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Executive summary 
The objective of developing this report is to analyse and evaluate marketing strategies of Coca-Cola in two different countries, the UK and Canada. Strategic beliefs of Coca-Cola reflects that the renowned beverage company have been valuing marketing leadership, branding, and product selection, responsible manufacturing along with citizenship. This company has started to invest in the digital marketing aspect following influencer marketing and social media engagement for shaping UK consumer preferences. On the other hand, decreased employability and R&D budget are the negative elements that push Coca-Cola’s strategic marketing aspects implementation backward. Moreover, some similarity and differences have been observed in Coca-Cola’s current marketing practices in the UK and Canada. 
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[bookmark: _Toc209268734]3.Introduction
International marketing is considered as the strategy of promoting, advertising and selling products or services of a brand in foreign countries. Extending the business, widening the consumer market and promoting a brand name are the common aims of international marketing (Lubis and Muniapan, 2024). The main objective of developing this report is to analyse and evaluate marketing strategies of Coca-Cola in two different countries, the UK and Canada respectively. This report has contained socio-cultural context, brand’s STP strategies, and marketing Mix Strategies considering these two foreign countries. Theoretical aspects and tools such as PESTLE, 7Ps marketing and others have been used in this report for evaluating the marketing performance of Coca-Cola in the selected foreign markets. Annual sales, number of branches, market share, social media engagement and brand awareness are the main factors of comparison between marketing strategies of Coca-Cola in the UK and Canada. Lastly, Coca-Cola is also provided suggestions for improving international marketing structure in future. 
[bookmark: _Toc209268735]4. Brand overview
Coca-Cola is one of the leading beverage brands belongs to the US industry and it offers signature cola, water coffee and other soft drink items. The mission of Coca-Cola includes “Refresh the World and Make a Difference” (Coca-colacompany, 2025). Coca-Cola is recognised to focus on body and spirit as well as making a sustainable business in the worldwide beverage industry.  Contributing to people's lives, this brand has taken the aim of improving the economy along with driving a green planet. In addition, the strategic beliefs of Coca-Cola include branding, marketing leadership, product selection, responsible manufacturing as well as citizenship. It has been recognised that Coca-Cola’s beverage items are available in more than 200 countries (Coca-colacompany, 2025). The wide distribution along with strategic marketing aspects has made Coca-Cola powerful in the operating market. At present, Coca-Cola has more than 700,000 employees in the manufacturing, packaging and distribution segment. 
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Figure 1: Global revenue of Coca-Cola
(Source: Companiesmarketcap, 2025)
The above figure has highlighted the global revenue of Coca-Cola from the past 10 years. It has been recognised that the total revenue of Coca-Cola was increased from GBP 3.808 trillion to GBP 4.156 trillion from 2023 to 2024 (Companiesmarketcap, 2025). Coca-Cola’s current revenue is GBP 4.009 trillion in 2025. The product diversification, wide business and unique brand portfolio have made Coca-Cola different from the others brands. “Smartwater alkaline 9.5+ pH”, “Flashlyte” and “Jack Daniel's & Coca-Cola” are some successful innovations of Coca-Cola (Coca-colacompany, 2025). The marketing investment of Coca-Cola has been shifted towards digital, retail and live marketing and experiences. This brand is currently working on reducing plastic usage as well as waste from its production process. The aspect of recycling has been used in Coca-Cola for contributing in the sustainable aim. In addition, this business organisation has taken the initiative of achieving net-zero carbon emissions within 2040 (Coca-colacompany, 2025). Therefore, the science-based target manufacturing process has been included in the operational practices of Coca-Cola which can promote its brand value in future. 
[bookmark: _Toc209268736]5. Comparison of the socio-cultural context of Country A (the UK) and Country B (Canada)
[bookmark: _Toc209268737]5.1 Socio-cultural context of Coca-Cola in the UK
	Factors 
	Description 
	Impact on Coca-Cola

	Political 
	Political stability: The UK political stability has dropped from 0.53 to 0.51 from 2022 to 2023 (The global economy, 2023).
	Negative 

	Economical 
	Inflation: The UK inflation has increased by 3.8% from 3.6% in 2025 (Statista, 2025). 
	Negative 

	Social 
	Employment rate: The UK employment rate at present is 75.2% (Statista, 2025).
	Positive 

	Technological 
	R&D: The R&D budget in the UK was increased by GBP 16.1 billion to GBP 17.4 billion from 2022 to 2023 (Gov UK, 2025). 
	Positive 

	Legal 
	Business law: “The Company Act 2006” has provided the guidelines conducting operational practices fairly in the operating market (Gov UK, 2025). 
	Positive 

	Economical 
	Sustainability aims and inclination towards sustainability: The UK gov has called the action to Net Zero 2050 through Green Industrial Revolution (Gov UK, 2025).
	Positive 


Table 1: PESTLE of the UK 
(Source: Self-developed)
Analysis 
The socio-cultural context of a country is directly related to the marketing activities of an international brand as it shapes industrial growth, labour market and consumer preferences. Based on the views of Rosário and Raimundo (2021), market competitiveness has been defined through the social and cultural factors which enable strategic marketing effectiveness within a brand. The above table has highlighted the social-cultural situation of the UK indicates the decreased political instability and increased inflation rate. As per the views of Hajarath and Vummadi (2024), political instability in a country promotes the risk of business failure as well as disrupting operational practices. Similar to this context, Coca-Cola can face political barriers while conducting product innovation or growth projects in the UK. Coca-Cola has started to invest in the digital marketing aspect through influencer marketing and social media engagement in the UK for shaping consumer preferences (Coca-colacompany, 2025). Political risk can create barriers between target customers and marketing campaigns of Coca-Cola. On the other hand, the increased inflation rate of the UK has pointed out the lower purchasing power of citizens (Statista, 2025). It can lower the effectiveness of digital marketing practices of Coca-Cola in the UK industry. 
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Figure 2: Coca-Cola’s sustainability initiative inspired by UK Gov sustainability plan 
(Source: Data taken from Coca-colacompany, 2025)
[bookmark: _heading=h.yrcnyg3raufj]The budget of international or strategic marketing practices of Coca-Cola in the UK can be increased because of inflation rate. The risk of financial uncertainty in the UK can demotivate Coca-Cola from conducting international marketing practices. However, the employment rate as well as the research and development budget of the UK have been increased [Refer to appendix 1]. Coca-Cola can get the opportunity of conducting digital marketing in an effective manner depending on the R&D budget. Hiring potential members from the UK labour market, Coca-Cola has already developed an effective marketing structure. Agustian et al.(2023) have stated that skilled employees are one of the key factors for marketing success in a company.  The Company act of the UK has supported Coca-Cola to conduct the international marketing practices ethically by contributing in social and environmental wellbeing. In addition, the UK government has provided the chance of establishing business by adding the path of sustainability (Gov UK, 2025). It has been recognised that Coca-Cola has used recycled materials for beverage bottles in Great Britain (Coca-colacompany, 2025). Therefore, the international marketing strategies of Coca-Cola has been affected both positively and negatively through the UK social-cultural context.   
[bookmark: _Toc209268738]5.2 Socio-cultural context of Coca-Cola in Canada
	Factors 
	Description 
	Impact on Coca-Cola

	Political 
	Political stability: Canada ranks 2nd among G7 countries that indicates its low corruption (Invest Canada, 2025). 
	Positive 

	Economical 
	Inflation: Annual inflation of Canada is increased from 1.7 to 1.9% in the ongoing year (Yahoo, 2025). 
	Negative 

	Social 
	Employment rate: Employment rate of Canada has been decreased from 60.90% to 60.70% in 2025 (Trading economics, 2025).
	Negative 

	Technological 
	R&D: The percentage of the research and development budget of Canada was decreased in 2025 than 2023 because of economic uncertainty after the pandemic situation (World bank, 2025).
	Negative 

	Legal 
	Business law: “Canada Business Corporations Act 1985” has provided the guidelines conducting operational practices fairly in the operating market (GC Canada, 2025)
	Positive 

	Economical 
	Sustainability aims and inclination towards sustainability: Canadian Government has announced the initiatives of achieving the UN SGDs for addressing the economic and environmental challenges (Canada, 2025). 
	Positive 


Table 2: PESTLE of Canada 
(Source: Self-developed)
Analysis 
The socio-cultural factors that can possibly impact the international marketing strategies of Coca-Cola are highlighted in the above table. The good governance of political stability has provided the opportunity of business expansion through strategic markets to Coca-Cola. For instance, Coca-Cola has used the localised context as well as flavour of beverage for product innovation and marketing in Canada (Coca-colacompany, 2025). “Toronto Maple Leafs and Montreal Canadian’s” are the business partners of Coca-Cola in the Canadian market for marketing and promotions. However, the increased inflation rate has made a critical challenge to Coca-Cola in ensuring financial stability in this geographical location. The consumer price index of Canada in 2025, August has indicated the lowered purchasing power of individuals (Rabinovitch et al. 2025). In addition, the decreased employability rate along with R&D budget are the negative elements that push Coca-Cola’s strategic marketing plan implementation backward [Refer to appendix 2].
Integration of emerging tools and technologies such as big data and AI, companies have promoted its digital marketing (Hamamah et al. 2024). The stagnant R&D budget can create issues for Coca-Cola in improving the tech advancement in the marketing segment of Canada. The fair legal rules in business construction and current culture of sustainability work as motivational factors to Coca-Cola in strategic marketing implementation. For instance, Coca-Cola has already launched 500 ml beverage bottles made with virgin PET plastic (Coca-colacompany, 2025). The circular economic initiative of Coca-Cola has attracted the responsible consumer in Canada in an effective manner. 
[bookmark: _Toc209268739]6.Comparison of Brand’s STP strategies in UK and Canada
	STP Elements
	Company A: United Kingdom (UK)
	Company B: Canada

	Segmentation
	· Focusing on young demographics such as millennials, Gen Z, urban consumers and health-conscious groups due to sugar tax
· Major psychographic focus on lifestyle
	· Families, multi-cultural communities and young people (Rao, 2025).
· The geographic segmentation shows for strong territory with different strategies for urban and rural regions

	Targeting
	· Young and health-conscious customers, urban markets and affordable through convenience-store promotions (coca-cola, 2025).
· The experiential campaigns like sports or music sponsorship
	· Families and community-oriented groups, bilingual and multicultural populations like sports fans
· Focusing on balanced millennials, Gen Z and tradition-lover consumers

	Positioning
	· Coca-Cola Zero Sugar as a product, positioned around lifestyle and sustainability considering 100% recyclable packaging (Coca Cola, 2022).
· Original coke positioned secondary
	· Coca-Cola Original remains flagship positioning as part of Canadian heritage, community and national identity
· Inclusive positioning shows to multi-cultural and bilingual audiences


Table 3: STP for UK and Canada
(Source: Self-made)
[bookmark: _Toc209268740]6.1 Comparing Segmentation in both UK and Canada
The segmentation has been strongly shaped by regulation and consumer lifestyle trends in the UK. The 2018 introduction of the soft drinks industry levy (Sugar tax) has led Coca-Cola Zero Sugar and Diet Coke to receive strong promotion for targeting especially wellness-driven customers (Cobiac et al. 2024). Furthermore, the demographics such as London and Manchester are priority zones where the trends towards fitness and sustainable living dominate (London Government of UK, 2025). “UK soft drinks industry review by Mintel” has shown that consumers nowadays prefer soft drinks with greater health benefits over any sort of supplements and vitamins and it is the testament of consumers’ faith as per “Food as medicine ethos” (store. Mintel, 2025).
As discussing the segmentation in Canada which is wide and low regulated. Coca-Cola has continued to cater to traditional indulgence seekers who prefer the original formula while simultaneously appealing for youth, trend-sensitive consumers by Coke Zero (Coke Canada, 2021). The families from the central segment in Canada where Coca-Cola is marketed as part of communal experiences such as barbecues, hockey matches and national holidays as well (Lombardo, 2024). Canada’s multi-cultural and bilingual influences Coca-Cola to integrate segmentations by reflecting ethnic diversity and regional languages particularly in Quebec (Rao, 2025). 
Hence, comparing both countries for Coca-Cola’s segmentations, while UK’s segmentation is highly health and regulation focused, Canada’s segmentation shows cultural inclusivity, family orientation and geographic diversity. The UK narrows focus to urban, younger a dwell-ness-minded groups, on the other side, Canada enhances appeal to national traditions and cultural groups.
[bookmark: _Toc209268741]6.2 Comparing Targeting in both UK and Canada
Coca-Cola has targeted three major groups in the UK such as health-conscious individuals seeking low sugar options. Another group is youth and young adults who have engaged in digital campaigns and sponsorships of football or e-sports (Jonwal, 2025). Lastly, the general consumer has reached by affordability-based supermarket and convenience-store promotions. The COVID-19 campaign  such as ‘Open like never before’ has aligned aggressively with the young urban consumers, framing the company as an optimistic and socially aware brand (Coca-Cola, 2025).
On the other hand, Canada’s targeting differs by showing high focus on families and community groups. The National campaigns often highlight the shared experiences by positioning Coca-Cola as a unifying element at gatherings and holidays (Coca-Cola, 2025). The sponsorship of Canadian sports, particularly ice hockey to link with this communal appeal as well (Coca-cola, 2025). Hence, comparing both countries in respect to targeting, UK targeting prioritises health-conscious and digitally active young people whereas Canada has adopted a community and family focused strategy which has integrated multicultural inclusivity. Both countries have focused on young consumers but the UK leans to health and affordability while Canada has integrated traditional and diversity.
[bookmark: _Toc209268742]6.3 Comparing Positioning in both UK and Canada
High Health consciousness
Low Price
High Price
Low Health consciousness

Figure 3: Positioning map for the Company A- UK
(Source: Self-made)
Coca-Cola has positioned itself primarily as a lifestyle and wellness brand in the UK. Coca-Cola Zero Sugar has been treated as the major considering equal or greater visibility than the original products. Coca-Cola has utilised the ‘Taste the Feeling’ campaign for promoting both enjoyment as well as responsibility in the UK (Stibbe, 2023). 
High Tradition and culture
Low Inclusivity or Community appeal
High Inclusivity or Community appeal
Low Tradition and culture

Figure 4: Positioning map for the Company B- Canada
(Source: Self-made)
The brand has presented itself as a symbol of unity, heritage and cultural celebrations in Canada. Furthermore, Coca-Cola Original has remained the major product closely tied to Canadian holidays, sporting events like hockey and national pride. Coca-Cola has also enhanced their strengths with emotional bon to Canadian consumers by reinforcing their long-term brand reputations as part regular life (Coca-Colabranding, 2025). Marketing often has drawn on Canadian imagery such as red and white branding, hockey and Canada Day celebrations (de Souza Tavares and Silitonga, 2023). Comparing the UK positioning has focused on wellness, sustainability and product variety while Canada has highlighted tradition, heritage and inclusivity. The UK has elevated Coca-Cola Zero Sugar as their central product, whereas Canada has continued to foreground the original formula as a national icon.
[bookmark: _Toc209268743]7. Comparison of Marketing Mix Strategies in UK and Canada
[bookmark: _Toc209268744]7.1 Coca-Cola’s 7Ps Marketing Mix of UK and Canada
	7Ps of Marketing Mix  
	Description for the UK
	Description for the Canada 

	Product 
	Coca-Cola’s product line includes water, soft drinks, coffee, juice drinks, adult soft drinks, alcohol-based drinks and sports and energy drinks in the UK to ensure products for everyone (Coca Cola, 2025). 
	Coca-Cola’s product lines include Coca‑Cola, Coke Zero, Diet Coke, Fanta, Sprite, Barq's, POWERADE, FUZE Iced Tea, DASANI, vitaminwater, Core Power and fairlife for Canadians (Coca Cola, 2025). 

	Price 
	Coca-Cola’s pricing strategy relies on offering high-cost products with various quality as the rate of Coca-Cola increased by 11% at the end of 2023 in the UK (Reuters, 2023). 
	Coca-Cola follows a high pricing strategy that is similar across the global market including Canada. 

	Place 
	Coca-Cola’s products are available online and offline markets to ensure maximum market availability in the UK. 
	Coca-Cola’s all products can be purchased by the Canadian customers from online and offline markets at the same time. 

	Promotion 
	‘Fantasy Challenge’ is a considerable pack promotion of Coca-Cola in the UK through which it is trying to involve football fans with the brand (Coca Cola, 2025). 
	“Ultimate Fan Prize” is a current promotional activity of Coca-Cola for engaging Canadian Fan-base with the brand (Coca Cola, 2025). 

	People 
	Coca-Cola has adopted a collaborative, diversity and inclusive working environment for its UK-based people to empower all (Coca Cola Company, 2025). 
	Coca-Cola is committed to involve and train disabled people to be engaged with the brand as a part of its workforce through improving competency in Canada (Coke Canada, 2025).  

	Process 
	Coca-Cola considers manufacturing, marketing and selling quality products in its operation process (Coca Cola Company, 2025). 
	Coca-Cola operates its business by considering local scale to strengthen its supply chain practices accordingly in the global markets such as Canada (Coca Cola Company, 2025). 

	Physical Evidence 
	Coca-Cola’s product packaging and brand logo are key physical evidence of the company. 
	Coca-Cola is available in offline stores with a unique packaging and logo style. 


Table 4: Comparison of Coca-Cola’s Marketing Mix Strategies in the UK and Canada
(Source: Self-Developed)
Analysis
The above table showcases the country-based comparison of Coca-Cola’s current marketing practices between the UK and Canada. As per the views of Jain et al. (2022), the application of marketing mix is helpful for business brands to understand and develop their controllable marketing variables to enhance target marketing practices accordingly. Based on the above-presented country comparison of Coca-Cola's marketing mix, it can be said that the product lines are similar in both the UK and Canada. Similarly, it has been found that Coca-Cola has increased its product price in its global market to gain competitive advantages (Reuters, 2023). This implies that the company is following a competitive pricing strategy by increasing product prices even during the increasing cost of living crisis. 
According to a recent statistical survey, 57% of UK-based households acknowledged an increase in living cost in 2025 (Clark, 2025). This implies that the current pricing strategy for Coca-Cola brands is not affordable for its target markets such as the UK and Canada while customers are struggling with increasing living costs. This can be considered as a challenging issue for the company in terms of satisfying its people such as customers. However, it has been found that Coca-Cola has adopted an inclusive work culture in the UK and Canada to increase employee engagement rate. For example, the UK-based Coca-Cola brand supports collaborative work culture with diversity and inclusion to empower all the employees (Coca Cola Company, 2025). Similarly, Coca-Cola has adopted an inclusive work culture for engaging more Canadian employees including disabled persons to drive production capacity to satisfy all category employees (Coke Canada, 2025). This supports a similar people management strategy of this brand in the UK and Canada. 
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Figure 5: Coca-Cola Consumption Rates in the UK and Canada
(Source: World Population Review, 2025)
According to the country comparison, Coca-Cola products are available in the online and offline distribution channels in the UK and Canada to ensure maximum product availability in the market. However, the product availability among the customers is different in the UK and Canada based on the effectiveness of different distribution practices. For example, Coca-Cola’s consumption rate in the UK reached 4.9 billion in 2025 which is comparatively higher than in Canada while the rate reached 4.3 billion in Canada (World Population Review, 2025). This implies that Coca-Cola has different product placing, marketing and customer management practices in the UK and Canada which have significant impact on its country basis consumption rate. On the other hand, Coca-Cola follows a unique brand logo and packaging design for its local and global-level business operations that supports comparatively similar physical evidence management strategies. 
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Figure 6: Coca-Cola stores in Different Countries 
(Source: Coca-Cola, 2025)
Coca-Cola’s products placing strategies are different in the UK and Canada based on the local customer and market demands. It has been found that Coca-Cola has more than 50 sales distribution centres with 5 manufacturing facilities in Canada as of 2025 (Coke Canada, 2025). In comparison, Coca-Cola has 5 manufacturing sites with 3600 employees in the UK (Coca Cola, 2025). In addition to this, the promotional and operational process of Coca-Cola are quite similar in the UK and Canada as the impacts of its promotional activities and operational performance are quite the same. For example, Coca-Cola brand acquired a 6% increase in its revenue and 5% increase in sales as of 2024 (Coca Cola Company, 2025). Further, it helps to address the positive impact of its current marketing practices at the global market while the sales and market revenue increased. Globally, Coca-Cola is struggling with changing environmental requirements such as reducing carbon emissions through reducing the use of virgin plastics to meet ethical standards (Recycling Today, 2024). Therefore, the lack of ethical consideration in the packaging approach of the brand can affect its brand value in the global market including the UK and Canada.
[bookmark: _Toc209268745]8. Evaluation of the performance of marketing strategies
The marketing performance of Coca-Cola within both foreign countries such as the UK and Canada has been recognised by exacting the popularity or sales rate.  As per the views of Hoskins et al. (2021), increased popularity or sales rate has denoted the marketing success of a brand in the geographic location. The above figure has highlighted 98% of the UK consumers prefer Coca-Cola than other beverage brands (Statista, 2025). The total sales rate of Coca-Cola is GBP 4.009 trillion access the world (Companiesmarketcap, 2025). Popularity of this company in Canada can be defined through its local partnership strategies such as business agreements with JA Canada (Newswire, 2025). The custom-design effects in marketing along with commitments towards sustainability have promoted Coca-Cola’s marketing success in both the UK and Canada. Considering the popularity of Coca-Cola along with consumer preferences, the UK marketing strategies are more successful.  
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Figure 7: Popularity of Coca-Cola in UK
(Source: Statista, 2025)
It has been recognised that Coca-Cola holds 42% of market share of non-alcoholic beverage brands across the world (Coca-colacompany, 2025). In Canada, a wide portion of economic contribution has been conducted by the sales of Coca-Cola. Coca-Cola is a dominant player in the Canadian beverage market with a large amount of market share [Refer to appendix 3]. On the other hand, Coca-Cola is a leading revenge brand in the UK that holds the majority of market share in the operating market. Success of marketing strategies of Coca-Cola in Canada as well as the UK have been recognised from the market share. On the other hand, a wide range of distribution segments of Coca-Cola are available in the UK and Canada. The biting and distribution partners working style have created differences between the operating and franchising model of Coca-Cola within these two segments. For instance, Coca-Cola Canada Bottling Limited is the bottling partner of the brand, whereas “Coca-Cola Europacific Partners (CCEP)” in Great Britain handles the bottling segment (Coca-colacompany, 2025). Depending on the localisation activities, the UK marketing strategies can be more successful than Canada as the bottling activities totally depend on a fatality-oriented business.   
Social media engagement and brand awareness are two factors behind successful marketing strategies of Coca-Cola. Based on the views of Hoskins et al. (2021), engaging more customers in a specific location, a brand has promoted sales and ensured success of marketing strategies. 98% of the UK population have ideas about the beverage items of Coca-Cola (Statista, 2025). On the other hand, Coca-Cola focuses on personal preferences of the Canadian target segment and delivers successful campaigns like “Share a Coke” (Coca-colacompany, 2025). This has indicated the social media engagement and brand awareness of Coca-Cola in Canada. It has been stated from the above segment that the unique marketing strategies have brought marketing success to Coca-Cola within both the UK and Canadian market. However, the social and cultural factors have shifted to the marketing success of Coca-Cola differently. As per the views of Srivastava and Sivaramakrishnan (2022), the market size and popularity are the key context of international marketing success for a brand. The UK market of Coca-Cola is larger than the Canadian market that promotes the revenue stream respectively. Thus, Coca-Cola’s marketing strategies can be considered as effective in the UK from a global perspective.
[bookmark: _Toc209268746]9. Evaluation of marketing ethics practice
Ethical marketing is highly critical in the global market scenarios, particularly for the multi-national brands such as Coca-Cola. The company has faced different results in different countries regarding health concerns, sustainability commitments, transparency and responsible advertising. Coca-Cola’s ethical practices in both the UK and Canada show both shared challenges and country-specific differences shared by regulation, culture and consumer expectations.
[bookmark: _Toc209268747]9.1 Ethical practices in the UK
The Soft Drinks Industry Levy which is known as Sugar tax in 2018 has placed ethical marketing across the UK. Coca-Cola has responded to promote Coca-Cola Zero Sugar and Diet Coke as healthier substitutes highlighting their responsibility for adaptations on public health priorities (Agarwala, 2024). Ethical evaluation reflects this move has often aligned with customer welfare; however, the brand has promoted their high-sugar original formula by underscoring public health targets (Blomdahl and Ana, 2025). The marketing campaigns have been carefully framed to highlight customer choice rather than simply reducing sugar which has raised questions about the sincerity of Coca-Cola’s health messaging.
Advertising to the young people has also raised ethical concerns. While Coca-Cola has claimed not to market directly for the children under 12, which has high presence at music festivals, sports sponsorships and digital platforms indirectly targets the young populations who are vulnerable to this lifestyle branding (Coca-cola, 2024). The ethical challenges have been enhanced in balancing brand promotions with the requirements to avoid unhealthy consumption patterns as well.
Coming to the perspectives of sustainability, Coca-Cola has made commitments for reducing their environmental footprint including to adopt 100% recyclable plastic bottles and pledging carbon neutrality targets (Coca Cola, 2022). These initiatives are ethically significant especially as plastic pollution and climate change dominate consumer discourse. However, the environmental groups have argued that Coca-Cola has remained one of the World’s largest plastic polluters by enhancing doubts about whether their sustainability marketing reflects ethical corporate responsibility towards ‘greenwashing’ (Morunga, 2023). The tension between promotional claims and actual environmental performances is a continuous ethical issue in the UK market.
[bookmark: _Toc209268748]9.2 Ethical practices in the Canada
Coca-Cola’s ethical challenges are considered more around cultural inclusivity, national identity and health in Canada. The brand has positioned Coca-Cola Original as a major focus to Canadian heritage by aligning the drink to hockey events, Canada Day and family events (The Coca-Cola Company, 2025). While this has made emotional connections, this has enhanced ethical questions about whether tying high-sugar beverages to national traditions normalises the unhealthy consumptions. Unlike the UK, Canada has no nationwide sugar tax, in which Coca-Cola has faced fewer regulatory pressures (Waugh et al. 2024). However, public health has advocated criticizing the company for not taking stronger steps for reducing sugar consumption in their flagship brand products.
Advertising ethics are particularly significant in Canada’s multi-cultural society. However, the inclusivity campaigns often overlap with high brand promotions that may exploit cultural symbols for commercial gain. For example, this has utilised the national pride and community spirit in marketing could be interpreted as emotional manipulations especially when linking to the product with well-documented health risks. Hence, the environmental ethics in Canada has the same concerns as in the UK. Coca-Cola has promoted initiatives to enhance the recyclability of packaging by lowering carbon emissions (The Coca-Cola Company, 2024). However, the reports have continued to associate Coca-Cola with plastic waste pollutants in Canadian communities. However, recycling programs exist, consumer groups question whether Coca-Cola’s sustainability commitments go far enough considering the production scales as well as distributions.
[bookmark: _Toc209268749]9.3 Comparative evaluations on ethical practices
The comparison between the two countries has shown different ethical priorities. Coca-Cola’s ethics are more shaped as per the governmental regulations and public health arguments, especially the sugar tax and rising consumer awareness of health and wellness in the UK. The ethics centre on cultural and community values where Coca-Cola’s integration into traditions has raised questions about their influence on social norms in Canada. These ethical contexts in the UK and Canada have highlighted continuous criticisms around advertising practices especially indirect marketing to young audiences and emotional branding strategies. The company’s global brand reputation as one of the leading plastic polluters undermines their ethical positioning suggesting the gap between marketing promises and corporate performances. Therefore, Coca-Cola’s ethical credibility depends on campaigns as well as the tangible and measurable progress to reducing sugar, reducing waste and addressing health issues.
[bookmark: _Toc209268750]10. Recommendation and Conclusion
[bookmark: _Toc209268751]Recommendations
Recommendation 1: Reduction of products cost by considering cost of living crisis 
Coca-Cola’s pricing strategy is poor in respect to its target market requirements. Coca-Cola increased its product prices in the global supply network (Reuters, 2023). Hence, the company should consider the growing cost of living crisis while improving the product pricing strategy. In this stage, the company can reduce product costs to gain competitive advantages from engaging more customers at the global market including the UK and Canada. 
Recommendation 2: Implementation of advanced technology with technically skilled employees 
Coca-Cola’s technological potential is quite low at the global market in respect to shifting market demands to investing in research and developments. Biotech revolution and maximise cyber security are some current trends of the technological field which must be considered by the modern business firms (Forbes, 2024). Through considering these current technological trends, Coca-Cola brand can improve its technological potential at the global market as it supports innovation in the production process. In this stage, the company has to involve technically skilled workforces instead of only focusing on diversity and inclusion to drive production efficiency according to the changing market demands. 
Recommendation 3: Reduce the use of virgin plastics to bring sustainability 
Reducing the use of virgin plastics in production is a new challenge for Coca-Cola brand across its global-level business operations. According to current changing environmental requirements, lowering virgin plastics can reduce carbon emissions in the production to meet the SDG goals (Recycling Today, 2024). Through this production approach, Coca-Cola can rescue its environmental impact which is required to develop a positive brand image in front of its target market across the globe. In this stage, the brand can combine technological solutions with natural resources to minimise the use of plastics in products packaging design. This can help the company in improving sustainability to gain more competitive advantage in the global market. 
[bookmark: _Toc209268752]Conclusion
According to the country-based comparison, it has been found that Coca-Cola can face a positive impact of political, legal and environmental factors at the Canadian market. However, negative impacts of economic, social and technological factors have been identified in Canada. On the other hand, negative impacts of the UK's political and economic factors have been identified with positive impacts of social, technological, legal and environmental factors. In addition to this, effective social media marketing practices, engagement and brand awareness have been identified as key successful factors of Coca-Cola. The positive impact of its improved marketing practices such as promotional activities and placing strategies have been found on its market revenue and sales rate in the global market. Furthermore, 7Ps of marketing mix between UK and Canada demonstrated poor packaging and people management approach of Coca-Cola due to its lack of concern for sustainability and technological innovation. However, it has been found that Coca-Cola consumption rate in the UK is comparatively higher than in Canada. Therefore, it can be said that marketing practices of Coca-Cola have to be improved based on the changing market requirements in the UK and Canada to gain competitive advantages.   
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