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A COMPARATIVE STUDY AND MOTHER BRAND
INFLUENCE ON DETERMINING THE CONSUMER
PERCEPTION OF DIET COKE AND DIET PEPSI: A UK
MARKET PERSPECTIVE

Md. Tamzidul Islam®

ABSTRACT

The aim of the research is to identify and compare the level of customer perception towards Diet
Coke and Pepsi, the influence of the mother brand on these product purchase decision and other
factors that contribute to the positive and negative perception among the consumer. There are
significant evidence from the literature that the global brand like Coca-cola and Pepsi has
significant impact on its entire product line like Diet Coke and Diet Pepsi. For that the
companies has given significant concentration towards establishing unique global brand as Coca-
Cola and Pepsi. Although there are also evidence that there are some differences in the marketing
execution strategy across different countries due to the social and cultural factors. This particular
research has investigated current market situation, brand strategy, communication attractiveness,
customer perception from different literatures. Then it proceeds towards a deeper analysis of the
research done in the past to have a proper understanding of the topic area. Some models about
brand strategy and branding process has been drawn and explained so that the readers can get the
subject matter very easily. For the analysis data gathered from both primary and secondary
sources considered to evaluate customer perception towards these two brands and in doing so the
research considered top of mind awareness, brand loyalty, availability, satisfaction with taste,
pack design and sizes and product variants, perceived share value etc. Out of the market

feedback there are strong evidence that although consumers perceive differences between Diet
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Coke and Diet Pepsi, however the key deciding factor is the mother brand image and reputation.
In that case Coke has been rated quite higher than Pepsi in terms of taste, availability,
communication means in both tangible and intangible factors. Apart from brand the companies
also should more focus on adding value on product like taste, packaging, efficient distribution,
retail management, loyalty scheme etc. But due to the health phenomenon these two brands have
huge potential to grow and get the market share of regular version.

Key Word: Perception, Soft drinks, Purchase Intention, Hypothesis, Brand and Branding

I. INTRODUCTION

Now a day people are more concern about the heath than it was before. Due to this concern
people tend to evaluate different ingredients associated with the food they consume. Though the
consumption of soft drinks has been increased at the same time people consider the health issues
while choosing different brands. Today, people are constantly exposed to a variety of toxic
chemicals primarily due to changes in life style. The food we eat, the water we drink, the air we
breathe, and the environment we live in are contaminated with toxic xenobiotics (Xavier et al.,
2004). A large number of conventional soft drinks cause dental enamel erosion (Jandt, 2006).
Soft drink induces with demineralization of dental enamel has increased sharply over the last
decades and is a major cause of tooth decay in the younger age group. Trends in beverage
consumption have changed during the past five decades. The proportion of persons of all ages
consuming soft drinks, the portion sizes and the number of servings have all increased (Nielsen
and Popkin, 2004). In the United States alone, the per capita consumption of soft drinks
increased from 11 gallons/year to 49 gallons/year. Soft drink consumption in children has
increased by 48% in 1998 compared to 1977 (French et al., 2003). Soft drink consumption
among children in the age group of 9-16 years has been found to be associated with an increased
incidence of wrist and forearm fractures (Ma and Jones, 2004). Heavy consumption of soft
drinks has also been implicated as one among the many risk factors for cancer. Changing life
style, including the nutrition (soft drinks) at pubertal stage may be one of the factors for the
development of breast cancer (Vandeloo et al., 2007). Recent studies have shown that the
consumption of soft drinks, and sweetened fruit soups are positively associated with a greater
risk of pancreatic cancer (Larsson et al., 2006). Soft drinks have also been concerned in the

expansion of headache. The patients suffering from hot or soft fuzzy drinks consumption cause
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which is similar to migraine attacks, following consumption of (Selekler and Komsuoglu, 005).
Sometimes components of soft drinks compromises the blood flow to brain, leading to anxiety,
insomnia, paranoid features, frank psychosis and even lead to death in excess doses (Watson et
al., 2000)

The situation for both Coke and Pepsi, are trying to gain market share in this beverage market,
which is valued at over $30 billion a year. The facts are that each company is coming up with
new products and ideas in order to increase their market share. The creativity and effectiveness
of each company's marketing strategy will ultimately determine the winner with respect to sales,
profits, and customer loyalty. Not only are these two companies constructing new ways to sell
Coke and Pepsi, but they are also thinking of ways in which to increase market share in other
beverage categories. Although the goal of both companies is exactly the same, the two
companies rely on somewhat different marketing strategies. Pepsi has always taken the lead in
developing new products, but Coke soon learned their lesson and started to do the same. Coke
hired marketing executives with good track records. Coke also implemented cross training of
managers so it would be more difficult for cliques to form within the company. On the other
hand, Pepsi has always taken more risks, acted rapidly, and was always developing new
advertising ideas. Both companies have also relied on finding new markets, especially in foreign
countries. In the foreign markets, Coke has been more successful than Pepsi. For example, in
Eastern Europe, Pepsi has relied on a barter system that proved to fail. However, in certain
countries that allow direct comparison, Pepsi has beaten Coke. In foreign markets, both
companies have followed the marketing concept by offering products that meet local consumer
needs in order to gain market share. (Vandeloo et al., 2007).

Both of these products Diet Coke and Pepsi may have significant influence by the mother brand
Coke and Pepsi. There would be other factor like: taste, availability, packaging which drive the
customer for the purchase decision will also be captured in this study.

The key Objective of this particular study is to identify the customer perception level towards the
diet coke and compare with Pepsi. The secondary objectives encompass on the area such as to
identify how much influence of the mother brand on this product during purchase decision. And
also to identify the factors that contribute to the positive and negative perception among the

consumer.
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Il. LITERATURE REVIEW

BRAND AND BRANDING

In today’s world, the biggest distinction between two products is the brands that represent them.
So the question comes then what is brand? Brand is the perception towards any particular
product, service or business. A brand can be a name, sign, symbol, color combination or slogan.
Brand works as an image in the customer minds. It is the unique characteristic that helps to
differentiate a particular product or services from the competitors’ product or services.
Sometimes brand becomes a name of a particular product line. Now a day, brands are the most
important asset in any business. Most of the products and services on the market have to compete
with similar products and services manufactured by other brands, there are only a few aspects
that typically help to differentiate the two brand’s products. These include the price and quality
of the product, and any unique characteristics of the product. However, when these
characteristics are too similar to differentiate, it is the brand itself that helps to determine which
product or service will be chosen. (Kapferer, 2004)

Customer based definition of brand says about the measurement of financial approach. Financial
approach measure brand value is additional cash flows created by the brand. This additional cash
flows that amount which customers are willing to pay for buy a specific brand product than a
competitors, even the another brand are cheaper, Kapferer,(2004) .

So branding is when that idea or image is marketed so that it is recognizable by more and more
people, and identified with a certain service or product when there are many other companies
offering the same service or product. According to Bennett, R (1998), “Branding is an important
part of Internet commerce, as branding allows companies to build their reputations as well as
expand beyond the original product and service, and add to the revenue generated by the original
brand.”

According to Fill (2005), Branding is also a way to build an important company asset, which is a
good reputation. Whether a company has no reputation, or a less than stellar reputation, branding
can help change that. Branding can build an expectation about the company services or products,
and can encourage the company to maintain that expectation, or exceed them, bringing better
products and services to the market place. So all together, branding doesn’t means just only

giving a brand name showing to the outside world that such a product or service has been
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stamped with the mark and imprint of an organization, rather than its requires a long-term
corporate involvement, a high increasing level of resources and skills Bell, J.,(2003).

Brand is the most powerful weapon for any company to sustain in the highly competitive
marketplace. Powerful brands like Pepsi and Coca cola give the hardest effort to maintain their
brand equity into the marketplace. Established in 1886 and 1889, Coca-Cola and Pepsi Co.,
respectively, were among the first soft drinks invented and their popularity grew rapidly.

In May 1886, Coca-Cola was offered to the public for the first time at Jacob’s Pharmacy in
Atlanta, Georgia. The price was five cent a glass. At virtually the same time the Government of
France made a gift to the USA of the statue of Liberty, a symbol which was become one of the
most powerful icons of American culture. Indeed, many of the qualities associated with the
statue of Liberty such as freedom, democracy, equality and a new beginning, are all qualities that
have come too to be linked with Coca-Cola. How appropriate that Coca-Cola celebrated its 100"
birthday at the same time as Statue of Liberty.

Coca-Cola is now into in its second century of life. We all know that all products have to pass
through four stages of its life cycle: Introductory, Growth, Maturity, decline. But wonder about
Coca-Cola which is celebrating near 125 year still being introduced in many countries and
growing like anything in the existing market. The daily consumption of Coca-Cola is more than
half a billion throughout the world and it is increasing in every seconds.

To maintain brand loyalty consistently internationally, Coca-Cola focused local culture, value
and market trends. In USA Coca-Cola means symbol of freedom and liberty but not exactly the
same positioning in UK or some other part of the Europe. In UK it means more fun loving and
joyful experience.

Pepsi's positioning as "The Choice of a New Generation.” During the 1990s, a "second cola war"
was reported in the United Kingdom. This time it was due to the launch of Virgin Cola, as well
as Sainsbury's store brand Classic Cola, which, unlike most store brand colas, was designed to
look like a top product worthy of competition. For a few years both colas were competitive with
Coca-Cola and Pepsi; at one point Coca-Cola even sued Sainsbury's claiming the design of the
Classic Cola can was too similar to Coke's. (Annual Report, 2010)

It is hard to determine the brand objective needed by brand management. The management must
have to identify what are the objectives that hope to achieve with their brand Murphy (1990).

Company’s brand should be comprised of the company personality, image, core competencies
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a)

b)
c)

and characteristics. The impressions that products or services make as well as the words people
will use to describe your company to others, are the basic framework of your brand. With a
strong brand Company can build credibility, have more influence on market, and motivate
customers and clients to purchase the company’s product. Through this company can be a leader

of the market.

BRAND EQUITY

Brand equity is the added value endowed to product and services. This value may be expressed
through how consumers think, feel and act according to the brand that consumers had perceive
from marketing programme. Brand equity is an important intangible asset that has psychological
and financial value to the firm. The value of brand equity depends on the number of same people
who buy regularly .The brand loyalty, brand awareness, and brand perceived quality are essential
to maintain the brand equity. There are two different perspectives of brand equity; financial and
customer based. The first perspective evaluates the asset value of a brand name that creates to the
business. Brand equity increased the discounted future cash flows and revenue comparing to the
same product did not have the brand name. The premise of customer-based brand equity models
is that the influence of brand lies in what customers have reacted, seen, read, heard, learned,
thought and felt about the brand over time. The power of brand lies in the minds of existing or
prospective customers and what they have experienced directly and indirectly about the brand.
The customer-based brand equity finally drives the financial return to the company. To create
new brand equity in the market and sustaining the brand for a long time depends on the

following steps. (Kapferer et al., 2004).

Feldwick (1996) simplifies the variety of approaches, by providing a classification of the
different meanings of brand equity as:
the total value of a brand as a separable asset + when it is sold, or included on a
Balance sheet;
a measure of the strength of consumers' attachment to a brand;

a description of the associations and beliefs the consumer has about the brand.
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UK SOFT DRINKS MARKET:
The UK soft drinks market rose overall by 1.7 per cent in 2009. The two previous years had

seen slight falls, so this is a welcome return to growth. Total amount of soft drinks consumption
was 14,140 million litres, or 229.1 litres per person, with a retail value of £13.224
billion. Bottled water consumption grew by 1.7 per cent to 2,090 million litres, or 33.9 litres per
person. Carbonates built on their growth in 2008 with further growth in 2009 of 2.2 per cent, to
6,065 million litres, or 98.3 litres per person. Consumption of dilutables grew by 3.1 per cent to
3,350 million litres, or 54.3 litres per person. Fruit juices and smoothies, on the other hand, saw
a volume decline of 3.1 per cent, while still and juice drinks rose by 0.7 per cent. Sports and
energy drinks continued to grow in popularity, with consumption up 5 per cent. (UK Soft Drinks
Report, 2010)

FIG 1: UK SOFT DRINKS MARKET

UK soft drinks
sectors, 2009

B Carbonates

H Dilutables

= Bottled water

B Fruit juice

m Still & juice drinks

UK Soft Drinks Report, 2010
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FIG 2: UK SOFT DRINKS (LOW VS REGULAR CALORIES)

UK soft drinks, low
calorie & no added
sugar vs regular, 2009

UK Soft Drinks Report, 2010

I1l. RESEARCH METHODOLOGY

A total of 60 samples were considered as part of this study. People age was the main selection
criteria and that considered only age more than 30 who are more likely to be conscious of health
issue while purchasing soft drink for them. Both male and female consist of the sample and the
study was conducted in Coventry, United Kingdom (a metropolitan city in the county of West
Midland, UK) as the researcher used to live for a reasonable time in that area as part of study.
The data was collected in the middle of 2011. A combination of structured and unstructured
questions was considered as part of data collection. A combination of quantitative and qualitative

data was considered as part of data collection and analysis.

CONSTRUCTING HYPOTHESES:

Hypothesis is very important tool for making explanation of important phenomena. It helps us to
make important decision. It can describe any situation in a very easy way. Here the research
considered following hypotheses:

Hypothesis 1:

HO: P <0.5 (Null Hypothesis: Coca-Cola and Pepsi have equal attractiveness to the consumers)
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H1: P > 0.5 (Alternative Hypothesis: Coco-Cola has greater attractiveness to the consumers)
Hypothesis 2:

HO: P <0.5 (Null Hypothesis: Diet Coke or Diet Pepsi has similar taste of the mother brand)

H1: P > 0.5 (Alternative Hypothesis: Diet Coke or Diet Pepsi does not have similar taste of the
mother brand)

Hypothesis 3:

HO: P < 0.5 (Null Hypothesis: Diet Coke or Diet Pepsi has the potential to capture the market
share of regular version)

H1: P > 0.5 (Alternative Hypothesis: Diet Coke or Diet Pepsi does not have the potential to
capture the market share of regular version)

Hypothesis 4:

HO: P < 0.5 (Null Hypothesis: Coca-Cola has equal or less concern about customer than Pepsi)

H1: P > 0.5 (Alternative Hypothesis: Coca-Cola has more concern about customer than Pepsi)

Hypothesis 5:

HO: P < 0.5 (Null Hypothesis: The consumers of Coca-Cola are equal or less loyal than the
consumers of Pepsi)

H1:. P > 0.5 (Alternative Hypothesis: The consumers of Coca-Cola are more loyal than
consumers of Pepsi)

Hypothesis 6:

HO: P < 0.5 (Null Hypothesis: Diet Coke and Diet Pepsi are equally available or Diet Coke is
less available than Diet Pepsi)

H1: P > 0.5 (Alternative Hypothesis: Diet Coke is more available to customers than Diet Pepsi)
Hypothesis 7:

HO: P < 0.5 (Null Hypothesis: Diet Coke and Diet Pepsi have equal taste or Diet Coke is less
tasty than Diet Pepsi)

H1: P > 0.5 (Alternative Hypothesis: Diet Coke is tastier to customers than Diet Pepsi)
Hypothesis 8:

HO: P < 0.5 (Null Hypothesis: Diet coke and Diet Pepsi will not help to increase the total market

shares of the companies)
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H1: P >0.5 (Alternative Hypothesis: Diet coke and Diet Pepsi will help to increase the total

market shares of the companies)
RESULTS AND DISCUSSIONS:

HYPETHES | SAMPL | LEVEL OF STATISTIC | DECISIO Z- DECISION

ES E (n) SIGNIFICAN AL TEST N RULE | SCORE
CE (o)

H1 3.10 Ho is rejected
H2 2.32 Ho is rejected
H3 Reject Ho 0.46 Ho can not be rejected
H4 60 0.05 ZTEST if Z> 2.10 Ho is rejected
H5 1.96/ 2.78 Ho is rejected
H6 otherwise | 387 Ho is rejected
H7 wedonot [ 247 Ho is rejected
HS reject HO [ 341 Ho is rejected

FREQUENCY ANALYSIS:

FIG 3: CONSUMERS’ PERCEPTION TOWARDS ADVERTISEMENT:

Consumers’ perception towards

advertisement

H Diet Coke M Diet Pepsi

48%

Not attactive

Average

Attactive

Very much

attactive

FIG 4: CONSUMERS’ PERCEPTION TOWARDS PROMOTIONAL ACTIVITIES:
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Consumers’ perception towards
promotional activities

m Diet Coke ™ Diet Pepsi

3 9(y45%
()

21%18%
9%11%

FIG5: CUSTOMER LOYALTY:

Customer Loyalty

M Diet Coke m Diet Pepsi

43%
0,
25% 2% 22
9% 18% .
14% 17%
Year <1 2 3 4 4+

OVERALL CUSTOMER PERCEPTION:

The overall customers’ perceptions towards diet coke and diet Pepsi are evaluated through

following table:
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TABLE 1: CUSTOMER PERCEPTION TOWARDS TWO BRANDS:

Key purchase criteria Relative Performance rating ( 1 Rating Weighted
importance to 10, 10=best) Difference rating
weight (sum difference
to 100) Diet Coke Diet
B Pepsi D=B-C E=D*A
A C
Taste 35 9 8 1 35
Advertisement 20 8 7 1 20
Promotion 20 7 8 -1 -20
Packaging 15 8 8 0 0
Availability 10 9 8 1 10
Sum of perceived quality score 100 41 39 2 45

K/
L X4

*0

IV. FINDINGS AND CONCLUSION

The target of this study was to identify and compare the level of customer perception towards
Diet Coke and Pepsi, the influence of the mother brand on these product purchase decision and
other factors that contribute to the positive and negative perception among the consumer. With
the use of various hypotheses and frequency analysis, the researcher was able to draw following
conclusions:

By using the hypotheses, it was observed that diet coke is comparatively in better position than
the diet Pepsi because the diet coke is much tastier, more available to the customer than the diet

Pepsi.

Overall perception among the consumers of Diet Coke is much better than the consumers of
Diet Pepsi

There is strong evidence to claim that perception towards the advertising and promotional

activities of diet coke is much better than the diet Pepsi.
The consumers of Diet Coke seems to be much loyal than the consumers of Diet Pepsi.

At the same time, the diet coke or diet Pepsi has a threat to its mother brand that it can reduce the

sale of the mother brand. The researcher’s hypothesis has showed the result that diet version can
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reduce the sale of the mother brand. There is logic behind this result. As most of the consumers
have the perception that diet coke or diet Pepsi is free from detrimental elements and there are
significant difference between the taste of diet versions and the mother brands, people may be

interested in drinking the diet version.

Though there is a possibility that diet coke or diet Pepsi can reduce the sale of the mother brand,
however it will help to increase the market share of both the companies. It can attract the new
groups of customers who cannot drink the regular coke because of high sugar and other
detrimental elements. For that, a diet version covers a new group of consumers and it increase

that overall market of the cola and it increase the profit of both companies.
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