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[bookmark: _Toc217050374]1. Introduction
International marketing refers to the practise of designing and implementing promotional policies in two or more countries in order to meet the demand of the consumers in the global market without affecting the standard image of the brand (Hollensen, 2020). The heightening globalisation trends and multinational corporations (MNCs) are forced to recombine their marketing mix and communication strategies to meet the socio-cultural, economic, and regulatory conditions of new countries (Doole and Lowe, 2018). This report discusses the international marketing principles and practises of Coca-Cola in two opposite markets, the United Kingdom (UK) and Bangladesh, on the one hand. It will present a discussion on the Coca-Cola brand strategy, which will be followed by the comparison of socio-cultural contexts of the two countries and the way local adaptation helps Coca-Cola achieve success all over the world.
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	Figure: Coca-Cola (Rahman, 2020).	 






[bookmark: _Toc217050375]2. Analyse the brand's marketing strategies in those countries
[bookmark: _Toc217050376]2.a Overview of the chosen brand and its operation in the chosen countries
[bookmark: _Toc217050377]Brand Overview
Coca-Cola is one of the most well-known international brands of beverages, which started its operations in 1886 in Atlanta, USA and is known to be operating in more than 200 countries (Coca-Cola Company, 2023). Its global marketing policy is based upon the principles of universal standardisation and the need to adapt to the local environment in the country in question which is also known as "globalisation" (Coca-Cola Company, 2023).
[bookmark: _Toc217050378]Coca-Cola in UK
Coca-Cola has been holding the leading position in the soft drinks market in the United Kingdom. The UK market is also defined by a high level of health awareness and government regulation including such efforts as Sugar Tax (Soft Drinks Industry Levy) implemented in 2018 (Public Health England, 2019). In turn, Coca-Cola chose to become more diverse through launching its low-calorie and sugar-free products such as Coca-Cola Zero Sugar and Diet Coke (Smith, 2021). 
[bookmark: _Toc217050379]Coca-Cola in Bangladesh
Coca-Cola in Bangladesh has franchised bottling arrangements and local bottling partners like the International Beverages Private Limited (IBPL). The strategies that have helped the brand achieve success in the region include low prices, community-based involvement, and advertisements relating to the cultural background (Rahman and Uddin, 2021). Campaigns can be personal (family) with the collectivist values prioritising togetherness and hospitality that are in line with local customs (Haque, 2019).




[bookmark: _Toc217050380]2.b. Comparison and contrast of:
[bookmark: _Toc217050381]The macro environment (PESTLE) of Country A and Country B
Political Environment
UK:
Stability: UK is a stable democratic country that has had years of political stability, and this favours companies such as Coca-Cola that have a presence in the country.
Regulations The UK is a country with stringent food and drink regulation, including the Sugar Tax (Soft Drinks Industry Levy) and other health-related policies that impact marketing and selling of soft drinks (Public Health England, 2019).
Brexit: Multinational companies have been impacted by changes in the trade legislation as a result of Brexit due to the change in the political environment. The exit of the UK out of the EU has resulted in new trade deals and complications of international brands (Ahmed, 2018)
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Figure: PESTLE (Baker, 2020).


Bangladesh:
Stability: Bangladesh is a growing economy that despite having political instability had suffered the same in previous years. Business operation can however be influenced by political instability, strikes and corrupt practises (Haque, 2019)
Regulations: Bangladesh possesses regulation that are not as strict as those that are in existence in the UK, particularly concerning food and beverage safety and advertising. But, with the rise in the economy, there is growing clamour on the need to enforce such laws more stringently.
Government Support: the government encourages foreign investments in such industries as beverages and provides incentives to multinational corporations which help such brands as Coca-Cola (Baker, 2020).
Economic Environment
UK:
Wealth and Income Distribution: UK is also in a high-income economy, the purchasing power is Medium, and the consumers are very affluent.
Economic Growth: The economy of the UK is slowing down because of the Brexit and global pandemic, however, it is still one of the largest economies in Europe, and the consumers are diverse (Doole and Lowe, 2018)
Inflation and Exchange Rates: Inflation is steady though there are possible fluctuations caused by such influences as Brexit and disruptions in global supply chains. Coca-Cola is also influenced by the price setting depending on the value of the pound (Ahmed, 2018)
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Figure: data (Coca-Cola Company, 2023)
Bangladesh:
Wealth and Income Distribution: Bangladesh is now experiencing the emerging middle-income group, but the income distribution remains skewed. Most of the consumers are within the lower income or middle-income group (Johnson, 2020)
Economic Growth: The economy of Bangladesh has been on a robust growth in recent years due to its garment sector, because of remittances and growing urbanisation. This will help in increasing the number of consumers of Coca-Cola (Hollensen, 2020)
Inflation and Exchange Rates: Bangladesh has a higher level of inflation compared to the UK thus affecting the purchasing power of the consumers. Value of the taka of Bangladesh against major currencies also can influence the prices of the imported items such as Coca-Cola (Islam and Alam, 2021)
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Figure: Socio-Cultural Environment (Coca-Cola Company, 2023)



Socio-Cultural Environment
UK:
Individualism: The UK society is much individualistic and it highly stresses on personal identity and freedom. The marketing programmes of Coca-Cola such as Share a Coke are aligned to this cultural attribute by individualising the product (Johnson, 2020)
Health Consciousness: The UK is a healthy and wellness conscious country, and this has seen more people using low calorie and sugar free drinks such as Coca-Cola Zero.
Cultural Diversity: UK is a diverse nation and hence, different ethnic and religious groups. Coca-Cola modifies their marketing to match the various cultural backgrounds (Ahmed, 2018)
Bangladesh:
Collectivism: Bangladesh is a collectivist nation, family and community are the key factors. The Coca-Cola promotions are aimed at the themes of socialising, reunions and family operations (Baker, 2020)
Religious Influence: Having a mostly Muslim population, religious practises especially during the periods of Ramadan have major implications on marketing decisions. Coca-Cola customises campaigns in order not to violate these cultural standards.
Lifestyle and Social Norms: Coca-Cola will position its message in the context of hospitality, spirit of togetherness, and family that are valued deep rooted in the Before Bangladeshi society (Islam and Alam, 2021)
[bookmark: _Toc217050382]

Hofstede cultural context of Country A and Country B
Collectivism vs. Individualism.
UK
The UK is a land of high individualism in which consumers hold the significance of personal freedom, self-expression, and personal achievement (Hofstede Insights, 2023). Consequently, marketing by Coca-Cola in the UK is directed towards personal experience, lifestyle as well as self-identity (Baker, 2020).
Bangladesh
Bangladesh is on the contrary a collectivistic society where unity of the family, community, and social harmony are greatly prized (Islam and Alam, 2021). Through advertisements on TV, most families and friends try to celebrate festivals together, which directs the brand message to the cultural values of the areas (Rahman, 2020).
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Figure: Hofstede cultural context (Hofstede Insights, 2023).
Power Inequality and Social Strata.
Bangladesh
Bangladesh has a stronger power distance, in which hierarchical dynamics and respect to the power are inherent into the culture (Hofstede Insights, 2023). 
UK
In contrast, the lower power distance in the UK promotes egalitarianism, in which advertisements feature likeable, ordinary people instead of leading personalities (Blythe and Martin, 2019). 
Religion and Cultural Sensitivity.
Bangladesh
Coca-Cola has shown an understanding of culture by not promoting any images or communication that may oppose the Islamic value system, particularly with the events of Ramadan and festival periods (Khan, 2022). 
UK
On the contrary, UK is more secular and religious variety is usual. Most of the marketing of Coca-Cola in the UK does not mention religion but uses important emotional appeals, including happiness, togetherness, and friendship (Smith, 2021). 
Lifestyle Trends and Consumer behaviour.
UK
The Britons are healthier and are sensitive to contemporary health awareness campaigns and media by associating carbonated beverages with obesity (Public Health England, 2019). Coca-Cola reacted to it by repackaging products and decreasing the sugar content to the required standards to satisfy the expectations of consumers (Kotler et al., 2022). 
Bangladesh
In comparison, in Bangladesh affordability, taste, and accessibility are the main factors of buying (Haque, 2019). In this way, Coca-Cola makes itself an aspirational but affordable brand that enables pleasure and connexion, but not put much emphasis on the health component.
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Figure: Lifestyle Trends (Haque, 2019). 

Technological Environment
UK
Technological Advancement: UK is a well-developed market having technology infrastructure. The digital marketing, e-commerce and mobile commerce is also essential in terms of access to the UK consumers.
Innovation: Technological development in the UK has affected product development where coca cola innovations in packaging and product variation aim to meet consumer needs on healthier products (Johnson, 2020)
Bangladesh:
Technological Development: Bangladesh is undergoing a fast digital revolution, especially in City Centres. Rural penetration is however low in terms of technology.
Innovation: Coca-Cola also uses digital channels and social media to market in Bangladesh, but internet connectivity in rural locations and use of mobile phones may be limiting their ability to reach (Kotler, Keller and Chernev, 2022)
Legal Environment
UK:
Stringent Rules: There exist robust legislation in the UK with respect to advertising, product labelling, health, and safety as well as environmental sustainability. 
Environmental laws: UK has stringent environmental laws such as waste disposal, sustainability, etc. which affect Coca-Cola operation and the choice of packaging.
Bangladesh:
Weak regulations: The legal environment of Bangladesh is not stringent, there is still progress made in the enforcement of the business regulations.
Labour Laws: Labour laws in the country are in a state of flux with emphasis being directed to enhance the rights and conditions of the employees, in sectors like manufacturing and bottling (Khan, 2022)

Environmental Factors
UK:
Focus on Sustainability: UK has well developed environmental policies and sustainability expectations. Coca-Cola is under the pressure to minimise its carbon footprint, sustainable packaging, and waste reduction (Kotler, Keller and Chernev, 2022)
Climate Change: Coca-Cola is participating in environmental sustainability as a component of its CSR attempts, including water stewardship and energy efficiency efforts (Haque, 2019).
Bangladesh:
Environmental Challenges: Bangladesh is a country that is going through major environmental problems such as flooding, pollution and deforestation. Coca-Cola needs to be conscious of such issues in its supply chain and operations.
Water Scarcity: Water economic development: Water is an essential raw resource in terms of producing the Coca-Cola, and Bangladesh has been experiencing the problem of water scarcity, which imposes an impact on the operations and demands the programmes of water stewardship (Khan, 2022)










[bookmark: _Toc217050383]STP strategies in Country A and Country B
Segmentation
UK:
Demographic Segmentation: Coca-Cola splits the UK market, based on age, income, and size of family. The range of consumers targeted by the products of Coca-Cola includes younger populations such as teenagers and young adults who use Coca-Cola Zero and Diet Coke, and the area of the market that focuses on more collective moments is targeted with regular Coca-Cola (Kotler, Keller and Chernev, 2022)
Geographic Segmentation: In the UK market, Coca-Cola focuses on different market locations and targets different markets, such as the London area and the rest of the UK, such as the English regions (Peñaloza, 2021)
Behavioural Segmentation: As an example, the low-sugar Coca-Cola Zero target audience is the health conscious with social groups targeted by products focused on shared experiences (such as the Share a Coke campaign undertaken by Coca-Cola) (Public Health England, 2019)
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Figure: STP strategies (Peñaloza, 2021)



Bangladesh:
Demographic Segmentation: Coca-Cola in Bangladesh developed a market segmentation approach in terms of income and family sizes. The young adults and families are also served by Coca-Cola.
Geographic Segmentation: Geographic segmentation in Bangladesh plays a critical role with Coca-Cola distinguishing its marketing policy in the city (Dhaka, Chittagong) and in the countryside (Public Health England, 2019)
Behavioural Segmentation: The brand concentrates on cultural and social events (e.g., Eid, family celebrations) whereby people gather to share meals and positions itself as a fulfilling aspect of the event (Kotler, Keller and Chernev, 2022)
Targeting
UK:
Target Market: Coca-Cola focuses on the general group of consumers among young adults, health-conscious people, and families. The brand targets both the middle and high incomes earning groups that can purchase high quality drinks such as Coca-Cola Zero and Coca-Cola Diet (Peñaloza, 2021)
Health-Conscious Market: As obesity and sugar consumption among the UK population increased, Coca-Cola will target the group of people, who are health-conscious enough and interested in low-calorie products.
[image: ]
Figure: Targeting (Peñaloza, 2021)
Youth Segment: Coca-Cola is another company that targets young consumers as they associate with emotional branding of the company as it relates to personal identity and lifestyle with viral campaigns led by sharing cokes and open happiness.
Bangladesh:
Target Market: Coca-Cola focuses on middle and lower-income populations especially in the city where the drink is linked to social events and festivities. It focuses on low costs and is accessible and of good value.
Family-Oriented Market: Coca-Cola is targeting family and community-oriented segments which succeed through the presence of local cultural beliefs, such as togetherness, hospitality, and socialisation (Peñaloza, 2021)
Youth and Young Adults: Youthful consumers are also targeted by the brand, as they are getting more exposed to the global brands and want beverages that appeal to modern, international lifestyles. 
Positioning
UK:
Positioning Strategies: The strategy of positioning of Coca-Cola in the UK is to be a refreshing brand, fun brand, and emotional brand, which encourages happiness, sharing, and personal connexion. 
Brand Image: The UK positioning of Coca-Cola focuses on personalised and self-expressive positioning. As an example, such campaigns as Share a Coke help consumers to recognise their names on the bottle, which creates a personal contact with the brand. 
Bangladesh:
Positioning Strategy: Coca-Cola is promoted as the brand in Bangladesh that values unity, hospitality and commotion. It has been depicted as a drink that unites people particularly in the events of festivals and celebrations and thus, the beverage became synonymous with family and social connectedness.
Brand Image: The brand image of Coca-Cola in Bangladesh is based on the local cultural values like togetherness, warming and sharing. This makes Coca-Cola a beverage of occasions especially in a social context that has more of a family outing (Public Health England, 2019)
[bookmark: _Toc217050384]Marketing mix (7Ps) strategies in Country A and Country B
Product
UK:
Product Variants: Coca-Cola has a great variety of beverages available in the UK such as classic Coca-Cola, Coca-Cola Zero, Diet Coke, Coca-Cola Life, and flavoured products. The brand also targets health-aware consumers (low-sugar and sugar-free) due to the increasing obesity rates and sugar levels (Public Health England, 2019)
The packaging: Coca-Cola packages are creative such as changing bottle to personalised bottle that are used in campaigns such as Share a Coke which appeal to the personal and emotion inclination of the UK consumers.
Customization Coca-Cola has been customising some of its products to meet the preferences of the UK e.g. small portion size and a sustainable pack e.g. bottles of 100 percent plastic recycles.
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Figure: Marketing mix (7Ps) strategies (Public Health England, 2019)



Bangladesh:
Product Versions: Coca-Cola serves the traditional Coca-Cola, Sprite and Fanta in Bangladesh and serves local flavours that suit the local tastes. It is centred on costs and broad accessibility as opposed to tailoring (Rahman, 2020)
Packaging: Coca-Cola in Bangladesh tends to apply a bigger bottle size (1.5L, 2L) when selling its products to the family and groups to provide value. It also resorts to smaller, single-serve packages, particularly in the urban markets.
Cultural Relevance: Coca-Cola traditionalizes its products to the local cultural standards by leaving nothing that may be interpreted as contradicting the cultural religious behaviours of the local people particularly during the times when Ramadan is in progress.
Price
UK:
Premium Pricing: Coca-Cola in UK applies the premium pricing principle to its products mainly the healthier products such as Coca-Cola Zero and Diet Coke, which serve the health conscious consumers.
Discounting and Promotions: Coca-Cola regularly provides sales promotion, special promotions and price bundling to keep it competitive in the market particularly where retailing is involved (Rahman and Uddin, 2021)
Value proposition: Coca-Cola makes its products prestigious and affordable to assure both tendencies of satisfying health-conscious consumption and serving as an emotional element.
Bangladesh:
Price: The pricing strategy of Coca-Cola in Bangladesh is affordable. It competes on prices such that its products are available to the general population including the low-income groups.
Value of Money: Coca-Cola drinks come in large services and multi-packs, which families and groups with high sensitivity to price will find more favourable when it comes to the value of money (Rahman and Uddin, 2021)
Price Sensitivity: Coca-Cola is conscious of price sensitivity in Bangladesh, where there are frequent promotional deals and low cost substitutes to make it more accessible (Rahman, 2020)
Place
UK:
Rampant Distribution: In the UK, the company has a strong distribution network, which makes the product available in supermarkets, convenience shops, vending machines, and on-premises (restaurants, cafes).
Retail Partnerships: Coca-Cola has a great relationship with leading retailers, such Tesco, Sainsbury and Asda, to secure good shelf space and exposure in the market.
E-commerce: The online shopping large-scale process also results in the e-commerce orientation of Coca-Cola, where the company collaborates with online grocery delivery services such as Ocado to be available in the online arena.
Bangladesh:
Coverage: Coca-Cola prevents gaps in coverage by having local bottling agents, such as International Beverages Private Limited (IBPL) in both urban and rural Bangladesh.
Distribution Channels: Coca-Cola is sold not only in the regular retail shelves but also at local stores and kiosks and small shops hence the product is made available even in remote locations.
Collaboration with Local Distributors: Coca-Cola has existed on the premise of local distribution networks such as collaboration with small-scale retailers so that its products are found in the most distant regions of Bangladesh (Rahman and Uddin, 2021)
[image: ]
Figure: Distribution Channels (Rahman, 2020)

Promotion
UK:
Emotional Advertising: The campaigns such as Open Happiness and Share a Coke are meant to establish emotional attachment to consumers.
Health-Targeted Marketing: Coca-Cola uses health-related slogans and constant campaigns that show its low-sugar products to correspond with the trends of health in the UK
Digital and Social Media: Coca-Cola promotes heavily in the field of digital marketing and social media, involving the younger generations with the help of influencer marketing and online campaigns (Rahman and Uddin, 2021)
Bangladesh:
Cultural Relevance: Festivals such as the Eid also emphasise themes of sharing and community and appeal to the collectivist cultural values.
Localization of Promotion: Coca-Cola also adapts to their local culture where campaigns conducted in Bengali and use local heroes and influencers to promote the brand so that the brand becomes stronger.
CSR and Community Engagement: Coca-Cola engages in CSR projects like water management and community projects as a strategy to help the company build better rapport with a community and generate loyalty towards the brand (Smith, 2021)
People
UK:
Customer Service: Coca-Cola in the UK believes that excellent customer service is achieved by means of responsive mediums such as the social media, customer helplines, and reward programmes.
Brand Ambassadors: This is through the usage of celebrity endorsement and local icons by the brand to generate the image of the aspirational brand especially on the high end products.
Employee Engagement: The workers in Coca-Cola are taught to keep the customer satisfaction rate high and especially in the retail setting, which will support the brand promise of quality service.
Bangladesh:
Community Engagement: The communication of the Coca-Cola with the local communities is a significant aspect of its strategy in Bangladesh. The company establishes associations with these people, through programmes such as water stewardship.
Customer Service: Coca-Cola in Bangladesh pays much attention to the friendly relations with retailers and distributors, who are familiar with the local market dynamics and are able to satisfy consumer demands (Rahman and Uddin, 2021)
Employee Training: Coca-Cola invests in the training of the local employees to ensure that there are high standards of quality and customer service (Smith, 2021)
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Figure: People (Smith, 2021)
Process
UK:
Efficient Distribution: Coca-Cola supply chain in UK is well-organised in terms of efficiency, and the products are always on shelf of stores. The company has a high level of technicality in terms of logistics tracking in order to reduce the number of stock outs.
Digital Engagement: Coca-Cola employs online content to improve its interaction with the consumer, such as customised online experiences and online shopping possibilities with the use of e-commerce platforms.
Bangladesh:
Local Manufacturing and Distribution: Coca-Cola processes in Bangladesh entail local bottling distribution through associating with the local bottlers making the supply faster and cost effective.
Community-Centric Processes: Coca-Cola has equally incorporated the effect of community in its procedures including developing initiatives that achieve water conservation and green-environmental initiatives, which appeal to domestic consumers.
Physical Evidence
UK:
Packaging: Coca-Cola is packaged in the UK in modern sleek packaging, which is usually customised. Its premium image is supported by the use of clear and recyclable bottles and cans, with the well-known red and white logo (Smith, 2021)
In-Store Experience: The experience in-store is well managed, and the Coca-Cola products are displayed in fridges and are conspicuous. 
Environmental Responsibility: The eco-friendly packaging adopted by Coca-Cola enhances its environmental responsibility as it is concerned about sustainability.
Bangladesh:
Packaging: Coca-Cola in Bangladesh has a practical and value-oriented packaging. Huge bottle sizes and multi-packs are utilised to provide the value of money as they attract family and group consumption.
Retail Presence: Coca-Cola has the products that are available in the local stores, kiosks, and other small outlets in the retail business that the brand forms a part of consumption and daily life (Solomon, 2019)
Community Engagement: This CSR initiative like water conservation programme assists in creating confidence and positively developing the brand as a responsible corporate citizen.



[bookmark: _Toc217050385]3. Evaluation of the Success of Coca-Cola’s Marketing Strategies in the UK and Bangladesh
[bookmark: _Toc217050386]3.1 Market Performance in the UK
Marketing has worked wonders in the UK, with Coca-Cola having a good performance in the market share and consumer demand remains constant. The brand is a leader; it controls an almost half of carbonated drink market in the UK because of the diversification of the product and the reformulations are health oriented (Smith, 2021). The launch of Coca-Cola Zero Sugar and Diet Coke has helped the growth of revenue since it attracts customers who reacted to the Sugar Tax policy (2018). 
[bookmark: _Toc217050387]3.2 Brand Awareness and Consumer engagement in UK
Emotional and personalised promotional activities of Coca-Cola have been very successful in enhancing the brand loyalty and consumer involvement in the UK. Such campaigns as Share a Coke made consumption experience more personalised and increased the emotional connexion and reinforced brand recall among younger demographics (Johnson, 2020). This is an indication of how successful the digital transformation strategy of Coca-Cola has been in keeping the company relevant amid the competitive market of today and being both technologically advanced 
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Figure: Success of Coca-Cola’s Marketing Strategies (Smith, 2021).
[bookmark: _Toc217050388]3.3 Distribution and Availability in UK.
The wide net of distributors is one of the reasons why Coca-Cola is performing well in UK as well. The major retailers like Tesco, Asda, and Sainsbury were strategic partners in order to make sure that Coca-Cola products do not go away; they are visible, accessible, and highly available in urban and rural localities. Its position in vending machines, restaurants, cafes, and expanding e-commerce retail channels is also a minor advantage to the brand (Kotler et al., 2022). Such Omni-channel distribution strategy facilitates convenience to the consumers of the UK and helps the company achieve good sales all year round.
[bookmark: _Toc217050389]3.4 Market Performance in Bangladesh
Coca-Cola has managed to be a safe success in Bangladesh because of its approach that aims at being low cost and its excellent adaptation to local consumer need. The brand maintains its market share at 35-40% of the carbonated beverage market, selling the family packs at a large volume with low price and a single-serving pack in its low price range that can be taken by the price sensitive market (Rahman and Uddin, 2021). The steady increase in sales volumes has been a result of the rise in urbanisation, growing levels of middle-class income, and successful distribution alliances with International Beverages Private Limited (IBPL). 
[bookmark: _Toc217050390]3.5 Cultural Relevance and Consumer Engagement in Bangladesh
The promotional strategies that are culturally aligned in the case of Coca-Cola have contributed to the high brand relevance and acceptance in Bangladesh (Haque, 2019). The marketing activities of the brand during Eid and Ramadan and other national festivals enhance seasonal demand and the emotional attachment. Electronic interaction with the brand via Bengali-language content and partnerships with local celebrities has also cemented the relationship between the brand and younger consumers.
[bookmark: _Toc217050391]3.6 Distribution Performance in Bangladesh.
The success of the Coca-Cola in Bangladesh is also justified by the comprehensive distribution network within the state both in urban and rural areas. The collaboration with local bottlers allows the company to produce and distribute its products quickly and affordably and reduce the problem of accessibility to even remote areas (Islam and Alam 2021). Small kiosks, village shops, restaurants and roadside stalls availability increase the everyday availability of the brand in the country. 
[bookmark: _Toc217050392]4. Ethical Issues Related to Coca-Cola’s Marketing Mix in the UK and Bangladesh
[bookmark: _Toc217050393]4.1 Health and Nutrition Concerns
One of the largest ethical challenges linked with the marketing of Coca-Cola corresponds to health consequences of high sugar drinks. Despite the introduction of low-sugar lines into the company, the classic products have always been associated with the issue of obesity and diabetes (Public Health England, 2019).  The practise of marketing sugary drinks through emotional branding can be regarded as ethically dubious, particularly in places where the fear of diabetes is spreading among people, making the use of sugary drinks a significant issue of concern in political and health circles (Smith, 2021).
[bookmark: _Toc217050394]4.2 Environmental Sustainability Problems.
Both the UK and Bangladesh have ethical issues about the environmental footprint of Coca-Cola. Even though Coca-Cola operates sustainability projects, the company is still criticised because of the use of single-use plastic and its position as one of the most active plastic polluters in the world (Khan, 2022). In third world countries there is a multiplication of environmental problems since there are poor waste management systems. 
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Figure: Ethical Issues Related to Coca-Cola’s Marketing Mix (Smith, 2021).
[bookmark: _Toc217050395]4.3 The Usage of Water resources in Bangladesh.
Bottling of Coca-Cola requires extraction of water that poses a big ethical concern in Bangladesh whereby water scarcity has being experienced as a major problem. Beverage companies can be a cause of lower water levels since they use the water intensively to produce their beverages (Rahman, 2020). Despite the water stewardship programmes that are executed by Coca-Cola, critics claim that they are not fully compensating the environmental footprint. 
[bookmark: _Toc217050396]4.4 Cultural Sensitivity, Festival Commercialisation.
Although the culturally-specific campaigns by Coca-Cola in Bangladesh are mainly positive, there are other stakeholders who claim that the brand commercialises religious and cultural festivals. Advertising of Ramadan or Eid could be viewed as having the potential to capitalise on cultural customs at the expense of profit (Ahmed, 2018). Even though the company is quite religious sensitive, the thin line between cultural respect and commercialisation is an ethical issue.
[bookmark: _Toc217050397]4.5 Labour and Supply Chain Issues
Also, some labour related ethical challenges have arisen especially in Bangladesh where the labour laws and enforcement mechanisms are underdeveloped. Among them are accusations of poor pay, lack of protection of the workers, and poor trade union representation in local bottling plants (Islam and Alam, 2021). Ethical supply chain management would mean that Coca-Cola needs to intensify control, monitoring and fair labour in its overall operations in Bangladesh.






[bookmark: _Toc217050398]5. Recommendations for Coca-Cola’s Future International Marketing Strategies
[bookmark: _Toc217050399]5.1 Develop a Stronger Health-Oriented Product Portfolio
Coca-Cola needs to diversify its health 2 products through investing more in low sugar, zero sugar products and also investing more in naturally sweetened products. In the UK, this follows the increase of consumer demand on health food and regulation concerns of sugar intake. In Bangladesh, the introduction of low calorie products at a cheaper price will be important to balance increasing health issues as well as maintain low-price consumers. 
[bookmark: _Toc217050400]5.2 Enhance Sustainability and Environmental Strategies.
To cope with the environmental objections, Coca-Cola ought to hasten towards biodegradable and reusable plastic. More investment in the recycling infrastructure, especially in Bangladesh, may facilitate the decrease of plastic pollution and environmental performance. Brand perception can be enhanced by increasing PET recycling use and use of sustainability campaign by consumers in UK. Better sustainability reporting would also improve corporate transparency and trust of the stakeholders (Solomon, 2019)
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Figure: Coca-Cola’s Future International Marketing (Coca-Cola Company, 2023)

[bookmark: _Toc217050401]5.3 Develop Best Ethical Water Management practises.
Coca-Cola ought to embrace more stringent water management processes in Bangladesh to alleviate issues of extracting resources. Introducing improvements in the use of water recycling technology and collaboration with the local governments in community water projects would be a display of ethical responsibility. Consumer trust would also be enhanced through the level of transparency in reporting water usage. 
[bookmark: _Toc217050402]5.4 Most Effective Labour and Supply Chain Management.
Coca-Cola needs to reinforce supply chain observation so as to provide equitable labour in Bangladesh. The ethical issues regarding labour practises can be resolved by offering decent wages, enhancing the quality of worker training, and raising the number of third-party audits (Islam and Alam, 2021). The effectiveness of ethical standards can also be improved by cooperating with the NGOs and government agencies. 
[bookmark: _Toc217050403]5.5 Culturally Responsible yet Sensitive Promotional Strategies.
Although the cultural fit should be considered, Coca-Cola must make sure that the promotions related to the festivals do not seem to be created commercially. Communal values should be prioritised and message during religious functions should not be motivated by selling interests. Coca-Cola can also increase inclusiveness in the UK through differentiating the campaign to various consumer groups. 
[bookmark: _Toc217050404]5.6 Enhance Digital Change and Customer Interaction.
Coca-Cola ought to invest more in digital marketing frameworks in the two countries due to the changing customer behaviour. The UK is no exception as advanced data analytics can boost the personalised marketing and customer relationship management. The promotion through mobile platform and social media in Bangladesh will tap into the younger segment that is digital savvy in their consumption skills (Smith, 2021).



[bookmark: _Toc217050405]6. Conclusion
The marketing strategies of Coca-Cola in both the UK and Bangladesh have been highly successful because of proper market segmentation, relevance to the culture, good distribution network and promotional campaigns. In the UK, the brand alignment with the health trends and its online activity added up to long run market leadership. In Bangladesh, market growth was achieved within a short time and good consumer acceptance was facilitated due to low prices, cultural adoption, and well-established distribution partnerships. There is an increase in the reputation of Coca-Cola and its future development when these issues are met with the help of responsible marketing, more sustainable approaches, and more ethical supply chain practises. Through making use of quality, progressive, and diverse approaches, Coca-Cola will be able to empower their stance as a premier global beverage brand in various global markets.
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