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“An analysis of the marketing and product standing of Coca Cola in Singapore”

Chapter 1: Introduction:

The first chapter explains the rationale of the research and the objectives of conducting the research. The introduction chapter enables a reader to understand the background of the topic and the reasons for conducting the research. This research will be followed by an overview of the work carried out and a summary of findings after completing an analysis of the results.

1.1. Preface to the research:

Soft drinks started off with non-carbonated drinks in the 17th century (Bellis, M., 2019). The in the 1800s, carbonated soft drinks became popular, when soda fountains became popular culture. Soft drinks were initially sold in glass bottles produced by glass-blowing machines. Among the popular soft drinks that date back to the late 1800s are Coca Cola, Pepsi, Dr Pepper, ice cream soda, root beer and ginger beer. This research will analyse how Coca Cola’s marketing influences its product standing in Singapore.
1.2.  A brief history of Coca Cola:

Coca Cola began in 1886 when John S. Pemberton began manufacturing the drink at his chemical company in the form of a syrup at the American city of Atlanta, Georgia (Butler, D.,2019). Coca Cola, then containing caffeine and cocaine, was originally marketed as a health drink to cure illnesses. Soda water was subsequently added to the formula at a local pharmacy. Pemberton’s business associate, Frank M. Robinson’s came up with the Coca Cola name and logo which is still used today. It was however the sale of Coca Cola to Asa G. Cander which enables it to grow into one of the largest beverage companies worldwide.
1.3 An overview into the marketing and product standing of soft drinks in Singapore:

The carbonated drinks market is undergoing major changes in recent years with increased concerns about diabetes. According to research by BVA BDRC, 32 percent of consumers are extremely concerned about sugar levels in drinks. This trend has also resulted in seven soft drink manufacturers committing themselves to reduce the sugar content in their drinks to less than 12 percent by 2020. There is also a resurgence in the popularity of coconut water in retail stores in Singapore (Piers, L., 2018). With such market forces at work, with consumers globally being more health conscious about the nutritional content of the drinks they are consuming, it is interesting to research on the impact of marketing on the product standing of popular soft drink products.



 I have personally chosen Coca Cola in particular as a subject of my research due to the many product lines the company has developed over the years and its popularity in Singapore. Furthermore Coca Cola is a company especially renowned for its marketing as illustrated by its targeted marketing campaigns for events like the Olympics (Goodfellow , J., 2021). The marketing of Coca Cola has brought the company unprecedented success. From an investment perspective, Coca Cola is a sure winner. $100 invested in Coca-Cola at the time of its 1919 initial public offering (IPO) would have turned into $1.25 million a century later (Dahl, W., 2023)

The research will focus on the marketing and product standing of Coca Cola in Singapore. Singapore has been chosen in this case due to its strategic location as a commercial hub. Furthermore, in Singapore it will be easier to collect data, being a small country, and it is hoped that the sample selected for this research will be more representative of the population.  
1.4. Aim and objectives:

The aim of the research is to analyse the impact of marketing on the product standing of Coca Cola in Singapore. 

The objectives that have been set to achieve this aim are:

· To conduct a thorough literature review on the marketing of Coca Cola in Singapore.

· To examine the reason for the shift in soft drink preferences in Singapore.

· To analyse the impact of the change of customer preferences on Coca Cola’s marketing strategy in Singapore.

· To investigate the impact of Coca Cola’s product standing in Singapore due to the change in marketing strategy
· To make recommendations to the Coca Cola company based on the results.
1.5. Rationale of the research

This section of chapter one helps in explaining the rationale of the research. Marketing comprise of four main aspects, product, place, price and promotion (Yasar, K.,2022). This research will analyse the impact on Coca Cola’s promotion on its product standing. In the context of changing consumer trends, with customers becoming increasingly health conscious, it is vital to analyse whether the marketing response by the Coca Cola Company is appropriate, which can be done by assessing Coca Cola’s product standing in Singapore, which will be carried out through market research. After reviewing the results, recommendations will be made with regards to proposed changes in the marketing of Coca Cola to further solidify its product standing.

1.6. Relevance of the research:

The relevance of the research expresses the importance of the research and how the research helps the Coca Cola company in fine-tuning its marketing strategy. The current research discusses the role of marketing on the popularity of Coca Cola products in Singapore. The relevance of this study can be summarised as follows:
1.6.1. Importance of the topic to the Coca Cola company: 
This research will give an in-depth view of the marketing of Coca Cola and the recommendations to fine tune its marketing strategy.  The research includes the study with one hundred retail outlets and restaurants in Singapore. This research will help in understanding the market position of Coca Cola in Singapore then recommend changes to its marketing policies. Data collected will be analysed in detail to facilitate further research the area of soft drinks in Singapore in the future.

1.6.2. Importance of the topic to the researcher:

The researcher has an extensive interest and experience in the area of marketing and is keen to explore how sound marketing initiatives can form part of a company’s strategy for in her MBA dissertation. The topic will help researcher to highlight the role of marketing in soft drink companies and how the Coca Cola company’s marketing affects the standing of Coca Cola in the market. For this purpose, a literature review will be performed followed by market research through a mixed research method.
1.7. Limitations and scope of the research:
The research will carried out under the instruction of a supervisor but there will be some limitations to the study. For example, only 100 participating retail outlets will be selected. Time is limited, therefore limiting the accuracy of the data obtained. Furthermore, as the study is self- funded only a limited number of participants may be willing to participate in this research project.

To mitigate these limitations, there should be good research planning as well as execution of the chosen research method.

This scope of this research is limited to the Coca Cola company as the research data collected from participating outlets will be their sales of Coca Cola as well as other soft drink brands which they carry over a predetermined time period.

Chapter 2: Literature review:

Literature review contains mostly of writings of researchers and journalists with data being collected through mainly through journals, books, newspapers and web sites. The sources of all the data will be quoted in bibliography section of dissertation. The purpose of the literature review is to point out deficiencies in previous research and to assist in choosing a suitable research method for the topic. The literature review will also contribute as secondary data for this current research.

A preliminary literature review is given as under:

2.1. The soft drinks market in Singapore:
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According to data collected by Statista, the soft drinks market in Singapore has grown from USD 0.59 billion in 2015 to USD 0.73 billion in 2022. Further analysis reveals that prior research on how marketing affects the popularity of individual soft drinks in Singapore is minimal, as suggested by the lack of online materials available on this subject. It is suggested therefore that more market research may be required on this matter and it is hoped that this research will go some way towards providing useful data on this subject matter.
2.2. Current trends affecting the marketing of soft drinks in Singapore:

Singapore’s public health authority declared a war on diabetes in 2016. This has led to the growth in the market for reduced sugar and unsweetened beverages outpacing that of their traditional counterparts. The Singapore government has also restricted advertising of soft drinks containing more than 10 grams of sugar per 100 gram to point-of-sale advertising from end of 2021 onwards (Leow, A., 2020). Singapore will become the first country to impose a ban on advertisements with high sugar content. Statistics have shown that diabetes in Singapore has tripled since 1975 (Cheung, E., 2019). It remains to be seen if the trend towards healthy living has an impact on the sales of soft drink products in Singapore.
2.3. The product standing of Coca Cola in Singapore:


The top beverage brands in the world are Coca Cola, Pepsi and Red Bull, according to the findings shown by Brand Finance. While Coca Cola is shown to be worth approximately USD 35 billion, Pepsi comes at a distant second with a value of approximately USD 21 billion. In third place is Red Bull with a brand value of around USD 7 billion. While these figures are not representative of the sales of Coca Cola products in Singapore, this research aims to find out the sales trend of Coca Cola products with as compared to that of its competitors like Pepsi in Singapore by conducting a research project. From the sales statistics of several top soft drink products in Singapore, recommendations are made as to what the future marketing strategy of Coca Cola should be in response to the current market trends.
2.4. Summary:

This preliminary literature review will provide an overview as to what data is available after a quick review of news articles and online sites available. As not much research has been done on the soft drinks market in Singapore other than research done by market research firms which can only be available at fees of approximately a few thousand dollars, this research will be valuable in establishing the popularity of top soft drink brands in Singapore.  
Chapter 3: Research methodology:

According to the American sociologist Earl Robert Babbie, “research is a systematic inquiry to describe, explain, predict, and control the observed phenomenon” (Kumar, N.,2023). To achieve the aim of the research it is necessary to follow a suitable research methodology.
3.1. Methodology:

The research methodology is the way research data is collected and analysed (SHU Library, 2020). The research design should suit the research objectives. Alternatives for research include casual research, descriptive research and exploratory research. Research methodology should not be confused with research methods.
Causal research involves several variables and examines how a change in one variable affects the others. Causal research normally involves the use of experiments.
Descriptive research is research performed to explain an occurrence in detail. This type of research is conducted through surveys, interviews, case studies, and experiments
Exploratory research explores a topic in detail and is usually the first type of research to be conducted. It is useful in brainstorming and forming hypotheses. This type of research uses techniques like interviews, surveys, focus groups, and observation. Data from the population is subsequently gathered and analysed.
For the purpose of this research the exploratory research methodology has been selected and surveys and interviews are conducted to gather data from the population. For the purpose of this research retail outlet owners and managers, who are aware of soft drink marketing efforts and sales, provide the necessary inputs. 
3.2. Research methods
Quantitative research is most useful for testing theories and is commonly expressed in numbers. An example will be surveys that involve closed questions. In general, it is a quick and efficient way of gathering data (Streefkerk, R., 2019). 
Qualitative research, on the other hand generates non-numerical data. An example will be interviews involving open-ended questions. It is useful in finding out the reason behind a certain occurrence (Hoover, L., 2021).
For the purpose of this research, a mixed research method will be used. As a result, the data that will need to be analysed are in the form of numbers as well as explanations (Sirisilla,S., 2023) . To obtain more accurate results triangulation can be used to enhance the accuracy of data obtained from multiple research methods (Whitenton, K., 2021).
3.3. Research tools: 

For quantitative research, retail outlets will be given surveys where they can select from a limited number of options. For this research, they are to select one out of the three available options. Whereas, for qualitative research, interviews will be conducted either face to face or online for participating retail outlets.

3.4. Data collection:

For this research, both primary and secondary data will be collected for analysis to reach a conclusion for current study. Primary data consists of newly collected data obtained from surveys and interviews (Steinbock, L., 2022). Secondary data consists mainly of existing information obtained from internet sources, journals and market research. They contribute to the literature review, bibliography and also result analysis sections of this research. For this research respondents of are owners and managers of retail outlets selling soft drinks in Singapore. To collect data, a suitable sampling technique will be used. 100 respondents are chosen for the quantitative research while 50 respondents are chosen for the qualitative research.

3.6. Sampling method:

While the research aims to study the marketing and popularity of soft drinks across the entire country Singapore, it is impractical to study the whole population. Hence, a sample has to be selected to pick out respondents, and for this research the stratified random sampling technique has been selected to pick out respondents from the population. Respondents will be informed about the research.
3.7. Data collection:

As a mixed research method has been selected, data that will need to be analysed are both quantitative and qualitative data. Quantitative data are in numbers and can be presented in tabular format, whereas for qualitative data similar responses will be gathered and analysed. 

For this research, surveys will be conducted involving 100-150 retail outlets in Singapore, and it is expected that around 100 retail outlets will respond. One week has been allocated for surveys. Interviews will also be conducted involving 70 retail outlets selling soft drinks in Singapore and 50 respondents are expected. Interviews are expected to take around two weeks. Data collection will be followed by result analysis, a more rigorous process which is expected to cover a time period of four weeks.
3.8. Results analysis:


Results analysis is the next stage of the research after data collection. Tables and graphs are used to present the results.


An example of result analysis for the product standing of various soft drink products is given as follows: What is the sales trend of soft drink product sales across a one-week period?

For this question, here is a sample response from a survey respondent that manages to sell a hundred units of soft drink products.

	Coca Cola
	40

	Coke Zero
	16

	Pepsi
	22

	Sprite
	8

	Fanta
	4

	Red Bull
	10
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From the survey results of 100 respondents, we can establish the product standing of Coca Cola in Singapore. The interview results of 50 retailers provide details of how soft drink companies carry out their marketing efforts. When both sets of results are analysed, we will be able to relate how marketing efforts translate into current product standing of Coca Cola. 

The results from the above research may not be conclusive as there are other factors at play that may be at work that influence the product standing of Coca Cola other than marketing, for example brand loyalty. Furthermore, it is challenging to establish the correlation between marketing and product standing as marketing is a vast area and any assessment to quantify the marketing of a certain brand or product is subjective at best. 


 Research work contains inaccuracies and one notable one is the participation bias (Farnsworth, B., 2019). One way to minimise this is by providing just an adequate amount of detail on the purpose of the survey or interview, for example, academic study.
Chapter 4: Statement of Ethics
For any research ethical issues need to be discussed. Firstly, research participants need to be notified and their consent obtained to prevent any access to respondent issues. If the research involves the participation of any companies, their prior consent also needs to be sought. Furthermore, the study will be clearly explained to the participants of this research. The participants of this research are allowed to withdraw their participation at any time and no one will be forced to participate in this research.
To prevent misuse of data and ensure data security , data collected for the research will be kept confidential and will be used for research purpose alone. Furthermore, names will not be quoted in research dissertation and questionnaires will be shredded after completion of research. 

Chapter 5: Timeline
The following timeline will be followed for this research study:
	Research Area
	Start date
	Finish date

	Literature review
	7th December
	1st January

	Research methodology
	4th January
	10th January

	Quantitative research
	11th January
	17th January

	Qualitative research
	18th January
	31st January

	Result analysis
	1st February
	28th February

	Conclusion
	1st March
	14th March

	Bibliography
	15th March
	19th March
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