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CASE 1-3 Coke and Pepsi Learn to Compete in India
1. The political environment in India has proven to be critical to company performance for both PepsiCo and Coca-Cola India. What specific aspects of the political environment have played key roles? Could these effects have been anticipated prior to market entry? If not, could developments in the political arena have been handled better by each company?
The political environment aspects that have played key roles are:
Changes made by the government of India such as a closed system and a new set of laws
· Alteration of the company names (Coca-Cola India and Lehar Pepsi)
· Water contamination problems
· Policies excluding international companies
· Imports prohibition
· Boycotting of goods from America
· Low demand for carbonated drinks
These effects could have been anticipated if an extensive research would have been conducted on the Indian market. Prior to entering the market, the regulations and rules are easier to identify although there may be numerous uncertainties when working a foreign government that is unfamiliar. The companies could have handled the developments well by properly researching the market to know the ways through which the political arena operates thus avoiding or being better prepared for what may crop up politically.  
2. Timing of entry into the Indian market brought different results for PepsiCo and Coca-Cola India. What benefits or disadvantages accrued as a result of earlier or later market entry?
Pepsi entered the market some years before Coca-Cola since their application into the same market was being denied while Pepsi’s had been approved, which as a result gave them a good market head start. Therefore, it appears that Pepsi would benefit the most from the time they entered the market although they were at a disadvantage due to competition from other companies and a low market for their carbonated products. Upon Coke’s entrance to the market, one of the competitors was ready to merge making it easier for them to penetrate the market as Pepsi continued to struggle. 
3. The Indian market is enormous in terms of population and geography. How have the two companies responded to the sheer scale of operations in India in terms of product policies, promotional activities, pricing policies, and distribution arrangements?
The two companies have come up with promotional activities aligning with India’s festivals and sporting events. As a result, this has presented the consumers with an opportunity to take advantage of contests and special sales encouraging the continued consumption and purchase of products by both companies. Additionally, the pricing policies of the two companies change on a regular basis. For instance, Coca-Cola decreased their prices from 25 percent to 15 percent making their products reach more consumers due to affordability as well as introducing a new size of their product to gain a larger market share. 
4. “Global localization” (glocalization) is a policy that both companies have implemented successfully. Give examples for each company from the case.
Through the use endorsements by local celebrities to promote their products, the two companies implemented globalization successfully. Another example of globalization by Coca-Cola is their purchase of Parle’s Thums Up in establishing their company in India while Pepsi’s adoption to ‘Lehar Pepsi’ indicating their accommodation and collaboration with the local market, which is also more appealing to the Indians. 
5. How can Pepsi and Coke confront the issues of water use in the manufacture of their products? How can they defuse further boycotts or demonstrations against their products? How effective are activist groups like the one that launched the campaign in California? Should Coke address the group directly or just let the furor subside?
Coke and Pepsi can confront their issues of water by looking for options that would ensure water consumption is reduced and working with the locals to clean up their water. This will show both commitment and initiative to the country. To avoid further boycotts, both companies should invite the involved groups to learn about the prevention practices they are taking as well as be actively involved in them. By being open about their practices and policies, any incorrect and negative perceptions could be eliminated. 
6. Which of the two companies do you think has better long-term prospects for success in India?
As far as the bottled water lines are concerned, Pepsi appears to be more successful compared to Coca-Cola. However, since Coke has numerous product lines with separate names as compared to Pepsi, their long-term prospects for success may be better. 
7. What lessons can each company draw from its Indian experience as it contemplates entry into other Big Emerging Markets?
Considering a country’s present government is vital for success given that both Coke and Pepsi ran into problems as they tried to compete for the market share of their products. Due to the environmental issues they had to go through, it would be advisable to conduct an extensive research on the effects that your product will have on the local environment and the effects the local environment will have on the company. Knowing them will give you a chance to have a plan to avoid or counter the anticipated negative effects. 
8. Comment on the decision of both Pepsi and Coke to enter the bottled water market instead of continuing to focus on their core products—carbonated beverages and cola-based drinks in particular.
Coke’s and Pepsi’s decision to enter the bottled water market was both beneficial and strategic. Considering the numerous health concerns present in a majority of countries, it is critical for them to continue being competitive. Large populations today have turned to drinking bottled water, which makes it a logical step to enter into the business of bottled water. 

9. Most recently Coca-Cola has decided to enter the growing Indian market for energy drinks, forecasted to grow to $370 billion in 2013 from less than half that in 2003. The competition in this market is fierce with established firms including Red Bull and Sobe. With its new brand Burn, Coke initially targeted alternative distribution channels such as pubs, bars, and gyms rather than large retail outlets such as supermarkets. Comment on this strategy.
In this strategy, Coca-Cola is going more towards a B2B sales approach and less of a branded customer-facing strategy. This strategy is a smart move and especially when facing steep market competition. This shows that they are not just interested in becoming the highest holder of the market but only need a stake in the huge and successful market share, which is ever growing.
