
© 2026 ASIAN JOURNAL OF RESEARCH AND DEVELOPMENT STUDIES 
This work is licensed under a Creative Commons Attribution 4.0 License 

250 

ASIAN JOURNAL OF RESEARCH 

AND DEVELOPMENT STUDIES  
AN INDEXED, REFEREED AND PEER REVIEWED JOURNAL   ISSN: E-3121-9306 

Journal Homepage: http://caarnjournals.com/ajrds    VOL. 4. ISSUE.1 (MAY, 2026) 

MARKETING RESEARCH AND THE ACHIEVEMENT OF 

ORGANIZATIONAL OBJECTIVES IN THE BEVERAGE INDUSTRY 

Iloabuchi Vivian Chinyere1 & Amaechi, Chukwu PhD2 

1&2 Department of Marketing, St. Luke Business School, Peaceland University, Enugu, Nigeria. 

EMAIL: viviciousnta@gmail.com   

D.O.I.: https://doi.org/10.5281/zenodo.21792855 

Received: 31.03.2026 | Accepted: 30.04.2026 | Published: 29.05.2026 

ABSTRACT  RESEARCH ARTICLE 

The beverage industry in Nigeria operates within a highly competitive environment characterized by 

rapidly changing consumer preferences, intense brand rivalry, and significant challenges in 

translating market data into actionable strategic decisions. This study examined the impact of 

marketing research on the achievement of organizational objectives in the beverage industry, with 

particular reference to 7Up Bottling Company, 9th Mile Corner, Enugu. A survey research design 

was employed with a census sampling approach targeting all 154 employees, from which 144 valid 

responses were retrieved and analyzed. Data collection utilized structured questionnaires, and 

analysis involved descriptive statistics, regression analysis, and Pearson Product Moment 

Correlation at a 5% significance level. Findings revealed that market survey practices had a 

significant influence on sales growth (R² = 0.891, p < 0.05), customer feedback analysis significantly 

affected customer satisfaction (R² = 0.517, p < 0.05), competitor analysis showed a significant 

positive relationship with market share expansion (r = 0.66, p < 0.05), and product research 

significantly influenced brand loyalty (R² = 0.817, p < 0.05). The study concludes that marketing 

research positively and significantly impacts organizational objectives in the beverage industry. 

Recommendations include institutionalizing market surveys as continuous strategic functions, 

improving communication of feedback-driven changes, formalizing competitive intelligence systems, 

and strengthening product development efforts. 

KEYWORDS: marketing research, market survey, customer feedback, competitor analysis, 

product research, organizational objectives, beverage industry 

 

INTRODUCTION 

The modern business landscape, particularly within the beverage industry, is characterized by 

intense competition, rapidly shifting consumer preferences, technological advancements, and 

the pervasive effects of globalization (Karaev, 2023). In this dynamic environment, 

organizations increasingly depend on accurate, timely, and relevant information to guide their 

strategic decisions and maintain competitive advantage. Marketing research has consequently 

emerged as an indispensable managerial tool that enables firms to systematically collect, 

analyze, and interpret market-related data for strategic benefit (Mathur, Choudhary, & 

Sharma, 2025). Within the soft drink and beverage sector, where consumer tastes evolve 
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rapidly, companies such as 7Up Bottling Company at 9th Mile Corner, Enugu, must 

continuously adjust their strategies based on reliable market insights to achieve their 

organizational objectives. 

The importance of marketing research in organizations is widely acknowledged. It improves 

decision-making by providing reliable data that reduces risk and uncertainty (Nwodo & Dike, 

2024), enhances customer satisfaction by helping firms understand consumer needs and 

preferences more clearly (Haris, 2024), supports strategic planning by identifying 

opportunities and potential threats (Mmadubuko, Sousa, Sadrae & Kaufmann, 2025), and 

ultimately contributes to improved organizational performance by enabling companies to 

design effective strategies that drive growth and competitiveness (Akinseye, Onimole, 

Ekundayo, & Adebusoye, 2022). Across the world, marketing research has become 

increasingly important in both developed and developing economies, with organizations 

making use of advanced technologies like data analytics, artificial intelligence, and customer 

relationship management systems (Magableh, Mahrouq, Ta'Amnha, & Riyadh, 2024). In 

Nigeria, the value of marketing research is becoming more widely recognized, particularly in 

the fast-moving consumer goods and beverage sectors where competition is high and 

consumer preferences change frequently (Obafemi & Oyawa, 2024). Companies such as 

Nigerian Bottling Company and Nestlé Nigeria Plc are increasingly incorporating marketing 

research into their daily operations and long-term strategies to better understand consumer 

behaviour, market trends, and competitive pressures (Igani, Opara, & Nzidee, 2025). 

Despite these improvements, several challenges still limit the effective use of marketing 

research in Nigeria, including high costs, shortage of skilled professionals, weak data 

management systems, and difficulty accessing reliable secondary data (Agbogun, 2022). The 

Nigerian beverage industry is becoming increasingly competitive, with firms facing rapidly 

changing consumer tastes, growing brand rivalry, and unpredictable market conditions that 

make decision-making more complex (Adiele & Nne, 2024). Although marketing research is 

widely recognized as a key tool for improving business decisions, many beverage companies 

still do not fully or consistently apply research findings in their strategic planning (Mousa et 

al., 2024). There appears to be a significant gap between the collection of marketing data and 

its actual use in shaping strategies aimed at achieving key organizational goals such as 

increased sales, stronger customer loyalty, and market expansion (Soodan, Chakraborty, 

Tailor, & Sharma, 2026). Several firms in Nigeria continue to rely more on managerial 

judgment and experience rather than structured and systematic marketing research when 

making critical marketing decisions (Agbogun, 2022). 

When marketing research is poorly integrated into decision-making, it creates serious 

challenges including inaccurate forecasting of consumer demand, weak product positioning, 

ineffective promotional campaigns, and an inability to respond to emerging consumer trends, 

allowing more research-oriented competitors to gain market advantage. While several 

empirical studies have been carried out in relation to marketing research and organizational 

objectives (Iyadi & Oruakpor, 2024; Ndubueze, Dialoke, & Offor, 2024), few studies have 

specifically examined how marketing research influences the achievement of organizational 

objectives within 7Up Bottling Company at 9th Mile Corner, Enugu. This study therefore 

sought to examine the impact of marketing research on the achievement of organizational 

objectives in the beverage industry. The specific objectives were to: determine the extent to 

which market survey practices influence sales growth; examine the effect of customer 

feedback analysis on customer satisfaction; assess the relationship between competitor 

analysis and market share expansion; and evaluate the impact of product research on brand 

loyalty. The study was guided by four research questions and four null hypotheses. 
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Literature Review 

Conceptual Review 

Marketing Research is the structured process of collecting, recording, and analyzing both 

qualitative and quantitative data about markets, products, and consumers. In the FMCG 

sector especially the beverage industry, it serves as a guiding tool for decision-making, 

connecting what a company can produce with what consumers actually want (Litynska, 

2025). The importance of marketing research in the beverage industry is wide-ranging: it 

reduces risk and improves strategic flexibility, helps identify new opportunities and trends, 

strengthens customer experience and loyalty, and improves the effectiveness of marketing 

campaigns (Sagaci Research, 2025; Xia et al., 2025). Despite its value, marketing research 

faces challenges including difficulty obtaining accurate data in emerging markets, rapidly 

changing consumer preferences, digital skills gaps, and cross-media attribution complexities 

(Aprilianti et al., 2025; Xia et al., 2025). 

Market Survey Practices focus on collecting information directly from consumers through 

structured questionnaires. Walsh (2025) describes survey practices as uncovering the 

"stories" behind consumer behavior, while Ochoa (2025) highlights that survey methods 

significantly influence data quality. Surveys help reduce risk, improve market segmentation, 

provide measurable indicators, and enable faster responses to market changes. However, 

challenges include mode effects, social desirability bias, difficulty achieving representative 

samples, survey fatigue, and cultural differences. 

Customer Feedback Analysis is viewed as actionable information revealing the gap between 

customer expectations and actual experiences (Molnár et al., 2024). Nageswari et al. (2025) 

define it as a structured process of gathering and examining customer-generated data to 

identify trends and support decision-making. Feedback analysis improves decision-making, 

enhances customer engagement and loyalty, and provides a basis for performance 

monitoring. Challenges include data volume and complexity, bias, lack of technical skills, 

and integration difficulties (Bucko et al., 2025; Onwuchekwa & Ogu, 2025). 

Competitor Analysis is viewed as a continuous and strategic process rooted in resource-

advantage theory (Wittmann, 2024). Maduranga (2024) describes it as ongoing evaluation of 

rivals' strategies, strengths, and weaknesses. It helps identify market opportunities, supports 

better decision-making, and strengthens competitive advantage. Challenges include limited 

access to reliable data, fast pace of market change, risk of misinterpretation, and potential 

limitation of innovation. 

Product Research is a structured process using market data and customer feedback to guide 

product development and improvement decisions (Hou et al., 2020). It reduces uncertainty in 

product development, strengthens innovation and competitiveness, and improves customer 

satisfaction and loyalty (Huang, 2010; Chu-Mei et al., 2014). Challenges include difficulty 

obtaining reliable data in developing markets, fast-changing consumer preferences, digital 

bias, and cost limitations. 

Organizational Objectives are structured performance targets that guide decision-making and 

help evaluate organisational success (Richard et al., 2021; Hitt et al., 2020). They provide 

strategic direction, enable performance measurement and accountability, guide resource 

allocation, and enhance coordination across departments. The relationship between marketing 

research and organizational objectives is interdependent and reinforcing: marketing research 

provides empirical evidence for setting realistic objectives, while organizational objectives 
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guide the focus of marketing research (Kotler et al., 2021; Malhotra, 2020). Key indicators 

include sales growth, customer satisfaction, market share expansion, and brand loyalty. 

Theoretical Framework 

Market Orientation Theory was the primary framework anchoring this study. Developed by 

Narver and Slater (1990) and Kohli and Jaworski (1990), it explains how organisations 

achieve better performance by focusing strongly on understanding customers, monitoring 

competitors, and coordinating internal activities. The theory emphasizes three key activities: 

generating market intelligence, sharing this intelligence across departments, and responding 

effectively to it. This framework directly links marketing research to organizational 

performance outcomes such as sales growth, market share expansion, customer satisfaction, 

and brand loyalty. 

The study also drew on the Resource-Based View (Barney, 1991), which argues that a firm's 

lasting competitive advantage comes from internal resources that are valuable, rare, difficult 

to imitate, and non-substitutable. In this context, marketing research itself is a strategic 

resource providing valuable insights into consumers, competitors, and market trends. 

The Dynamic Capability View (Teece, Pisano, & Shuen, 1997; Teece, 2007) provided a lens 

for understanding how marketing research drives adaptability through sensing, seizing, and 

transforming processes in volatile markets. Stakeholder Theory (Freeman, 1984) highlighted 

that organisations must consider the expectations of all stakeholders when making decisions, 

with marketing research playing a key role in managing these relationships. 

Empirical Review 

Market Survey Practices and Sales Growth: Muriuki, Muema, and Rintari (2023) found a 

strong positive correlation (r = .672, p = 0.000) between market penetration strategies and 

sales growth among coffee exporters in Kenya. Soneye (2023) established that street trading 

significantly contributes to sales performance of FMCG companies in Nigeria. Lulaj, 

Dragusha, and Lulaj (2024) demonstrated that Market Alignment drives sales velocity and 

profit surges through accurate forecasting dependent on robust market survey practices. 

Trinh, Dawes, and Sharp (2023) found that brand growth potential lies mostly in light or non-

buyers, suggesting surveys should target these consumers. 

Customer Feedback Analysis and Customer Satisfaction: Wu, Ye, and Chu (2024) found that 

higher ratios of responses to positive reviews positively affected subsequent ratings and 

financial performance. Alikhani et al. (2025) demonstrated that adding core service attributes 

lifts satisfaction, with sharp diminishing returns on additional amenities. Danurdara and 

Masatif (2025) found that organizations actively collecting and analyzing feedback 

experience significantly higher satisfaction levels. Mugendi-Kiarie (2025) revealed that 

responsiveness significantly influenced customer satisfaction across all indicators. 

Competitor Analysis and Market Share Expansion: Nimusima et al. (2023) found that 

competitor-focused marketing strategies significantly improve market performance when 

mediated by competitive advantage. Kithu and Kamau (2024) revealed that firms actively 

benchmarking competitors experienced fewer stock-outs and improved market share 

retention. Konye, Chukwuka, and Peter (2025) showed that firms monitoring competitors' 

product innovation achieve higher market share expansion. 

Product Research and Brand Loyalty: Zhang and Liu (2021) found that continuous product 

improvement significantly increases repeat purchase behavior. Brown and Taylor (2021) 
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showed that firms involving consumers in product testing experienced higher satisfaction and 

stronger emotional brand connection. Nwankwo and Eze (2023) found that firms investing in 

continuous product research recorded higher customer retention rates. 

Methods 

Study Design and Setting 

This study utilized a survey research design, appropriate for collecting original data from 

respondents and describing present situations in their natural setting while permitting 

representative sampling (Fisher, 2004). The study was conducted at 7Up Bottling Company, 

9th Mile Corner, Enugu, a major production and distribution hub in Eastern Nigeria. 

Participants and Sampling 

The population comprised 154 staff members (45 Accounting, 45 Production, 44 Marketing). 

A census sampling approach was adopted, including all 154 staff members to ensure 

complete coverage and eliminate sampling error (Creswell & Creswell, 2018). A total of 154 

questionnaires were distributed, and 144 (93.5%) were returned and analyzed. 

Instrumentation 

Primary data was collected through structured questionnaires with two sections: Section A 

captured bio-data, while Section B addressed study objectives using a five-point Likert scale. 

Content validity was established through expert validation and supervisor assessment. 

Reliability was tested using test-retest method with 20 copies distributed to staff in Enugu 

metropolis. Spearman's Rank Correlation Coefficient yielded a reliability coefficient of 0.8, 

indicating high consistency. 

Data Analysis 

Descriptive statistics (percentages and tables) were used for demographic characteristics and 

response patterns. Inferential statistics including regression analysis and Pearson Product 

Moment Correlation tested four hypotheses at 5% significance level. The decision rule was to 

reject the null hypothesis if p-value < 0.05. 

Results 

Participant Demographics 

Demographic Characteristics of Respondents 

Table 1: Gender Distribution of Respondents 

Gender Frequency Percentage (%) 

Male 98 68 

Female 46 32 

Total 144 100 

 

Explanation: Table 1 presents the gender distribution of the 144 respondents who 

participated in the study. The data reveals that 98 respondents (68%) were male, while 46 

respondents (32%) were female. This indicates a significant male majority among the survey 

participants. The predominance of male respondents may reflect the gender composition of 

the workforce at 7Up Bottling Company, 9th Mile Corner, Enugu, particularly in operational 
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and logistics roles where male employees are often more represented. This gender 

distribution is important to note as it suggests that the study's findings are more reflective of 

male employee perspectives on marketing research practices and their influence on 

organizational objectives. The relatively lower female representation (32%) may limit the 

generalizability of findings to female employees' experiences and perceptions regarding 

marketing research activities. 

Table 2: Age Distribution of Respondents 

Age Bracket Frequency Percentage (%) 

18-25 years 68 47 

26-35 years 31 22 

36-45 years 30 21 

46 years and above 15 10 

Total 144 100 

 

Explanation: Table 2 presents the age distribution of respondents. The data shows that the 

largest age group was 18-25 years, with 68 respondents (47%), followed by 26-35 years with 

31 respondents (22%), 36-45 years with 30 respondents (21%), and 46 years and above with 

15 respondents (10%). The dominance of the 18-25 age group indicates that the majority of 

respondents were young adults, likely representing entry-level and junior staff at 7Up 

Bottling Company. This youthful workforce composition is significant because younger 

employees may have different perspectives on marketing research practices, particularly 

regarding digital data collection methods and technology adoption. The relatively small 

proportion of older staff (46 years and above at 10%) suggests that the study primarily 

captured the views of younger, potentially less experienced employees, which could 

influence perceptions of marketing research effectiveness and its contribution to 

organizational objectives such as sales growth and brand loyalty. 

Table 3: Educational Qualifications of Respondents 

Educational Qualification Frequency Percentage (%) 

OND/NCE 17 12 

HND/BSc 85 59 

MSc/MBA 32 22 

PhD/DBA 10 7 

Total 144 100 

 

Explanation: Table 3 presents the highest educational qualifications attained by the 

respondents. The majority, 85 respondents (59%), held HND/BSc degrees, making this the 

dominant educational category among employees at 7Up Bottling Company. This was 

followed by 32 respondents (22%) with MSc/MBA qualifications, 17 respondents (12%) with 

OND/NCE qualifications, and 10 respondents (7%) with PhD/DBA qualifications. The 

findings indicate that respondents were generally well-educated, with the majority possessing 

undergraduate degrees and a notable proportion (22%) having postgraduate qualifications. 

This high level of education is important because it suggests that employees are likely to 

possess the analytical and cognitive skills necessary to understand and contribute to 

marketing research activities. The presence of employees with MSc/MBA degrees indicates 

that a significant portion of the respondents may hold managerial or supervisory roles where 

marketing research findings are interpreted and applied to strategic decision-making. This 
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educational profile enhances the credibility and reliability of the respondents' perceptions 

regarding marketing research practices and their influence on organizational objectives. 

Table 4: Departmental Distribution of Respondents 

Department/Unit Frequency Percentage (%) 

Logistics/Distribution 38 26 

Production 35 24 

Marketing/Sales 33 23 

Admin/HR 24 17 

Customer Service 14 10 

Total 144 100 

 

Table 4 presents the departmental distribution of respondents within 7Up Bottling Company. 

The largest group was from Logistics/Distribution, with 38 respondents (26%), followed by 

Production with 35 respondents (24%), Marketing/Sales with 33 respondents (23%), 

Admin/HR with 24 respondents (17%), and Customer Service with 14 respondents (10%). 

This departmental diversity is significant as it ensures that the study captured perspectives 

from both customer-facing and operational departments. The strong representation from 

Logistics/Distribution (26%) and Production (24%) provides insights into operational aspects 

of the business, while Marketing/Sales (23%) offers perspectives on customer engagement 

and market intelligence. The presence of Admin/HR (17%) and Customer Service (10%) 

ensures that support functions and direct customer interaction departments are also 

represented. This broad departmental coverage is essential for understanding how marketing 

research practices are perceived and utilized across different functional areas of the 

organization, and how these practices influence various organizational objectives such as 

sales growth, customer satisfaction, market share expansion, and brand loyalty. 

Table 5: Years of Experience of Respondents 

Years of Experience Frequency Percentage (%) 

1-5 years 46 32 

6-10 years 66 46 

Above 10 years 32 22 

Total 144 100 

 

Table 5 presents the years of work experience of respondents at 7Up Bottling Company. The 

highest proportion, 66 respondents (46%), had 6-10 years of experience, followed by 46 

respondents (32%) with 1-5 years, and 32 respondents (22%) with above 10 years of 

experience. The dominance of employees with 6-10 years of experience indicates that the 

study captured the perspectives of moderately experienced professionals who have substantial 

knowledge of the organization's operations and marketing research practices. These 

employees are likely to have witnessed multiple marketing research cycles and can provide 

informed perspectives on how research activities have contributed to organizational 

performance. The presence of employees with above 10 years of experience (22%) brings 

long-term institutional knowledge and historical perspective on the evolution of marketing 

research practices at the company. The relatively smaller proportion of employees with 1-5 

years of experience (32%) provides insights from relatively newer staff who may have fresh 

perspectives on current research practices. This diversity in experience levels ensures a 

comprehensive understanding of how marketing research influences organizational objectives 
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across different employee cohorts, from relatively new staff to seasoned professionals with 

extensive organizational tenure. 

Hypothesis Testing Results 

Hypothesis One: Market Survey Practices and Sales Growth - Regression analysis revealed 

R = 0.918, R² = 0.891, indicating 89.1% of sales growth variation is explained by market 

survey practices. ANOVA showed F = 21.265, p = 0.002 (< 0.05). Coefficient table showed β 

= 1.964, t = 4.619, p = 0.008. The null hypothesis was rejected, confirming significant 

positive influence. Regression equation: Y = 116.031 + 1.964X. 

Hypothesis Two: Customer Feedback Analysis and Customer Satisfaction - Regression 

analysis revealed R = 0.539, R² = 0.517, indicating 51.7% of customer satisfaction variation 

is explained by feedback analysis. ANOVA showed F = 6.102, p = 0.003 (< 0.05). 

Coefficient table showed β = 0.667, t = 3.710, p = 0.016. The null hypothesis was rejected, 

confirming significant positive effect. Regression equation: Y = 14.112 + 0.667X. 

Hypothesis Three: Competitor Analysis and Market Share Expansion - Pearson correlation 

analysis revealed r = 0.66, p = 0.041 (< 0.05), indicating a moderately strong positive and 

statistically significant relationship. The null hypothesis was rejected. 

Hypothesis Four: Product Research and Brand Loyalty - Regression analysis revealed R = 

0.662, R² = 0.817, indicating 81.7% of brand loyalty variation is explained by product 

research. ANOVA showed F = 15.131, p = 0.003 (< 0.05). Coefficient table showed β = 

0.114, t = 3.552, p = 0.004. The null hypothesis was rejected, confirming significant positive 

influence. Regression equation: Y = 99.331 + 0.114X. 

Descriptive Findings 

The majority of respondents (68.0% to 74.9%) agreed that market survey practices positively 

influence sales growth, with highest agreement (74.9%) on the indispensability of market 

surveys. For customer feedback analysis, 59.7% to 71.5% agreed it positively affects 

satisfaction, though only 59.7% believed customers actually experience improved satisfaction 

from tangible changes. Competitor analysis recorded very strong agreement (64.5% to 

87.4%), with 87.4% agreeing that without systematic competitor analysis, the company 

would lose market share. Product research recorded moderate to strong agreement (50.6% to 

64.5%), with 25% undecided on current practices. 

Discussion 

The findings reveal that marketing research practices significantly influence organizational 

objectives in the beverage industry. Market survey practices had a strong positive effect on 

sales growth (R² = 0.891, p < 0.05), aligning with Muriuki, Muema, and Rintari (2023) who 

reported strong positive correlation between market penetration strategies and sales growth. 

The high explanatory power suggests regular market surveys play a critical role in identifying 

evolving customer preferences. The regression model demonstrates that improvements in 

market survey practices lead to notable increases in sales growth. 

Customer feedback analysis significantly influenced customer satisfaction (R² = 0.517, p < 

0.05), supporting Wu, Ye, and Chu (2024) who demonstrated that responding to customer 

reviews improves satisfaction. However, an important visibility gap emerged: while 71.4% 

agreed feedback is collected and utilized, only 59.7% believed customers experience 

improved satisfaction. This suggests customers may not clearly recognize changes, possibly 
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due to delayed implementation or poor communication, emphasizing that effectiveness 

depends on how quickly and visibly organizations respond. 

Competitor analysis showed significant positive relationship with market share expansion (r 

= 0.66, p = 0.041), supporting Nimusima et al. (2023). This was strongly supported by 

perceptions: 87.4% agreed that without consistent competitor analysis, the company could 

lose market share, and 84.6% indicated such analysis helps identify untapped opportunities. 

These results demonstrate competitor analysis actively supports expansion. 

Product research significantly influenced brand loyalty (R² = 0.817, p < 0.05), consistent with 

Zhang and Liu (2021). However, a gap emerged: while 64.5% acknowledged product 

improvements drive loyalty, only 50.6% believed adequate product research is currently 

conducted, with 25% undecided. This suggests limited awareness or uncertainty about 

ongoing research efforts. 

Limitations: The study focused on one branch of 7Up Bottling Company, limiting 

generalizability. Self-reported data may introduce social desirability bias, recall bias, and 

common method variance (Podsakoff et al., 2003). 

Summary, Conclusions, and Recommendations 

Summary of Findings 

1. Market survey practices significantly influenced sales growth (R² = 0.891, p < 0.05), 

indicating regularly gathering market information drives higher sales. 

2. Customer feedback analysis significantly affected customer satisfaction (R² = 0.517, p 

< 0.05), though impact is stronger when customers clearly see changes made. 

3. There was a significant relationship between competitor analysis and market share 

expansion (r = 0.66, p < 0.05), helping the company identify new opportunities and 

respond to market changes. 

4. Product research significantly influenced brand loyalty (R² = 0.817, p < 0.05), 

implying regular product improvements based on research increase customer loyalty. 

Conclusions 

Marketing survey practices play a major role in driving sales growth. When 7Up consistently 

gathers and analyzes market information, these insights directly translate into improved sales 

performance and repeat purchases. Customer feedback analysis significantly improves 

customer satisfaction, but effectiveness depends on whether customers can see changes made 

based on their input. A communication gap currently limits its full impact. Competitor 

analysis has a meaningful relationship with market share growth, allowing 7Up to identify 

gaps and strengthen competitive position. Product research strongly influences brand loyalty 

through continuous improvement of products, though uncertainty exists among staff 

regarding current activities. Overall, marketing research—including market surveys, 

feedback analysis, competitor monitoring, and product research—is a core strategic function 

significantly shaping organizational performance. 
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Recommendations 

1. The management should institutionalize market surveys as a continuous strategic 

function through regular quarterly surveys, a dedicated market intelligence team, and 

integration of findings into sales planning. 

2. The company should improve communication of feedback-driven changes through 

structured initiatives such as "You Spoke, We Acted" to ensure customers clearly see 

and understand improvements. 

3. The company should formalize its competitive intelligence system with a real-time 

competitor tracking dashboard, regular strategy meetings based on competitor data, 

and assigned responsibility for ongoing intelligence gathering. 

4. The management should strengthen product development efforts through more 

frequent product testing, packaging evaluations, involving loyal customers, and 

making product improvements visible through branding and marketing 

communications. 

Suggestions for Further Studies 

1. Multi-company comparative studies across different beverage firms to determine 

whether findings are industry-wide. 

2. Longitudinal studies tracking changes over time with both survey data and actual 

performance records. 

3. Future studies should include customers directly rather than relying only on staff 

perceptions. 

4. Explore additional factors such as organizational culture, marketing budgets, and 

digital tools. 

5. Qualitative studies through interviews with managers and key stakeholders to explore 

unexplained performance variation. 
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