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	In this post-modern era, the internet has proven to be a significant tool for companies to carry out their marketing and provide information about the company. Pepsi is among the multinational companies with websites that try to adapt to the culture of a particular country or region in which the company carries its operations. The Pepsi website is represented differently in Korean markets, the United States and Hungarian markets. There is a significant difference in the manner in which the company presents its products in the different markets. A country might be oriented to a masculinity culture, individualism or collectivism culture as they are the most predominant values within a given country (Alexandra, 2011).
   	 The United States has an individualistic culture as compared to the South Korean culture where collectivism is the predominant culture. Looking at the website of Pepsi company in both the South Korean, American markets, Italy and Sweden there is a huge difference. In South Korea, the company websites there are a lot of people in a single bubble, and they are often presented in groups (http://www.pepsicola.co.kr). On the other hand, in America the predominant culture is individuals and thus there is no representation of people to carry out the messages (https://www.pepsi.ca). In high individualistic culture, Pepsi website in the United States tends to have images and information about the product rather than people. This, therefore, means that the website is intended to communicate directly to them with the person about the products. Taking a comparison with the Hungarian market, it is also evident that the company presents a picture of products, which demonstrates an individualistic culture. In Italy, masculinity is the dominant culture, and thus the company website would show a man who presents the message of the product (https://pepsimax.it).
 On the other hand in Swedish, the company website have the representation of all genders (https://www.pepsi.se). Therefore, by demonstrating the dominant culture in a particular region, Pepsi can communicate the message of the company effectively for appropriate communication.
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