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[bookmark: _Toc212390130][bookmark: _Toc216804814]Introduction 
The Coca-Cola Company is one of the largest and most well-known beverage brands in the world. It sells soft drinks, juices, water, and energy drinks in more than 200 countries (Luo, 2022). This report specifically compares Coca-Cola’s international marketing strategies in two major markets, the United States, where the company originated, and China, one of its fastest growing and most dynamic markets. The aim is to understand how Coca-Cola changes its marketing practices in a developed Western country and a developing Eastern market.
The report will first provide a background of the company, then analyse the macro environment using a PESTLE analysis (Political, Economic, Social, Technological, Legal, and Environmental factors). There is also a Culture section that relies upon the Hofstede Cultural dimensions, which aids in understanding the differences in consumer behaviour between the USA and China. In the next part (not presented here), Coca-Cola Segmentation, Targeting and Positioning (STP) and Marketing Mix (7Ps) will be discussed and evaluated later with ethical issues.
The study contrasts the mature market of the USA with that of China, which is an emerging market, to demonstrate that global companies should meet their existing global standardisation and adaptation requirements to remain competitive (Poulis, 2023; Hultman and Oghazi, 2023). The cultural lens is critical as the updated work always sharpens the knowledge of Hofstede upon which the cross-national segmentation, positioning, and communications are based (Komisarof and Akaliyski, 2025). Concisely, the comparative design shows how globalisation can influence the marketing decisions, and the cultural distance is one that determines the success of the decisions made locally.
[bookmark: _Toc212390131][bookmark: _Toc216804815]Background Information about The Coca-Cola Company
[bookmark: _Toc212390132][bookmark: _Toc216804816]Company History and Founders
The history of the Coca-Cola Company goes back to May 8, 1886, when the first glass of the Coca-Cola syrup was sold by Dr John Stith Pemberton at Jacobs Pharmacy, Atlanta, Georgia (The Coca-Cola Company, 2024). 
Later, it was purchased by Asa Griggs Candler, who commercially increased its range and made Coca-Cola a branded mass-marketing beverage and not a local medicinal style of tonic drink in the 1890s by aggressively marketing and distributing the product. Since 1899, the company has licensed its first bottling facility, and ever since, the company has given franchises to independent local bottlers who control the production and distribution of Coca-Cola. Such a franchised bottling model became the basis of an emergency, healthier model of global expansion that Coca-Cola has been growing out of ever since and continues to be at the centre of its business model today (Simamora et al., 2024).
[image: Coca-cola originated as medicinal syrup]
Figure 1 First Bottle of “Coca-Cola” Syrup
Source: https://www.facebook.com/groups/299035713465089/posts/23980494121559249/ 
[bookmark: _Toc212390133][bookmark: _Toc216804817]Mission and Vision Statements
Coca-Cola Company (2024a) states that the mission of the company is: Refresh the world. Make a difference.” Its vision is the following: To design the brands and decisions people love and build a more sustainable business and shared future. These messages are indicative of a marketing culture that places value on customer value as well as the value to society (Keegan, 2014). The emphasis is not on the sale of drinks only, but on sustainability and shared value, which is in line with the current global marketing practice.
[bookmark: _Toc212390134][bookmark: _Toc216804818]Internationalisation Timeline
Coca-Cola did not start with China in terms of internationalisation; this started in the early 20th century. In 1906, the initial bottling plants were set up in Cuba and Panama and soon after, in Canada and Puerto Rico. A few years later, Coca-Cola joined the Philippines and other locations, and this saw the brand taking an early step into international military and trade routes that were associated with the presence of the U.S. overseas. The organisation, on the one hand, had established itself as one of the original American consumer brands based in Latin America, Europe, and certain regions of Asia already back in the mid-20th century (Simamora et al., 2024; The Coca-Cola Company, 2024).
China is another level of progress: not initial penetration, but the re-strategic entry. Coca-Cola entered China long before the communist rule, but the ties were broken after 1949. The official re-entry into the Chinese market by Coca-Cola began in 1979, after the diplomatic normalisation of relations between the United States and China in the late 1970s. This saw Coca-Cola emerge as one of the first big Western consumer brands in the People's Republic of China once economic reforms kicked off in the country. The firm ventured into the country using partnerships and joint ventures that had the endorsement of the Chinese state, which enabled it to establish bottling facilities and distributors within the nation (Yao and Shen, 2011).
Although Coca-Cola has a global footprint of over 200 countries, it is currently diversifying and running over 500 brands (such as Coca-Cola, Sprite, Fanta, Minute Maid, Dasani, and Powerade) that demonstrate an international operation with localization (Simamora et al., 2024).
Table 1: Major Events of Coca-Cola
	Year
	Event
	Significance

	1886
	First Coke sold in Atlanta (The Coca-Cola Company, 2024)
	Foundation of the brand and the company.

	Early 1900s
	Bottling franchising begins (Simamora et al., 2024)
	Enabled geographical expansion and local adaptation.

	1979
	Re-entry into China after diplomatic normalisation (Yao and Shen, 2011)
	Entry into a major growth market with local joint ventures.

	Today
	Operates in 200+ countries, 500+ brands (Sprite, Fanta, Minute Maid, etc.)  (Simamora et al., 2024).
	Illustrates global reach and brand diversity.


[image: Coca-Cola Timeline​ – Katy Fard's Portfolio]
Figure 2 Coca-Cola Company Timeline
Source: https://katyfard.com/coca-cola-timeline/ 
This demonstrates that China has not been the first international market for Coca-Cola. Nevertheless, China is among the most strategic emerging markets that Coca-Cola could have due to its population, urbanisation and consumption prospects in the long-term.
[bookmark: _Toc212390135][bookmark: _Toc216804819]Relevance of Comparative Study
The US is the mature home market of Coca-Cola, which is identified as having a rich brand heritage, a saturated beverage market and increased health and wellness issues. China, on the other hand, is a high-growth global market, which is fuelled by urbanisation, increased middle income, digital spending and cultural variations. The analysis of the two markets reveals the geocentric marketing orientation used by Coca-Cola (Doole and Lowe, 2012), which is between the global brand identity and market localization.
Such a comparison between the two different contexts will help the report show the ways Coca-Cola can change its strategy, product offering and marketing mix to suit various market segments and make use of its global brand strengths.
[bookmark: _Toc212390136][bookmark: _Toc216804820]Macro Environment: PESTLE Analysis for Coca-Cola in the USA and China
[image: PESTLE Analysis of Coca-Cola (2024 Updated)]
Figure 3: PESTEL Analysis of Coca-Cola (Makos, 2024)
[bookmark: _Toc212390137][bookmark: _Toc216804821]Political Factors
The political conditions in both the USA and China are stable, and this is relevant to the long-term business operations and investments in factories and distribution networks by Coca-Cola companies. Both the health and food product regulations are very robust in the USA. Sugar taxes have been introduced in many states and cities to lower the obesity rates, causing the products to be more expensive, and demand for classic sugar-filled colas has decreased (Kaplan et al., 2024). Yet, the pressure has also prompted Coca-Cola to invest in healthier beverages like Coca-Cola Zero and Diet Coke, which are now spreading at a very fast pace.
China is a much more government-controlled country in terms of business and trade. This can be seen as a requirement to operate hand in hand with the authorities, even though the rules on importation and advertising may be complicated in China. China is also welcoming of foreign investment and joint ventures that enable the expansion of multinational firms (Yao and Shen, 2011).
[bookmark: _Toc212390138][bookmark: _Toc216804822]Economic Factors
The United States is a high-income economy whose macro-environment is comparatively stable, but the saturation and maturity of the soft drinks industry are a concern. The economy of the US increased by around 2.8% in 2024 (Mutikani, 2025). The U.S. Census Bureau provides statistics on the median household income of approximately US$83,730 in 2024 (Kollar and Scherer, 2025). In the meantime, according to Advisor (2025), in 2023, the US soft-drink market was estimated to be in the range of US$286.3 billion, with estimates of further significant growth in the future (Figure 3). Due to the maturity of the market, the further development of Coca-Cola in the USA is more reliant on diversification of products (e.g., any low-sugar products, premium packaging, small-pack options) and lifestyle positioning (Hultman and Oghazi, 2023).
[image: ]
Figure 4 US Soft Drink Market Revenue by Advisor (2025)
On the contrary, China still presents strong growth opportunities. In 2024, China experienced an approximate 5.0% growth in the economy, which is equal to the official performance (Gopalan, 2025). The National Bureau of Statistics of China (2025) indicated that in 2024, per Capita GDP was approximately US$13,800 (¥95,749), an increase of approximately 5.1% year-on-year. According to IndexBox Inc., the soft drink segment alone in China is estimated to sell at a CAGR. 3.1 between 2024 and 2035 to a market value of about US $119.2 billion in 2035 (Figure 4). In the case of Coca-Cola, the increasing urban middle class of the Chinese market and the further increase in consumer spending present good opportunities. Nevertheless, urban and rural consumers have varying incomes, which implies that pricing and packaging have to be changed (Poulis, 2023).
[image: China's Soft Drinks Market: Volume to Reach 157B Litres and Value at $119.2B  by 2035 - News and Statistics - IndexBox]
Figure 5 China Soft Drink Market Value by IndexBox Inc. (2025)
[bookmark: _Toc212390139][bookmark: _Toc216804823]Social Factors
Coca-Cola's marketing strategies are heavily influenced by social trends. In the USA, the health consciousness of people is more than ever before. Consumer change has occurred because of the knowledge about sugar and weight gain, as well as diabetes. The conventional Coca-Cola market is declining, and such products as Coca-Cola Zero, Dasani water, and Vitaminwater have increased (Keller and Guyt, 2023). Most Americans have remained consumers of Coca-Cola due to the nostalgia and its image as an American icon.
The meaning of soft drinks in China is different. To a certain extent, global brands such as Coca-Cola are associated with modernity, friendship and celebration to many people. People will regularly have Coke with their families or at times when they are out with friends. The packaging with red colours, the festive campaigns (such as Lunar New Year limited editions), correlate with the cultural symbolism of happiness and luck in China (Long et al., 2022).
[bookmark: _Toc212390140][bookmark: _Toc216804824]Cultural Factor: Hofstede’s Cultural Dimensions Model
Culture influences the way individuals think, purchase, and relate to brands. The Hofstede model will assist businesses in comprehending such differences in various countries. As Figure 3 demonstrates, the Chinese and the USA cultural scores are at variance.
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Figure 6 Hofstede Cultural Comparison: China vs. USA
Source: https://www.theculturefactor.com/country-comparison-tool 
According to Figure 6, China scores high in Power Distance as well as in Long-Term Orientation, whereas the USA scores high in Individualism and Indulgence.
Power Distance: China ranks significantly higher than the USA, and it is more respectful of hierarchy. The culture of the U.S. is more pro-equality and informal.
Individualism: China is collectivist and prioritises group harmony, while the USA is highly individualistic, valuing personal freedom and self-expression.
Masculinity (Achievement): Both countries score similarly high, meaning competition, success, and ambition are important in both cultures.
Uncertainty Avoidance: China has less uncertainty avoidance, and therefore, the consumers are more receptive to new ideas and products. The USA has its way of comfort.
Long-Term Orientation: China is rated much higher, which depicts long-term planning and tradition. The USA is more concerned with fast outcomes and immediate advantages.
Indulgence: Indulgence USA is a hedonistic culture which welcomes pleasure and individual entertainment. China is less boisterous and will rather engage in socially acceptable ways of celebration.
Both cultures are favourable for Coca-Cola, but the reasons differ:
· USA: highly favourable due to alignment with individualism, indulgence, and lifestyle marketing.
· China: good because of collectivism, willingness to try new products, and high long-term orientation and needs a culturally sensitive, group-oriented message.
Advantages of Hofstede’s model: It provides Coca-Cola with a well-designed framework to compare cultures and assists in strategising the communication style, colour selections, choice of celebrity and campaign timing (Komisarof and Akaliyski, 2025).
Disadvantages of Hofstede’s model: That model may simplify the cultural reality since there are numerous subcultures and generations in each country. Older business data was used to make the model as well, thus it might not be the people of today or those who lead digital lifestyles (Zheng et al., 2025).
[bookmark: _Toc212390141][bookmark: _Toc216804825]Technological Factors
The use of technology is essential in the marketing and distribution of Coca-Cola. Data-driven marketing and digital advertising in the USA assist in targeting various groups of customers using social media and AI, as well as vending machine networks. Self-service kiosks and mobile applications are also used by the company to monitor buying behaviour.
Further usage of technology is also high in China. The majority of consumers make purchases and make payments in WeChat Pay or Alipay, and Coca-Cola applies equipment to the bottle using QR codes to get promotions instantly (Li et al., 2023). The company has additionally established digital-based loyalty programmes and direct sales on e-commerce platforms, including JD.com and Alibaba.
[bookmark: _Toc212390142][bookmark: _Toc216804826]Legal Factors
Coca-Cola in the USA has to comply with the rigorous laws of labelling and advertising, such as the laws regarding ingredients, calories, and health statements. It is also under pressure due to the environmental policies of plastic waste and recycling of bottles (Hultman and Oghazi, 2023).
In China, there are food safety and marketing laws, which foreign companies are supposed to observe in detail. Coca-Cola collaborates with local partners to comply with these standards and maintain good relations with the regulators (Doole and Lowe, 2012).
[bookmark: _Toc212390143][bookmark: _Toc216804827]Environmental Factors
Environmental responsibility has emerged as a global issue. Both in the USA and China, consumers and governments are worried about plastic waste and carbon emissions. Coca-Cola will prepare its 100% recyclable packaging by the year 2030 and will use recycled PET materials (Lavars, 2021). In China, the firm has also got into the water refilling and local recycling investments.
[image: ]
Figure 7 Coca-Cola 100% Plant-Based and Recycled Packaging (Lavars, 2021)
According to Rastogi, Agarwal and Gopal (2024), sustainability activities lead to the enhancement of the brand image in the long term and assist in sustaining operation licences. Even though the programs introduce short-term expenses, they safeguard the reputation of Coca-Cola as a global, ethical and responsible brand.
Table 2: PESTLE Factors Favourability in both Countries
	Factor
	USA
	China
	Overall Judgement

	Political
	Stable but strict on health
	Controlled but stable
	Mixed

	Economic
	Mature, high-income
	Growing, large middle class
	Favourable

	Social
	Health shift
	Celebration and status focus
	Partly favourable

	Cultural
	Individualistic, indulgent
	Collectivist, long-term focus
	Mixed

	Technological
	Advanced data use
	Strong mobile ecosystem
	Favourable

	Legal
	Clear but costly rules
	Controlled, requires JV
	Partly unfavourable

	Environmental
	Sustainability focus
	Waste reduction programs
	Mixed (short-term cost, long-term gain)


In both countries, Coca-Cola faces an unfavourable economic and technological environment that must be adapted to address political, legal, and cultural challenges. Sustainability of the environment is a common factor and becomes a competitive edge when handled well.
[bookmark: _Toc212390145][bookmark: _Toc216804828]Similarities
· Both markets are politically stable and support global business.
· Both societies face health concerns over sugar, encouraging Coca-Cola to expand its low-sugar range.
· Both countries value sustainability and environmental responsibility, pushing the company to innovate packaging.
These shared trends allow Coca-Cola to use standardised marketing elements, such as global campaigns on happiness and sustainability (Doole and Lowe, 2012).
[bookmark: _Toc212390146][bookmark: _Toc216804829]Differences
· Culture: As shown in Figure 1, the USA is individualistic and indulgent, while China is collectivist and long-term oriented.
· Economy: The USA’s market is saturated, whereas China’s is expanding with new urban consumers.
· Technology: The USA still depends on retail and vending, while China is mobile-first with WeChat and online delivery.
· Regulation: US laws focus on health and transparency, while China focuses on control and localisation.
These differences explain why Coca-Cola uses different segmentation and positioning in each country.
[bookmark: _Toc216804830]STP (Segmentation, Targeting and Positioning)
Coca-Cola serves a mass market but still uses structured segmentation, targeting and positioning (STP) to adapt to the USA and China. Globally, the company segments by geographic, demographic, psychographic and behavioural variables, for example, age, income, lifestyle, usage occasions and attitudes to health. 
[bookmark: _Toc216804831]Segmentation
In the USA, segmentation emphasises age (teens to middle-aged adults), lifestyle (social, on-the-go, convenience shoppers) and behaviour (frequent drinkers, impulse buyers, brand-loyal cola consumers). Product lines such as Coca-Cola Original, Zero Sugar and flavoured variants allow Coca-Cola to serve both traditional cola drinkers and more health-conscious segments (Pereira, 2024). 
[image: ]
Figure 8: Coca-Cola Target Market Segmentation (Pereira, 2024)
In China, segmentation adds stronger geographic and cultural layers. Coca-Cola distinguishes between coastal tier-1 cities and inland or rural markets, and between young urban professionals, students and family-oriented consumers. Chen (2023) shows that the Chinese strategy explicitly considers culture, demographics and age, with special focus on younger people and festival-related consumption. Smaller pack sizes, tea-inspired beverages and festival-themed limited editions appeal to price-sensitive and tradition-oriented segments.
[bookmark: _Toc216804832]Targeting
In both countries, Coca-Cola uses differentiated targeting: it offers multiple brands and formats to several segments rather than a single “one size fits all” product. In the USA, key targets are young adults and families who seek refreshment and fun, as well as health-conscious consumers who choose Diet Coke or Coke Zero (Zhang, 2024). In China, the company targets urban youth and young families who associate Coca-Cola with a modern lifestyle and global culture. Still, it also targets broader mass-market segments through affordable returnable glass bottles and widely available on-premise consumption (Chen, 2023). 
[bookmark: _Toc216804833]Positioning
The essence of the positioning of Coca-Cola remains the same: in both markets, the company is positioned as an international, refreshing beverage, which is linked to happiness, generosity, and companionship (happiness strategy) (Zhao, 2023).  It is a more nostalgic and more national identity (holidays, sports, classic Americana) positioning, in the USA, encouraging consumers to view Coke as part of everyday happy life. In China, this theme of happiness is changed to fit local society: it is promoted that Coke is associated with family reunions, the Lunar New Year and ideas of luck and contentment, making the brand synonymous with the modern and cautious holiday celebration (Shaw, 2023).
[image: ]
Figure 9: Coca Cola "Open Happiness" Strategy
Source: https://www.instagram.com/p/DROwL7Tkq2F/ 
Overall, segmentation and targeting vary in focus as the former is more health and lifestyle oriented in the USA, whereas the latter is more geographic, cultural, and price sensitive in China, and positioning is generally similar to the former, but it is based on locally relevant stories and events. The alignment achieved through STP enables Coca-Cola to perform as a global brand, which has local relevance in the two countries.
[image: ]
Figure 10: Perceptual Map of Coca Cola (Chalalai, 2025)
The perceptual map aligns with the strategy of segmentation, targeting, and positioning (STP) of Coca-Cola because it depicts the competition of brands in terms of sugar content and brand modernity. The high-sugar products like Coke Classic appeal to mass consumers to have the same familiarity and taste, and the Coke Zero is aimed at health-conscious and younger markets that require low sugar and a contemporary image. In the USA, Coca-Cola focuses on the zero-sugar versions to appeal to the consumer who is health-conscious, thereby solidifying its base in the low-sugar, modern quadrant. In China, Coke Classic is very well upheld because it is favoured by the culture of taste and social consumption, and zero sugar has a secondary though rising role.
[bookmark: _Toc216804834]Similarities
· Both markets recognise Coca-Cola as a global, trusted brand with strong awareness.
· Both markets show rising health concerns, pushing growth in low/zero-sugar options.
· In both countries, Coca-Cola uses mass targeting plus differentiated targeting (Classic for taste, Zero for health).
· In both markets, Coca-Cola relies on strong emotional positioning (happiness, sharing, togetherness).
[bookmark: _Toc216804835]Differences 
· USA demand is more health-driven, so Coca-Cola positions Zero Sugar more strongly.
· China's demand is more occasion- and culture-driven, so Coke Classic stays more dominant.
· USA messaging leans toward individual lifestyle and personal choice.
· China messaging leans toward family, festivals, and group harmony.
· USA competition pressure comes more from healthy substitutes (water, functional drinks).
· China competition pressure comes more from local tea/functional brands and regional taste preferences.
[bookmark: _Toc216804836]Marketing Mix (7Ps)
The marketing mix (7Ps) is a strategic framework that explains how firms design and manage their offering through Product, Price, Place, Promotion, People, Process, and Physical Evidence to satisfy customer needs. It helps organisations coordinate controllable marketing elements to achieve effective market positioning and competitive advantage.
[image: The 7Ps of Marketing and Core Principles to Build a Perfect Strategy]
Figure 11: 7Ps of Marketing Mix (DashClicks, 2023)
[bookmark: _Toc216804837]Product
Coca-Cola adapts its product depth, width, branding and packaging to fit each country.
Product Line Depth: Depth refers to the number of variations within one product line.
· USA line depth example: Coca-Cola Original, Diet Coke, Coca-Cola Zero Sugar, Cherry Coke, Vanilla Coke, and limited editions.
· China line depth example: Coca-Cola Original, Zero Sugar, Peach Coca-Cola, fibre-enhanced variants and periodic festival flavours.
[image: Coca-Cola - Flavors, Nutrition Facts & Ingredients | Coca-Cola US]	[image: Coca Cola Peach (China) 500ml – United Sweets]
Figure 12: Example of cola line depth – Cherry Coke in the USA vs Peach Coca-Cola in China
Product Mix Width (Breadth): Width refers to the number of product lines (Simamora, Putra and Pinardi, 2024).
Table 3: Product Mix Width Comparison (Simamora, Putra and Pinardi, 2024)
	Product Lines
	USA
	China

	Cola Drinks
	✔
	✔

	Sprite/Fanta
	✔
	✔

	Juices (Minute Maid)
	✔
	✔

	Water Brands
	Dasani, Smartwater
	Ice Dew

	Tea/Coffee
	Georgia Coffee, Costa RTD
	Local tea drinks, Costa RTD

	Sports Drinks
	Powerade
	Powerade (small presence)


The USA has a wider portfolio because the market is more mature and highly diversified (Herzlich, 2025). China’s portfolio is adapted to Asian tastes, with a stronger presence of tea and juice-based beverages (Chen, 2023).
Branding Strategies: Coca-Cola uses a combination of branding strategies (Prezlab, 2024):
· Family / Corporate umbrella branding: The Coca-Cola name and script logo endorse many variants (Original, Zero, Cherry, Peach). The master brand provides trust and emotional equity in both the USA and China.
· Range branding:  Sub-ranges such as Coca-Cola Zero Sugar, Coca-Cola Creations and Simply form families with a common promise (e.g. zero sugar, limited edition experiences, “100% juice” positioning).
· Individual product branding: Some lines (e.g. Sprite, Fanta, Powerade, Minute Maid, Costa Coffee) have distinct brand names and personalities even though they sit under The Coca-Cola Company umbrella.
Because Coca-Cola already uses strong umbrella and range branding, line filling is used more to add flavours or pack sizes within each brand (e.g. more zero-sugar flavours in the USA; more local fruit flavours in China) rather than to create totally new names (Simamora, Putra and Pinardi, 2024).
Line Stretching and Brand Extension
Line stretching downward: In emerging markets like China, Coca-Cola sells smaller, low-price packs (e.g. 250 ml returnable glass bottles) to reach lower-income consumers, a downward stretch in affordability (Chen, 2023).
Line stretching upward: In the USA, Coca-Cola has introduced premium glass bottle formats, speciality mixers and craft-style flavours, stretching the line upwards to more sophisticated, higher-margin segments (Smilevska, 2023).
Related brand extensions: New beverages under existing or related brand names, e.g. Diet Coke, Coca-Cola Zero Sugar, Fanta spin-offs, Minute Maid juices, Costa Coffee ready-to-drink cans (Simamora, Putra and Pinardi, 2024).
Unrelated brand extensions: Coca-Cola has extended into merchandise and clothing (T-shirts, collectables) and themed experiences (World of Coca-Cola attractions), which are not beverages but leverage brand equity (Prezlab, 2024).
Product Adaptation Factors in International Markets
Several product factors change between the USA and China:
1. Features and Benefits: The USA has more zero-sugar and functional drinks; China features more local fruit flavours and fibre-enhanced drinks.
2. Brand Name: Chinese translation “可口可乐” carries positive meaning (“delicious happiness”).
3. Packaging & Labelling: China uses bilingual labels and festival-themed red designs.
4. Size: USA uses larger 1–2 litre bottles; China emphasises smaller on-the-go bottles.
5. Quality Perception: The formula is globally consistent, but sweetness and carbonation may be adjusted slightly for local preferences.
[bookmark: _Toc216804838]Price
In the USA, pricing reflects a mature and competitive market, with regular promotions and bundle offers. Premium formats (e.g. glass bottles) are priced higher (Tabassum, 2025). In China, Coca-Cola uses value-based pricing with many small, affordable packs, fitting local income variations. Chen (2023) supports that affordability is crucial for success in emerging Asian markets. It mainly follows competition-based pricing against Pepsi and local cola. It also has psychological prices such as $1.99 or ¥2.90, so the product looks cheaper than a round number and feels more affordable.
[bookmark: _Toc216804839]Place (Distribution and Entry Mode)
In the USA, Coca-Cola uses a mainly indirect distribution model via franchised/owned bottlers that supply supermarkets, convenience stores, vending, and fast-food chains. In China, Coca-Cola expanded through equity joint ventures (e.g., with COFCO and Swire), with JV bottlers distributing through modern trade, traditional retail, and on-premise channels. Yao and Shen (2011) highlight that JV entry reduced political risk and improved local distribution capability. JVs offer local market knowledge, partner resources, and institutional access, which helps reduce non-market and operational risks in China (Wang, Bai and Li, 2022). Key disadvantages include shared control, governance frictions, and knowledge protection/appropriation risks, alongside profit sharing (Kim et al., 2024). 
[bookmark: _Toc216804840]Promotion
In the USA, promotion focuses on digital marketing, entertainment sponsorships and personal happiness (Smilevska, 2023). In China, promotion emphasises family, festivals, social media campaigns on WeChat and Douyin, and QR-code reward activities. Li et al. (2023) show that QR-based mobile engagement is particularly successful in China. The company broadly follows the Shannon and Weaver communication model: it sends a “happiness and sharing” message, uses TV and outdoor advertising to inform, persuade and remind consumers, and tracks feedback through sales and research. Coca-Cola must also adapt the same idea to different creative rules, media costs and regulations in each country.
[image: Shannon-Waver Model of Communication The Shannon-Weaver Model of Communication deals with various things these are: Information source, transmitter, Noise, message, receiver, channel, encode, decode information destination etc. For effective communication, the process of communication must be completed otherwise it is not effective. In Saussure's speech circuit is a continuous process like the model of communication. Thus, it is observed that the Saussure's speech circuit, and the Shannon weaver model of communication conceptually are both similar. Library professionals' and users in library also communicate in this way to sharing their knowledge and disseminate information. In the year of 1970, Barnlund introduced another model of communication which is known as Transactional Model of Communication. It also has similarity with semiotics theory. This model is usually used for interpersonal communication.]
Figure 13: Shannon and Weaver Communication Model (Saha and Barui, 2023)
[bookmark: _Toc216804841]People
People refer to staff in production, logistics, sales and marketing. In the USA, Coca-Cola trains employees in product knowledge, customer service and safety and motivates them through bonuses and recognition, while in China, Coca-Cola and its bottlers train staff to work with traditional retailers and adapt to local business culture, using performance incentives suited to local laws.
In the United States, the Coca-Cola system reported more than 84,000 direct system jobs in 2022 (The Coca-Cola Company, 2023a). In China, Coca-Cola’s network reported about 47,000 associates working across its bottling-plant network (Zipser and Poh, 2021).
[bookmark: _Toc216804842]Process
Process covers how Coca-Cola delivers products and handles complaints. In both countries, consumers can contact the company by phone or online, staff log the case, check product details and offer a replacement or refund, and logistics teams use route planning and equipment maintenance to keep deliveries reliable.
[bookmark: _Toc216804843]Physical Evidence
Physical evidence includes Coca-Cola’s red colour, logo, packaging, websites and branded fridges. The US website uses English content and lifestyle images, while the Chinese site uses Chinese language and festival themes; packaging in China also adds the “可口可乐” name and special local designs.
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Figure 14: Coca-Cola US Website
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Figure 15: Coca-Cola China Website
[bookmark: _Toc216804844]Evaluation of the Performance of Marketing Strategies
Coca-Cola’s global performance suggests that its overall marketing strategy remains effective. In 2023, the company reported net operating revenues of about $45.8 billion, a 6% increase from 2022, driven mainly by price/mix and modest volume growth. North America remains the single largest contributor to revenue, while Asia-Pacific, including China, provides a smaller but growing share of volume and strategic importance. 
[image: Coca-Cola Revenue vs. Profits]
Figure 16: Coca Cola Revenue 2015-2023 (Cuofano, 2024)
[bookmark: _Toc216804845]Performance in the USA
Coca-Cola competes against a highly profitable and yet mature soft drinks market in the USA. According to market data, Coca-Cola has long enjoyed robust market share in the US soft-drink market (17-20%), and market dominance notwithstanding increased competition and the emergence of healthier beverages (PepsiCo, Dr Pepper, and healthier versions), due to decades of success (Statista, 2025). It means that its STP and 7Ps strategies, which consisted of mass-market positioning, heavy distribution, solid brand equity, and intense advertising, still produced results.
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Figure 17: US Soft-Drink Market (Statista, 2025)
The company's pricing policy of competition-based pricing and psychological pricing contributes to the high revenue per case, which is reflected in the global data of the company: in 2023, the volume itself contributed the least to the percentage increase in organic revenue, and the price/mix presented the largest input (The Coca-Cola Company, 2022). The implication here is that Coca-Cola is failing to capitalise on its branding and promotion in the USA to command premium prices, at a time when inflation and health issues are putting strain on household budgets.
The marketing activities also seem to work. Coca-Cola has been one of the most valuable brands in the USA, and it continues to dominate major rights events such as sports sponsorship and seasonal campaigns (Slack, 2025). The high awareness of the brand, its pervasive presence, and emotional desires tied to the American identity are signs that the status of the company as a brand that people know and feel good about still appeals to the consumer experience. The flat or slow volumes of carbonated soft drinks are, however, an indication that marketing success is more based on a defensive share and value harvesting than on category growth.
[bookmark: _Toc216804846]Performance in China
In China, Coca-Cola operates in a dynamic market with rising incomes, intense domestic competition, and a rapid shift towards tea, juices, and more health-conscious drinks. It is estimated that China's carbonated soft drinks market yielded about $36.3 billion in revenues in 2024, and the value and volume continue to grow steadily (Blake, 2025). In this market, the share of the carbonated market between Coca-Cola and PepsiCo amounts to nearly 90%, and Coca-Cola alone has been reported to have approximately 17% market share, which shows that it has a strong standing in a market that is increasingly competitive (Huang, 2023).
[image: China Carbonated Soft Drink Market Size, Trends & Forecast Analysis (2025-2033)]
Figure 18: China’s Carbonated Soft Drinks Market (Blake, 2025)
This performance seems to be supported by the joint-venture market entry, intensive distribution and local adaptation of Coca-Cola. Coca-Cola has developed a strong physical presence in China, and its approximate number of bottling plants is 42, with approximately 48,000 employees, some 99% of whom are Chinese. This structure allows for entering both the tier-1 cities and smaller inland markets deeply, which will facilitate the arm-of-desire strategy (The Coca-Cola Company, 2023). Asia-Pacific unit case volume increased by an average of approximately 2% in 2023, which is mainly contributed by China and India, implying that in-country pack sizes, promotion and low-cost deals are performing reasonably well (Zhuoqiong, 2023).
[bookmark: _Toc216804847]Customer Reviews
USA: Coca-Cola is mostly complimented by USA customers as one with a consistent taste, high nostalgia/old school brand feel, and wide accessibility in stores and foodservice. This is reflected in brand-tracking also. 35% of Americans say they would consider buying Coca-Cola, which leads US soft-drink consideration in YouGov’s 2025 rankings (YouGov, 2025). 
China: In China, customers often praise Coca-Cola when it feels refreshing, shareable, and “fits” local moments (festivals, gifting, social occasions). Localized activations and digital-first campaigns aim at those “break” and mood moments, which match how many consumers describe why they pick Coke in daily life (Xu, 2025). 
[bookmark: _Toc216804848]Similarities
· Customers in both countries value taste consistency and brand trust. 
· Customers in both countries increasingly discuss health and sugar, which pushes interest in zero/low-sugar options. 
· Customers in both countries respond well to emotion-led marketing (happiness, togetherness, “moment” framing). 
[bookmark: _Toc216804849]Differences
	Area
	USA 
	China 

	Market maturity
	Loyal, routine buying; category growth stays limited
	More switching; faster trend cycles

	Key “review” positives
	Nostalgia, familiarity, “classic” taste
	Refreshment + social/festival fit, local relevance

	Key “review” negatives
	Sugar/ingredients debates; price sensitivity
	Strong competition from tea/functional drinks; health shift away from soda

	What wins now
	Brand power + value extraction (price/mix) 
	Local adaptation + wide reach across city tiers 


[bookmark: _Toc216804850]Comparative Assessment
Overall, Coca-Cola’s strategies in both countries can be considered commercially successful, but in different ways. In the USA, success means defending a large, mature base and raising revenue per unit through premiumisation and brand strength. In China, success means remaining the leading global cola in a market where growth and risk are both high, supported by dense distribution networks and culturally adapted promotion. In both cases, performance indicators – global revenue growth, strong regional shares and continued volume expansion in Asia – show that the brand’s STP and 7Ps remain broadly effective, even as they face mounting health, regulatory and competitive pressures. 
[bookmark: _Toc216804851]Evaluation of Marketing Ethics Practice
Coca-Cola’s marketing raises ethical questions in areas such as public health, political influence, environmental impact and marketing to vulnerable groups. 
[bookmark: _Toc216804852]Ethical Issue in the USA (Ethical Example)
I see Coca-Cola’s restriction on child-directed marketing as the clearest ethical example in the USA. I link this to STP (targeting) and the 7Ps (Promotion) because the company frames limits on marketing to children as a safeguard, not as a growth lever. Recent evidence supports why these matters: Powell et al. (2024) show that when children and teens encounter less unhealthy food and beverage advertising, they face fewer marketing cues that push preference and intake. A large repeated cross-sectional study tracking children’s exposure to food and beverage advertising (2013–2022) reports major declines in ads seen by young children, which strengthens the ethical case for strict audience rules and reduced youth exposure. 
[bookmark: _Toc216804853]Ethical Issue in the USA (Unethical Example)
I also identify an unethical concern in the USA: digital and social media marketing still reaches adolescents at scale, even when brands claim they avoid marketing to children. I link this to STP (effective targeting spillover to teens) and Promotion because platforms, creators, and personalised ad delivery can place sugary-drink branding directly in teen attention spaces. Recent studies show that youth exposure to sugary drink marketing relates to stronger brand recall and preference, which creates ethical tension because the marketing encourages demand for products that raise health risks when consumed frequently (Remedios et al., 2024). Fretes et al. (2025) show that around half of US adolescents (13–17) interacted with unhealthy food/drink brands on social media, which suggests that practical exposure remains high and that “responsible marketing” claims do not fully protect youth audiences. 
[bookmark: _Toc216804854]Recommendations and Conclusion
[bookmark: _Toc216804855]Recommendations for Future International Marketing Strategy
1.1.1. [bookmark: _Toc216804856]Recommendations for the USA
1. Accelerate health-oriented portfolio transformation: Coca-Cola needs to continue the portfolio shift to low and no-sugar drinks in the US, which should be backed by better labelling on the front of the packs and direction on portion size. According to recent findings, transparent nutrition information and reformulation enhance consumer trust and align with the expectations of the population-health, particularly in developed markets where obesity and diabetes are issues.
2. Tighten responsible digital marketing standards: The company ought to reinforce their current commitment against marketing to children by stating it in relation to digital marketing, social media, influencer marketing, and esports sponsorships. Research In recent studies, the adolescent cohort is still very susceptible to unhealthy drinks marketing on the Internet, which poses a specific ethical and reputational threat. The auditing in the US should be independent to increase accountability.
1.1.2. [bookmark: _Toc216804857]Recommendations for China
1. Combine zero-sugar colas with functional localization: In China, Coca-Cola needs to associate zero-sugar core product offerings with locally oriented functional and tea-based beverages that are aligned with the emerging health-conscious behaviours. The study of Chinese consumers indicates that the demand for functional and better-for-you drinks is growing significantly, hence localisation is the key to remaining relevant in the long term.
2. Strengthen circular packaging partnerships: Coca-Cola needs to increase returnable and refillable packaging relationships in China by collaborating with municipal governments and retailers. Sustainability studies have found that consumer acceptance and strategic adjustment within the new environments rely on visible engagement in initiatives of the circular economy.
[bookmark: _Toc216804858]Conclusion
The statistical analysis of the USA and China reveals that Coca-Cola has developed rather successful yet diversely structured marketing programs in the country and in a rapidly growing market. Its historic 10-year stratification, aggressive distribution and strong brand stories in the USA underpin a stable market share and high revenue per unit in a healthy, mature market. In China, collaborative venturing, high-density distribution channels and culturally oriented promotion have established a leading status in an ever-growing Chinese carbonated beverage market amidst increased rivalry from healthier and regional substitute products. 
Concurrently, the ethical issues, particularly those that touch on the topics of obesity, policy influence, environmental impact and packaging, question the extent to which the Coca-Cola marketing mix has met the expectations of society in the two countries. It will be instrumental that Coca-Cola tackles these concerns by portfolio innovation, responsible communications, transparent policy engagement and stronger sustainability practices, which can help it maintain brand equity and license to operate in the long term. To conclude my report, this analysis makes a conclusive statement that commercial success is no longer enough: in international marketing, such brands like Coca-Cola should demonstrate that their expansion plans also lead to positive results in terms of population health, environment and local population in the USA and in China.
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