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1.0 Introduction
Integration and globalisation trends are having a growing impact on how the international economy is now developing. Many businesses are able to enter global markets and engage in international trade activities due to the intense competition there. The company's decisions on market selection, entry into, and operation on overseas markets are founded on the principles of international marketing, which is the execution of marketing activities across international borders. In order to place products and services on international markets as effectively as possible, it outlines a firm management philosophy.
Though access to international markets is more convenient now than in the past, the competition and advanced customer demands challenge the success of businesses in foreign markets. Managing a business in different nations and countries can be significantly contrasting despite their successful global image. Google, which is an American business giant globally, failed to establish the business in China after struggling in the Chinese market for 4 years from 2006-2010. Surprisingly, eBay, Yahoo, and Amazon faced the same fate in the Chinese market and withdrew themselves in different years. If businesses do not consider the differences in the market of the relevant country, they may face unpredicted and unavoidable challenges which will cause their downfall. The culture, consumer behaviours and tastes, local preferences, language and their values should be considered when developing marketing strategies that are reliable to ensure the success of the business in that particular country. 
This report will consider Coca Cola Company, which is an American multinational company and its performance in the UK and India. 

















[bookmark: _Toc132484955]2.0 Overview of the Company 
Purpose
Refresh the world. Make a difference.
 Vision
To craft the brands and choice of drinks that people love, to refresh them in body & spirit. And done in ways that create a more sustainable business and better shared future that makes a difference in people’s lives, communities and our planet.






[image: Coca-Cola Logo by Daniel Beadle on Dribbble]With a history spanning more than 125 years, The Coca-Cola Company is a leader in the beverage business on a global scale. Coca-Cola, the company's signature item, was developed in 1886 by chemist John Pemberton and was first advertised as a tonic for various illnesses. Asa  riggs Candler, who had bought the rights to the Coca-Cola formula and brand, formally launched the business in 1892.
[image: ]Since then, Coca-Cola has expanded to become a well-known brand, operating in more than 200 nations, and boasting a portfolio of more than 500 brands. The corporation makes numerous well-known beverages in addition to its own Coca-Cola brand, including Sprite, Fanta, and Minute Maid. Coca-Cola offers a wide variety of goods to satisfy the needs of its customers, including sports drinks, teas, diet coke and energy drinks. All the products are divided into 5 main categories as Trademark Coca-Cola, Sparkling Flavours, Hydration, Sports, Coffee & Tea, Nutrition, Juice, Dairy & Plant Based Beverages and Emerging Beverages. 
A number of elements, notably Coca-Cola's great brand recognition, successful marketing tactics, and dedication to innovation, have contributed to its success. The Coca-Cola logo and packaging are instantly recognisable and have evolved into enduring representations of Americana. The company's marketing initiatives, including the "Share a Coke" campaign, which prompted customers to engrave the names of their friends on their bottles, have been crucial in fostering public knowledge of and devotion to the brand.
Coca-Cola is dedicated to social responsibility and sustainability as well. The business has taken steps to lessen its negative environmental effects, including utilising more environmentally friendly packaging materials and putting money into renewable energy sources. Coca-Cola also helps communities through a number of initiatives, including the Coca-Cola Foundation, which offers funds for projects promoting environmental, health, and educational goals. Having a long history and a wide range of brands in its portfolio, the Coca-Cola Company is a market leader in the beverage sector. The company's success can be ascribed to its well-established brand, successful marketing techniques, attention to innovation, and commitment to sustainability and social responsibility (The Coca-Cola Company, 2022).
[bookmark: _Toc132484956]3.0 Country Profile
Countries are different from each other regarding their culture and many other aspects. When foreign businesses enter a country, insight into local market behaviour is significant for the success of the business. The market behaviour of a country has several influencers politics, technology, environment and many more. According to Agwu and Onwuegbuzie (2018), entrepreneurs from all over the world try to get their products into foreign markets, but the climate of global marketing offers both many chances and dangers to outsiders. The cultural, political, and technological settings have a significant impact on how well businesses perform in international markets. The amount of a company's involvement abroad is a consequence of its dedication to the pursuit of foreign markets, according to Kotler (2007), who defines "international marketing" as exchanges across international boundaries for the fulfilment of human needs and wants. The author emphasised that the stakes are great and the demands are severe. Entrepreneurs in the global marketplace are not only attuned to the various marketing environments around the world, but they are also adept at balancing marketing strategies there as well (Davis et al., 2017).
On one hand, internationalization provides numerous opportunities for businesses to grow, yet on the other hand, it can be risky if not managed well. According to Cavusgil et al. (2020), due to the increased threat of international conflicts, wars, terrorism, corruption, and unstable political regimes, cross-border corporate activity has witnessed an unprecedented level of risk on a global scale. Such dangers are a covert cost of conducting business abroad. More importantly, ignorance of the local culture can significantly disturb the business operations in a particular context. Every society has a culture that influences the actions and operations that people and organisations take.  An organisation has a variety of obstacles when conducting business operations in some civilizations with diverse cultures, including how to manage these differences to foster harmony among business units operating abroad. (Muhammad, 2013). How effective and efficient an organisation can be in the face of highly uncertain and chaotic environments brought on by capital issues, rapid changes in products and processes, foreign competition, governmental regulations, increasing importance of skills, quality goods and services, and other stresses that demand increased adaptability and flexibility is determined by their capacity to adapt, cope, survive, and grow in diverse cultures (Obiekwe and Nwaeke, 2019).
If the marketing managers of Coca Cola use the same strategies for India and the UK, it will not equally be successful. For instance, if Coca Cola wants to reach the Indian customers effectively, they may have to use Indian celebrities in their advertisements instead of English celebrities. India and the UK have two different cultures and markets, therefore understanding each culture and identifying their characteristics are significant to derive the marketing strategies for each country. SWOT and PESTEL analyses will be used to understand the two countries. 



4.0 MACRO ENVIRONMENT ANALYSIS

4.1 PESTEL ANALYSIS

Political Factors
With a pro-business government and helpful tax laws, the political climate in the UK is stable and business-friendly. However, the government has put in place a number of regulations to cut back on sugar intake, which has had an impact on the demand for sugary beverages.
India is a democratic nation with a reliable administration that has put in place a number of measures to encourage inbound foreign investment and economic expansion. However, the government has also implemented measures to encourage wholesome eating behaviours, which have had an impact on the sales of sweetened beverages. (Beverage Daily. (2019))

Economic Factors
The economy of the UK, which is among the biggest in the world, is currently growing moderately. Consumers' increasing disposable money has increased the demand for soft drinks. However, the COVID-19 epidemic has had a detrimental effect on the economy and has resulted in a drop in Coca-Cola sales in the UK. (The Guardian. (2021))
India is home to one of the fastest-growing middle classes in the world, which has increased demand for soft drinks. The COVID-19 pandemic, however, has had a detrimental effect on the economy and has decreased Coca-Cola's sales in India.

social Factors 
 A multinational culture, the UK has a wide range of tastes and inclinations. The use of sugary drinks has decreased as health consciousness has grown to be a prominent social trend in recent years. Coca-Cola, on the other hand, has adapted to this trend by presenting low-calorie and sugar-free choices.
India is a huge country with a diversified population, all of whose likes and preferences are different. The use of sugary drinks has decreased as health consciousness has grown to be a prominent social trend in recent years. Coca-Cola, on the other hand, has adapted to this trend by presenting low-calorie and sugar-free choices. (Coca-Cola India. (2021))

Technological factors
Coca-Cola has made significant investments in technology to streamline operations and improve the customer experience. For instance, it has launched vending machines that give customised drink selections and digital marketing methods.
To strengthen its operations and the consumer experience, Coca-Cola has made significant investments in technology. For instance, it has put digital marketing techniques into practise and established drink-specific vending machines in India also.
Environmental Factors
Coca-Cola must abide by strict environmental restrictions in the UK. The corporation has implemented eco-friendly packaging and energy-saving manufacturing techniques in an effort to lessen its carbon footprint. (Coca-Cola European Partners. (2021))
India faces a number of environmental issues, such as water scarcity and pollution. Although Coca-Cola has previously come under fire for allegedly depleting groundwater supplies, it has taken action to allay these worries by putting in place sustainable practises and water conservation measures.
Legal Factors
Coca-Cola works in a highly regulated sector and is subject to a number of legislative requirements, including those relating to labelling and health and safety. Additionally, the UK has implemented a number of laws to reduce sugar intake, which has caused a drop in sales of sugary drinks. (Food Navigator. (2018))
Coca-Cola works in a highly regulated sector and is subject to a number of legislative requirements, including those relating to labelling and health and safety. Additionally, the Indian government has implemented measures to encourage sensible eating practises and lower sugar consumption.

4.2 Similarities and differences of PESTEL analysis of both countries
while both countries have similarities in political and technological factors, there is a huge difference in other Pestel factors of the company in both the countries.
Similarities: In UK and India administrations of both nations are democratically stable and have put policies in place to encourage economic expansion and draw in international capital. And also, technology-wise, Coca-Cola has made significant investments in both nations to upgrade processes and improve the customer experience.
Differences: The UK and India experience quite different economic climates. While India is an emerging economy with a growing middle class, the UK is an established nation with a mature market. As a result, the demand for soft drinks and consumer spending power varies in these nations.
There are significant differences between social trends in the UK and India. Both countries have seen considerable increases in health consciousness and the trend towards healthy eating, but the causes and effects on Coca-Cola's business are different. In India, there has been a shift towards natural and traditional drinks, and there is a cultural preference for tea and coffee, in contrast to the UK, where health concerns have led to restrictions on sugary drinks.
There are considerable differences in the environmental issues facing India and the UK. India has problems with pollution and water scarcity, whereas the UK has problems with waste management and carbon emissions. Therefore, the environmental effect and sustainability goals of Coca-Cola will vary between the two nations.
There are also differences between the laws and regulations in India and the UK. While India has laws that encourage healthy eating and lower sugar consumption, the UK has strong health and safety rules, including tariffs on sugary drinks.
Overall, the business climate in each nation is considerably different, despite significant similarities between the PESTEL analyses of Coca-Cola in the UK and India in terms of economic, social, environmental, and legal variables.

4.3 The Hofstede cultural dimensions model

To comprehend how cultural differences impact company operations, we use the Hofstede Cultural Dimensions model. Coca-Cola can improve the effectiveness of its marketing messages and communication methods in each country by knowing how cultural aspects differ between India and the UK. This can result in more effective marketing initiatives, stronger customer interactions, and better business results. Also Coca-Cola can prevent misunderstandings and cultural conflicts that could obstruct corporate success by taking cultural factors into account when making business decisions. Better relationships with stakeholders, more informed and effective decision-making, and better business outcomes can all result from this.
Long-term orientation: People in India place a high priority on saving and investing for the future. The UK has a shorter-term mindset and focuses on getting results right away. (2021 Hofstede Insights) This discrepancy may be seen in Coca-Cola's marketing strategies, which emphasise the product's long-term advantages in India, such as its capacity to refresh and energise, while emphasising its immediate benefits in the UK. 2020 Coca-Cola
Uncertainty avoidance: People in the UK are less likely to avoid ambiguity, which indicates that they are more willing to take risks. India, in contrast, has a higher level of uncertainty avoidance, which indicates that people there favour order and predictability. (2021 Hofstede Insights) Coca-Cola's marketing campaigns reflect this distinction; in India, they place an emphasis on the product's stability and dependability, but in the UK, they highlight the brand's innovative and daring nature. 2020 Coca-Cola
Masculinity/Femineity: The UK is a predominantly masculine society that places a high value on performance and material success. India, on the other hand, leans more feminine and emphasises community and cooperation. (2021 Hofstede Insights) Coca-Cola's marketing strategies reflect this distinction by emphasising individual achievement in the UK and community ideals in India. 2020 Coca-Cola
Individualism: The UK is a very individualistic country where people value autonomy and self-actualization. India, in contrast, has a collectivist culture where the values and aims of the community are valued more. (2021 Hofstede Insights) Coca-Cola's marketing campaigns in India, which emphasise family and community values, contrast with those in the UK, which place an emphasis on individualism and personal choice. 2020 Coca-Cola.
Power distance: People are more receptive of hierarchies and authority figures in India because of the country's high-power distance. The power distance is lower in the UK, where people demand greater equality and fairness. (2021 Hofstede Insights) This distinction may be seen in Coca-Cola's advertising campaigns, which in India highlight the company's connections to prominent figures and high-profile events while emphasising the product's accessibility and cost in the UK. 2020 Coca-Cola


4.4 Hofstede country comparison Graph of UK and India
(Hofstede Insights)
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5.0 PORTER’S FIVE FORCES MODEL

Threat of new entrants: 
It is challenging for new entrants to achieve market share in the UK's highly competitive soft drink sector. It is difficult for new competitors to enter the market because of Coca-Cola's strong brand reputation and huge distribution network. Coca-Cola's dominance in the market was indicated by its 23.3% share of the carbonates market in the UK in 2020, according to a report by Euromonitor International.
It is challenging for new entrants to achieve market share in India's highly competitive soft drink sector. Local brands like Parle and international rivals like PepsiCo both pose a serious threat to Coca-Cola. However, Coca-Cola has a substantial distribution network and a strong brand reputation, which provide it a competitive edge over new comers.

Bargaining power of suppliers: 
Due to its reliance on a wide number of suppliers for its raw materials, Coca-Cola has little negotiating power over its suppliers in the United Kingdom. However, Coca-Cola has some negotiating leverage over its suppliers thanks to its powerful brand and financial clout. Because of its size, Coca-Cola, for instance, is able to negotiate cheaper costs for packaging and basic commodities like sugar.
Given that it depends on a wide number of suppliers for its raw materials, Coca-Cola has little leverage over its suppliers in India. However, Coca-Cola has some negotiating leverage over its suppliers thanks to its powerful brand and financial clout. For its Maaza brand, for instance, Coca-Cola has been collaborating with Indian farmers to acquire premium mangoes, giving the firm more control over the supply chain.

Bargaining power of buyers:
Due to market competition and the availability of substitute beverages, customers in the UK have relatively strong bargaining power. In the event that Coca-Cola increases its prices, this enables people to switch to other brands.
Due to the availability of alternative beverage options, including traditional Indian drinks like lassi and nimbu pani, customers in India have a comparatively high level of bargaining power. If Coca-Cola increases its costs, they will have the option to move to another brand thanks to this.
Threat of substitutes: 
Since customers in the UK have access to a wide range of beverage options, including bottled water, tea, coffee, and other soft drink brands, there is a considerable risk that Coca-Cola will be replaced. Coca-Cola is under pressure to differentiate its products and keep its competitive edge as a result. In response to this challenge, the business has diversified its product line to include healthier options like low- and no-sugar beverages and expanded into new industries like energy drinks, claims a report by Coca-Cola European Partners.
Given the wide range of beverage options accessible to customers in India, including traditional Indian drinks and other soft drink brands, there is a high risk of Coca-Cola substitutes. Coca-Cola is under pressure to differentiate its products and keep its competitive edge as a result. In India's market for carbonated soft drinks, Coca-Cola held a 41.5% share in 2020, according to a Statista analysis, demonstrating the company's solid market position despite the threat of replacements.

Competitive rivalry: 
In the UK, there is a fierce battle for market dominance among many big competitors in the soft drink sector. PepsiCo and other domestic and foreign beverage companies are fierce rivals of Coca-Cola. According to the Euromonitor International analysis, PepsiCo, which held a 16.6% market share for carbonates in 2020, is Coca-Cola's major rival in the UK.
India's soft drink business is extremely competitive, with numerous big companies vying for market dominance. PepsiCo and other domestic and foreign beverage companies are fierce rivals of Coca-Cola. PepsiCo had a 35.7% share of the carbonated soft drink market in India in 2020, according to the Statista analysis, demonstrating the company's dominance in the industry.




5.1 SIMILARITIES AND DIFFERENCES OF PORTER’S FIVE FORCES MODEL

There are both similarities and contrasts between the competitive environments that Coca-Cola faces in the UK and India. Both the UK and India have a very competitive soft drink sector, which is a similarity. PepsiCo and other domestic and foreign beverage companies are fierce rivals of Coca-Cola. Additionally, both nations face a serious threat from alternatives because consumers have access to a wide range of beverage options.
But there are also some distinctions between India and the UK. Due to its significant purchasing power and ability to negotiate favourable terms, Coca-Cola has a fair amount of negotiating leverage over its suppliers in the United Kingdom. As a result of its reliance on a vast number of suppliers for its raw materials, Coca-Cola in India, in contrast, has comparatively little negotiating influence over its suppliers. This results from the different raw material accessibility and availability in each nation.
The ability of purchasers to bargain is another distinction. Due to the availability of alternative beverage options, consumers in India have significantly more negotiating leverage than those in the UK, where Coca-Cola is a well-known brand with a strong market presence. The threat posed by new competitors also varies between the UK and India. Since the soft drink market in the UK is mature and well-established, it is challenging for new competitors to gain market share. In contrast, the soft drink business in India is still growing, and there is a chance that new competitors would enter the market and unsettle the established firms.
Although Porter's Five Forces model's fundamental structure holds true for both the UK and India, there are notable variances in the specific elements that have an impact on Coca-Cola's competitive environment in each nation. It's critical for Coca-Cola to comprehend these parallels and divergences in order to create competitive strategies that work in each market.

5.2 VENN DIAGRAM OF SIMILARITIES AND DIFFERENCE



                                   UK                                HIGH                   INDIA
· LOW BARGAINNING POWER OF SUPPLIERS
· HIGH BARGAINNING POWER OF BUYERS
· HIGH THREAT OF NEW ENTRANTS
· HIGH BARGAINNING POWER OF SUPPLIERS
· LESS BARGAINNING POWER OF BUYERS
· LOW THREAT OF NEW ENTRANTS

· COMPETITIVE
RIVALRY

· THREAT OF
SUBSTITUTES                                    


6.0 SWOT ANALYSIS OF COCA COLA IN UK AND INDIA

	
	UK
	INDIA

	STRENGTH
	1. Strong global brand awareness and repute.

2. Wide selection of goods and brands that serve various market sectors.

3. A distribution and supply chain management system that is efficient and effective.

4. Strong financial standing with significant revenues and profits.
	1. Globally renowned and well-known brand.

2. Wide selection of items and an established distribution network in India.

3. Extreme brand loyalty among consumers.

4. Strong financial standing with significant revenues and profits.

	WEAKNESS
	1. A high reliance on carbonated soft drinks, a market category that is losing market share.

2. Limited market share in the sector of healthy beverages.

3. Growing worry about the negative effects of sugary drinks on health.
	1. Growing rivalry in India's beverage business from both long-standing suppliers and recent arrivals.

2. In a market where health consciousness is developing, Coca-Cola products are perceived as being unhealthy.

3.Relatively expensive Coca-Cola product costs when compared to regional rivals.

	OPPORTUNTITIES
	1. Increasing consumer demand for healthy beverage options, which presents opportunity for Coca-Cola to diversify its line of beverages.

2. As energy drinks and sports drinks gain popularity, Coca-Cola may be able to broaden its product line.

3. Expansion of the business' environmental and sustainability initiatives in response to shifting consumer demands.
	1. Increasing consumer preference for healthy beverage options in India presents chances for Coca-Cola to diversify its line of beverages.

2. Growing into underserved populations and markets, like rural areas and low-income households.

3. Investing in environmentally beneficial and sustainable projects to appeal to shifting customer preferences.

	THREAT
	1.The beverage business is experiencing fierce rivalry from both long-standing players and recent arrivals.

2. Changing consumer preferences and rising demand for products that are better for the environment.

3. Regulatory obstacles relating to the promotion and taxation of sugar-filled beverages.
	1. The Indian beverage sector faces fierce competition from national and international competitors.
2. Regulatory obstacles relating to the promotion and taxation of sugar-filled beverages.
3. The operations and profitability of the company may be impacted by the political and economic unrest in India.




6.1 SIMILARITIES AND DIFFERENCES OF SWOT ANALYSIS

SIMILARITIES:
Coca-Cola's great brand recognition and reputation on a worldwide scale are its key competitive advantages in both markets. The business has been active in various markets for many years and has cultivated a following of devoted clients. Additionally, Coca-Cola has a strong distribution network in both nations, enabling it to market its goods to a diverse customer base.
Coca-Cola's vulnerability in both areas is the escalating rivalry from other beverage companies. For instance, the number of regional and international competitors has increased recently in India. The reputation of Coca-Cola products as unhealthy, especially in a market where health consciousness is developing, is another issue in both regions. This has caused a decrease in sales of sugary drinks in the UK.
The rising demand for healthy beverage options presents a business opportunity for Coca-Cola in both areas. For the business, health beverages are a major growth driver in India, and there is room to grow its product offering there. Expanding into underserved demographics and regions, such as rural areas and low-income consumers, is another possibility in both sectors.
Coca-Cola is threatened in a number of ways in both the UK and India. Both local and international players compete fiercely in both marketplaces. Additionally, there are legal issues with the promotion and taxation of sugary drinks. For instance, the sugar tax in the UK has resulted in a drop in sales of sugary drinks. The operations and profitability of the corporation may be impacted by political and economic unrest in India.
DIFFERENCES:
Despite these parallels, there are some distinctions between Coca-Cola's SWOT analyses in the UK and India. For instance, in India, Coca-Cola must contend with a challenging regulatory framework that places restrictions on foreign investment and mandates local sourcing. Additionally, India has a sizable and diversified population, which gives Coca-Cola the chance to market local flavours and goods. On the other hand, in the UK, the business must contend with issues including Brexit, potential trade restrictions with the EU, and shifting consumer tastes for healthier alternatives.

7.0 MARKETING STRATEGIES

7.1 STP

Since no two people have the same preferences, it is uncommon for one product to satisfy everyone.   Especially, Coca Cola has to handle the diversity well when they are operating in several countries that are extremely different from each other. Consequently, an approach called as target marketing may often be used by numerous businesses.   Using this tactic, the market is segmented into groups and products or services are created specifically for each group.  Customers' requirements and wants are the main emphasis of a target marketing strategy. It follows that defining the target markets that the businesses will aim to serve is a requirement for the development of this customer-centric strategy.  Typically, the marketing managers who may use target marketing will divide the market into categories. (segments). Then they focus on the ones that are the most lucrative (Camilleri, 2017).

SEGMENTATION

Demographic: In the UK and India, Coca-Cola focuses on the youth and millennial demographic. To appeal to this market, the business launched Coca-Cola Zero, Diet Coke, and other low-calorie beverages in the UK. To entice young adults and families, the corporation introduced goods like Thumbs Up and Maaza in India. (Coca-Cola India Launches Maaza Gold Targeting Adults)
Geographic: Coca-Cola targets the entire population in the UK, but it divides the market in India based on geographic region. The company concentrates on the younger population in metropolitan regions that are looking for a trendy and aspirational brand image. In contrast, the business targets families and individuals in rural areas who like conventional flavours and reasonable prices. (Coca-Cola India Focuses on Rural Markets)
Psychographic: Both in the UK and India, Coca-Cola has a strong brand reputation that appeals to consumers who place a high value on quality and dependability in their beverages. In order to appeal to customers who, identify Coca-Cola with joy, excitement, and optimism, the firm makes use of its brand equity. (Coca-Cola Great Britain Launches New £10m Advertising Campaign)
Socio economic status: Coca-Cola divides the market depending on consumer lifestyles in both the UK and India. The company markets its low-calorie and sugar-free beverages to health-conscious customers in the UK, while it also markets these products to fitness enthusiasts and health-conscious customers in India. (Coca-Cola Launches Two New Flavours in UK)

Geo demographic: The company targets customers in the UK who reside in urban regions and metropolitan areas with a larger population density and a younger demographic, between the ages of 13 and 49, who are more likely to live in urban areas, go to school or university, or work in an office. The business also targets a variety of cultures and races in the UK. On the other hand, Coca-Cola divides the market in India based on socioeconomic, demographic, and regional criteria. The company focuses on consumers in urban and metropolitan areas, which make up a sizable section of the population of the nation, targeting people of all ages and economic brackets, from the lowest to the highest. The company's target market in India, according to Coca-Cola India, is said to be those between the ages of 12 and 45 who are more likely to reside in metropolitan areas, have access to modern conveniences, and come from a variety of cultural and linguistic backgrounds.

 Targeting

Coca-Cola targets several market segments in the UK using a differentiated targeting strategy, providing a variety of products to meet the various demands and tastes of its customers. Coca-Cola, as an illustration, provides non-carbonated beverages including juice and water along with carbonated soft drinks in various flavours and sizes.The business also employs a targeted approach that concentrates on particular locales and events. For instance, Coca-Cola has targeted sporting events, music festivals, and other cultural events with its marketing efforts, emphasising the brand's connection to fun, vigour, and socialising.
In UK Coca cola focuses mostly on a younger population, those between the ages of 13 and 49, who are more likely to reside in cities, attend school or university, or hold a desk job. In the UK, Coca-Cola also has a variety of ethnic and cultural targets, which are represented in its marketing initiatives. Coca-Cola further divides its market based on psychographic traits including personality and way of life. The organisation has determined that the consumers it wants to reach in the UK are more likely to be extroverted, daring, and open-minded, preferring experiences over tangible goods. This realisation prompted Coca-Cola to create marketing initiatives that catered to this target market, such as the "Taste the Feeling" campaign, which emphasises the emotional bond that customers have with the company. 
In India the company primarily appeals to India's younger demographic, with a concentration on those between the ages of 12 and 29. Coca-Cola also caters to India's urban population, a market segment that is expanding as a result of the nation's quick urbanisation. Coca-Cola takes into account psychographic criteria in addition to demographic ones while developing their targeting approach in India. The company has determined that the consumers it wants to reach in India are more inclined to be gregarious, extroverted, and adventurous. With the help of this knowledge, Coca-Cola has created marketing initiatives and products that complement the tastes and lifestyles of its target market. One such initiative was the "Share a Coke" campaign, which prompted customers to label Coca-Cola bottles with the names of their friends. In India, Coca-Cola's targeting strategy takes cultural aspects into account as well. The business has tailored its marketing initiatives to the distinctive cultural norms and customs of India, as seen in the "Thumbs Up Charged" campaign, which included renowned Bollywood actor Ranveer Singh and honoured the youth's spirit of adventure.
In India, Coca-Cola employs a mix of differentiated and concentrated targeting techniques. The business targets various market segments by providing a variety of products that meet distinct consumer tastes and demands. Coca-Cola, for instance, sells non-carbonated drinks including juice and water in addition to carbonated soft drinks in a variety of flavours and sizes.
The business also employs a concentrated targeting technique, concentrating on particular geographic areas and demographic subgroups. For instance, Coca-Cola has targeted rural parts of India with its distribution network and low pricing strategy. With its marketing campaigns, the corporation has also targeted young adults and teenagers, emphasising the link between the brand and fun, vigour, and socialising.

Positioning

Benefit:
In the UK, Coca-Cola has positioned itself as a tasty and refreshing beverage. Because of its lengthy history of creating high-quality beverages, the company has become known as one of the most dependable and trustworthy names on the market. Coca-Cola has positioned itself as a beverage that people of all ages can enjoy, which has aided in growing its appeal to a larger range of consumers. (Coca-Cola UK, Our Brands)
In India also, Coca-Cola markets itself as a revitalising beverage. Its marketing ads frequently highlight the flavour and reviving qualities of the beverage. Its "Thanda Matlab Coca Cola" (Cold Means Coca Cola) campaign, for instance, highlights the beverage's icy, reviving qualities.

User:
In the UK, Coca-Cola has marketed its goods to young people who are looking for a cool and entertaining beverage. The business also aims to appeal to adults who need a caffeine boost to be alert and focused throughout the day. Coca-Cola has increased its market share in the UK by positioning itself as a beverage that can be enjoyed by individuals of all ages and socioeconomic backgrounds. (Coca-Cola UK, Our Brands)
Coca-Cola in India also caters to particular customer demographics including kids and teenagers. It markets itself as a beverage for amusement and mingling. For instance, its "Share a Coke" campaign urged people to share Coca-Cola with their friends and family in India by using personalised bottles with popular Indian names.

Competitive:
Other beverage producers including PepsiCo, Red Bull, and Monster Energy pose a serious threat to Coca-Cola in the UK. Coca-Cola has positioned itself as a beverage with better flavour and quality in order to keep ahead of the competition. The corporation has also made a point of emphasising its lengthy history of manufacturing premium beverages, which has contributed to the brand's reputation as one of the most dependable and trustworthy on the market. (Euromonitor International, Soft Drinks in the United Kingdom)
Additionally, Coca-Cola in India positions itself in reference to Pepsi, its biggest rival. In India, the two companies have fought a fierce marketing and advertising battle. Coca-Cola has positioned itself as the "original" cola and highlighted its widespread appeal throughout the world.


Celebrity endorsement:
In the UK, Coca-Cola has promoted its goods using famous faces to portray them as hip and stylish. The business has previously worked with well-known celebrities to advertise its goods, including Taylor Swift and Selena Gomez. Coca-Cola has been able to appeal to a younger population and grow its market share in the UK by partnering with well-known celebrities.
(The Drum, Coca-Cola Continues Celebrity Endorsement Strategy with 'Taste the Feeling' Campaign)
Coca-Cola has positioned itself as a desirable and aspirational brand in India through celebrity endorsements as well. For instance, it has used Bollywood celebrities in its advertising efforts, including Salman Khan and Deepika Padukone.

History/ parentage positioning:
In the UK, Coca-Cola has positioned itself as a brand with a long history and a solid reputation. Since it has been making high-quality beverages for more than 130 years, Coca-Cola has become one of the most reputable and trusted brands on the market. Coca-Cola has been able to develop a devoted client base in the UK by highlighting its lengthy history and impressive legacy.
Coca-Cola portrays itself in India as a reputable brand with a long history of excellence. In several of its advertising campaigns, such as the "Taste the Feeling" campaign, which promotes the brand's 130-year history, references to the brand's beginnings and past are made.

Pro-environment positioning:
In the UK, Coca-Cola has positioned itself as an organisation dedicated to sustainability and environmental preservation. The business has started a number of steps to lessen its environmental impact and encourage environmental sustainability. Coca-Cola has created eco-friendly packaging options as well to increase recycling and lessen waste. Coca-Cola has been able to draw in customers looking for ecologically friendly products by portraying itself as an environmentally conscious business.( Coca-Cola UK, Sustainability)
Coca-Cola has worked to establish its reputation as an eco-friendly brand in India. As an illustration, it has started programmes to encourage recycling and lower plastic waste, including its "World Without Waste" campaign. 
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7.3 Similarities and differences of   STP

Coca-Cola divides their target market into segments based on psychographic variables like lifestyle and personality as well as demographic factors like age, gender, and income. Both the UK and India use a segmentation strategy similar to this one. However, Coca-Cola also employs geographic segmentation in India because the population there is diverse and calls for a more focused strategy.
Coca-Cola employs a varied targeting approach in both the UK and India when it comes to advertising. It uses various products and marketing techniques to target various market segments. Coca-Cola's target audiences in the UK are children, families, and sports fans. It targets rural populations, young people, and families in India.
Coca-Cola's brand image is comparable in both the UK and India in terms of positioning. It advertises itself as a stimulating, pleasurable, and refreshing beverage. The marketing slogans and campaigns used by Coca-Cola vary depending on the nation. Coca-Cola, for instance, uses regional festivals and customs to promote its products in India while emphasising the brand's history and heritage in the UK.

8.0 MARKETING MIX 7ps

Product:
 Coca-Cola provides a variety of goods, such as its famous cola, diet cola, and other drinks including Fanta and Sprite. Coca-Cola has offered a variety of low-sugar and sugar-free choices in both the UK and India to appeal to consumers who are health-conscious. (Coca Cola website for UK and India)
Coca-Cola uses a combination of branding strategies in both UK and India.
Coca-Cola mostly employs corporate umbrella branding or family branding strategies in the UK. In addition to extending this brand to other products like Diet Coke, Coke Zero, and Coca-Cola Life, the firm has developed a strong brand image through its flagship brand Coca-Cola.
Coca-Cola uses a variety of branding tactics in India, including range branding and branding for specific products. In India, the business offers a number of product lines, including Coca-Cola, Sprite, Thums Up, Fanta, and Limca. Each of these goods is marketed individually and has a distinct brand name. However, some goods—like Sprite and Coca-Cola—are promoted under the Coca-Cola brand name, which is consistent with the business's family branding approach.
Price: 
Competition in the market and consumer demand both have an impact on Coca Cola's pricing strategy. Coca-Cola offers a variety of products in the UK at various price ranges to appeal to various market segments, from pricey cans to upscale glass bottles. Affordable pricing is a goal of Coca-Cola's pricing strategy in India, where smaller bottles and sachets are offered for less money. (The Financial Times, "Coca Cola launches sugar-free version amid UK tax threat" , Coca Cola India website)
Place:
Coca-Cola has a substantial distribution network that includes vending machines, convenience stores, and supermarkets in both the UK and India. Through its "eKOCool" refrigeration technology, which enables tiny stores to sell Coca-Cola products, Coca-Cola has a substantial presence in rural areas of India.
Promotion: 
Coca-Cola employs a range of advertising campaigns, partnerships, and product placement techniques in both the UK and India. Coca-Cola's most recent "Open to Better" campaign in the UK encourages consumers to make better decisions, while the firm has sponsored important events in India including the Indian Premier League cricket competition.( Marketing Week, "Coca Cola unveils 'Open to Better' ad campaign")
People:
Coca-Cola places a high value on its staff members and the part they play in providing happy customers. Coca-Cola has introduced training programmes and employee engagement initiatives to support its workers in both the UK and India.
Process:
The manufacturing process for Coca-Cola is highly standardised and subject to stringent quality controls. Coca-Cola has used sustainable production techniques to lessen its impact on the environment in both the UK and India.

Physical evidence:
The worldwide recognisable Coca-Cola logo and packaging serve to reinforce the company's strong brand image. Coca-Cola has experimented with limited edition packaging designs in the UK in an effort to generate excitement and boost brand appeal. Coca-Cola has started a project in India called "Sustainable Plastics Vision" to encourage the use of recycled plastics in its packaging. (The Drum, "Coca Cola creates limited edition cans for shareable moments")

8.1 Venn diagram of Similarities and Differences of 7ps
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9.0 Directional development strategy

A corporate-level strategy known as a directional development strategy entail extending the organization's operations into new and related markets or industries. This plan of action may involve diversification through mergers, joint ventures, strategic partnerships, or internal product or service development. Utilising current resources and competencies to enter areas or industries with the potential for expansion and profitability is the goal of this strategy. (Kazmi, A., & Batra, G. (2019))

10.ANSOFF matrix

The market penetration, market development, product development, and diversification are the four growth strategies that the Ansoff Matrix focuses on when analysing a company's potential for growth.

Market penetration: Coca-Cola implements a market penetration strategy in India to increase its market share by launching aggressive marketing campaigns, setting up new channels for distribution, and utilising its already strong brand equity (Kumar, 2019). Coca-Cola also employs a market penetration strategy in the UK, focusing on new customer categories and boosting brand loyalty through advertisements and promotions. (The times 100,n.d)
Product development: To meet the wide range of consumer tastes and preferences in India, Coca-Cola implements a product development strategy that includes the introduction of new product varieties and the expansion of its product line (Kumar, 2019). Coca-Cola also employs product development strategy in the UK by regularly introducing new flavours and packaging options for its product line up. (The times 100, n.d)

Diversification: Coca-Cola employs a diversification strategy in India by extending its commercial operations into related sectors like juice and water and by making investments in start-ups and tech firms (Kumar, 2019). Coca-Cola also employs a diversification strategy in the UK by adding non-carbonated beverages to its portfolio and starting new businesses, including acquiring Costa Coffee.

11. Conclusion

Coca-Cola has been adopting a combination of market penetration and product development methods in both the UK and India, according to analysis of the company's Ansoff matrix. Through intensive marketing campaigns and product developments, such as the introduction of Coca Cola Zero Sugar and Coca Cola Energy, Coca Cola has been concentrating on increasing its market share in the UK. To satisfy the wide range of tastes of Indian consumers, the company has been broadening its product line in India by introducing regional flavours like Maaza and Thumbs Up. In conclusion, the Ansoff matrix offers a practical framework for evaluating a business's growth strategy and spotting new growth prospects. Coca-Cola can continue to expand its business in the UK, India, and other international markets by combining market penetration, product development, market diversification, and market growth methods.




12. Recommendations based on TOWS Analysis

Leverage on the brand strength: Coca-Cola should continue to capitalise on its strong brand recognition in both the UK and India in order to hold onto and increase its market share. The business can launch more cutting-edge goods and marketing initiatives to appeal to various consumer demographics.

Focus on healthier beverage options: Coca-Cola should think about expanding its product line to include healthier beverage options in both the UK and India given the growing emphasis on health and wellness. This would enable the business to meet the rising demand for healthy beverages and boost its clientele.

Explore in new markets: Even if Coca-Cola already holds a commanding position in the UK and India, it ought to think about venturing into new markets in both developed and developing nations. This can assist the business in reducing its reliance on a particular market and diversifying its sources of income.
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Building a Total Beverage Company

We've established a portfolio of drinks that are best positioned to
grow in a fast-changing marketplace. As part of our networked, global
organization, we are continuing to curate and innovate a tailored
collection of global, regional and local brands that are organized within

the following five categories.

Trademark Sparkling Hydration, Sports, Nutrition, Juice, Dairy & Emerging
CocaCola Flavors Coffee & Tea Plant-Based Beverages Beverages
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