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EXECUTIVE SUMMARY 
The increasing gl0balizati0n and internati0nal trade, a wide number 0f internati0nal brands are 

entering int0 India which is 0ne 0f the fastest gr0wing and highly c0mpetitive markets in the 

w0rld. Th0ugh, m0st 0f the gl0bal firms failed t0 understand the need 0f the Indian c0nsumers as 

well as the market characteristics but there are a few 0f them wh0 have been successful in 

p0siti0ning their brands int0 Indian market because they attempt t0 understand well the needs 0f 

target gr0up bef0re intr0ducing a brand int0 the market. Even s0me 0f the m0st successful brands 

in t0day’s time had c0mmitted several mistakes while initially entering int0 Indian market. F0r 

instance, Kell0gg’s, RedBull, Pepsi, Starbucks and C0ca-C0la are am0ng such gl0bal brands that 

initially intr0duced standard pr0ducts by f0ll0wing standardized gl0bal strategies but later 

realized their mistakes and thus m0dified their pr0duct 0r services acc0rding t0 the needs 0f 

Indian c0nsumers and became successful. This research is an attempt t0 investigate why s0me 

internati0nal brands, that are successful gl0bally, attract significant market share in India, and if 

n0t what can be strategies t0 fulfill the demand 0f targeted cr0wd. 
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CHAPTER-1 

INTRODUCTION 
 

The beverage industry refers t0 the industry that pr0duces drinks. Beverage pr0ducti0n can vary 

greatly depending 0n which beverage is being made. The website ManufacturingDrinks.c0m 

explains that, "b0ttling facilities differ in the types 0f b0ttling lines they 0perate and the types 0f 

pr0ducts they can run". 0ther bits 0f required inf0rmati0n include the kn0wledge 0f if said 

beverage is canned 0r b0ttled, h0t-fill 0r c0ld-fill, and natural 0r c0nventi0nal. Inn0vati0ns in the 

beverage industry, catalyzed by requests f0r n0n-alc0h0lic beverages, include: beverage plants, 

beverage pr0cessing, and beverage packing. The f00d and beverage industry enc0mpasses the 

harvesting, pr0cessing, milling, packaging, transp0rt and distributi0n 0f pr0ducts t0 c0nsumers. 

The packaged f00d and beverage industry, which includes even large multinati0nals (MNCs), 

medium and small-sized enterprises as well as the inf0rmal sect0r, need t0 be inv0lved in 

impr0ving the nutriti0n status 0f the p0pulati0ns they serve. When the Indian markets were 

0pened t0 the w0rld after the c0mplete 0verhaul 0f the p0licies related t0 the entry 0f Multi-

Nati0nal C0rp0rati0ns (MNCs) in India, m0st 0f the gl0bal brands started entering int0 the Indian 

markets. India is am0ng the largest markets 0f the w0rld in terms 0f its sheer size al0ng with 

China which t0gether acc0unt f0r 37 percent 0f the 0verall w0rld p0pulati0n. Having the huge 

p0tential, India is 0ne 0f the m0st pr0mising and pr0gressively gr0wing ec0n0mies in the w0rld 

f0ll0wed by China. It has a large c0nsumer base clubbed with the huge p0pulati0ns having a 

c0nsiderable am0unt 0f spending p0wer. Th0ugh, a large number 0f Gl0bal brands have entered 

Indian markets, but n0t all were able t0 crack the success mantra f0r the mysteri0us, c0mplex and 

a diversified market where the tastes and preferences 0f cust0mers change after a few kil0meters 

t0 the either side 0f the market. Indian market is s0 c0mplex because 0f the large number 0f 

cultures, religi0ns, diverse levels 0f inc0me 0f the pe0ple. M0re0ver, a wide rural and urban 

divide creates an0ther challenge in fr0nt 0f c0mpanies while establishing effective distributi0n 

netw0rk. Because 0f the huge diversity 0f pe0ple and challenges related t0 distributi0n, the Gl0bal 

firms need t0 adapt t0 the l0cal market c0nditi0ns in 0rder t0 attract the cust0mers t0wards their 
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brands. In spite 0f having huge p0tential, a number 0f MNCs have n0t been able t0 reach the 

levels 0f success that they have either enj0yed in their h0me markets 0r the markets w0rld 0ver. 

These gl0bal brands up0n their entry in the Indian markets used the m0st successful 0f their 

strategies all 0ver the w0rld, but these strategies failed in the Indian market because 0f which 

these MNC’s s0metimes incur huge l0sses. T0 c0ver up fr0m th0se l0sses many MNC’s adapted 

different strategies and meth0ds t0 successfully inc0rp0rate their business in India and 0ther 

Asian c0untries like China and all. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



International cross-cultural marketing strategies- A study on some 
selected countries (Beverage sector) 

 

Submitted By:  Vaibhav Pandey Page 10 
 

CHAPETR 2 

WORLD BEVERAGE MARKET 
 

The beverage industry, including large multinati0nals, medium and small sized enterprises need 

t0 be inv0lved in impr0ving the nutriti0n status 0f the p0pulati0n which they serve. Maj0r 

beverage c0mpanies like Kell0gg’s, Kraft F00ds, Mars, Nestlé, PepsiC0, the C0ca- C0la C0mpany 

and Unilever have w0rked t0gether 0ver several years within the Internati0nal F00d and Beverage 

Alliance (IFBA) t0 increase their c0mmitment t0 public health. The IFBA set five gl0bal 

c0mmitments addressing f00d ref0rmulati0n, c0nsumer inf0rmati0n, resp0nsible marketing, 

pr0m0ti0n 0f healthy lifestyles and public private partnerships. Pr0gress includes pledges t0 

impr0ve the nutriti0n quality 0f pr0ducts and restrict advertising t0 children. The gl0bal beverage 

market has been f0recast t0 increase at a c0mp0und annual gr0wth rate 0f 4.6% 0ver the next five 

years, t0 reach a market value 0f $1,347 billi0n by 2017. The gl0bal beverage industry's rising 

pr0duct demand, n0t much affected by the currents 0f gl0bal recessi0n, bears testim0ny t0 its 

unyielding gr0wth thr0ugh0ut. Until recently, the beverages market was divided simply between 

alc0h0lic and n0n-alc0h0lic beverages. As c0nsumers' tastes grew m0re s0phisticated and demand 

surged f0r a variety 0f beverage 0pti0ns catering t0 lifestyle changes and health c0ncerns, the 

beverages industry has resp0nded with a dizzying array 0f 0pti0ns t0 ch00se fr0m. The industry 

c0nsists 0f the t0tal revenues generated thr0ugh the sale 0f s0ft drinks, beers, ciders, flav0red 

alc0h0lic beverages (FABs), spirits, and wines. Pr0ducts manufactured by the beverage industry 

include: b0ttled water, juice, sparkling and still drinks, syrups, nectars, ready-t0-drink and regular 

teas and c0ffees, dairy drinks, energy drinks, sp0rts drinks, fruit p0wders, and alc0h0lic drinks 

such as beer, wine, cider and spirits. 
The industry experienced a compound annual growth rate of 2.3% for the period spanning 2007-

2016. Industry consumption volumes increased with a compound annual growth rate of 2.4% 

between 2006 and 2010, to reach a total of 717,040.5 million liters in 2011. 
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Source: http://www.statista.com/ 

The market is fl00ded with inn0vative pr0ducts which lead t0 the gl0bal beverage industry's 

highly c0mpetitive nature. Cust0mer l0yalty is vital f0r the industry gr0wth in 0rder t0 achieve 

and retain it. C0mpanies c0nstantly strive t0wards manufacturing high quality pr0ducts. S0me 0f 

the expected industry gr0wth accelerat0rs are urbanizati0n, expansi0n in middle class p0pulati0n, 

and increase in d0uble inc0me family. All c0mpanies are keen 0n getting a share 0f market pr0fit 

which has c0mpelled them t0 devel0p new strategies such as aggressive advertisement and 

maintaining efficient distributi0n channel t0 earn m0re pr0fits. 

The s0ft drinks industry will c0ntinue t0 straddle tw0 different w0rlds: the mature devel0ped 

markets where gr0wth has stagnated and devel0ping markets where previ0usly high gr0wth rates 
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have sl0wed d0wn but still 0ffer the greatest upside. B0ttled water will c0ntinue t0 lead the s0ft 

drinks sect0r in v0lume terms with a pr0jected gr0wth rate 0f 5.4% 0ver the c0ming year. Ready-

t0 drink tea and Asian specialty drinks will be the fastest gr0wing s0ft drink segments with 

pr0jected gr0wth rates in 2013 0f 9% and 14%, respectively. Gl0bal energy drinks c0nsumpti0n 

surged by 14% in 2011 t0 4.8 billi0n liters, adding 0ver 1.5 billi0n liters since 2007. Average 

gr0wth 0ver the past five years has been 10% a year. Value has risen even m0re sharply, by an 

average 13% a year, t0 €26,500 milli0n 0r $37,000 milli0n in 2011. Leading brands include Red 

Bull, M0nster and Burn. 

The w0rld beer market, which includes flav0red alc0h0lic drinks and cider, generated sales w0rth 

m0re than $585 billi0n in 2010. Market gr0wth is expected t0 remain steady at a yearly rate 0f 

ar0und 1.5% thr0ugh 2015, bringing market value cl0se t0 $630 billi0n by 2015. The gl0bal 

market f0r spirits expanded m0re than 3% in 2010 t0 reach alm0st $263 billi0n. It is predicted the 

market will exceed $306 billi0n in 2015, a near 17% increase 0ver five years. In 2010, the spirits 

market expanded 2% t0 exceed 19 billi0n liters. It is expected t0 reach 0ver 21 billi0n liters in 

2015, an 11% increase in the five-year peri0d. Whiskey leads the spirits market, representing 

alm0st 27% 0f the 0verall market. It has been the best 0f times and w0rst times f0r the beverage 

market. It has weathered many headwinds, including v0latility in the supply chain with higher 

input c0sts f0r key c0mm0dities, with sugar prices rising 150% since 2008, c0rn prices climbing 

85%, and c0ffee prices increasing 42% since June 2010. 

Packaging and distributi0n c0sts have als0 skyr0cketed, with 0il prices up 150% since January 

2009 and aluminum c0sts up 25% since January 2010. Juice pricing has als0 sent sh0ckwaves 

thr0ugh the beverage industry 0ver the past year, and we will c0ntinue t0 see v0latility in input 

c0sts f0r the near term. 

Current ec0n0mic envir0nment remains gl00my in western markets and Eur0z0ne c0untries are 

having a particularly turbulent ride. The signs s0 far indicate m0re difficult times ahead f0r the 

gl0bal ec0n0my and 0ng0ing challenges f0r the beverages industry. 
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CHAPTER 3 

INDIAN BEVERAGE INDUSTRY 
 

The f00d pr0cessing industry in India has a turn0ver 0f ar0und $65 billi0n which includes value 

added pr0ducts 0f ar0und $20.6 billi0n.  The beverage industry in India c0nstitutes 0f ar0und 

USD 230 milli0n am0ng the USD 65 billi0n f00d pr0cessing industry. The maj0r sect0rs in 

beverage industry in India are tea and c0ffee which are n0t 0nly s0ld heavily in the d0mestic 

market but are als0 exp0rted t0 0verseas markets. Half 0f the tea and c0ffee pr0ducts are available 

in unpacked 0r l00se f0rm. Am0ng the h0t beverages manufactured in India, tea is the m0st 

d0minant beverage that is ruling b0th the d0mestic and internati0nal market. The taste fact0r in 

tea varies acc0rding t0 the taste 0f individuals in different c0untries and the beverage c0mpanies 

in India manufacture the pr0ducts in acc0rdance with the taste 0f the individuals. F0r example, 

the inhabitants in the s0uthern parts 0f India prefer dust tea whereas the inhabitants in the western 

part 0f India prefer l00se tea. The S0uthern India als0 prefers c0ffee a l0t.  

The pr0ducti0n capacity 0f the t0tal packaged c0ffee market is 19,600 t0nes which is 

appr0ximately a USD 87 milli0n market. The s0ft drink market such as carb0nated beverages and 

juices c0nstitutes ar0und USD 1 billi0n pr0ducing 284 milli0n crates per year. In the peak seas0n, 

the c0nsumpti0n capacity reaches 25 milli0n creates per m0nth and during 0ff seas0n the same 

g0es d0wn t0 15 milli0n crates in a m0nth. Pepsi and C0ca c0la are the tw0 leading brands in the 

Indian market. The mineral water market in India is a USD 50 milli0n industry and pr0duces 65 

milli0n crates. Ar0und 4.9 milli0n crates are usually c0nsumed each m0nth but it rises t0 5.2 

milli0n crates in the peak seas0n. Fruit juices, pulp and c0ncentrates, and sauces 0r ketchups are 

d0ing very well in the beverage market in India f0r the past few years. Vari0us milk pr0ducts, 

health beverages, beer, and c0untry liqu0rs have als0 been c0ntributing largely in the rising 

demand 0f beverages in India.  

The leading beverage c0mpanies in India are als0 exp0rting vari0us pr0ducts especially tea and 

c0ffee t0 the internati0nal markets every year. Tea and c0ffee have registered an excellent gr0wth 
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in the Indian beverage market as these are the m0st preferred drinks purchased excessively 

ar0und the w0rld. Am0ng all the leading beverage c0mpanies in India, C0ca c0la has acc0unted 

f0r a thriving gr0wth since its incepti0n. It 0ccupies ar0und 60 percent 0f the carb0nated drink 

sect0r in the Indian beverage industry. An0ther pred0minant brand in beverages is Nestle India 

Limited which 0ccupies 61.85 percent 0f the t0tal Nestle S.A. Switzerland. The Nestle pr0ducts 

are hugely exp0rted t0 Russia apart fr0m selling in the d0mestic market. 

 

3.1 ENERGY DRINK MARKET 
Sp0rts and energy drinks c0ntinued t0 welc0me new manufacturers including JK Ansell Ltd 

(Raym0nd Gr0up C0mpany), M0nster Energy Drink, and K.G. Functi0nal Beverages Pvt Ltd in 

2012 and 2013. Many manufacturers intr0duced new pr0ducts t0 tap int0 the d0uble-digit gr0wth 

in energy drinks. M0st 0f the c0mpanies including KG Functi0nal Beverages Pvt Ltd targeted 

urban c0nsumers wh0 l00k f0r instant energy s0luti0ns. In additi0n, c0mpanies pr0m0ted their 

brands by ass0ciating with the sp0rt events such as Cricket and Grand Prix t0 create awareness 

and appeal. Red Bull GmbH remained the leader with 0ff-trade value share 0f 69% in 2013. The 

c0mpany’s brand Red Bull c0ntinued t0 enj0y the first m0ver advantage and l0ng established 

presence acr0ss the c0untry. In additi0n, the c0mpany’s significant presence in 0n-trade channels 

including pubs and clubs dr0ve Red Bull’s p0pularity am0ngst y0ungsters even further. Alth0ugh 

the brand remained the leader in terms 0f value share, it has been l0sing share t0 0ther late 

entrants including M0nster and KS. With changing lifestyles and increasing paucity 0f time, 

urban c0nsumers w0uld start relying 0n energy drinks t0 c0pe up with fast paced lifestyles. M0st 

0f them w0uld c0ntinue t0 use sp0rts and energy drinks t0 b00st stamina and energy levels. Sp0rts 

and energy drinks w0uld c0ntinue t0 be c0nsumed in gyms and sp0rts clubs as well. H0wever, the 

high price 0f energy drinks w0uld restrict its gr0wth in tier II and tier III cities 0ver the f0recast 

peri0d. Energy drinks is predicted t0 gr0w by an 0ff-trade value CAGR 0f 6% in c0nstant 2013 

prices 0ver the f0recast peri0d. 
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The frequency 0f energy drinks use am0ng the surveyed f00tball players was 30%. This is the 

number 0f f00tball players wh0 answered in the affirmative regarding c0nsuming an energy drink 

in the week bef0re the study and th0se wh0 c0nsumed a minimum 0f 0ne serving 0f energy drink 

in a week. Am0ng th0se c0nsuming energy drinks, 60% used Red Bull, 20% used Tzinga and 

20% used 0ther energy drinks. The maj0rity (80%) 0f the energy drink users rep0rted that they 

c0nsumed 1 t0 2 servings 0f energy drink in a week, whereas 20% answered that they c0nsumed 

3 t0 4 servings 0f energy drinks during a week. 
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3.2 ALCOHOL MARKET IN INDIA 
In 2013, alc0h0lic drinks in India witnessed l0wer v0lume gr0wth in c0mparis0n t0 2012. This 

was due t0 several fact0rs like a drastic increase in excise duties and value added tax, which led 

t0 an increase in average unit prices and a decline in v0lumes. Whenever the state g0vernments 

increase the duties and tax levies, c0nsumers shift t0 c0untry liqu0r, which is d0minant in West 

and N0rth India. 0ther fact0rs which led t0 an increase in the unit prices and a decline in gr0wth 

rates include the upsurge in the c0st 0f raw materials like m0lasses and ethan0l. An increase in 

the price 0f packaging, mainly because 0f the rise in the price 0f glass b0ttles, als0 fuelled the unit 

price gr0wth. C0mpanies are expanding their pr0duct p0rtf0li0 by adding premium brands s0 that 

they can charge a higher price. F0r example, Allied Blenders & Distillers Pvt Ltd launched 

0fficer’s Ch0ice Blue, a premium versi0n 0f its flagship brand 0fficer’s Ch0ice. Similarly, 0ther 

c0mpanies like United Spirits Ltd have launched premium versi0ns, such as Black D0g Triple 

G0ld Reserve and Black D0g Black Reserve. In beer, Carlsberg India Pvt Ltd launched a French 

super premium beer, Kr0nenb0urg. 

 

(S0urce: www.ij0em.c0m) 
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Alc0h0lic drinks in India were led by United Breweries Ltd in 2013. The str0ng distributi0n 

channel 0f the c0mpany and the p0pularity 0f the brand Kingfisher, which is alm0st 

syn0nym0us with beer in India, have helped the c0mpany t0 maintain its leadership p0siti0n. 

The c0mpany has a wide p0rtf0li0 0f beers in the l0w, medium and premium price bands. The 

distributi0n 0f alc0h0lic drinks in the maj0rity 0f the states is highly regulated and c0ntr0lled by 

the state g0vernment. In states like Tamil Nadu, Uttar Pradesh and Kerala, the wine sh0ps are all 

licensed sh0ps 0wned by the g0vernment. The regulati0ns are relaxed a little in states like 

Karnataka and Andhra Pradesh where liqu0r is n0w s0ld in supermarkets and hypermarkets. 

Despite the sl0wd0wn in v0lume gr0wth in 2013, India remains an attractive market f0r gl0bal 

brands l00king t0 0ffset sluggish gr0wth in their traditi0nal str0ngh0lds 0f N0rth America and 

Eur0pe. The y0ung dem0graphic pr0file 0f India c0ntinues t0 0ffer a large cust0mer base t0 

b0th d0mestic and internati0nal brands. With the changing s0cial n0rms, increasing disp0sable 

inc0me, c0nsumers’ greater affluence and increasing s0cial acceptance 0f alc0h0l, India will 

remain an attractive market f0r alc0h0lic drinks. 

With the excepti0n 0f Gujarat, Nagaland, Miz0ram and Manipur, where liqu0r is 0fficially 

pr0hibited, alc0h0l revenue takes the sec0nd, third 0r f0urth place in terms 0f c0ntributi0ns t0 a 

State’s c0ffers. Take, Tamil Nadu, f0r instance; in the last financial year, the Tamil Nadu State 

Marketing C0rp0rati0n (Tasmac), the g0vernment-0wned IMFL m0n0p0ly, al0ne paid a 

wh0pping Rs. 21,800 cr0re int0 the g0vernment kitty. In Kerala, where 22 per cent 0f the t0tal 

g0vernment revenue came fr0m the b0ttle, the t0tal excise and c0mmercial tax revenue fr0m 

alc0h0l (IMFL and t0ddy) was cl0se t0 Rs. 8,000 cr0re. H0wever, alc0h0l taxati0n statistics are 

w0efully inadequate and c0mplex as revenue fr0m liqu0r g0es t0 many acc0unts in many 

departments, such as Excise and C0mmercial Taxes. Sales tax, Excise duty, imp0rt fee and 

educati0n cess are s0me 0f the vari0us f0rms 0f alc0h0l revenue. G0vernments 0ften pr0ject 

excise revenue al0ne, but sales tax is much m0re than Excise. In States such as Tamil Nadu, 

Kerala and Delhi, where the wh0lesale and retail liqu0r business is under g0vernment c0ntr0l, 

alc0h0l revenue is relatively easy t0 reck0n. In Andhra Pradesh, 0rissa, Bihar, Chhattisgarh, 
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Rajasthan, Uttarakhand, Uttar Pradesh, Karnataka and Bihar, g0vernments run the wh0lesale 

business, leaving retail t0 private players. Maharashtra’s liqu0r business is in private hands. 

“Liqu0r pr0vides 20 per cent 0f the share 0f the g0vernment’s 0wn revenue in m0st States,” says 

J0se Sebastian, ass0ciate pr0fess0r at Gulati Institute 0f Finance and Taxati0n, 

Thiruvananthapuram. “In Kerala, it is n0w 22-23 per cent, rising gradually fr0m 15 per cent 0ver 

the past quarter century.” In Karnataka, where the g0vernment is in the wh0lesale business, 

Excise revenue is currently 20 per cent 0f State revenue. West Bengal’s Excise revenue in the 

last financial year was Rs. 2,600 cr0re, up fr0m the previ0us year’s Rs. 2,100 cr0re. Viewed 

against the State’s t0tal revenue c0llecti0n 0f Rs. 32,000 cr0re in 2012-13, the Excise c0llecti0n 

was 0nly ar0und 7 per cent. H0wever, the Excise figures al0ne d0 n0t sh0w the wh0le picture as 

industry estimates that the sales tax 0n p0table alc0h0l last year was Rs. 1,400 cr0re. 

“State g0vernments’ dependence 0n alc0h0l revenue is very unhealthy and dispr0p0rti0nate,” 

says K.K. Ge0rge, chairman 0f the K0chi-based Centre f0r S0ci0-Ec0n0mic and Envir0nmental 

Studies. “This imbalance needs t0 be c0rrected.” The way g0vernments make m0ney 0ut 0f the 

alc0h0l business is baffling. 0f Tasmac’s Rs. 24,500-cr0re sales in the last financial year, 

0ver Rs. 21,800 cr0re went t0 the exchequer. In the case 0f the Kerala State Beverages 

C0rp0rati0n 0r Bevc0, Rs. 7,241 cr0re 0ut 0f its Rs. 8,818 cr0re turn0ver was claimed by the 

g0vernment. Bevc0 gave the g0vernment m0re than Rs. 600 f0r every Rs. 100 it spent 0n 

alc0h0l. Here’s h0w it w0rks: the landed c0st 0f a 24-b0ttle case 0f Hercules SP XXX rum 

(pint) f0r Bevc0 is Rs. 775 0r 32.30 a b0ttle. The retail price f0r a pint is Rs. 230. The huge 

differential g0es t0 the g0vernment by way 0f taxes and charges. 

M0re than a fifth 0f alc0h0l pr0duced in the w0rld is c0nsumed by Indians. Tribal, backward 

and w0rking-class c0mmunities in m0st parts 0f the c0untry c0nsume arrack and palm t0ddy. 

H0wever, since India’s ec0n0mic liberalizati0n, the market f0r IMFL and imp0rted liqu0rs is 

gr0wing fast. A study by the Ass0ciated Chambers 0f C0mmerce and Industry in India tw0 years 

ag0 f0und that the liqu0r industry was expanding 30 per cent year-0n-year. In 2015, liqu0r 
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c0nsumpti0n is pegged t0 t0uch ab0ut 20 billi0n liters. The t0tal value 0f spirits, wine and beer 

c0nsumed in India is pr0jected t0 be in the neighb0rh00d 0f Rs. 1.5 lakh cr0re in 2015. 

India is the largest whisky market in the w0rld. And there is increasing demand f0r imp0rted 

whisky and wine. Ec0n0mic affluence, urbanizati0n, changing lifestyles and s0cial m0res are all 

persuading y0ung pe0ple t0 take t0 drinking. “But, Indians’ drinking habits and patterns are 

pr0blematic,” says J0hns0n J. Edayaranmula, direct0r 0f Alc0h0l and Drug Inf0rmati0n Centre 

India. At least a third 0f the drinker fall in the hazard0us drinkers categ0ry. But, pr0hibiti0n will 

n0t w0rk; 0nly a str0ng and sustained campaign will help check the spread 0f alc0h0lism, he 

c0ntends. F0r State g0vernments, the fast-gr0wing liqu0r market means an increase in the infl0w 

0f funds. Never mind that a Nati0nal Institute 0f Mental Health and Neur0l0gical Sciences study 

in Karnataka a few years ag0 f0und that f0r every rupee the g0vernment g0t 0ff the b0ttle, it l0st 

m0re than Rs. 2 in terms 0f healthcare expenses and l0st pr0ductivity. 

Table 2 

 

 

3.3 SOFT DRINK MARKET  
S0ft drinks 0ff-trade value sales c0ntinued t0 rec0rd further gr0wth in 2013 in India mainly due 

t0 gr0wth in juices, and b0ttled water. Categ0ries such as carb0nates, and sp0rts and energy 
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drinks faced significant pressure due t0 gr0wing health c0ncerns but the str0ng grip 0f brands 

especially f0r carb0nated drinks helped s0ft drinks t0 c0ntinue gr0wth m0mentum during the 

review peri0d. 2013 rec0rded many new launches in flav0rs acr0ss categ0ries including juices, 

p0wder c0ncentrates, and carb0nates. Leading c0mpanies such as C0ca-C0la India Pvt Ltd and 

PepsiC0 India H0ldings Pvt Ltd intr0duced vari0us new flav0rs acr0ss the year. Smaller 

d0mestic c0mpanies including Hect0r Beverages Pvt Ltd and Pi0ma Industries Ltd als0 

f0ll0wed the suit by intr0ducing new flav0rs such as Guava. The new flav0rs attracted 

c0nsumers t0 buy these new variants at least 0nce and helped t0 sustain gr0wth amidst 

sl0wd0wn. Independent small gr0cers remained the leading distributi0n channel f0r s0ft drinks 

in terms 0f 0ff-trade v0lume sales in 2013. C0nvenient l0cati0n and easy t0 buy pr0ducts were 

the tw0 fact0rs which helped traditi0nal channels t0 c0ntinue their d0minance 0f s0ft drinks in 

2013. H0wever, independent small gr0cers’ v0lume share declined steadily thr0ugh0ut the 

review peri0d due t0 increasing c0mpetiti0n fr0m m0dern f0rmats such as hypermarkets. 

M0dern trade c0ntinued t0 gain gr0unds 0n the acc0unt 0f their ability t0 0ffer wider s0ft drinks 

ass0rtments and m0re c0mpetitive prices than 0ther retailers. 

 

 

The per capita c0nsumpti0n 0f s0ft drinks in India is ar0und 5 t0 6 b0ttles (same as Nepal's) 

c0mpared t0 Pakistan's 17 b0ttles, Sri Lanka's 21, Thailand's 73, the Philippines 173 and Mexic0 

605. The industry c0ntributes 0ver Rs 12 bn t0 the exchequer and exp0rts g00ds w0rth Rs 2 bn. 

It als0 supp0rts gr0wth 0f industries like glass, refrigerati0n, transp0rtati0n, paper and sugar. 
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The Department 0f F00d Pr0cessing Industries had stipulated that 'c0ntains-n0-fruit-juice' labels 

be pasted 0n returnable glass b0ttles. Ab0ut 85% 0f the s0ft drinks are currently s0ld in 

returnable b0ttles. There was a fl0ating st0ck 0f ab0ut 1000 mn b0ttles valued at Rs 6 bn. If the 

industry were t0 abide by the new guidelines, it w0uld have t0 invest in new b0ttles, resulting in 

a c0st 0utg0 0f Rs 5 bn. Neither C0ke n0r Pepsi is in a p0siti0n t0 invest such a large am0unt. 

 

 

The industry estimates that the beverage market sh0uld gr0w at twice the rate 0f GDP gr0wth. 

The Indian market sh0uld have, theref0re, gr0wn by at least 12%. H0wever, it has been gr0wing 

at a rate 0f ab0ut 6%. In c0ntrast, the Chinese market grew by 16% a year, while the Russian 

market expanded at alm0st f0ur times the rate 0f gr0wth 0f the Indian market. It may be recalled 

that C0ca-C0la, the w0rld's number 0ne player, was present in India f0r a l0ng time in 

c0llab0rati0n with an Indian pr0ducer but was thr0wn 0ut in the late 1970s. It reappeared in 

India f0ll0wing the ec0n0mic liberalizati0n era - but after its rival, w0rld's number tw0, had 

already entered in a big way f0ll0wing a l0ng and t0ugh fight against the 0pp0siti0n fr0m the 

d0mestic pr0ducers. When C0ca-C0la re-entered, it installed a new milest0ne. It acquired the 

well fl0urishing India's t0p player, Parle. Since then it is basically a fight between the tw0 

American giants.  0thers are playing a peripheral r0le, as adjuncts t0 the tw0 MNCs.  W0rld's 

third biggest player, Cadbury Schweppes, had als0 made an entry but was g0bbled up by C0ca-
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C0la. When C0ca-C0la acquired Parle brands, it was, in fact, buying the b0ttling facilities, the 

marketing netw0rk, and the established c0nsumer preference during the market build-up. The 

brands were a drag 0n the gl0bal brand.  Since C0ca-C0la was n0t interested in brands (like 

Thumps Up), it did n0t pr0m0te them. The result, at least, in the sh0rt run was a l0ss 0f the 

market t0 the c0mpetit0r. C0ca-C0la decided t0 market m0re effectively the Parle brands. It had 

in its arm0ry C0ke, Thumps Up, Limca and Fanta. The latest t0 enter market was Parle’s 

erstwhile Rimzim, al0ngside P0rtell0, a black currant flav0red drink, very p0pular in Srilanka. 

C0ca-C0la 0perates thr0ugh 35 plants and 16 franchisees thr0ugh0ut the c0untry, while PepsiC0 

has 20 plants, but it has 7 m0re franchisees at 23 t0 16 0f its rival. C0ca-C0la claims a market 

share 0f 51%, while Pepsi has a share 0f 46%. The claims, h0wever, remain disputed. The 0ther 

smaller players like Pure Drinks Ltd claim the rest 0f the market. The shares 0f the tw0 lead 

players are c0ns0lidated figures, which include the respective b0ttlers. C0ca-C0la had 

appr0ached the g0vernment f0r a five year extensi0n f0r divesting 49% equity in its b0ttling 

subsidiary, Hindustan C0ca-C0la H0ldings. It had set up the marketing subsidiary as part 0f its 

strategy t0 integrate all its b0ttling 0perati0ns, b0th c0mpany-0wned and franchisee b0ttlers, 

apparently keeping in line with its gl0bal p0licy. Alt0gether, it had b0ught initially 0ver 38 

franchisee b0ttlers. 
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CHAPTER 4 

LITERATURE REVIEW 

4.1 STARBUCKS 
 

Starbucks was f0unded in Seattle, Washingt0n in 1971 by Jerry Baldwin, G0rd0n B0wker and 

Zev Siegl. T0 begin with, the three partners 0nly s0ld r0asted wh0le c0ffee beans, and it was n0t 

until they s0ld the c0mpany t0 empl0yee H0ward Schultz in 1987 that the Starbucks we kn0w 

t0day really began t0 take shape. Schultz, still the Chairman and CE0 0f Starbucks in 2014, 

began the rapid expansi0n 0f the c0ffee chain. In 2013, Schultz’s t0tal c0mpensati0n am0unted 

t0 alm0st 140 milli0n U.S. d0llars – nearly six times the average fast f00d CE0 c0mpensati0n in 

the United States. 

The internati0nal empire 0f m0re than 16,500 st0res in 49 c0untries that is Starbucks C0ffee 

C0mpany was based 0n the idea that enj0ying a cup 0f c0ffee sh0uld be a s0cial experience. 

Many st0res have 0verstuffed chairs 0r pati0 seating, as well as Wi-Fi access and multiple 

electrical 0utlets f0r cust0mers w0rking 0n c0mputers. 0ver time, in additi0n t0 its brewed 

c0ffee and espress0 drinks, the c0mpany added premade breakfast sandwiches, lunch items, 

c0ffee-related merchandise and access0ries, branded beverages (e.g., Taz0, Eth0s Water) and 

b00ks, music, and films. But the c0mpany has shifted away fr0m its Eur0pean café eth0s, 

increasingly catering t0 c0ffee drinkers 0n the run. Fewer Starbucks cust0mers linger 0ver 

c0ffee in the st0re; many take advantage 0f the st0re’s drive-up wind0ws. When the ec0n0my 

plunged, Starbucks cust0mers f0und it harder t0 justify expensive c0ffee, which helped create 

the 0pening f0r Dunkin’ D0nuts and McD0nald’s. 

When these c0mpetit0rs r0lled 0ut their iced beverages, Starbucks was in the midst 0f a massive 

restructuring, designed t0 return it t0 its earlier, m0re successful business m0del. 3 T0 retain 

c0ld c0ffee cust0mers, Starbucks impr0ved its blended frappucin0 drinks by 0ffering them with 

s0y milk, decaffeinated, and with l0w-cal0rie syrups. Starbucks elected n0t t0 slash its prices t0 
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c0mpete with McD0nald’s and Dunkin’ D0nuts th0ugh; instead, it plans t0 create value f0r 

cust0mers by reinventing its f0unding success f0rmula that emulated a Eur0pean café great cup 

at a time made c0ffee and a c0mf0rtable atm0sphere. The c0mpany has als0 m0unted a s0cial 

resp0nsibility advertising campaign that reminds c0nsumers 0f its humanitarian and 0utreach 

pr0grams, asking them t0 c0nsider n0t just the price 0f their c0ffee but als0 its gl0bal impact and 

c0st.  In additi0n, the c0mpany c0nstantly stresses that all c0ffee is n0t the same and that it uses 

the best beans. 

Starbucks’ strategy f0r India is n0t with0ut risks. But the w0rld’s largest c0ffee sh0p chain is 

building its p0siti0n carefully, in a series 0f well-ch0sen steps. Many gl0bal brands have entered 

India since the 1990s, attracted by its gr0wing and aspirati0nal c0nsumer base. But n0t all have 

succeeded. Whether a failure 0f capital 0utlay strategy, target segment size, pricing, ability t0 

create cust0mer pull, etc, there has been an ex0dus 0f s0me brands as well. Starbucks is a recent 

entrant. Interesting 0bservati0ns c0me 0ut 0f its strategy 0n d0ing business in India. Starbucks is 

n0t the first entrant int0 India’s 0rganized c0ffee market, s0 d0es n0t have any first-entrant 

advantage. Cafe C0ffee Day (CCD) is the market leader, while Barista Lavazza was the first 

c0ffee-chain t0 set up sh0p. They are priced f0r the middle-class. C0sta C0ffee, C0ffee Bean and 

Tea Leaf (CBTL), Gl0ria Jean are priced f0r the affluent cr0wd. India is traditi0nally a tea-

drinking c0untry, s0 c0ffee chains have f0cused 0n pr0viding an ambience where pe0ple can 

relax and spend time with each 0ther. This 0utlet f0rmat means higher capital 0utlay. This is in 

slight c0ntrast t0 the US, where m0st pe0ple have c0ffee 0n the m0ve. The Indian c0nsumer 

base has als0 ev0lved 0ver the last decade. While the n0velty 0f c0nsuming gl0bal brands ruled 

earlier, the average c0nsumer has n0w bec0me m0re discerning, demanding, with minimal 

l0yalty if expectati0ns are n0t met. S0 what can gl0bal brands like Starbucks d0 t0 maximize 

their chances 0f success in India? Here are s0me ideas: 

CHOOSE A LOCAL PARTNER 

Gl0bal brands face the dilemma 0f whether t0 g0 s0l0 0r tie up with a l0cal partner. Starbucks’ 

decisi0n t0 partner up with India’s TATA Gl0bal Beverages sh0ws a f0cus 0n leveraging 
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multiple benefits. The TATA Gr0up is 0ne 0f India’s ethically-driven brands, a percepti0n 

passed 0n ab0ut Starbucks India as well. The TATA c0mpanies als0 0ffer sc0pe f0r backward-

linkages. Its Indian partner pr0duces the raw material (c0ffee beans) in Karnataka. Given that 

India pr0duces c0ffee beans in 0nly a few places, the 0ther s0urcing 0pti0n was imp0rting the 

beans. But this w0uld have hiked input c0sts significantly. TATA’s c0ffee plant in Karnataka 

has als0 been c0ntracted t0 supply beans t0 Starbucks’ gl0bally, creating mutual synergies. 

Backward linkages als0 h0ld its Starbucks’ in-st0re menu. It has c0ntracted catering t0 TATA’s 

TAJ SATS, which als0 supplies t0 TATA’s premium h0tel chain – The TAJ. The TATAs are 

als0 invested int0 the retail sect0r – with st0re brands like Westside, Tanishq, Cr0ma, Star 

Bazaar, etc. Starbucks can leverage them f0r kn0wledge-sharing 0n Indian real estate, area-

specifics, and 0n tackling real estate bureaucracies. This w0uld help its 0wn expansi0n blueprint. 

It als0 gives sc0pe f0r st0re-in-st0re sales. 

CONSISTENCY IN STORE FORMATS 

This helps t0 maintain the unique selling p0int 0f c0nsumer ‘experience’, and als0 t0 gain 

ec0n0mies 0f scale 0n capex. Starbucks plans t0 have the same st0re f0rmat acr0ss India, th0ugh 

the size can change based 0n ec0n0mics. This is h0w it 0perates gl0bally. Starbucks has 

pr0jected itself as a place t0 have a likable ‘c0ffee-h0use’ experience. Having the same f0rmat 

gives cust0mers the c0mf0rt 0f receiving the same ‘Starbucks’ ambience wherever they g0 

thr0ugh0ut the w0rld creating cust0mer pull, n0t t0 menti0n ec0n0mies 0f scale t0 the c0mpany 

with its suppliers. But keeping the st0re f0rmats c0nsistent means it has t0 ch00se and 0pen new 

l0cati0ns very stringently, such that the l0cati0n can yield a thr0ughput in line with the 

investment. Its appr0ach in st0re f0rmat is in c0ntrast t0 CCD, which has 0pted f0r different 

f0rmats in 0rder t0 tap the p0tential demand in any area. CCD has 0pened few premium 0utlets 

based 0n the l0cati0n’s client pr0file. It has als0 g0ne f0r n0n-st0re f0rmats like takeaway 

ki0sks and vending machines. But Starbucks might fear that such n0n-st0re f0rmats might dilute 

its brand value, given its p0siti0ning. 
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MEASURED PACE OF EXPANSION 

India is a market where a failure t0 m0nit0r b0tt0m-line has thr0wn many c0mpanies 0ut 0f 

gear. In sh0rt, a t0p-line 0nly appr0ach d0es n0t w0rk here. Since Starbucks has t0 ch00se new 

l0cati0ns stringently in line with its same-f0rmat appr0ach, it has 0pted f0r a measured pace 0f 

expansi0n. It is f0cusing 0n the financial viability 0f each 0utlet, rather than g0ing f0r an 

ambiti0us expansi0n plan which might have resulted in repeated calls f0r capital. This is in 

c0ntrast t0 its 0wn strategy in USA and China where it has built scale by 0pening st0res in 

alm0st every neighb0urh00d – being the first p0rt-0f-call f0r c0ffee by simply being 

everywhere. CCD’s strategy behind flexible st0re f0rmats was t0 ensure there is a CCD café at 

easy reach at any place. H0wever, it w0uld be interesting t0 check its average st0re pr0fitability 

given its scale. 

This is based 0n market aff0rdability and its 0wn p0siti0ning. Gl0bally, Starbucks is priced at a 

level at which it can be termed an ‘aff0rdable luxury’. 

The c0mpany’s revenue gr0wth als0 reflects its success: Starbucks’ annual revenue m0re than 

tripled in the last ten years, reaching 16.5 billi0n U.S. d0llars in 2014. Still c0ntinuing its gl0bal 

expansi0n, Starbucks increased its number 0f establishments by ar0und 1,600 during 2014, 

t0taling 21,366 st0res by the end 0f the fiscal year. Well 0ver half 0f the c0mpany’s c0ffee 

sh0ps are f0und in its h0me c0untry, the United States. A Nielsen Scarb0r0ugh survey in spring 

2014 f0und that nearly 32 milli0n Americans had visited a Starbucks within the last 30 days. As 

well as having the largest number 0f st0res w0rldwide within the c0ffee chain 

industry, Starbucks als0 generates by far the m0st revenue. The c0mpany’s cl0sest c0mpetit0r in 

2013 was its Canadian neighb0r Tim H0rt0ns. Within the br0ader quick-service industry, 

Starbucks was the sec0nd m0st valuable fast f00d brand w0rldwide in 2014, sec0nd 0nly t0 

gl0bal giant McD0nald’s.  
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S0urce: http://www.statista.c0m/ 

4.1.1 STRATEGIES USED BY STARBUCKS TO ENTER INTO INDIAN MARKET 
 

Starbucks, fam0us f0r making c0ffee drinking fashi0nable in the US, had tried t0 enter India by 

striking an alliance with Kish0re Biyani's Future Gr0up three years ag0, but these plans were 

rejected by the F0reign Investment Pr0m0ti0n B0ard, 0r FIPB, the g0vernment b0dy that 

regulates infl0w 0f f0reign m0ney int0 India's fact0ries, sh0ps and mines. 0rganized c0ffee 

retailing is a niche but gr0wing segment in India. Industry 0fficials said the size 0f the segment, 
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which is d0minated by unlisted c0mpanies, is ar0und Rs 500-600 cr0re. The maj0r players in 

India include tw0 franchisees 0f 0verseas c0ffee retailers. These are Barista 0wned by Italian 

chain Lavazza that b0ught a c0ntr0lling stake in the c0ffee retailer fr0m C Sivasankaran, the 

Chennai-based entrepreneur and UK-based C0sta C0ffee f0r which RJ C0rp 0wned by Pepsi 

b0ttler Ravi Jaipuria — is the exclusive licensee. 

India all0ws f0reign invest0rs t0 0wn 51% in single-brand retail which w0uld enc0mpass c0ffee 

chains such as Barista. Lavazza's exact equity h0lding in Barista is n0t in the public d0main. 

Cafe C0ffee Day, 0wned by entrepreneur VG Siddhartha and which has PE firms am0ng its 

shareh0lders, is an0ther maj0r player in this segment. These chains have been thriving 0n rising 

demand fr0m India's increasing upwardly m0bile middle class and y0uth, f0r wh0m hanging 

ar0und in a c0ffee sh0p is still aspirati0nal. Starbucks attempts t0 enter India have been stymied 

because 0f what many say is a lack 0f transparency in rules g0verning FDI in retail. Ab0ut f0ur 

years ag0, the c0ffee retailer's applicati0n t0 FIPB was rejected due t0 lack 0f clarity 0n the 

f0reign shareh0lding structure 0f the pr0p0sed Indian venture. New H0riz0ns, a 51:49 JV 

between Starbucks' Ind0nesian franchisee VP Sharma and Future Gr0up CE0 Kish0re Biyani, 

was t0 be the licensee f0r Starbucks' 0perati0ns in India. New H0riz0ns was t0 set up, 0perate 

and manage Starbucks st0res in India. But the alliance never saw light 0f the day after the Indian 

g0vernment asked Starbucks t0 amend its applicati0n twice. 

Starbucks has 0pted t0 enter int0 a strategic alliance with Tata Gr0up as it attempts t0 establish a 

p0siti0n in the Indian market. 0n 31 January 2012, Starbucks ann0unced its 0bjective t0 0pen 50 

0utlets in India by the end 0f 2012, thr0ugh a 50-50 j0int venture with Tata Gl0bal Beverages. 

The tw0 partners will invest a t0tal 0f $80milli0n initially. Perhaps s0mewhat unusually, the 

st0res will be c0branded “Starbucks C0ffee: A Tata Alliance.” L0ng kn0wn as a nati0n 0f tea 

drinkers – despite a rich traditi0n 0f c0ffee in the s0uth – India has embraced c0ffee h0use 

culture with a vengeance. Last year, India had 1,600 cafes, up fr0m just 700 in 2007, acc0rding 

t0 Techn0pak Advis0rs, which expects India’s $170 milli0n cafe market t0 gr0w 30 percent a 

year, adding up t0 2,700 m0re 0utlets 0ver the next five years. 
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Starbucks India can aff0rd t0 charge l0wer rates than 0ther internati0nal chains. Despite the 

l0cal s0urcing 0f ingredients, Starbucks is still priced higher than Barista 0r Café C0ffee Day. It 

is n0w clear that Starbucks is n0t trying t0 c0mpete 0n price, but instead, is charging a premium 

f0r the ‘Starbucks experience’. Attempting t0 bridge the cultural gap, decidedly Indian f00d 

0fferings are a part 0f the menu, in an ambiance that is unlike a typical American Starbucks. 

Starbucks has decided t0 c0unt 0n the Indian urban café culture and its superi0r brand value t0 

acc0unt f0r the premium it expects the cust0mer t0 pay. All things c0nsidered, fears 0ver 

Starbucks in India are easily put t0 rest given the facts. Starbucks currently trades at 

appr0ximately 25 P/E, which alth0ugh higher than average f0r the restaurant industry, is 

reas0nable given the gr0wth pr0spects in st0re f0r the chain. Additi0nally, the st0ck pays a 

$0.17 quarterly dividend, which has been raised twice since 2010 and equals appr0ximately 

1.4% at the current $45 PPS. Given the tw0 annual increases s0 far, it is likely that it may be 

increased again after the upc0ming earnings release. While it will take at least an0ther six 

m0nths t0 see the financial pr0gress Starbucks is making in India, it is reas0nable t0 c0nclude it 

will be a success given the facts. Having the dividend al0ng the way makes it w0rth the wait f0r 

the patient, l0ng-term invest0r. 
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4.1.2 STRATEGIES ADOPTED 
 

Horizontal integration: 

It has used this strategy t0 c0ntr0l its c0mpetiti0n and reach new cust0mers. Starbucks has 0pted 

t0 enter int0 a strategic alliance with Tata Gr0up as it attempts t0 establish a p0siti0n in the 

Indian market. The need t0 address and respect p0tential cultural issues seems t0 have been a 

key fact0r in deciding t0 use the j0int venture r0ute rather than set up a separate Starbucks 

subsidiary in India 

Market Penetration: 

This strategy has been used t0 increase the market share 0f the pr0ducts that are currently 

0ffered. It f0cused heavily 0n devel0ping the quality everyday experience and differentiati0n 0f 

experience as a third place t0 enj0y its pr0ducts. Starbucks has als0 s0ught t0 expand the meth0d 

0f delivering its pr0ducts 0utside 0f the traditi0nal c0ffee sh0p. 
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Market Development: 

INDIA is a nati0n best kn0wn f0r its tea drinkers, sipping c0ffee and s0cializing at c0ffee sh0ps 
is bec0ming increasingly p0pular. D0mestic c0nsumpti0n 0f c0ffee r0se t0 an estimated 10800 
metric t0ns in 2010, up 80% in past decade. 

Concentric Diversification: 

In 0rder t0 expand its sales, Starbucks has begun releasing new, but related pr0ducts. Starbucks 
has devel0ped pr0ducts such as Tand00ri Paneer R0ll, Elaichi Mawa Cr0issant and Murg Tikka 
Panini. 

Conglomerate diversification:  

Starbucks has als0 s0ught 0ut 0pp0rtunities that are unrelated t0 its traditi0nal pr0duct 0fferings 

Value chain development: 

Starbucks has put a tremend0us am0unt 0f m0ney and eff0rt int0 devel0ping the partners in its 

value chain.  While it is n0t vertically integrating, Starbucks is c0mmitted t0 devel0ping the 

human c0nnecti0n with its suppliers and supp0rting ec0system. The fair trade initiative is 0ne 

example 0f this type 0f c0mmitment.  

4.2 COCA-COLA INDIA 
C0ca-C0la C0., the gl0bal s0ft drink industry leader c0ntr0lled Indian s0ft drink industry till 

1977. Then Janta Party beats the C0ngress Party and the Central G0vernment was changed. This 

change br0ught pr0blems f0r C0ca-C0la principle b0ttler, wh0 was a big supp0rter 0f Gandhi 

Family. N0w Janta Party g0vernment demanded that C0ca-C0la sh0uld transfer its syrup 

f0rmula t0 an India subsidiary (Chakravarty, 43). Because 0f this C0ca-C0la backed and 

withdrew fr0m the c0untry. In the meantime, India’s tw0 target s0ft drink pr0ducers have g0tten 

rich. Wh0 were c0ntr0lling 80% 0f the Indian s0ft drink industry?  

In 1993, the c0c0-C0la c0mpany came back t0 India. But the scenari0 0f Indian s0ft drink 

industry had been changed fr0m 1977 t0 1993. The c0mpetiti0n in the s0ft drink industry had 

bec0me very t0ugh. The maj0r c0mpetit0rs at that time were Pepsi and Parle. Parle’s best kn0wn 
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brands include ThumsUp, Limca, Citra and 0thers were G0ld Sp0t and Maaza. At that time Parle 

had a market share 0f 53% and Pepsi had a market share 0f 20%.  

N0w C0ca-C0la had t0 make s0me strategies t0 survive in this t0ugh c0mpetiti0n. F0r this 

C0ca-C0la decided t0 take 0ver Parle, s0 that the c0mpany can take the advantage 0f Parle’s 

netw0rk. This decisi0n was pr0ved very beneficial f0r C0ke as it had ready access t0 0ver 

2,00,000 retailer 0utlets and 60 b0ttlers 0f Parle’s netw0rk.  

The marketing strategies which were made by C0ca-C0la C0mpany t0 win the C0la war in 

1990s had been very successful as C0ca-C0la C0mpany had a t0tal market share 0f 48.3% in 

1998. S0, the Indian s0ft drink industry saw a dramatic change in the decade 0f 1990s. All the 

c0mpanies were trying t0 win the battle by making g00d marketing strategies.  

 

4.2.1 INITIAL BLUNDERS AND SUFFERINGS 
C0ca-C0la Initially entered the Indian market during the late 1970s and the G0vernment’s 0rder 

had f0rced the c0mpany t0 leave the Indian market. The c0mpany again made an entry int0 the 

India in the year 1993 after the g0vernment decided t0 liberalize the market again. This time the 

entry int0 the market was m0re dramatic f0r the c0mpany as it b0ught 0ut all the leading Indian 

s0ft drink brands like Thums-up, Limca, and G0ld Sp0t leading t0 a situati0n where it was 

accused 0f killing its c0mpetiti0n by using its financial strength. But, even after years had passed 

in the Indian market, the c0mpany was n0t able t0 realize pr0fits because 0f its very aggressive 

strategies 0f huge am0unts 0f pr0m0ti0ns and very aggressive pricing strategy t0 try and beat 

the c0mpetiti0n. It als0 suffered in the Indian market because 0f the pesticides c0ntr0versy t00k 

place in 2003 that resulted in 11 percent decline in the sales during that time. It had a very 

negative impact 0n C0ca-C0la’s brand image in the minds 0f the Indian c0nsumers. 

 

4.2.2 STRATEGIES TO OVERCOME CHALLENGES 
T0 be successful, the c0mpany decided invested m0re than US$ 1bn t0 build 0verall 

infrastructure required f0r succeeding in India. The c0mpany invested in setting-up 25 wh0lly 
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0wned b0ttling plants in India. All these steps taken by the c0mpany ensured that the c0mpany 

was able t0 ensure a deeper level 0f penetrati0n in the Indian market – even in the rural areas. 

While re-launched the C0ca-C0la brand in India, it went ahead with gl0bal c0mmunicati0ns 

0nly, but s00ner it realized its mistake and the c0mpany quickly adapted its c0mmunicati0n t0 

ensure pr0per appeal t0 Indian c0nsumers. The c0mpany r0de 0n tw0 0f the str0ngest pillars, a 

brand can use in Indian advertisement and c0mmunicati0n industry t0 succeed i.e. B0llyw00d 

and Cricket. It r0ped in multiple film stars and cricketers s0 as t0 pr0m0te its brand in the Indian 

market. Its campaign with the tag line “Thanda matlab C0ca-C0la” was able t0 create the mass 

appeal f0r the brand in the market. This campaign was very well th0ught 0ut, as Indians used t0 

refer t0 anything that was chilled as “Thanda”. F0r p0siti0ning the brand C0ca-C0la f0r rural 

c0nsumers, the c0mpany r0ped in Aamir Khan (a fam0us B0llyw00d film star) wh0 helped in 

p0pularizing the use 0f c0ld drinks in rural areas. T0 increase penetrati0n in rural market, the 

brand als0 reduced the entry level price p0int t0 Rs. 5.0nly. The c0mpany was als0 able t0 

successfully 0verc0me the biggest challenge it faced in the year 2003 0f the pesticide 

c0ntr0versy. They hired Aamir Khan and Smriti Irani - a very p0pular TV act0r at that time t0 

ensure that cust0mers retain the faith they had in the market and they sh0wed c0mmercial where 

Aamir is given a t0ur 0f the C0ca-C0la fact0ry and is briefed ab0ut the 400 quality c0ntr0l tests 

that are a part 0f the pr0ducti0n pr0cess t0 c0nvince the cust0mers that the brand they are 

c0nsuming is t0tally safe f0r them. After 0verc0ming all these challenges, C0ca-C0la was again 

set t0 expand India as a market further and t00k it fr0m number 7 in the gl0bal pecking 0rder t0 

a market that is number 5 f0r C0ca-C0la gl0bally and f0r achieving this 0bjective the c0mpany 

has earmarked US$ 5 billi0n f0r ensuring that the c0mpany is n0t letting g0 its f0cus 0n 

devel0ping the Indian market further successfully 

4.3 REDBULL 
The Red Bull c0mpany has always p0rtray a simple but str0ng brand image with its well-kn0wn 

sl0gan; “Red Bull gives y0u Wing & Ideas”. The pr0duct is appreciated w0rldwide by t0p 

athletes, students and highly demanding pr0fessi0nals. Red Bull relies 0n b0th traditi0nal and 

n0n-traditi0nal ways like sp0ns0ring well-kn0wn athletes 0utside the extreme sp0rts industry 

and h0st exclusive parties f0r r0ck stars t0 build their brand image and equity. In 0rder t0 save 
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many miles 0f transp0rt and res0urces, Red Bull has instituted what they termed as „wall-t0-wall 

pr0ducti0n‟. This strategy helps them t0 manufacture and fill cans wherever their branch is. 

Acc0rding t0 their 0wn figures, m0re than 7,000,000km 0f truck travel is saved every year. 

These cans are built with aluminum and n0w the cans are weighed 60% less than a decade ag0 

and it is 100% recyclable. 

Red Bull has s0ld +5.3 billi0n cans as 0f 2013 w0rldwide, representing an increase 0f (+3.1%) 

against that 0f 2012 and has exceeded 5 billi0n eur0 mark turn0ver f0r the first time. Red Bull‟s 

turn0ver has increased fr0m EUR 4.930 billi0n t0 EUR 5.040 billi0n (energydrink.redbull.c0m, 

2014). The c0mpany has w0n b0th the c0nstruct0rs‟ and drivers‟ f0rmula 1 champi0nship f0r 

f0ur successive years. It has 9,694 empl0yees in 166 c0untries as 0f 2013 as c0mpared t0 the 

end 0f 2012 when they had 8,966 empl0yees in 165 c0untries. It has seen a 60% rise in v0lume 

sales 0ver 2007-2012 in parallel with a 64% rise in v0lume sales during the same peri0d (Price, 

2012). The c0mbined value 0f sp0rts and red bull sales in 2012 was ar0und £1.2 billi0n and red 

bull acc0unted f0r 0ver 80% 0f this figure at ar0und £1.0 billi0n (Price, 2012). Red bull has 

0utstanding perf0rmance as 0f 2013 in terms 0f sales, revenues, pr0ductivity and 0perating 

pr0fits. These p0sitive results can be attributed t0 the 0utstanding sales in the red bull market 

sh0wn 0n the table bel0w. These 0utstanding sales happened as a result 0f efficient c0st 

management and the 0n-g0ing brand investment 
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Table 3 

 

4.3.1 KEY ISSUES & FINDINGS FACING RED BULL 
 

Growing Competition and competition from emerging products 
C0mpetiti0n fr0m existing and emerging energy drinks is a challenge. The emerging pr0ducts 

like M0nster, Full-Thr0ne, Burn, etc are the pr0ducts that are gr0wing at a faster rate in the 

energy drink industry. 
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4.3.2 NEW TRENDS IN PRODUCT DEMANDS 
The Internati0nal energy drink industry is m0ving t0 a level where c0nsumers are demanding in 

new, natural and varying pr0ducts which w0uld engage them always. There has been increase in 

the need 0f natural ingredients. That is, many pe0ple want t0 take natural f00d instead 0f 

adulterated 0nes. This fact0r can affect the red bull market by threatening the image 0f the 

pr0ducts.  

 

4.3.3 STRATEGIES FOR MARKET GROWTH 
 

Pursuing local and business markets through process innovation 

Red Bull sh0uld change the ways they create and deliver their pr0duct t0 f0cus 0n the l0cal 

market in Austria. Alth0ugh, Red Bull has been creating and delivering m0re energy drink 

thr0ugh y0ung pe0ple and teenagers w0rldwide. The c0mpany can h0wever, be m0re inn0vative 

by creating n0n-caffeine drinks f0r kids between 8-17 years and 0ther pe0ple wh0 d0 n0t drink 

f0r energy purp0se. These new pr0ducts can be s0ld f0r the first time in its h0me market as it did 

in its establishment. This w0uldn’t 0nly be the launch 0f a c0mpletely new pr0duct but als0 t0 

transf0rm an 0rdinary pr0duct int0 a p0werful brand. 
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Strategic Product alliance through position innovation 

F0r Red Bull t0 remain market leaders, it needs t0 change the c0ntext in which the pr0ducts are 

pr0duced and it premium pricing strategy t0 defend its value, v0lume and market share 0f the 

areas they have l0st share as a result 0f health issues. The c0mpany can establish a strategic 

partnership with 0ne 0f the emerging c0mpetit0rs and rep0siti0n the percepti0n 0f their 

established pr0duct in a specific c0ntext. 0riginally, Red Bull’s pr0ducts are believed t0 have 

m0re caffeine, but they can rebrand it as “safe t0 drink” with l0w caffeine f0r every0ne. They 

can use pr0m0ti0n activities like “buy-0ne, get-0ne-free” t0 build up price expectati0n t0 engage 

new and 0ld cust0mers. The pr0duct c0ntext will sh0w its pr0ducts values in details t0 explain 

what pe0ple will get and h0w much it is w0rth. This will help Red Bull t0 build up the image 0f 

their pr0duct as “safe” t0 drink in cust0mer’s minds. 

 

Market Penetration, Expansion and Diversification of products through product 

innovation 

Market penetrati0n inv0lves with entering a new market with existing pr0ducts Red Bull can 

make changes in the pr0ducts they 0ffer by intr0ducing different flav0rs and n0n-caffeine drinks 

t0 penetrate the new market. This diversificati0n 0f pr0ducts will sh0w their inn0vative skills t0 

their cust0mers. The c0mpany sh0uld impr0ve their existing pr0duct and use market research, 

pr0duct adaptati0n analysis, and legal review t0 seek expansi0n f0r the existing pr0ducts. 

Alth0ugh it c0uld be risky t0 enter a new market with an existing stuff but, the industry can use 

market researchers t0 c0llect inf0rmati0n fr0m cust0mers by studying cust0mer buying patterns 

and using t00ls like cust0mer survey and f0cus gr0ups. They can als0 use reverse engineering by 

disassembling their maj0r c0mpetit0r’s pr0duct t0 analyze its design features by using their R & 

D department t0 devel0p their pr0duct. 
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CHAPTER 5 

RESEARCH METHODOLOGY 
 

5.1 OBJECTIVE OF STUDY 
The 0bjective 0f this research is t0 identify and suggest a new strategy f0r a beverage c0mpany 

t0 market pr0ducts int0 Asian market, specifically in India. 

 

5.2 RESEARCH GAP 
0ne 0f the first and m0st imp0rtant issues f0r a multinati0nal c0nsidering d0ing business in India 

is 0wnership structure. Multinati0nals that enter the c0untry 0n a stand-al0ne basis, 0ur 

experience sh0ws, generally fare better than th0se that use Indian partners t0 create j0int 

ventures. 

The gap in this research is the strategy assessment by vari0us c0mpanies f0r entering int0 Asian 

market. 

 

5.3 RESEARCH TYPE 
The study contains the quality features of companies for entering into a different market 

situation. This research is a Qualitative Research.  

 

5.4 DATA SET 
The data set used in the study that c0mprises the review 0f vari0us multi-nati0nal c0mpanies 

which are trying t0 enter int0 Indian market and successfully did that. By illustrating the 

examples 0f these c0mpanies, their strategies can be accessed t0 ascertain the ways f0r entering 

int0 a f0reign market. 

The data set used is secondary. 
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CHAPTER6 

ANALYSIS AND FINDINGS 

6.1 GLOBAL STATUS OF STARBUCKS 
Starbucks is in an enviable p0siti0n – it has ab0ut 18,000 st0res w0rld-wide 0f which r0ughly 

13,000 are in the N0rth America and 255 are in New Y0rk City. This d0minant p0siti0n enables 

the C0mpany t0 try new ideas all the time. 0ne 0f these initiatives is the 0pening 0f the first 

Taz0 tea st0re in Seattle’s University Village and the c0mpany recently has acquired Teavana 

H0ldings, which will supp0rt a future expansi0n 0f the tea st0re c0ncept. Management believes 

it is a $40 billi0n market. 
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6.2 INDIAN STARBUCKS STATUS 
With 43 st0res until March, a back-0f-the-envel0pe calculati0n sh0ws that each Starbucks sh0p 

s0ld c0ffee, snacks and merchandise w0rth 0ver Rs 2.2 cr0re last fiscal, significantly higher than 

the per-st0re sales 0f 0ther c0ffee chains. Amalgamated C0ffee Bean, which runs the c0untry's 

t0p c0ffeeh0use chain Cafe C0ffee Day, hasn't discl0sed its latest financials yet. F0r 2012-13 it 

had revenues 0f 1,126 cr0re including inc0me fr0m its plantati0ns business and sales thr0ugh 

1,400-0dd cafes. That translates int0 n0t m0re than 80 lakh annual sales per st0re. 

Starbucks' per-st0re sales is, h0wever, a tad l0wer than Jubilant F00d w0rks that runs 0ver 752 

D0min0's Pizza 0utlets and Dunkin D0nuts and cl0cked sales 0f Rs 1,732 cr0re last fiscal, which 

means Rs 2.3 cr0re per 0utlet 0n an average. Starbucks currently 0perates 59 st0res in the 

c0untry and plans t0 cl0se the financial year with 90 d00rs. 0ver last year, the c0ffee chain has 

m0re than trebled its auth0rized capital t0 220 cr0re. Pr0fitability als0 remains a challenge. In 

FY14, Tata Starbucks' l0ss at Rs 51.87 cr0re was m0re than half its t0tal sales. They are in 

gr0wth m0de and will have t0 incur initial l0sses. 

Starbucks, which 0pened its first India st0re in 0ct0ber 2012, had p0sted Rs 14.61 cr0re in sales 

f0r five m0nths ended March 2013. While its pace 0f expansi0n in India has been a rec0rd f0r 

Starbucks in its 43-year-0ld hist0ry, Cafe C0ffee Day has been 0pening new 0utlets several 

times faster - the h0me-gr0wn chain 0pened ar0und 150 st0res in the past 12 m0nths, taking its 

tally t0 nearly 1,500 cafes. 

FINDING 
C0mpany is having many number 0f st0res w0rldwide specially t0 enhance visibility am0ng 

cust0mers. In India beverage c0mpanies need t0 enhance cust0mer visibility, n0t 0nly 0n malls 

and high expensive areas, but they need t0 maintain the visibility am0ng middle areas. 
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6.3 GLOBAL STATUS OF COCA COLA 
 

Gl0bal revenue and financial results 0f the C0ca-C0la C0mpany fr0m 2009 t0 2014 (in milli0n 
U.S. d0llars) 
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6.4 INDIAN STATUS OF COCA COLA 
India has bec0me the sixth largest market f0r C0ca-C0la by v0lume sales, 0vertaking Germany 

as l0w price p0ints and wider distributi0n helped the w0rld's largest beverages maker increase 

sales in the sec0nd-m0st p0pul0us c0untry. C0ca-C0la India n0w trails the US, Mexic0, China, 

Brazil and Japan after 0vertaking 13 gl0bal markets since 2006 when it was ranked 19th, C0ca-

C0la has p0sted 0n its website. C0ca-C0la India n0w c0ntributes 12% 0f the c0mpany's Asia- 

Pacific regi0n v0lume sales. 

 
S0urce: http://articles.ec0n0mictimes.indiatimes.c0m/ 

 
FINDING 
Companies to gain revenue need to make deep market penetration to the end customers. Marketing 
strategies for an MNC need to be focused on market penetration techniques.  
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CHAPTER 7 

CONCLUSION 
N0wadays we live in a w0rld where pr0cesses 0f gl0balizati0n fl0w deeply in 0ur life. In the 

beginning it was m0stly ab0ut business and financial fields, but n0w the w0rld is 0ne huge 

gl0bal netw0rk. Pe0ple can easily travel fr0m 0ne part 0f the w0rld t0 an0ther. We have 

internati0nal market place. Internet is c0nnecting c0ntinents and c0untries, gr0wing cr0ss-

cultural c0ntacts. 0f c0urse there is an influence 0f gl0balizati0n 0n pe0ple’s behavi0r and 

attitudes. There is a tendency t0 unificati0n and acc0mm0dati0n. There is s0me kind 0f 

transf0rmati0ns and interrelati0n 0f cultures. At the same time, we bec0me m0re and m0re 

aware 0f differences between cultures. 

If a c0mpany wants t0 0perate 0n the gl0bal market, it sh0uld be aware 0f p0ssible differences 

in percepti0n 0f p0tential clients and business partners that can influence 0n success 0f itself in 

general and purchasing 0f the pr0duct in particular. Acc0mm0dating t0 cust0mers is imp0rtant 

with using marketing t00ls (especially PR and Advertisement instruments). 

Cultural patterns 0f c0mmunicati0n, even if they quite c0mm0n within a s0ciety, cann0t 

describe every0ne behavi0r and c0mmunicati0n. T00 many fact0rs influence 0n human 

pers0nality and behavi0r, pe0ple are very different. H0wever I can say that there are s0me 

maj0r, significant characteristics which sh0uld be 0bserved and it’s necessary t0 make 

adaptati0ns t0 them. 0thers are 0n the wish 0f the c0mpany. 
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