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1. [bookmark: _Toc216561795]Introduction
The purpose of this report is to provide a detailed consultancy analysis of the global operations of The Coca-Cola Company, especially in its recent move to Brazil as a major emerging economy. Since Coca-Cola is one of the largest and most geographically spread multinational companies, it provides a good example of studying global value chains, entry modes and cross-cultural management. This report assesses the opportunities and obstacles that come with the multinational form of Coca-Cola, and it examines how the Ownership, Location and Internalisation (OLI) advantages of the firm are defining the modes of market entry into the market. It also examines how cultural differences between the USA and Brazil affect the entry strategy, operational performance, and potential for future success of Coca-Cola. These analyses suggest three Standard Operating Procedure (SOP) changes are made to give Coca-Cola a better strategic fit, cultural fit, and competitive position in Brazil. 

[bookmark: _Toc216561796]2. Benefits and challenges of International Operations
a. [bookmark: _Toc216561797]Rationale for categorising Coca-Cola as an MNC/TNC
The size, organisation, and character of its international business allow defining Coca-Cola as a Multinational Corporation (MNC) (Hill, 2023). It is one of the most geographically dispersed corporations in the world as the company operates in over 200 countries (Coca-Cola, 2024). One of its operational models is global integration and local responsiveness, which are specific to major MNC (Daniels et al., 2021). The business operations of Coca-Cola is highly decentralised, whereby an extensive network of international bottlers, in which the production rates, packaging, and distribution are conducted by either independently-owned or franchise bottlers operating in the markets (The Coca-Cola Company, 2025). Such decentralisation helps the business to operate internationally synchronised but change its products and policies to suit local preferences, policies, and business environments (Hill, 2023).
[image: ]
[bookmark: _Toc216511252][bookmark: _Toc216561848]Figure 1: Coca-Cola Logo
Management and decision making in Coca Cola is partially decentralized. Major investment and marketing decisions are made from its headquarter in the USA (Coca-Cola, 2024). On the other hand, regional offices enjoy some decision-making power such as distribution strategy, local marketing strategy, etc. Also, the company conducts cross-border research and development, international marketing campaigns, international sourcing of raw materials, including sugar and packaging, and a globally optimized distribution network (Coca-Cola, 2024). Such co-related operations within the regions solidify the fact that Coca-Cola is an MNC/TNC which has been able to exploit the efficiencies of globalization yet remain locally pertinent.
b. [bookmark: _Toc216561798]Nature of Coca-Cola’s Value Chain
Research & development: 
The R&D activity of Coca-Cola has a high level of globalisation combined with central innovational centres in the USA and regional centres in Europe, Asia, and Latin America (Arthur, 2025). Such a global structure allows the company to create standardised core products and custom-tail formulations towards local preferences, regulatory environments and health fashions (Arthur, 2025). The R&D department contributes to innovation in products like reduced-sugar versions and geographically-focused beverages that reinforce competitiveness and guarantee relevancy in a wide range of markets (Hill, 2023).
Sourcing: 
The sourcing is localised, as Coca-Cola sources some of its main inputs, like sugar, water, CO 2, and packaging materials, from national companies in a country (Coca-Cola, 2024). This saves on transportation and imports, fills the coffers of the local economy, and increases the resiliency of supply chains. Local sourcing is also a way of adhering to the country regulations, especially in those markets where food safety and agricultural standards are stringent (Simamora et al., 2024). The functional addition value is achieved by increasing cost efficiency, reliability in shipment, and building the image of Coca-Cola as an investor in local development.
Distribution: 
The distribution is very much localised and facilitated by the bottling partners who deal with warehousing, transportation, and the last-mile delivery in each country (Coca-Cola, 2024). Nonetheless, the efficiency and quality control of logistics are regulated in accordance with world standards. The added value of this system is improving the availability of the products, reaching remote and rural locations previously, as well as selling large volumes of a product within diverse geographical areas (Coca-Cola, 2024).

[image: The Global Flow - Coca-Cola:The Global Beverage that Integrated our World!]
[bookmark: _Toc216511253][bookmark: _Toc216561849]Figure 2: Coca-Cola's production and distribution network
Source: (The Flow Chart, 2023)
Production:
The company produces on a global basis but locally packs via its franchise-based bottling system through Coca-Cola. This enables Coca-Cola to uphold international quality standards and, at the same time, take advantage of local expertise in operations (The Coca-Cola Company, 2025). The large bottlers like Coca-Cola FEMSA and HBC have plants in the regional markets (Coca-Cola, 2024). This design provides value in forms of mass production, lower lead times and high growth in the emerging markets like India and Brazil.
Marketing and Sales: 
Marketing is both globalised and localised, as there is a strong global brand identity of Coca-Cola and country-specific campaigns (Zhang, 2024). Whereas global messages use universal motifs such as happiness and sharing, local messages bring in cultural festivities and sporting activities as well as consumer tastes (Simamora et al., 2024). The value addition of this functionality is that it enhances brand loyalty, market penetration, and brand relevancy in culturally diverse regions (Wild and Wild, 2023). Distribution and retail relations are further supported by localised sales plans.
[image: A map of the world with red and blue countries/regions

AI-generated content may be incorrect.]
[bookmark: _Toc216511254][bookmark: _Toc216561850]Figure 3: Bottling investments of Coca-Cola
Source: (The Coca-Cola Company, 2025)
Financing: 
The financing function of Coca-Cola is very globalised, and coordination is conducted with the help of global treasury centres, ensuring cash management, currency hedging, and capital allocation (Wang, 2023). Such a centralised model enables a company to maximise liquidity in the global context and deal with the exchange-rate risks and invest profits in foreign markets in a strategic way (Simamora et al., 2024). The value addition lies in the fact that the function has the effect of financial stability, exposing to less volatility, and allocating resources efficiently to high-growth areas.
Summary:
Most of the business operations of Coca-Cola are highly globalised, which gives the company a competitive advantage in highly competitive global markets. Globalised operations allow the company to source inputs at lower costs, hire skilled employees, reduce production costs, as well as increase revenue. All these functional strategies give Coca-Cola Cola an unyielding competitive advantage over competitors.  
c. [bookmark: _Toc216561799]International entry modes applied by Coca-Cola
Coca-Cola has embraced a multiangled mode of international entry that indicates its desire to walk the global control-local responsiveness balance. 
Franchising and licensing represent one of the most pronounced ones, and it is the cornerstone of the international bottling network of the company (Yadav et al., 2013). This strategy has helped the company expand quickly in other regions like Latin America, Africa, and Southeast Asia. As an example, Coca-Cola FEMSA is a licensed bottler in Mexico, Brazil, Colombia, and the Philippines, which reflects how franchising has played a central role in increasing its presence in both the emerging and developed markets (Coca-Cola, 2024). This form decreases the capital needs of a company and utilises the local partners' logistics knowledge, which is why it is the most popular entry strategy of Coca-Cola worldwide (Kobusingye and Ssendagi, 2024).
A wholly owned subsidiary is also another important entry mode employed by Coca-Cola in the production of concentrates and publicity, as well as strategic planning (Cheptegei, 2012). Coca-Cola has established full ownership in countries like India, China, and South Africa to ensure that it leverages its brand, innovation, and quality benchmarks (Susilo, 2021). This mode is particularly useful in a market where brand recognition, intellectual property and product consistency are all important elements of competitive advantage (Wild and Wild, 2023). The wholly owned subsidiaries are also useful in helping Coca-Cola to organise global marketing campaigns, launch new product lines, and react promptly to regulatory or competitive changes (Cheptegei, 2012).
Coca-Cola has also chosen to enter foreign markets via acquisitions, especially in a market environment where a local brand offered a domestic strategic advantage (Zheng, 2023). In India, Coca-Cola has purchased extremely popular home drinks, including Thums Up, Limca, and Maaza, which allowed it to gain quick access to regional client groups (Chan, 2025). Likewise, European and African takeovers like the purchasing of shares in bottling organisations or taking over local beverage brands have increased entry into the market and enhanced distribution systems by Coca-Cola (The Coca-Cola Company, 2024). 
Joint venture is another significant entry mode, particularly in areas where there are regulatory prohibitions or complex market conditions that demand joint ownership (Kobusingye and SSendagi, 2024). Coca-Cola has employed joint ventures with bottling partners in other markets, including Brazil, Japan, and Indonesia, to overcome the uncertainty that exists in markets, share operational risks, and merge global brand strength with local expertise (Coca-Cola, 2024). 
Dominant Entry Mode of Coca-Cola
Franchising and licensing via its global bottling system has been identified as the dominant mode of entry Coca-Cola employs in its international operations (Susilo, 2021). Although wholly owned subsidiaries, acquisitions, and joint ventures hold crucial importance, the model of internationalisation that underlines the strategy of Coca-Cola is the system of franchising bottling (Coca-Cola, 2024). This system enables Coca-Cola to retain control of the proprietary concentrate, reduce capital outlay, capitalise on local operational expertise, and attain immense global penetration.
d. [bookmark: _Toc216561800]Benefits of international operations
The strategic and operational advantages that Coca-Cola acquires as a result of its international operations are high enough to support the fact that this company is among the leading beverage companies in the world.
Cost efficiency and economies of scale:  Economies of scale are one of the greatest benefits. Being present in over 200 countries allows Coca-Cola to make purchases in bulk of raw materials, packaging, and equipment at a lower price (Coca-Cola, 2024). It is also supported by global operations receiving the benefits of sharing its fixed cost, including global advertising and R&D across all global markets (Arthur, 2025). 
Global brand recognition: Global brand recognition is also another significant advantage that creates consumer trust and loyal demand in a variety of cultural backgrounds (Hill, 2023). The successful brand of Coca-Cola, which is proven by the standardised global messages and the localised adjustment, helps it to be stronger in the market and to enter other areas (Simamora et al., 2024). The fact that the company can retain its strong brand identity but localise marketing campaigns makes it more relevant and allows consumers to interact with the company through the campaigns (Suprapto, 2020).
Risk diversification: Diversification in the risk that Coca-Cola faces is also an advantage of the company since it deals with various economic, political, and climatic environments (Xu, 2024). The drop in demand or changes in currencies in one area can be compensated for by the increase in another one, making them more stable financially (Collinson et al., 2023). This international presence lowers the reliance on individual markets and assists the company in going through economic cycles more efficiently.
Revenue and growth: Another important strength is access to emerging markets that are of high growth. More than 80 percent of Coca-Cola revenue is earned beyond the US through such markets as India, Brazil, Mexico, and Nigeria (Xu, 2024). These nations also have a high and growing disposable income with a high and youthful population, and this offers long-term expansion chances to the non-alcoholic drinks (Xu, 2024). Coca-Cola enhances its market presence and increases revenue by diversifying into new markets with an increasing consumption rate.
Supply chain resilience: Lastly, the global operations of Coca-Cola increase its supply chain resilience and flexibility of operations. Bottling and sourcing partnerships help to lower the expenses of transportation, enhance supply security, and assist in aligning with regional regulations (Coca-Cola, 2024).
Challenges of International Operations
Along with the above-mentioned benefits, Coca-Cola faces some challenges in international operations. Competition from local peers is a notable challenge for the company. Besides, supply chain disruptions, cross-cultural complexities, and language barriers are common challenges for businesses in a global environment (Dorofeeva, 2025). For example, the current Russia-Ukraine war, conflicts in the Middle East, and US-China trade conflicts severely affected the business of Coca-Cola. Moreover, legal requirements of specific markets made operations more complex, sometimes even costs of operations. For example, sustainability requirements in the USA and other markets have created both social and financial pressure on Coca-Cola (Dorofeeva, 2025). 
[bookmark: _Toc216561801]3. How the OLI Factors Impact International Entry Mode
The Ownership, Location, Internalisation (OLI) framework (Dunning, 2015) can be used to explain the internationalisation of Coca-Cola in Brazil in detail. These factors combined finally defined the long-term plan of Coca-Cola in Brazil and also provided the reason for the application of the franchising, joint venture, and selectively owned operations.
[bookmark: _Toc216561802]3.1 Ownership advantage:
Ownership advantages, here, means unique resources, capabilities, and strengths that give a company competitive advantage over rivals (Dunning, 2015). Coca-Cola has a broad membership of strong ownership-specific advantages, which made a significant impact on its entry into Brazil.
Global brand equity: The company has one of the strongest global brand equity world in a way that represents a symbol of quality, consistency and emotional connectivity (The Coca-Cola Company, 2025). This intellectual property enables Coca-Cola to access new markets with instant recognition by consumers. It saves time and money spent on marketing, and the customer uptake is enhanced. Brazil is a competitive market (Simamora et al., 2024).
Proprietary syrup formula: The proprietary formula used by Coca-Cola to make syrup is at the heart of its flagship product's intellectual property. Confidentiality and exclusivity of this formula require a high degree of strategic control; infringement of secrecy or discrepancy in its application may harm the brand internationally (Zheng, 2023).
Marketing capabilities: The advanced marketing capability of Coca-Cola enables it to attract Brazilian consumers with intensive global promotions and experience in sport sponsorship, experience marketing, and promotion during festivals (Zhang, 2024).
Coca-Cola also has high R&D and a lot of financial strength that enables it to bring in variations in products, packaging styles and invest in massive marketing campaigns and distribution networks (Chan, 2025). 
Impact on entry mode in Brazil: 
All these advantages in ownership necessitate an entry mode that would enable Coca-Cola to have some control of the core strategic functions without compromising on local knowledge in distribution and operations. Thus, joint venture or franchising of bottling in Brazil was a right choice for Coca Cola to expand in Brazil. 
[bookmark: _Toc216561803]3.2 Location advantages:
Location advantages refer to factors that make a location or country attractive or suitable for investment and operations (Dunning, 2015). Brazil has some location specifications that attracted Coca-Cola to international investment in this country.
Large and growing market: The large population and growth in the middle class of Brazil imply that there is high demand for fast-moving consumer goods, including soft drinks (Bluml, 2025). The favourable climate supplements this demographic advantage, as the tropical and subtropical territories are creating year-round demand for cold drinks. It seems that the soft drinks market in Brazil will have a growth rate of 5.62 through the 2025 to 2033 period (Blake, 2025).
[image: ]
[bookmark: _Toc216511255][bookmark: _Toc216561851]Figure 4: Brazil's soft drink market size projection
Source: (Blake, 2025)
Cost efficiency: Brazil also offers cheaper costs of production and labour, especially in agricultural products like sugar, a major component of the Coca-Cola products (Ponczek and Ulyssea, 2022). The existence of domestic sugar production will eliminate reliance on imports and reduce fluctuations in costs.
Favourable regulations: The government incentives and trade policies provided in Brazil specifically to support foreign direct investment, manufacturing, and local bottling operations have been in existence over the years (Titi, 2016). Such policies also enhance the appeal of setting up long-term operations in the country.
Infrastructure: The distribution potential in Brazil is high because of its rising urban centres, an increase in its retail sector, and a higher number of supermarkets, convenience stores, and local vendors (Amann et al., 2016). Nevertheless, the geography and the inequalities experienced in Brazil demand an intense local knowledge to deal with distribution.
Impact on entry mode in Brazil: 
These location benefits prompted Coca-Cola to work with long-established local collaborators that could overcome logistics and cross-cultural aspects much quicker than a complete centralised system would. Thus, joint venture with local firms and franchising of distribution strategy proved to be an effective entry mode decision in Brazil. 
[bookmark: _Toc216561804]3.3 Internationalisation advantages:
Internalisation means control over specific operations or resources of a company to protect their quality or uniqueness (Dunning, 2015). For example, proprietary syrup of Coca Cola is an asset that needs internalisation. The internalisation benefits are very important in justifying why Coca-Cola maintained some operations in the company, and outsourced others.
Control over formula and brand image: Coca-Cola was focused on securing its control over the form of the concentrate formula and brand image, which are the core of its competitive advantage (Coca-Cola, 2014). Internalisation of production made the company guard its intellectual property as well as maintain uniformity in product quality across all its activities in Brazilian bottling (Hill, 2023).
Quality assurance: The global quality assurance processes were internalised in Coca-Cola, which made sure that all products produced in Brazil were up to international standards (Rahmah et al., 2015). Such functionality is necessary in a brand whose taste and presentation are mostly standard.
Impact on entry mode in Brazil: 
Coca-Cola was able to enjoy considerable gains in its efficiencies because of the externalisation of the bottling activities to local subsidiaries and franchise bottlers like Coca-Cola FEMSA (Coca-Cola, 2024). 
This has given a balance in internalising strategic functions and externalising the operational functions, enabling Coca-Cola to maximise costs, minimise risks and guarantee that there is availability of the products across the various areas of Brazil.
[bookmark: _Toc216561805]4.3 Impact on Entry Mode Choice and potential for success: 
The combination of Ownership, Location, and Internalisation advantages had a direct impact on the entry mode adopted by Coca-Cola in Brazil. The high ownership benefits, especially brand strength, marketing capabilities, and proprietary formulas, meant that Coca-Cola had to pursue an entry mode that would give it significant control (Batschauer da Cruz et al., 2022). This is the reason why Coca-Cola internalised the production of concentrate and branding to wholly owned subsidiaries that marketed and made strategic decisions.
Simultaneously, Brazil's location strengths, specifically, large scale, favourable climate, and well-established agricultural foundation, prompted Coca-Cola to depend on franchising and joint partnership with local bottlers (Bluml, 2025). Local partners provided important expertise on distribution channels, local preferences, and logistical issues. Franchising allowed Coca-Cola to access core strategic resources and minimise financial and operational risks of expanding into a geographically diversified and economically unstable market, such as Brazil (Wild and Wild, 2023).
This hybrid model was further strengthened by the internalisation benefits. The necessity to have a high level of quality and uniformity of the product took the company towards internalisation of the concentrate production (Coca-Cola, 2024), yet reduction of costs and efficiency in operations compelled the company to externalise the bottling and distribution (Hill, 2023).

[bookmark: _Toc216561806]4. Cultural differences between the USA and Brazil and their impacts on entry mode and potential for success
The cultural variations between the home country and the host country have critical implications for international expansion mode, and they determine the success of the business in the long term (Daniels et al., 2021). In this case, cultural dimensions between the USA and Brazil are examined with the help of Hofstede's dimensions:
[bookmark: _Toc216561807]4.1 Hofstede’s cultural dimension of the USA and Brazil
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[bookmark: _Toc216511256][bookmark: _Toc216561852]Figure 5: Hofstede's Cultural Dimension comparison
Source: (The Culture Factor, 2025)
Power Distance: 
The score of Brazil in terms of power distance is 69. It means that power distances are accepted, authority is respected, and centralised decision-making is typical. The USA, in contrast, obtains a low score of 40 on power distance, which implies the presence of flatter structures, informality, and emphasis on empowerment (The Culture Factor, 2025). This brings about a cultural disparity in the attitude towards power and leadership and the relationship of the company.
Individualism vs Collectivism: 
The score of the USA is 60, which points to a highly individualistic society whereby the premises of consumer decisions are positioned on personal success and independence (DeBode et al., 2020). Brazil, with a score of 36, is more collectivist, which means they give priority to family-related decisions, social belonging, and community influence (Fagundes and Damasceno, 2023). With Brazilian consumers, there is more dependence on social proof and group norms.
Masculinity/Femininity: 
In the USA, the score is 62, which means that the culture is masculine with the focus on competition, achievement, and performance (Vasile, 2016). The score of 49 for Brazil is more balanced as it is a mixture of assertiveness and the value of quality of life (Fagundes and Damasceno, 2023). Brazilian marketing is more effective when it is geared towards emotional and social aspects and not pure competitiveness.
Uncertainty Avoidance: 
According to Fagundes and Damasceno (2023), Brazil scored 76 in terms of uncertainty avoidance, which indicates high uncertainty avoidance, i.e., consumers value structure, reducing risks, and brands that they trust. A lower score of 46 for the USA suggests being more tolerant of ambiguity and innovation (DeBode et al., 2020). Consumers in Brazil would demand product facts and a good brand reputation.
Long-Term Orientation: 
Fagundes and Damasceno (2023) state that Brazil has scored 28, indicating a short-term orientation, preference for traditions, immediate outcomes, and normative behaviours. The USA is 50, which is a more pragmatic and progressive attitude (Vasile, 2016). Brazilian consumers will perceive radical change as less important than familiarity and existing brands.
Indulgence: 
The two countries’ scores are very high, with a slight difference in that the USA (68) is a little more indulgent than Brazil (59). The Brazilians have leisure and pleasure-based consumption to a greater degree of social restraint. The indulgence tendency favours the demand for lifestyle products like soft drinks.
[bookmark: _Toc216561808]4.2 Impact of Cultural differences on entry mode 
The question of cultural differences between the USA and Brazil is a key influencer of the best entry mode to operate in the Brazilian market: 
The fact that Brazil has the highest power distance (69) in contrast to the USA (40) shows that hierarchy and authority are more easily accepted in the society (Wild and Wild, 2023). Low-individualism score of Brazil (36) in comparison with the USA (60) has indicated a collectivism orientation in which trust, long-term relations, and the network of communities serve as the major concern in business operations (Nery-Kjerfve and McLean, 2015). The favoured entry modes through such cultural traits are based on close local intermediaries like franchising or partnerships since local partners are better positioned to negotiate hierarchical business structures, marketing channels with the governmental agencies, and dealing with labour relations in a congruent way (Collinson et al., 2020). 
It is only the much larger uncertainty avoidance in Brazil (76) than the USA (46) that further shapes the entry mode choice because it provides a business setting that is inclined towards stability, clarity of processes, and sharing risks (Fagundes and Damasceno, 2023).In these cultures, companies tend to choose an entry mode, which is cooperative, in which the risk, regulation and market uncertainty may be shared among the partners (Collinson et al., 2020). 
In terms of masculinity/femininity, the lower score of Brazil (49) in comparison with the higher score of the USA (62) implies that the importance of cooperation, establishing relationships, and valuing the community more significantly affects Brazil than aggressive competition or performance indicators (Vasile, 2016). This encourages Coca-Cola to come in via the means that advance collaborative methods to further strengthen franchising and alliance-based forms, which allow greater associations with local labour, distributors and community interests.
The lower score of 28 on short-term orientation of Brazil as compared to 50 on short-term orientation of the USA indicates that Brazil embraces short-term outcomes and programs that have been tested as opposed to long-term experimentation. This cultural feature implies that tested and scalable entry modes, such as franchising, are more appropriate compared to modes with high investments, such as wholly-owned subsidiaries (Hill, 2023). 
Lastly, the fairly high score of lifestyle orientation (indulgence, 59) compared with that of the USA (68) supports the demand for lifestyle-oriented products like soft drinks. Yet, the relevance of culture in the promotions, festivals, and social events where localised marketing is essential is also increased by indulgence, where the strong local partners are required (Hill, 2023). 
All in all, the cultural processes between the USA and Brazil orient Coca-Cola to the entry modes that would strike the balance between control and local embeddedness. The relationship-based and hierarchy-oriented business practice, risk aversion, collaboration and short-term orientation characterise Brazil, and hence, the franchising with local bottlers and joint venture models are the most culturally appropriate modes of entry in Brazil. Such modes enable Coca-Cola to exercise brand and product control and also apply the social networking, cultural knowledge and relational approaches.
[bookmark: _Toc216561809]4.3 Impact on potential for success
The situation of Coca-Cola in Brazil is largely favourable due to the cultural profile of this country. Strong power distance adds more acceptance to the global brands but also necessitates good relationships with the regulators and the hierarchical institutions, which Coca-Cola is able to maintain efficiently with the local bottling partners (Coca-Cola, 2024). The collectivist orientation of Brazil enhances the influence of community-based advertising, festival sponsorship, and promotion based on relationships, which reinforces brand loyalty in accordance with the cultural adaptation (Fagundes and Damasceno, 2023).
The high uncertainty avoidance is advantageous to Coca-Cola as it requires strong supply chains and open communication due to product quality consistency. The advertising in Brazil with masculinity/femininity balance is an inclusive and socially oriented one, and Coca-Cola has been successful in this area through sports and cultural sponsorships (Nery-Kjerfve and McLean, 2015). The national undulation orientation of consumers towards promotional offers and seasonal campaigns is very low, which is in line with the dynamism in marketing offered by Coca-Cola. Lastly, high indulgence increases the demand for soft drinks and lifestyle products, but they should be made healthier to ensure that they will be equally relevant in the long term (Nery-Kjerfve and McLean, 2015). In general, cultural features in Brazil tend to favour the success of Coca-Cola, as long as the localisation is robust.


[bookmark: _Toc216561810]5. Recommendation for Adjustment in Coca-Cola’s SOPs
According to the cultural dimension analysis by Hofstede, Brazil and the USA, the countries of origin of Coca-Cola have considerable differences in cultural conditions. Those variations mean critical adaptation of the standard operating procedures (SOP) of Coca-Cola as a long-run successful player in the Brazilian market (Hill, 2023). In addition to that, the OLI factor analysis can imply valuable insight, which proposes the adjustment of SOPs.
[bookmark: _Toc216561811]SOP Adjustment 1:  Institutionalise Local product development within centralised quality assurance
Recommendation: Establish a formalised local R&D and sensory division in an overall global-to-local product pipeline and enhance quality assurance (QA), exerting controls over the proprietary concentrate and worldwide taste requirements.
 The large market, a plentiful source of sugar, and the variety in regional taste requirements require a high responsiveness of local products (Bluml, 2025). Meanwhile, ownership assets of Coca-Cola, such as a proprietary concentrate and global brand equity, should be highly secured and consistent (Coca-Cola, 2024). An effective SOP should, hence, institutionalise the manner in which local R&D projects are suggested, experimented, and confirmed and still maintain central authority on the concentrate and final flavour profile (Alvarez and Martinez, 2021). More importantly, this strategy balances the conflict between local customisation and internationalisation. It allows the creation of locally appropriate SKUs within no time, e.g., tropical flavours, local-specific packaging sizes that align with local purchase standards without creating brand fragmentation or IP leakage (Chan, 2025). High uncertainty avoidance and collectivism imply that Brazilian consumers like trusted, tested products and value variations that are familiar with community practices (Collinson et al., 2020). Integrating local product experimentation in a series of transparent approvals overcomes Brazilian risk aversion by delivering strong, evidence-based rollouts. It also uses the internalisation of the logic and retains ownership of the formula and ultimate approval to protect core assets and deploy local capabilities to gain location benefit (Simamora et al., 2024). Implementing a slowdown of time-to-market through additional checks may be justified critical risk, since reliability in Brazil makes people buy again and become loyal customers of the brand; the SOP must rather focus on controlled speed through parallel working processes, not short-cutting, which may destroy trust.
[bookmark: _Toc216561812]SOP adjustment 2: Localised governance and operations management for bottling partners
Recommendation:  Coca-Cola must document a partnership governance SOP to franchise bottlers or joint ventures, codifying decision rights, escalation paths, KPI dashboards, cultural competency and board representation standards.
The OLI analysis revealed that Coca-Cola has strategic advantages in internalisation and weaknesses in bottling and distribution to local partners to take advantage of the Brazil distribution complexity and local expertise (Coca-Cola, 2024). The result of this hybrid means that there is a governance issue of what should be the balance between corporate control and enough local control to enable viable, culturally sensitive operations (Hill, 2023). A strong SOP should internationalise a partnership governance definition that clarifies the central strategic decisions to be made and those to be found in the tactical linking of the cultural expectations to the practice of governance.
Culturally, Brazil has a high power distance and network; therefore, local partners tend to become gatekeepers as they have power over regulators, distributors, and communities. The SOP must consequently institutionalise subordinate interfaces, de-escalation procedures that are responsive to local authority trends, and frequent conducive inter-strategy forums that establish foreseeable rhythms of interaction (Nery-Kjerfve and McLean, 2015). More importantly, this helps create less ambiguity between both sides. Coca-Cola also safeguards ownership benefits by retaining decision-making power WRT brand and concentrate, but bottlers receive visible, culturally valid power to do the distribution, pricing micro-decisions and local stakeholder relationships (Coca-Cola, 2024). This saves transaction costs and helps to prevent the risk of partners drifting or opportunism. The SOP should include inherent dignity to ability enhancement instead of restrictive implementation since cultural authority and long-term cooperation influence performance among collectivist markets.
[bookmark: _Toc216561813]SOP adjustment 3: Localised promotion, community engagement and regulatory compliance
Recommendation: Coca-Cola must adopt an SOP that institutionalises culturally adjusted marketing, festival and sport sponsorship playbooks, community engagement/CSR procedures and procedural regulatory engagements.
The ownership advantages of Coca-Cola are based on marketing and stakeholder engagement. However, the collectivist culture with high uncertainty avoidance, short-term focus, and high indulgence profile of Brazil requires marketing that is not only emotion-reducing but also procedurally conforming (Fagundes and Damasceno, 2023). The SOP ought to formalise the manner in which the global brand platforms are localised, as well as which creative components are non-negotiable brand resources, messaging foundations, where cultural localisation is required, such as festival scripts, community-based tales, use of celebrities and how regulatory and health messages are pre-clearanced (Collinson et al., 2020).
Importantly, this SOP alludes to cultural reality to regulatory pragmatism. Uncertainty avoidance increases the sensitivity to false promises and the safety of a product (Zhang, 2024). Hence, marketing has to be open and adaptive to the changing health policies. The short-term orientation of Brazil means that consumers are very sensitive to promotions that occur on time and are activated during festivals. Priority in the SOP must be given to accepted tactical playbooks of the seasonal campaigns that can be implemented by local teams within predefined brand parameters in no time (Zhang, 2024). Notably, since power distance favours observable bonds, the SOP must insist on active regulatory liaison through local partners with local cultural endorsement of the engagement, thus bypassing friction and anticipating compliance shocks.
This adaptation hedges the Coca-Cola benefits of ownership by making sure that their brands are safe globally, but also taking advantage of location and cultural leverage to the fullest extent possible in order to evoke more emotion. Its vital attribute is the capacity of the SOP to transform cultural sensitivity into reproducible, audited business operations, thus maintaining short-term sales momentum and long-term reputation in a market where trust and social approval are the key motivational factors.

[bookmark: _Toc216561814]6. Conclusion
This report has demonstrated that the strong ownership strengths, broad global value chain, and the capacity to balance between global standardisation and local responsiveness are essential to the global success of Coca-Cola. Its OLI analysis revealed that the best entry modes in Brazil are franchising and partnership-based entry modes, as it offers more appealing location advantages and regulatory complexity, enabling Coca-Cola to have complete control of its core assets and ensure the exploitation of local distribution knowledge. The cultural analysis indicated that the influences of the high-power distance, collectivism, and uncertainty avoidance in Brazil determine the expectations of consumers, marketing success, and operational conditions, which proves the necessity of culturally responsive approaches. The suggested changes in SOPs will enhance the flexibility of Coca-Cola in Brazil and its competitiveness against other companies in the country. 
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