implements the localized marketing campaigns which are inextricably connected with festivals and cultural events, a strategy that is especially effective in the emerging markets like India (Adgaonkar et al., 2025).
Coca-Cola is also equipped with a large distribution network which is supported by independent bottling partners, which enables the firm to cover the large number of retail stores daily hence ensuring that the company maintains a steady supply of its product as well as a firm competitive edge (Statista, 2025).

[bookmark: _Toc216700048]2.2.5 Financing and Financial Management
The Coca-Cola corporation has centralised the direction of its financial strategy, capital allocation, and risk management while allowing its bottlers to enjoy operational financial autonomy (Luo, 2022).
[image: ]
[bookmark: _Toc216700090]Figure 12: Sales, Operating Profit, Net Income, and Profit Margins of The Coca-Cola Company (2020–2027)
Source: MarketScreener (2025) using data from S&P Global Market Intelligence.
Growing revenues during 2021-2024 reaching about USD 47bn are expected to continue growing further until 2027 (Statista, 2025).

[bookmark: _Toc216700091]Figure 13: Sales and Financial Performance of The Coca-Cola Company (2020–2025)
(Source: Developed by author using Statista, 2025)
Strong free cash flow, stable earnings per share growth, and expanding operating margins are proof of the Coca-Cola's capacity to utilise international presence for long-term financial stability (Shen, 2025). Currency risks and inflationary pressures are avoided by having geographic diversification and pricing across markets (Kumar et al., 2025).

[bookmark: _Toc216700049]2.3 International Market Entry Modes Used by Coca-Cola
	Country
	Entry Mode
	Description

	India
	Franchise Bottling & Joint Ventures
	Partnerships with local bottlers such as Hindustan Coca-Cola Beverages ensure regulatory compliance and market penetration

	United Kingdom
	Franchise Bottling (CCEP)
	Coca-Cola Europacific Partners manages production and distribution

	Brazil
	Franchise Bottling
	Strong local bottling network supports large-scale volume growth

	Nigeria
	Franchise Bottling
	Local bottlers manage manufacturing and distribution


[bookmark: _Toc216700111]Table 1:Entry Modes in Selected International Markets
(Source: Zheng, 2023; Statista, 2025)
Coca-Cola majorly ventures into foreign markets through a franchise bottling structure where local independent distributors handle the production and marketing of drinks in the Coca-Cola brand and quality standards (Zheng, 2023). This mode of entry reduces the intensity of capital, whereas giving it an opportunity to expand internationally in a short time (Luo, 2022).

Dominant Entry Mode
[image: Coca-Cola's Business And Distribution Strategy In A Nutshell - FourWeekMBA]
[bookmark: _Toc216700092]Figure 14: Coca cola bottling partner entry mode
The existing entry mode used by Coca-Cola is franchising through independent bottling partners that enables the company to grow quickly but maintain a strong brand control and effectiveness of operations (Guo et al., 2021). This model allows the company to capitalise on the market experience, distribution channels, and regulatory skills of local partners, which is especially beneficial in the case of the emerging economy, like India (Tian, 2025). In addition, franchising reduces both capital formation and operational risk to the mother organisation because bottlers assume responsibility in manufacturing and distributing activities (Luo, 2022). 

[bookmark: _Toc216700050]2.4 Key Benefits Gained from Coca-Cola’s International Operations
One of the most important benefits of Coca-Cola's international operations is the diversification of revenue streams, a mechanism that helps to easily overcome dependency on only one market, which contributes to the stabilization of the financial performance in the face of economic fluctuations (Shen, 2025). The firm has economies of scale in such areas as marketing, concentrate production and brand investment. Simultaneously, it maintains the cost efficiency at local level by adopting decentralized bottling strategy (Zheng, 2023).
[image: ]
[bookmark: _Toc216700093]Figure 15: Coca cola internal operation structure
International operations are also the mainstay of brand equity as Coca-Cole global sponsorships, such as the Olympic Games, not only exploit their global reach but also ensure that marketing messages are also adapted to local contexts to increase cultural-relevance (Simamora et al., 2024). 
[image: The Coca-Cola Company Paris 2024 Hub]
[bookmark: _Toc216700094]Figure 16: Coca cola sponsorship advertisement of Olympic
(Source: Coca-cola,.2025)
The clear upward movement in operating and net margins, as shown in the accompanying financial illustration, clearly demonstrates the benefits in profitability that accrue through global integration and augmenting pricing power (Statista,2025).
Also, Coca-Cola enjoys the rising growth in emerging markets, especially in India, Brazil, and Nigeria where the demand of beverages is still being fuelled by emerging incomes and urbanization (Li, 2025). Incorporation of sustainability efforts throughout the international operations further reinforce the competitiveness and corporate reputation in the long run (Wang, 2024).

[bookmark: _Toc216700051]3. Critical discussion on how the OLI factors (Ownership, Location and Internalisation) impact the international market entry mode for Coca cola/emerging economic country pair.
[image: ]
In 1993, when Coca-Cola re-entered the Indian market, it used acquisition as the major mode of entry affecting the purchase of the beverage business of Parle which comprised some prominent brands in the domestic markets like Thums Up and Limca besides an existing bottling and distribution network. This strategy was further reinforced by joint-ventures and franchised bottling partnerships with domestic bottlers.
This entry mode was informed by the significant ownership benefits, including the globally recognised brand name, formulae proprietary and marketing skills of Coca -Cola, which demanded intense managerial oversight. The India country factors, which included a huge consumer base and the already established bottling system, made the acquisition to be a more effective choice compared to the greenfield investment. Moreover, the benefits of internalisation influenced Coca-Cola to maintain the direct control over the production stages, brands and quality criteria instead of depending on the licencing or exportation.

[bookmark: _Toc216700052]3.1 Introduction to the OLI Framework and Coca-Cola–India Context
The Ownership-Location-Internalisation (OLI) paradigm explains why multinational enterprises will use certain foreign market entry modes depending on firm-specific advantages, host country characteristics and prospective advantages of internal control over operations (Kocurek, 2024). 
[image: Eclectic Paradigm - What Is It, Dunning's OLI Framework, Example]
[bookmark: _Toc216700095]Figure 17:OLI Framework
(Source: author, 2025)
Coca-Cola's re-entering India in 1993 has been an interesting example of how OLI factors collectively led to a high commitment entry strategy of the business with acquisition and joint ventures rather than low control alternatives of exporting or licencing (Sousa et al, 2021). 
India's positioning as a large emerging economy with complex regulatory environment and heightened local competition meant that Coca-Cola had to carefully match the strengths of its ownership with the local opportunities and benefit of internalisation (Kabra et al., 2025).

[bookmark: _Toc216700053]3.2 Ownership Advantages and Their Influence on Entry Mode Choice
Ownership advantages are described as company-specific assets that give a competitive edge to the multinational in comparison to the domestic firms in the foreign markets (Kocurek, 2024). 
When Coca-Cola got into India, the firm had immense ownership benefits that included closely globally recognised brand, proprietary formula beverages, state-of-the-art bottling technology, and widespread overseas promotional experience (Adgaonkar et al., 2025). These immaterial resources allowed Coca-Cola to justify the high-control entry mode because they could be efficiently used only in direct participation on the host market and not through arm-length structures (Ko, 2019).
The ownership benefits of Coca-Cola also included the competencies of management and advertising across the world that allowed the company to rebrand the local commodities acquired, including Thumbs up and Limca, without interfering with their cultural value (Kabra et al., 2025). 
[image: What Thums Up's Survival Against Coca-Cola Teaches About Brand Loyalty | by  Arthnova | Oct, 2025 | Medium]
[bookmark: _Toc216700096]Figure 18: Thumbs up vs coke
These strengths reduced the risks that are commonly related to acquisitions in emerging markets, as Coca-Cola was able to implement global standards with the reception of the local brand equity (Sousa et al., 2021). Thus, these strong ownership benefits have oriented Coca-Cola to the acquisition as the entry mode of choice in the Indian market instead of developing markets organically (Zheng, 2023).

[bookmark: _Toc216700054]3.3 Location Advantages of India and Their Role in Entry Mode Selection
Location advantages refer to host-country variables that make a particular market attractive for foreign direct investments, which can include aspects such as the size of a market, ease of access to resources, institutional environment and prospects for growth (Kocucrek, 2024).  
[image: International Business spotlight: It is time to consider India]
[bookmark: _Toc216700097]Figure 19: India location significances for business
India presented Coca-Cola with a large and growing market of consumers, growing disposable incomes, and a steady consumption market with sustained demands for consumption in the market that is not susceptible to seasonal sourcing, and the market is strategic in nature and is not affected by any of the regulatory and infrastructural constraints (Kabra et al., 2025).
One advantage of the Indian market that was highly location specific was the already existing strong domestic beverage brands and an established bottling and distribution system that the Parle Group owned, names Thumbs Up, Limca, and Gold Spot (Drew, 2021). 
[image: GOLD SPOT In the late 1940s, when the Parle company, founded by the  Chauhans, was thriving because of the popularity of its "Parle Gluco"  glucose biscuits. The company then experimented with]
Coca-Cola gained instant access to 55 bottlers and a national distributor through the purchase of Parle beverage unit, dramatically reducing the time, financial costs and risks of developing new plants at the ground level (Ko, 2019). The case demonstrates that market dynamics were not the only means by which India enjoyed comparative advantages but rather these advantages were structural and institutionalised in the local businesses that existed in the country (Sousa et al., 2021).
[image: India packs fizz for Coke amid weak global markets - Times of India]
[bookmark: _Toc216700098]Figure 20;Contribution of Indian Brands (Thumbs Up and Coca-Cola) to Coca-Cola’s Volume Growth in Asia-Pacific
Nevertheless, the complex regulatory environment in India and the country's sensitivity to foreign corporate influence posed significant challenges to the greenfield investments, making the acquisitions and joint-venture arrangements more suitable than the greenfield investments (Kabra et al., 2025). Consequently, India's locational advantages regardless of their deciding influence on Coca-Cola's preference for acquisition as the dominant mode of entry, thus facilitating the approach to achieve legitimacy and operational continuity (Kocurek, 2024).

[bookmark: _Toc216700055]3.4 Internalisation Advantages and the Preference for High-Control Modes
The benefits of internalisation arise when companies are more advantageous in undertaking operations through internalisation, instead of relying on the core market functions like licensing and franchising (Ko, 2019). 
In the Indian environment, internalisation was critical to help Coca-Cola protect proprietary formulas, maintain harmonised quality standards, and coordinate wide market spending (Adgaonkar et al., 2025).
By procuring local brands and building strong bottling alliances, Coca-Cola internalized the essential value chain activities such as production, branding and distribution, thus reducing transaction costs and reducing the risk of opportunistic behaviour that usually occurs with external partners (Kocuarek, 2024).  
[image: Coca-Cola Business Communication in Practice - 2025 Words | Report Example]
[bookmark: _Toc216700099]Figure 21:Digital and Internal Communication Flow Between Management, Employees, and Consumers
Internal control mechanisms enabled Coca-Cola further to resort to aggressive pricing policies, such as introducing bottles of their Coca-Cola at the price of Rs 5, which required detailed coordination between the production, distribution, and marketing arms (Kabra et al., 2025).
Furthermore, the strategy of internalisation helped Coca-Cola navigate the complex institutional environment, such as regulatory approvals, labour relations and rural market expansion, in India in ways that would have proven challenging under licencing arrangements (Sousa et al., 2021). As a result, the significant benefits of internalisation reinforced the decision of acquisitions and joint ventures as the main entry modes of Coca-Cola in India (Ko, 2019).

[bookmark: _Toc216700056]3.5 Summary of OLI Factors and Entry Mode Alignment
	OLI Dimension
	Key Factors
	Impact on Entry Mode

	Ownership
	Strong global brand, proprietary formulas, marketing expertise
	Enabled high-control entry through acquisition

	Location
	Large consumer market, strong local brands, existing bottlers
	Made acquisition of Parle strategically efficient

	Internalisation
	Need for quality control, risk reduction, coordination
	Favoured acquisitions and joint ventures over licensing


[bookmark: _Toc216700112]Table 2:OLI Factors and Their Impact on Coca-Cola’s Entry Mode in India
(Source: Ko, 2019; Kocúrek, 2024; Kabra et al., 2025)

[bookmark: _Toc216700057]4. Critical Evaluation of Cultural Differences and Their Impact on Coca-Cola’s Market Entry and Success in India
[bookmark: _Toc216700058]4.1. Hofstede’s cultural model
Hofstede's cultural dimensions model forms a very popular model used for systematic analysis and comparison of the national cultures, so it can help to understand how cultural differences shape the behavioural patterns in the workplace, how countries manage their businesses and how they make their international business decisions (Zemojtel- Piotrowska et al., 2023). This model was developed based on a large amount of survey data and it outlines recurring patterns in the thinking, behaviour, and actions of individuals across various countries in both professional and social contexts (Geli, 2025).
[image: Hofstede's Cultural Dimensions EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc216700100]Figure 22:Hofstede’s cultural model
The model consists of six dimensions, namely power distance, individualism/collectivism, masculinity/femininity, uncertainty avoidance, long-term/short-term orientation, and indulgence/restraint (Zemojtel‑Piotrowska et al., 2023). The concept of power distance explains how much inequality and hierarchical lines are accepted in a society especially in a business environment and in leadership relations (Zheng et al., 2025). Individualism/collectivism examines the priorities that people put individual goals over group cohesion or collectivism and/or social obligations and responsibilities (Mohamed et al., 2025).
The definition of a concept presented by Poulova et al. (2024) is that masculinity is the focus on an achievement, competition, and success, and femininity is the focus on cooperation, quality of life, and the process of taking care of the people. Uncertainty avoidance is a measure to understand how a society deals with ambiguity, risk, and change, thus affecting their orientation towards regulation and innovation (Zidkova et al., 2025). Long-term orientation highlights the importance of cultures regarding future benefits, persistence, and flexibility whereas the aspect of indulgence summarises the liberalisation of societies to enjoy future benefits and savour life (Yu et al., 2025).

[bookmark: _Toc216700059]4.2 Overview of Cultural Differences Between the United States and India
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[bookmark: _Toc216700101]Figure 23:Hofstede Cultural Dimensions – India vs United States
(Source: Develop by author using Hofstede)
According to the Hofstede comparison, the United States and India exhibit a strong cultural difference on multiple aspects of culture, such as power distance, individualism, uncertainty avoidance, long-term orientation, as well as indulgence. India is rated much higher (77) when compared to the United States (about 40), thus, indicating different ideas about hierarchy and authority (Zheng et al., 2025). Similarly, the United States presents a strong individualistic orientation, but India presents a relatively collectivist orientation; the difference has a direct reflection on the leadership, communication, and marketing approach (Mohamed et al., 2025).

[bookmark: _Toc216700060]4.3 Power Distance and Its Impact on Entry Strategy
India's strong high-power distance reflects a strong acceptance of hierarchical structures, centralised authority and top-down decision making in both organisational and societal settings (Zheng et al., 2025). Employees in India often expect their managerial figures to give clear instructions and view leadership as paternalistic, in which the persons in power provide guidance and security in return for loyalty (Drew, 2021). On the other hand, the United States focuses more on flatter organisational structures, empowerment of employees and open channels of feedback (Geli, 2025).
[image: Power Distance - an overview | ScienceDirect Topics]
[bookmark: _Toc216700113]Table 3:Power Distance and Its Impact on Entry Strategy
The power distance cultural difference presented a strong impact on Coca-Cola in its entry-strategy to the Indian market. Instead of decentralised or weakly controlled arrangements like licencing, the firm has engaged in acquisitions and strong joint -venture solutions thus ensuring centralised strategic control and at the same time adapting the local liking to hierarchical structures (Kabra et al., 2025).
This measured strategy has allowed Coca Cola to maintain brand uniformity and operational discipline though it has managed to match the deep-rooted management ethos of India. As a result, the chances of an effective implementation and continued successful performance were strongly strengthened (Fan et al., 2025).
[bookmark: _Toc216700061]4.4 Individualism and Its Impact on Entry Strategy
The high individualism score of the United States is an indication of a cultural paradigm where personal achievement, independence and self-expression are prioritized, while the score of 24 for India is an indication of the collectivist values in India, where group harmony, familial bonds and social relationships are fore fronted (Mohamed et al., 2025). This cultural dissimilarity has significant repercussions for the marketing and branding approaches of the Coca-Cola brand in the Indian environment.  
[image: Salient features of the Indian society | UPSC IAS EXAM PORTAL]
[bookmark: _Toc216700114]Table 4:Individualism and Its Impact on Entry Strategy
In response, Coca-Cola revamped its advertisements to highlight themes of togetherness, family bonding, festivals, and shared consumption moments, and put a key emphasis on collective enjoyment rather than individual pleasure, which is more in line with the collectivist ethos that defines Indian society (Adgaonkar et al., 2025). The success of campaigns and initiatives based on occasions like Diwali, weddings and community festivals shows the ability of Coca-Cola to cultural embed itself, leading to strengthened consumer acceptance and increased brand equity in the Indian market (Yu et al., 2025).

[bookmark: _Toc216700062]4.5 Motivation and Its Impact on Entry Strategy
Both India and the United States have a relatively high level of masculinity, with an emphasis on achievement, success and performance being valued (Poulova et al., 2024). In the United States, competitiveness is mostly individualistic, while it is more related to social status, organizational success, and group recognition in India (Zheng et al., 2025).
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[bookmark: _Toc216700102]Figure 24: Performance Rewards Matrix Linking Business Results and Competency Development
(Armstrong, 2023)
In case of Coca-Cola, such a similarity alleviated cultural conflicts in performance management and sales incentives and supported the adoption of competitive targets and the implementation of reward systems in its Indian operations (Kabra et al., 2025). However, Coca-Cola needed to balance its performance-driven pressures to culturally suited leadership patterns to exclude staff resistance and reputational dangers specifically in rural and semi-urban market segments (Drew, 2021).

[bookmark: _Toc216700063]4.6 Uncertainty Avoidance and Its Impact on Entry Strategy
Both countries are characterised by moderate levels of uncertainty avoidance, which means they have a reasonable tolerance for ambiguity and change, although the institutional environment in India is often perceived as complex and unpredictable (Zidkova et al., 2025). This cultural and institutional activity had an impact on Coca-Cola's entry strategy in India, where the company decided to buy out established local brands, rather than invest in greenfield investments.
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[bookmark: _Toc216700103]Figure 25:Coca-Cola Product Branding and Packaging (Original Coca-Cola)
By securing Parle Bisleri Pvt. Ltd beverage brands and bottler network, Coca-Cola was able to overcome uncertainties relating to regulation laws, distribution and acceptance of the brand in the market hence increasing the chances of market success despite bearing huge initial investment costs (Kabra et al., 2025). This approach increased uncertainty in host markets triggers operations internalisation by multinationals through high-control entry modes (Ko, 2019).

[bookmark: _Toc216700064]4.7 Long-Term Orientation and Its Impact on Entry Strategy
India and the United States have similar scores for the dimension of long-term orientation, implying a pragmatic orientation that values future rewards and adaptability rather than deep-rooted traditions (Zemojtel-Piotrowska et al. 2023). This congruence underpins the long-term investment strategy of Coca-Cola in India, which includes infrastructure development, rural distribution and sustainability initiatives of Coca -Cola.
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[bookmark: _Toc216700104]Figure 26:Impact of Industrial Water Usage on Groundwater Sustainability in Ujjain, India
Nevertheless, India performs poorly with a restrained score of 26 in terms of indulgence when compared to the more indulgent United States culture (Zheng et al., 2025). This deviation has further given rise to questioning the Coca-Cola usage of water, environmental performance, and community in India, which in turn has a direct effect on its legitimacy and its success in the long term (Drew, 2021). These expectations have led to the necessity of addressing them to ensure the long-term survival of Coca-Cola on the market (Fan et al., 2025).

[bookmark: _Toc216700065]4.8 Indulgence and Its Impact on Entry Strategy
The indulgence dimension explains to what extent societies allow for the satisfaction of preferences that are linked to enjoyment and leisure. The United States scores an indulgence high (68) that demonstrates a culture which encourages individual enjoyment, freedom of expression, and consumption towards leisure (Hofstede, 2024). 
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[bookmark: _Toc216700105]Figure 27:Comparative Retail Prices of Coca-Cola Across Selected Countries
On the other hand, India has a significantly lower score of 26 on indulgence which is a sign of a restrained culture where gratification is controlled by social norms, self-discipline, and moral expectations (Hofstede, 2024). This difference implies that the American consumer is more indulgent to impulse purchases and pleasure-driven buying whereas the Indian consumer is more price sensitive and cautious. For companies like Coca-Cola, this means that marketing strategies need to be adapted in India to focus on value, moderation, and social responsibility instead of emphasising only enjoyment (Zheng et al., 2025).

[bookmark: _Toc216700066]5. Recommended Adjustments to Coca-Cola’s Standard Operating Procedures (SOPs) for Success in India.
[bookmark: _Toc216700067]5.2 Adjustment 1: Culturally Aligned Leadership and Human Resource SOPs
[bookmark: _Toc216700068]5.2.1 Rationale Linked to Culture and OLI
India's high Power Distance score reflects a tendency to accept hierarchical authority, directive leadership and decision-making centres that are quite different from the flatter and more empowerment-based management culture in the United States (Hofstede data). The advantages of Coca-Cola's ownership in terms of managerial expertise and organisational systems can only maximally be realised if the SOPs for leadership, supervision and performance management are culturally matched to the local expectations (Kocurek, 2024). Failure to adapt HR SOPs could lead to employee disengagement, communication gaps and resistance to global initiatives.
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[bookmark: _Toc216700106]Figure 28: Strategic Human Resource Management (SHRM) Framework – Determinants, Practices, and Outcomes

[bookmark: _Toc216700069]5.2.2 Recommended SOP Adjustments
Coca-Cola ought to institutionalise the standard operating procedures (SOPs) that ought to facilitate the encouragement of clear reporting lines, role definition, and top-down communication without affecting the ethical and performance standards. Managers should be set within the context of authority but paternalistic leaders who can offer direction, employment, and rewards in lieu of loyalty and obedience (Drew, 2021). The SOPs of performance appraisal are supposed to focus on the performance of groups, as well as on the performance of an individual, which would indicate the collectivist orientation of India (Mohamed et al., 2025).
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[bookmark: _Toc216700107]Figure 29: Organisational Culture Model and Influencing Factors
The training of SOPs is also to be modified to orient towards as well as structured instructions, supervised learning and continuous managerial feedback as opposed to the self-directed learning models prevailing in the U.S. situation. This level of alignment increases internalisation benefits, which increase coordination, turnover, and enhancement of operational control among the Indian bottlers (Hasan, 2025b).

[bookmark: _Toc216700070]5.3 Adjustment 2: Localised Operational and Quality Control SOPs
[bookmark: _Toc216700071]5.3.1 Rationale Linked to Location and Internalisation Factors
The location-based advantages that India has include large number of consumers and vast bottler network, however, these advantages are coupled with regulatory complexity, infrastructural differences and issues of quality unison in various regions.  
The strategies of internationalisation of Coca-Cola focus on strict compliance with quality and safety requirements at the stages of bottling in the company, which has a decentralised structure (Zhong, 2024). Introduction of standardised global standard operating procedures without being localized may create operational inefficiencies and compliance failures in the various Indian market.
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[bookmark: _Toc216700108]Figure 30: Internationalisation Process Framework Linking Learning, Experience, and Institutional Factors
[bookmark: _Toc216700072]5.3.2 Recommended SOP Adjustments
Coca-Cola is advised to change the standard operating procedures (SOPs) of operation to include some form of operational flexibility in the hands of the local bottlers without compromising the basic quality standards. 
These revisions should also incorporate regionalized SOP modules to deal with water sourcing, waste management, energy consumption and packaging standards that are informed by Indian environmental laws and expectations of the community (Fan et al., 2025). The SOPs should also ensure that it formally incorporates local regulatory checklists, inspection, and documentation requirements and thus reduce the legal and reputational risks.
Moreover, Coca-Cola would be advised to incorporate technology-facilitated monitoring and automation SOPs to increase the consistency and safety of the manufacturing processes. Artificial intelligence and digital monitoring platforms will enable hazard identification, predictive maintenance, and safety in the workplace, which are especially crucial in the new conditions of the production environment in the market (Khurram et al., 2025).
 These efforts complement the internalisation advantages as they make sure that quality management is maintained in the Coca-Cola system, negating the need to have outside-enforcement.

[bookmark: _Toc216700073]5.4 Adjustment 3: Market-Responsive Marketing and Distribution SOPs
[bookmark: _Toc216700074]5.4.1 Rationale Linked to Ownership and Cultural Factors
[image: ]
[bookmark: _Toc216700109]Figure 31: Coca cola marketing mix
Coca-Cola's strong brand equity and marketing skills are some of the very real proprietary advantages, however, their efficacy is dependent on cultural relevance and affordability in the Indian context. India's collectivist culture and better indulgence and price sensitivity make it necessary to have standard operating procedures which orients the local marketing and distribution contingents to reasonably tweak the campaigns, packaging, and pricing strategies (Adgaonkar et al., 2025).

[bookmark: _Toc216700075]5.4.2 Recommended SOP Adjustments
The culture of localisation based on formalising the marketing SOPs should include travelling campaigns of festivities, messages of family-based campaigns, message of community-based brand messages, which are against the individualistic message characteristic of the United States market. Moreover, the SOPs are supposed to unify the methods of quick adaptation of advertising content to different regions and languages without losing the initial brand image (Zhong, 2024).
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[bookmark: _Toc216700110]Figure 32: Coca cola advertisement in India	
The distribution SOPS needs to encourage accessibility and affordability through advocacy of small pack sizes, flexible prices models, and strong in-country coverage by using local retailers. The SOP guidelines should enable regional managers to modify distribution channels and investments in cold-chain to reflect the local consumption behaviours, which will increase local-specific sensitivity and access the market in the long term (Kabra et al., 2025).

[bookmark: _Toc216700076]5.5 Summary of Recommended SOP Adjustments
	SOP Area
	Key Adjustment
	Strategic Rationale

	HR & Leadership SOPs
	Hierarchical, group-oriented management practices
	Aligns with high power distance and collectivism

	Operations & Quality SOPs
	Localised compliance and AI-supported monitoring
	Addresses regulatory complexity and quality risks

	Marketing & Distribution SOPs
	Cultural and price-responsive adaptation
	Leverages ownership advantages and market fit


[bookmark: _Toc216700115]Table 5:SOP Adjustments Linked to OLI and Cultural Factors
(Source: Hasan, 2025a; Zhong, 2024; Khurram et al., 2025)
While the above SOP change improves strategic alignment of Coca-Cola in the Indian market, there are inevitable trade-offs. The increased stage of localisation may destroy the uniformity of the global that underlies the brand identity of the corporation, and conversely, increase the coordination costs between different markets. Moreover, the imposed level of increased managerial control, which is in line with a marked power distance orientation, could lead to the mixing in and the prevention of innovation and the imposition of the use of limited feedback mechanisms from the bottom of the hierarchy unless it is judiciously calibrated (Geli, 2025). Consequently, Coca-Cola is compelled to ensure constant appraisal of the efficacy of SOP along with cultural intelligence training (as part of the organizational repertoire) to maintain operational excellence while providing an ethics and adaptability strength.

[bookmark: _Toc216700077]6. Conclusion 
This report is a critical assessment of international business strategy of Coca-Cola especially its operations in India, a developing economy. The analysis affirms that Coca-Cola is categorically a multinational and transnational corporation, which can be explained by a low degree of integration through its large global presence, decent delegated process of bottling, and strong centralized control of the strategy. It can be seen through the analysis of the global value chain of Coca-Cola that the company has successfully incorporated research and development, sourcing, production, marketing, and financial management to create competitive advantage in the global markets.
The application of the OLI framework revealed that Coke cola's high ownership advantages, complex but attractive aspects of Indian location and Coke cola's orientation toward internal control had a substantive impact on Coke cola's choice of high commitment modalities of entry, such as acquisitions and joint ventures, in India. Moreover, the cultural analysis that has been made using Hofstede's model showed great differences between the United States and India particularly regarding the critical dimensions of power distance, collectivism, and indulgence, which has subsequently had direct effects in shaping leadership style, marketing strategies, and stakeholder engagement practises adopted by Coca-Cola in the Indian market.
Finally, the report highlights the need for specific adjustments to Coca-Cola's standard operating procedures which include culturally compatible human resource practices, localised operational controls, and market responsive marketing and distribution mechanisms. These modifications are imperative in balancing the need for global consistency with the need for local responsiveness as well as ensuring sustainable success in the Indian context.
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Sales and Financial Performance of The Coca-Cola Company (2020–2025)
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