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ABSTRACT 

 

Soft drinks industry is a well-known customer’s product industry 

and has its origin in 1772.  Now a day anywhere and everywhere all over 

the world millions of bottles is consumed every day. Tasting soft drinks 

might be a fun drink manufacturing and marketing a soft drink in a highly 

competitive market entered their line with the. Pepsi is one of the world’s 

leading MNC, which was founded in 1965.  It is one of the leaders in the 

soft drink industry. Pepsi external the Indian market in the global changes 

early 1990’s after the Indian economy was liberalized.  Since then it has 

been very successful in Indian market. Coke is the leader in carbonated 

drinks market.  In India it is Pepsi, which scores over coke but this 

difference is fast decreasing.  Therefore the present study has some 

suggestions to make which may positively impact the sales of Pearl Bottling 

Pvt. Ltd. Pepsi Foods Indian Limited is head quartered in New Delhi. It has 

11 companies–owned bottling plants and 15 franchises throughout country. 

Company earlier used “Lehar” as a prefix to each of its brand names. 

Later it had asked by the government to drop the prefix. Another challenge 

is that Parle has come from Coca-cola. The Parle and Coke dominated the 
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Indian soft drink market in the ensuing days. Coca-Cola purchased Parle’s 

brand such as Thumps Up, Limca, etc., along with its distribution network 

in 1993, at present has a market share of 48.5% and ranks number one in 

total sales of soft drinks, whereas Pepsi has a market share of 47.8% and 

ranks next. As it’s determined what needs to be measured and how the data 

relate to loyalty and repurchase, it becomes important to examine the mind-

set of customers the instant they are required to make a pre-purchase (or 

repurchase) decision or a recommendation decision.  Surveying these 

decisions leads to measures of customer loyalty.  In general, the customer’s 

pre-purchase mindset will fall into one of three categories – rejection (will 

avoid purchasing if at all possible), acceptance (satisfied, but will shop for 

a better deal), and/or preference (delighted and may even purchase at a 

higher price). The present study is examined the customer preferences and 

satisfaction towards soft drinks in Visakhapatnam city.  

 

Keywords: Pre-purchase, Global changes, Surveying, Global changes   
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INTRODUCTION 

 

A market consist of all the potential customers sharing a particular 

need or want who might be willing and able to engage in exchange to 

satisfy that need or want.  Marketing is a total system of trust and activities 

designed to plan, price, promote and distribute the want satisfying product, 

services and ideas to target market in order to achieve organizational 

objectives. 

 

Consumer satisfaction has long been a central concern of modern 

marketing practitioners (Kotler, 1976) and more recently a major concern of 

various governmental agencies engaged in consumer protection activities. 

The consumer-is movement has made consumer satisfaction an even more 

salient concern for both business and government by calling attention to 

consumer dissatisfaction with products, services, and marketing practices. 

 

This chapter entertains the general field of consumer (customer) 

satisfaction research in a manner expanding upon more general treatises. 

Whereas the field has been studied from many perspectives, the most 

common appearing in the areas of customer satisfaction surveys and 

customer satisfaction strategy, an alternative approach will be proposed. 

Most typically, works on customer satisfaction survey measurement take 

the form of “how to form scales and summarize results,” and those on 

customer satisfaction strategy take the form of “how to generate satisfied 

customers and alleviate dissatisfaction.” While these are worthy endeavors, 

it remains that little in-depth analysis has been performed on conceptually-

based managerially actionable strategies within the satisfaction response. 

 

Unfortunately, these early perspectives have not significantly 

advanced the progress of satisfaction work for some time and it wasn’t until 

many and diverse perspectives were integrated, elaborated, and extended 

that others began the study of conceptual satisfaction in earnest. Here, the 

underlying mechanisms of how consumers construct, consciously or 

subconsciously, their satisfaction conclusions are explored so that a grander 
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strategy of fostering satisfaction and diminishing dissatisfaction can 

emerge. This will allow new actionable strategies resulting in more diverse 

practical implications for practice. 

 

Customer Satisfaction: What Is It? 

 

Recent interpretations in the consumer domain now couch 

satisfaction as a fulfillment response. Fulfillment implies that a 

consumption goal is known, as in basic motives of hunger, thirst, and 

safety. However, observers of human behavior understand that these and 

other goals can be and frequently are modified and updated in various ways. 

Thus, consumer researchers have moved away from the literal meaning of 

satisfaction and now pursue this concept as the consumer experiences and 

describe it. 

 

Review of literature 

 

Customer satisfaction is an evaluation of difference between prior 

expectations about product and its actual performance. Customer 

satisfaction is how customers react towards the state of satisfaction, and 

how customers judge the satisfaction level (Hanif, Hafez &Riaz, 2010). 

Customer satisfaction is the reaction of customer toward state of the 

fulfillment and judgment of customer about that fulfilled state 

(Khayyat&Heshmati, 2012). Customer satisfaction is the expectation before 

consuming a product regarding quality or it is a pre-consumption judgment 

or expectation (bae, 2012). Satisfaction is an outcome of purchase in which 

consumer compare cost and rewards with the anticipated consequences 

(Maxham, 2001). There is always a positive relationship between customer 

satisfaction and profit maximization of an 

organization(bowen&chen,2001).No one is important than customers and 

their satisfaction is the ultimate objective through improvement in services 

in terms of competitiveness and it saves future revenue plus it becomes the 

cause of cost reduction in future(Yuan Hu, Ching-Chan& Cheng, 

Hong,2010).Customer satisfaction is the perceived feeling of a customer for 
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which he or she has set standards if his expectations match with the 

standard he is satisfied (Eggert& Ulaga,2002).There are number of imperial 

studies on specific relationship of employees satisfaction. Often the quality 

of the relationship is called satisfaction mirror which gives an idea that 

success of business is from satisfaction of employee which is reflected in 

term of the customer satisfaction. Service quality is derived from employee 

satisfaction for example if employees are satisfied it has direct effect on 

both customer satisfaction and service quality (Madern, Maull, Smart & 

Baker, 2005). There is a significant effect of customer satisfaction on the 

performance of business and through customer satisfaction returns of 

shareholders can be increased and value of any business can be maximized 

(O’sullivan, Mccalling, 2010). Customer satisfaction with offices is 

resolved by specialized execution, as well as by a many-sided set of trade 

procedures, for example, compelling correspondence and administration of 

desires. (Campbell & Finch, 2004). The exceptional dissemination of 

portable administrations has beaten the masters' desires. 

Telecommunication has turned into a heading segment, giving 

commoditized administrations. Accordingly, the infiltration of cellular 

telephones is very nearly twice as high as that of personal computers 

(Turel&Serenko, 2013). The portable Internet guaranteed equaling 

adaptability and expense productivity to the typical web. In any case, 

encounters show that the improvement of portable web requisitions needs to 

think about uncommon tests in the zones of convenience, advancement 

proficiency. (Spriestersbach& Springer, 2005). As interest obliges that more 

provisions be re-wrote for versatile arrangements, organizations may think 

that it is important to upgrade information offering and substance 

conveyance systems to backing the portable stage.(Devi,Ramzan&Shander, 

2012). Mobile applications and administrations progressively help us in our 

everyday life circumstances, satisfying our needs for data, correspondence, 

diversion or relaxation (Wac, Ickin, Hong, Janowski, Fielder &Dey, 2011). 

Regardless of the reputation of flexible demands, their execution likewise 

imperativeness bottlenecks remain stowed away due to a non-attendance of 

detectable quality into the advantage constrained conveyable execution 

environment with possibly intricate affiliation with the procurement 
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behavior(Qian,Wang,Gerbar,Mao,San,Spatscheck,2011). Cell phones and 

tablets are converting the way individuals digest news, take after games, 

and sit in front of the TV and films. Individuals are basically strolling 

around with a worldwide newsroom, a games enclosure, widescreen HD 

TV, and Film Theater in their pocket or tote. Furthermore as a rule 

nowadays, clients have a decision by the way they need to get to the data 

and captivate with the substance (Anderson,2013) It is evident that clients 

are vital stakeholders in associations and their fulfillment is a necessity to 

administration. Client fulfillment has been a subject of incredible 

enthusiasm to associations and specialists indistinguishable. (Agbor,2011). 

 

Need for the Study 

 

Soft drinks are the craze of both young and old in the entire country. 

These products are mainly thirst quenchers, have gained predominance 

mainly because of tropical climate conditions.  The profit margin being 

quite large, there has been a sport in product line and also entry of 

competitors into this industry.  These days the manufacturers are in the head 

on competition with each other so as to corner a major share. Hence the 

fittest of them is only to survive.  The quality, quantity, price, product, and 

perfect understanding between the company and retailers go along in 

building of the good image for the products manufactured. As the 

competition increasing between Pepsi and Coke with very little 

differentiation in the product promotion strategies it is very important to 

know about the customer’s satisfaction of Pepsi and its competitors. The 

information about Product, Price, Place and Promotion is very helpful to 

increase the sales. 

 

Objectives of the study 

 

 To elicit the factors influencing the buying behavior. 

 To know the satisfaction level of the customers towards Pepsi brands. 

 To find out the customers preference towards Pepsi brands. 
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Scope of the study 

 

The study has been done covering the markets of 4 different areas in 

Visakhapatnam city with respect to their age groups.  Those are of MVP 

Colony, Kancharapalem, Maddilapalem and RTC Complex. 

 

Methodology of the study 

 

Collection of reliable and accurate information is to draw valid 

conclusions.  The present study entails a good deal of preparation and 

planning in order to secure the necessary update data and information. 

Considerable time has been invested to identify the respondents and to 

establish personal contact with them. The fieldwork for the study was 

staggered over one and half month. The inquiry process involved the 

following broad phases. 

 

Primary Data: 

  

The primary data for the study is collected by using elaborate 

schedule.  Interviews for the respondents conducted with the help of 

structured questionnaire which seeks to elicit the opinions of the 

respondents on different age groups of the respondents. 

 

Secondary Data: 

  

The process of gathering reliable ad meaningful information is the 

cardinal aspect of the enquiry and forms a central link in the operation plan 

of the entire research design. The principal sources of information for 

secondary data are company brochures and annual reports, various 

published books, journals and internet.  Selection of Sample: 

  

The study has taken into consideration the respondents in 

Visakhapatnam city. The sample consists of 200 and selected randomly was 

taken for the collection of primary data. 
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Analysis and Interpretation  

 

1. Age 

  

The age of the respondents has been considered in the sample 

selection as the age is most important influencing factor for the 

consumption of soft drinks.  

 

Table No.1: Age of the Respondents 

 

S.No. Age No. of Respondents Percentage 

1 0-20 22 11.00 

2 20-30 100 50.00 

3 30-40 55 27.50 

4 Above 40 23 11.50 

Total 200  100.00 

  

From the above table no.1 presents the age of the respondents. It is observed 

from the table, half of the respondents (i.e., 50 per cent) are in between 20-

30 years of age group, followed by 27.50 per cent of the respondents 

belongs to 30-40 years age group. Further, the data reveals that 11.5 per 

cent and 11 per cent are in the age group of above 40 years and below 20 

years respectively. It can be concluded that majority of the respondents are 

young and they are consuming soft drinks for several reasons. This group of 

customers is the potential customers of Pepsi. Further it could be construed 

that the youth represents mostly students and new entrants to the 

employment and they are fascinated to consume soft drinks. 

 

2. Occupation 

 

The occupation of the respondents has been considered for some 

reasons because people of different occupations prefer soft drinks, milk 
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products, real juice, etc. The preferences of the respondents who consume 

soft drinks are given in Table-2. 

 

Table No.2: Occupation of the Respondents 

 

S.No. Occupation No. of Respondents Percentage 

1 Govt employee 58 29.00 

2 Private employee 20 10.00 

3 Student 93 46.50 

4 Business 16 8.00 

5 Others 13 6.50 

Total 200  100.00 

  

Out of the 200 respondents majority of the respondents (46.50 per 

cent) belongs to Students community. Followed by Government employees 

(29 per cent), Private employees (10.00 per cent), businessmen (8.00 per 

cent), and the rest 6.50 per cent respondents belong to other groups. It is 

concluded that majority of the respondents belongs to students and 

employee community.  

 

3. Frequency of Consumption  

  

The frequency of consumption is also one of the important measures 

for the demand for a particular brand or variety of a product. The present 

study tries to identify the frequency of consuming soft drinks by the 

selected respondents.  

 

Table No.3: Frequency of consuming Soft drinks 

 

S.No Frequency No. of Respondents Percentage 

1 Regularly 81 40.50 

2 Occasionally 119 59.50 

Total 200 100.00 
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Frequency of consuming Soft drinks is depicted in tabled no.3. It is 

observed that all the respondents are consuming soft drinks. However, the 

frequency of consumption differs from individual to individual. The data 

reveals that around 60 per cent of the respondents consume soft drinks 

occasionally, whereas remaining 40 per cent of the respondents stated that 

they are consuming soft drinks regularly.It can be concluded that the 

majority of the respondents are consumes soft drinks occasionally.  

 

 

4. Comparison of soft drink products: 

 

Table No.4: Comparison in flavors of Soft drinks 

 

S.No. 

Pepsi Coca-Cola 

Products 
No. of 

Respondents 
Products 

No. 

Respondents 

1 Pepsi 21 (24.41) Coca-Cola 16 (14.03) 

2 7 Up 16 (18.60) Sprite 21 (18.42) 

3 Mountain Dew 13 (15.11) Thumsup 33 (28.94) 

4 Miranda 21 (24.41) Fanta  14 (12.28) 

5 Slice 10 (11.63) Maaza 13 (11.40) 

6 Diet Pepsi 2 (2.32) Diet Coke 0 (0.00) 

7 Mirinda Lemon 3 (3.48) Limca 17 (14.91) 

Total 86 (43.00)  114 (57.00) 

  

From the above table, it can be stated that comparison between 

Pepsi and Coke more than half of the respondents are found to be 

consuming Coca–Cola soft drinks.  Among the customers of Pepsi brand 

products, 24.41 per cent prefer Pepsi itself and the same proportion of the 

respondents preferring Mirinda (Orange flavor). Lemon flavored soft drink 

7 up is being preferred by 18.60 per cent of the respondents and followed by 

another lemon flavored soft drink - Mountain Dew 15.11per cent. However, 
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in case of Mirinda Lemon (3.48) does not prefer by many soft drink 

consumers. Mango flavored soft drink – Slice is consumed by 11.63 per 

cent. Among all flavors, Lemon occupied (i.e., 37.19 per cent) major share 

among Pepsi products and this is followed by Cola flavor – 24.41 per cent 

and Orange flavor –Mirinda – 24.41 per cent.  The mango flavored soft 

drink Slice is having 11.63 per cent only. Among the customers of Coke 

brands, the majority of the respondents prefer Thums-up product (i.e., 28.94 

per cent). Lemon flavored soft drink Sprite is being preferred by 18.42 per 

cent of the respondents and followed by another lemon flavored soft drink – 

Limca 14.91 per cent. Followed by Out of 200 respondents 14 per cent of 

them prefer cola flavored Coca-Cola. And Mango flavored soft drink – 

Maaza is consumed by 11.41 per cent. It can be concluded that among all 

soft drink flavors most of respondents prefer lemon flavours in Pepsi. In the 

case of Coke products most of the respondents are like cola flavours.  

 

5. Preference of soft drink: 

  

The reason for preferring the soft drinks are the respondents has 

been considered because people have different tastes. The present study 

tries to identify the preference of consuming soft drinks by the selected 

respondents.  

 

 Table No.5: Reason for Preferring the Pepsi Brand 

 

 

The data reveals that the product popularity of soft drink has played 

a vital role in the market.  It is also proved in the present study. Out of 200 

S.No Reason No. of Respondents Percentage 

1 Taste 46 23.00 

2 Advertisement 53 26.50 

3 Easily Available 36 18.00 

4 Popularity 65 32.50 

Total 200 100.00 
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respondents 32.5 per cent of the respondents agreed.  Whereas 26.5 per cent 

of the respondents prefer soft drinks being influenced by very attractive and 

continuous Advertisements. 23 per cent of the respondents giving 

preference to its taste and the rest of them prefer their easy access (i.e., 18 

per cent).It is concluded that, the reason behind choosing Pepsi brand is its 

unique commercial exposure and advertisement (popularity). 

 

6. Frequency of consuming soft drinks in a week: 

  

Frequency of Consumption of Soft drink in a week is depicted in the 

below table.  

 

Table No. 6: Frequency of Consumption of Soft drink in a week 

 

S.No. No. of Times No. of Respondents Percentage 

1 Once 26 13.00 

2 Twice 105 52.50 

3 Thrice 51 25.50 

4 More than 3 times 18 9.00 

Total 200 100.00 

  

The data reveals that the majority of the respondents take soft drinks twice 

in a week (i.e., 52.5 per cent). Whereas 25.5 per cent of them consume soft 

drinks thrice in a week, followed by 13 per cent of the respondents consume 

soft drinks only once in a week and rest of the respondents consume soft 

drinks more than three times in a week (i.e.,9 per cent).It can be concluded 

that more than half of the consumers drink soft drink minimum twice a 

week. 

 

7. Quantity of soft drinks:  

The quantity of soft drinks often purchase by the respondents is 

considered, because to know which quantity of soft drink is mostly 

preferred by the selected respondents.  
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Table No. 7: Opinion on Quantity of Soft drinks often Purchase  

 

S.No. 
Quantity of Soft 

drink 
No. of Respondents Percentage 

1 200ml 98 49.00 

2 300ml 51 25.50 

3 600ml 24 12.00 

4 1 ltr  13 6.50 

5 2 ltrs 14 7.00 

Total 200 100.00 

  

From the above table-7 presents about quantity of soft drinks often 

purchase.  It is observed that, 49 per cent of the respondents purchase 200ml 

soft drink frequently. Whereas, 25.5 per cent of the respondents prefer 

300Ml bottle, followed by 12 per cent of the respondents prefer 600Ml 

drink bottles, 7 per cent of the respondents prefer 2ltrs bottles and a least 

percentage of respondents are prefer 1Ltr bottle of soft drinks (i.e., 6.50 per 

cent).It can be concluded that nearly half of the respondents prefer 

purchasing 200Ml quantity of soft drinks. 

 

8. Consumption duration: 

 

The present study tries to identify the respondents that since how 

long consuming that particular brand or product of soft drinks.  

  

Table No. 8: Consumption duration 

 

S.No. Time Period No. of Respondents Percentage 

1 1 – 6 Months 25 12.50 

2 6 –12 Months  35 17.50 

3 1 – 2 years 81 40.50 

4 More than 2 years 49 24.50 

Total 200 100.00 
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Table no.8 reveals that 40.5 per cent of the respondents consumed 

soft drinks since last 2 years. Whereas, 24.5 per cent of the respondents 

consumes soft drinks more than 2 years. Followed by 17.50 per cent of 

them consumed from last 1 year and only 12.50 per cent of them started that 

particular brand from last 6months. We can conclude that, most of the 

respondents are drinking soft drinks from last two years. 

 

9.  Effective advertisement in pepsi products: 

  

The present study tries to collects regarding the most memorable 

advertisement in Pepsi brand.  

 

 

Table No. 9: Memorable advertisement in Pepsi 

 

S.No. Flavours in Pepsi No. of Respondents Percentage 

1 Pepsi 61 30.50 

2 7 Up 62 31.00 

3 Mirinda 31 15.50 

4 Slice 46 23.00 

Total 200 100.00 

  

Above table No. 9 shows that, the opinion of respondents regarding 

memorable advertisement in Pepsi. Out of 200 respondents nearly an equal 

percentage of respondents stated that both Pepsi and 7Up advertisements 

are still they are remember (30.5 per cent and 31 per cent), whereas Slice 

and Mirinda flavors 23 per cent and 15.5 per cent of them still remember 

the advertisements respectively. We conclude that, most of the respondents 

have still remembered the advertisements of both Pepsi and 7up. 
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10. Respondents’ opinion on unavailability of desire flavour 

 The present study tries to identify the respondents’ nature on 

particular product if their desire product or flavor of soft drink is not 

available in shop.  

 

Table No. 10: Unavailability of desire flavour 

 

S.No. Particulars No. of Respondents Percentage 

1 Take any other brand 73 36.50 

2 Visit next shop 72 36.00 

3 Suggest to have that 

brand 

23 11.50 

4 Don’t take other brand 32 16.00 

Total 200 100.00 

  

From the above table no: 10 gives a picture on respondents’ opinion 

on unavailability of desired flavour of soft drinks in a particular shop. The 

data reveals that, when the desired brand of soft drink is not available at a 

particular shop then most of the respondents have prefer go for other brand 

(i.e., 36.5 per cent), Followed by 36 per cent of the respondents have visit 

the next shop to get their brand.  16 percent of them do not take other brand 

except their favorite soft drink and rest of the respondents insist or suggest 

the shop keeper to have that brand (i.e., 11.50 per cent).We conclude that, 

the majority of the respondents have preferred to take another brand if 

desired flavour is not available at that particular shop. 

 

11. Respondent’s opinion on satisfaction: 

  

 By the level of satisfaction with Pepsi, we can measure the satisfied 

customers and also identify which brand has more demanded in market. 
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Table No. 11: RESPONDENT’S OPINION ON SATISFACTION 

 

 Level No. of Respondents Percentage  

1 Good  42 21.00 

2 Satisfied 124 62.00 

3 Bad  34 17.00 

Total 200 100.00 

 

From the above table: 11 explain about respondents’ opinion about 

satisfaction about Pepsi, it is observed from the table highest majority of the 

respondents satisfied with the Pepsi products. Followed by 21 per cent of 

the respondents are opined that Pepsi products are good. And the remaining 

17 per cent of the respondents opined that Pepsi products are bad. It means 

these respondents are dissatisfied with the Pepsi products.It shows that 

nearly 83 per cent of the respondents are satisfied with the Pepsi products.  

It is suggested that the company should concentrate on the remaining 17 per 

cent of the respondents. 

 

12. Recommend the product: 

  

The study tries to measure the respondents’ opinion on regarding 

recommendation of Pepsi products to others through various options given 

in the table-12. 

 

Table No. 12: Recommendation of Pepsi Products to Others 

 

S.No. Particulars No. of Respondents Percentage 

1 Definitely 37 18.50 

2 Probably 98 49.00 

3 Not sure 49 24.50 

4 Can’t Say 16 8.00 

Total 200 100.00 
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The data reveals that the major consideration is the probably 

recommend the products to others (i.e., 49 per cent), followed by 24.5 per 

cent of the respondents are never recommend Pepsi to others. 18.5 per cent 

of them stated that definitely they recommend Pepsi products to others. And 

the remaining 8 per cent of the respondents are stated that they are not 

revealed their opinion.It can be concluded that, nearly 68 per cent of the 

respondents are recommended Pepsi products to others. It is interesting to 

note that nearly 32 per cent of the respondents not recommend the Pepsi 

products to other. It shows that they are individually satisfied with the Pepsi 

products but they are not ready to recommend the Pepsi products to others. 

 

13.  Impact of soda hubs: 

  

The present study is to identify the soda hubs will impact of soft 

drink sales.  From the respondents’ opinion we can easily understand that 

soda hubs can decrease the sales of soft drinks. 

Table No. 13: Respondents Opinion on impact of Soda hubs 

 

S.No. Particulars No. of Respondents Percentage 

1 Yes 159 79.50 

2 No 29 14.50 

3 Can’t Say 12 6.00 

Total 200 100.00 

 

It is observed that a highest majority of the respondents have agreed 

that there is big impact of soda hubs on the soft drink industry (i.e., 80 per 

cent). Whereas14.5 and 6 per cent of the respondents are opined that they 

are not agreed for this and not sure about their opinion. We can conclude 

that, soda hubs will affect the sales of the soft drinks. 
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14. T.V. Advertisements Help To Increase Sales: 

  

The present study tries to understand the T.V. advertisements and 

other promotions whether helps to increase the sales of soft drinks.  

 

Table No. 14: Respondents Opinion on regarding whether T.V. 

Advertisement helps in more sales 

 

S.No. Particulars No. of Respondents Percentage 

1 Yes 155 77.50 

2 No 34 17.00 

3 Can’t Say 11 5.50 

Total 200 100.00 

 

From the table no.14, revealed about respondents’ opinion on T.V. 

promotions can help to increase the sales of the soft drinks. The data reveals 

that, the majority of the respondents have agreed that the T.V. 

advertisements will helps to increase sales (i.e., 78 per cent).  Whereas, 17 

per cent of the respondents have did not agreed that T.V. ads cannot affect 

the sales of soft drinks.  And the remaining respondents are not sure about 

their opinion (i.e., 5 per cent).We can conclude that, T.V. advertisements 

will helps to increase the sales of the soft drinks. 

 

15. Providing offers by the company: 

 

 The present study tries to measure the respondents’ opinion about 

providing offers in soft drinks by the brands.   

 

Table No. 15: Offers provide by the Company 

S.No Particulars No. of Respondents Percentage 

1 Yes 186 93.00 

2 No  14 7.00 

Total 200 100.00 
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From the table.15 provide information regarding respondents’ 

opinion on offers provided by the Pepsi Company. It shows that a highest 

percentage of (i.e., 93 per cent) of the respondents are opined Pepsi 

Company providing offers to the customers and the remaining 7 per cent of 

the respondents are opined the Pepsi Company is not providing any offers 

to the customers. It is concluded that, the majority of the respondents are 

opined that the Pepsi Company is providing more offers to the customers. 

 

Findings of the study 

 

1. The majority of the respondents are young and they are found of 

consuming soft drinks for several reasons. This group of customers 

is the potential customers of Pepsi. 

2. As majority of the respondents belongs to students and employee 

communities, one can expect good sales of soft drinks. 

3. The majority of the respondents are consuming soft drinks 

occasionally. 

4. Among soft drink brands, the most of the respondents preferring 

Lemon flavors in Pepsi brand and Cola flavors in Coke brand. 

5. The reason behind choosing Pepsi brand is its unique commercial 

exposure and advertisement. 

6. We find that more than half of the customers drink soft drink at least 

twice a week. 

7. Nearly half of the respondents prefer purchasing 200Ml quality of 

soft drinks. 

8. The most of the respondents are drinking soft drinks from the last 

two years. 

9. The most of the respondents have still remembered the 

advertisements of both Pepsi and 7up. 

10. The majority of the respondents have preferred to take another brand 

if desired brand is not available at that particular shop. 

11. We found that the level of satisfaction as satisfactory in both Pepsi 

and Coke are more than half of the percentage. 
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12. We found that, the nearly half of the percentage respondents are 

recommended Pepsi to others. 

13. The most of the respondents have preferred Pepsi brand that offered 

more trade schemes to the customers.  

14. We found that, the soda hubs will affect the sales of the soft drinks. 

15. T.V. advertisements will helps to increase the sales of the soft 

drinks. 

16. Pepsi brand will give more offers to the customers. 

 

Suggestions of the study 

 

1. The Company should concentrate on all age group of people. 

2. The company should do the more advertisements to increase the 

sales. 

3. The company should reduce the cost on 200ml bottles and 300ml 

bottles. 

4. Communication gap to be most analyzed. Good communication 

should be maintained between retailer and distributor.  Retailer 

meets and workshops can be organized for the purpose to gain 

information and feedback from the retailer.  Retailers are the only 

players of the supply chain who are in direct contact with the end 

consumer. 

5. Most of the respondents preferring cola flavours in Coke. The Pepsi 

Company also moderate and introduce new cola flavours to 

customers.It will help to capture the cola market. 

6. The company will introduce 150ml bottle for Rs.6/- then company 

can reduce the impact of soda hubs. 

 

Conclusion 

 

 The majority of the respondents are young and they are found of 

consuming soft drinks for several reasons. This group of customers is the 

potential customers of Pepsi. As majority of the respondents belongs to 

students and employee communities, one can expect good sales of soft 
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drinks. The majority of the respondents are consuming soft drinks 

occasionally. Among soft drink brands, the most of the respondents 

preferring Lemon flavors in Pepsi brand and Cola flavors in Coke brand. 
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