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Executive Summary 

Dr Pepper and Snapple Group, Inc. is planning to continue its line of Dr. Pepper soda, but it has considered to 

perhaps adding a Dr. Pepper lime flavor. Although the Dr. Pepper soda is maturing, the unique soda brand is 

still growing. Dr. Pepper will continue to be positioned by the slogan “Always One of a Kind”, indicating that 

the brand offers a unique, fun, and one of a kind soda features and benefits at a competitive aspect. The 

company has decided to greatly target the segment of Hispanic Millennials who consume Dr. Pepper soda. This 

proposes that the young Hispanic population is increasing rapidly in the U.S., and that their uniqueness of being 

Hispanic, while also seeking to connect with their high-tech environment, should be through a soda that 

presents uniqueness, fun, and connectedness—hence, Dr. Pepper. The main marketing objective is to achieve 

first-year U.S. sales of an increase from 39.5% to 40%. Based on this market share objective, the company 

expects to sell more than 6 million units the first year and break even in the final period of the year.  

Financial Overview 

Table 1: 5 Year Financial Overview 

At end of year 2010 2011 2012 2013 2014 

Stock Price $35.16 $39.48 $44.18 $48.72 $71.68  

Revenue $5,636 $5,903 $5,599 $5,997 $6,121 

Profits $528 M $606 M $629 M $624 M $703 M 

Profit Margin % 9.37% 10.27% 11.23% 10.41% 11.49% 

Growth Rate 4.76 -5.15 7.11 2.07  

 

 

Through this five-year financial overview, we can observe that the weakest year for Dr Pepper Snapple Group Inc. 

was in 2011. The growth rate dropped but revenue maintained itself high in the charts. The best year for Dr Pepper 

Snapple Group Inc. has been 2014. Profits are the highest they have been in the last five years, as well as the stock 

price. With this trend, one can predict that Dr Pepper Snapple Group Inc. will continue to raise its numbers, 

especially with its new advertising campaign.   
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Current Market Situation 

Market Description 

The industry that Dr Pepper Snapple Group, Inc. is in is the beverage or soft drinks industry. Their biggest 

competition includes corporations such as The Coca-Cola Company, PepsiCo, Inc., and Monster Beverage 

Corporation. Dr Pepper Snapple is considered America’s third largest soda maker—making Coca-Cola and 

PepsiCo, Inc. the top two largest in America. Dr Pepper Snapple Group, Inc.’s consumers are of course any 

food or beverage consumer, but the company has targeted a specific demographic—Millennials, young men and 

Hispanics—with its media advertising through their One of a Kind 2012 advertising campaign, Dr Pepper TEN, 

and Via 23. With the tough soda beverage competition in the market, Dr Pepper Snapple Group Inc. has sought 

to expand its taste and customer loyalty.   

Product Review 

Dr Pepper Soda (beverage drink) 

• Bottled flavored soda 

• Bottle colors: red and black 

• Contains 23 flavors 

• Dr Pepper formula is top secret  

• Created in Waco, Texas in 1885 

• Oldest major soft drink brand in the USA 

• Contains caffeine 

• 100 calories per 8 oz. serving size (drpepper.com) 

Table 2 (Segment Needs and Corresponding Features/Benefits) 

Dr Pepper Snapple Group, Inc. has built a strong customer loyalty, mainly among Millennials, young men, 

and young Hispanics (as the table illustrates).  
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Targeted Segment Customer Need Correlated Features/Benefits 
 
 
 

Millennials 
!
!

• Large exposure to the 
media’s tech savvy 
advertising 

• The opposing and rebellious 
views of their generation 

• Music, art, movies, fashion 
interests 

• Recognition in society 
• A drink that allows them to 

identify with their tech savvy 
generation 

• Gives them a sense of 
identity with the drink they 
consume 

 
 
 

Hispanics 

• Bicultural  
• Bilingual 
• American identity and 

conformity  

• Fastest growing population 
segment that drives the 
market growth 

• A drink that takes notice of 
their expanding ethnicity 

• A drink that they can relate to  
 

 
 
 

Men 

• Better tasting option for men  
• Men who don’t like the 

image of diet soda 
• Men who don’t like the taste 

of diet soda 

• A Dr Pepper TEN soda, 
rather than a Diet Dr Pepper 
or Dr Pepper ZERO 

• The comfort in consuming a 
diet Dr Pepper soda 

• The comfort in consuming a 
low sugar Dr Pepper soda 

 
 

Segmentation 

The segmentation for this corporation will consist of the obvious beverage or soft-drink consumers.  Food 

consumers also take part in this segment. The overall segment that Dr Pepper wants to target is those who 

identify themselves as different or unique. In this differing segment comes the millennial generation, the 

overall youngsters that fall under the male and Hispanic segment.  

The millennial generation, a 24% tech savvy part of the population, seems to be everyone’s major target 

because they consume regularly and seek differing alternatives. What they tend to consume tends to 

communicate who they are. Their daily interactions involve computers, Internet, mobility, music, movies, 

and fashion. They want something easy to pick, something that yells out at them that they are part of them. 

They also want to make healthy choices when possible.  

The male segment would be of young men. The specific 

demographic are “young men would like a low-calorie 

option without the diet imagery” (Bailey). Men tend to 

be the superior sex and like to present power and strong masculinity. Men don’t want to be seen drinking a 

diet drink, or be criticized for caring for their weight or figure (as women would).  
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Also, they would like to attract the largest ethnic population, which are Hispanics—19% of population by 

2020 (Bailey). Hispanics speak two languages and participate in two cultures. A beverage brand that relates 

and celebrates their “best of two worlds” lifestyle is Dr Pepper’s goal. Dr Pepper believes that the young 

Hispanic (18-34 years old) population would like a drink that identifies with their backgrounds and their 

Hispanic-American lifestyles.  

Targeting 

The most attractive segment to enter is young Hispanics. 

Like stated already, they are the fastest growing sector in 

the United States, which means that their consuming activity is very important. They bring their language, 

culture, backgrounds, behaviors, traditions, and actions to the U.S.A. figuratively asking for products and 

brands just for them. They want something they can relate to from back at home, that relates to their 

parents, families, and friends. They want the freedom to express themselves through music, art, movies, 

fashion, and culture.  

Positioning 

In order to target their desired segment—young Hispanics—Dr Pepper Snapple Group, Inc. has turned to 

television commercial advertising. Dr Pepper Snapple Group, Inc. positions itself compared to its 

competitors by turning to Spanish language television such as Telemundo, Univision, and MTV 3. 

Although Coca-Cola and PepsiCo, Inc. also airs through these Spanish speaking channels, Dr Pepper 

Snapple Group, Inc. has made sure to combining Latin artists, and Latin athletes. These components will 

especially attract the young Latino segment especially through their specific locations—Dallas, Los 

Angeles, San Antonio, and Sacramento—areas with a large Latino population. Coca-Cola on the other 

hand, has tied in a “Open Happiness” or “Destapa La Felicidad”, meaning that “For Hispanics, happiness 

means pursuing and achieving their dreams, and Coca-Cola has always been there to provide them with the 

simple pleasure of refreshment during their journey” (Parpis). Compared to Dr Pepper, Coca-Cola has 

made marketing efforts with the Coca-Cola Telenovela Club. PepsiCo, Inc. has made a similar attempt as 

Dr Pepper. By joining MTV3 “to help raise the profile of Pepsi’s ‘Vive Hoy’ (Live for Now) program—a 

Hispanic targeted complement to the brand’s broader Live for Now campaign, which uses music to 

resonate with young consumers” (Sass). As one can see, the soda industry’s is head on head when it comes 
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to positioning its brand and products. Targeting their young Hispanic segment, the soda industry turns to 

the channels they engage with most and the music media.  

Competitive Review 

Table 3 (Sample of Competitive Products) 

Competitor Brand of Product Features 
 
 
 

 
The Coca-Cola Company 

 
 

 
 

Coca-Cola Soda 

12 fl oz; 140 calories; 0 g fat; 45 mg 
sodium; 39 g carbs; 39 g sugar; 0 g 
protein; Carbonated water; High 
fructose corn syrup; Caramel color; 
Phosphoric acid; Natural flavors; 
Caffeine; comes in a single product 
or in a multi-pack; soda can come in 
a variety of flavors such as lime and 
vanilla; comes in diet and zero 
calories; ordinarily sold in a red can 
or black bottle with white lettering 

 
 

 
 

Pepsico, Inc. 
 

 
 

 
 

Pepsi Soda 

12 fl oz; 150 calories, 0 g fat; 30 mg 
sodium; 41 g carbs; 41 g sugar; 0 g 
protein; carbonated water; high 
fructose corn syrup; caramel color; 
sugar; phosphoric acid; caffeine; 
citric acid; natural flavor; comes in 
diet flavors and non-diet flavors such 
as cherry; ordinarily sold in a single 
product or multi-pack; comes in a 
blue can with white lettering  

 
 
 

Monster Beverage Corporation 

 
 

 
Monster Energy Drink 

8fl oz; 100 calories; 180 mg sodium; 
27 g carbs; 27 g sugar; riboflavin 1.7 
mg; niacin 20 mg; vitamin B6 2 mg; 
vitamin B12 6 mcg; also comes in a 
absolutely zero energy drink; comes 
in a single product or multi-pack; 
ordinarily sold in a black can with 
green tears shaped in an M logo 

 

Coca-Cola soda: The Coca-Cola soda drink is number one in the beverage industry consisting of 3300 

products. Beverages range in the diet category, 100% fruit juices, fruit drinks, water, energy drinks, tea, and 

coffee (Marketing91). The product is present in over 200 countries. The pricing of the product is done 

“according to the market and geographic segment…in which each sub-brand…has a different pricing 

strategy”. The pricing strategy is determined through the pricing competitors hold. The Coke brand is 

distributed globally in stores, restaurants, move theatres, convenient stores, vending machines, soda 

fountains, etc. The way Coca-Cola has positioned its brand has been based on life style and recent events. 

For instance, for the Christmas holidays they air the polar bear commercials. They also turn to emotional 
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aspects such as “Share a Coke”, putting names on their product and creating customer connectivity. They 

also play the role of a huge sponsorship for many big events or occasions such as sporting events, or 

Hollywood awards. Their red can and name have positioned themselves in their customers for a very long 

time. They are one of the first soda beverages to successfully enter the market—hence being the first has 

allowed them to position themselves well. 

Pepsi soda: Although Pepsi is greatly known for its soda beverage, Pepsi, Inc. also distributes food products 

such as chip snacks with brands like Lays and Cheetos. Pepsi also ranges in the diet category and in fruit 

and sport drinks. Coca-Cola, Pepsi’s biggest competition, has made both Pepsi and Coke enter a “brand war 

rather than enter a price war” (Marketing91). Pepsi does give out discounts especially when the size of the 

container increases, so does the discount price. This helps in keeping distributors loyal to the company and 

the brand. Pepsi distributes its product through retailers, stores, restaurants, and convenience stores; as well 

as through bulk buyers and major retailers who buy directly from the company such as Costco. Pepsi’s 

promotional strategies have helped maintain a strong brand image. Pepsi is known to segment and target 

the young demographic through several “brand ambassadors” such as Nicki Minaj. Through its promoting 

approach they have been able to position themselves in the young population through music, mass media, 

technology, and pop culture. It brings them second behind Coca-Cola but Pepsi has managed to stay right 

below Coca-Cola.  

Monster energy drink: Monster energy drinks are the “meanest energy drink on the planet” 

(monsterenergy.com). It is the right drink to give someone energy. It “packs a powerful punch but has a 

smooth easy drinking flavor”. This monstrous energy drink is sold at about $1.99 per can (16 fl oz.) It is 

sold in convenient stores, retail stores, and sporting or sponsored events. Its promotion does involve 

television media, but apart from that, Monster Beverage Corporation promotes through gaming 

sweepstakes such as Call of Duty, sporting events, skate parks, and concerts. The brand connects itself with 

high-energized occasions, allowing the drink to remind consumers why and when to consume it. Its black 

and green brand has positioned itself in the minds of the customers through energized, up beat, exciting, 

adrenaline events.  
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Channels and Logistics Review 

The marketing channels that Dr Pepper Snapple Group Inc. uses to distribute and sell their products are through 

television medium, convenient stores, grocery stores, and other stores that sell food and beverages, as well as 

restaurants and vending machines such as: 

• Wal-Mart Stores, Inc.—accounted about $64 million and $63 million of the company’s total trade accounts 

receivable (Dr Pepper Snapple Group, Inc. 2013 annual report) 

• Retailers—Target Corporation, Safeway Inc., The Kroger Co. 

• Food Service—McDonald’s Corporation, Burger King Corp., Sonic Corp., The Wendy’s Company, 

Subway Restaurants, Jack in the Box 

• Convenience stores—7-Eleven, Inc., OXXO 

Most households today have access to a television set which promotes several commercials. By airing the Dr 

Pepper commercial, customers will be able to engage in the unique taste and connection with the soda flavor 

and status and know where to purchase the soda beverage.  

Strengths, Weaknesses, Opportunities, and Threat Analysis 

Table 4: SWOT Table 

Strengths Weaknesses 
• Strong focus on research and development 
• Distinct soda flavor 
• Strong connectedness with consumers 

 
 

• Low international presence 
• Distribution 
• Profits were lower in 2013 than in 2012 

 
 

Opportunities Threats 
• Unique beverage flavor/ New flavors  
• New healthy alternative (diet, Dr. Pepper TEN) 
• Consumer preferences 

 
 

• Competition (Coca-Cola, PepsiCo.) 
• Promotional marketing 
• Shifts in consumer preferences 

 

Strengths 

• Strong focus on research and development: In order to create and improve Dr. Pepper soda, Dr Pepper and 

Snapple Group, Inc. have several research and development methods that help them increase the value of 

their product. For instance, Their research and development team focuses in activities such as product 

development, microbiology, analytical chemistry, process engineering, sensory science, nutrition, 

knowledge management and regulatory compliance (2010 Dr Pepper and Snapple Group, Inc. Annual 
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Report). Also, the company makes sure to engage with their potential target segments to learn what exactly 

it is their product must have to meet consumers’ needs and wants. The company visits costumers at their 

home, make observational experiments, take surveys, and make sure they engage with them one and one. 

• Distinct soda flavor: Dr. Pepper soda does not have the same soft-drink flavor as most soft-drinks in the 

soda industry. Unlike their main competitors Coca-Cola and PepsiCo., Dr. Pepper offers a bizarre, unique, 

and innovative soda taste, making it distinct in the soda industry, and attractive to unique costumers, as is 

its product main goal. Discussed later, its taste is also a strength when it comes to new added tastes and 

healthy soda flavors.  

• Strong Connectedness with consumers: Dr Pepper and Snapple Group, Inc. wants their unique taste to 

allow consumers to reflect their own uniqueness and show honor and proud through that as Dr. Pepper soda 

does with its distinct taste. Their marketing approach such as “Always One of a Kind” have allowed 

costumers to see that being different should be celebrated and connected through a drink they can celebrate 

through and with.  

Weaknesses 

• Low international presence: Because Dr Pepper and Snapple Group, Inc. only has presence in the United 

States, Canada, Mexico, and Latin America, Dr. Pepper soda is only present in these locations as well, 

lacking international presence (Dr.Pepper and Snapple Group Slideshare, 2012). This is a big weakness in 

which their competitors Coca-Cola and PepsiCo. are both in over 100 countries worldwide (Dr Pepper and 

Snapple Group, Inc. Annual Reports). The global segment has been a huge driving factor for the soda 

industry as health consciousness has increased in America. The low exposure can be a good growth 

opportunity for the company and the product, but the company has no intentions of expanding their 

presence yet. Theodore Levitt would describe Dr. Pepper as a global corporation in which it “operates with 

resolute constancy—at low relative cost—as if the entire world were a single entity; it sells the same things 

in the same way everywhere” (Levitt, 1983). Of course, this would only apply to the few areas that Dr 

Pepper and Snapple Group, Inc. is located in Mexico, Canada, and Latin America.  

• Distribution: The distribution channels of Dr. Pepper soda are not very big. Of course, they are sold at the 

customer’s convenience at popular stores and restaurants such as Wal-Mart, Target, 7-Eleven, McDonald’s, 

Burger King, Wendy’s, Subway, Sonic, and others. The weakness lies in the not so popular places. Take 
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the Italian restaurant, Philippi’s for example. They do not serve Dr. Pepper (and Coca Cola—they only 

serve Pepsi). Dr Pepper and Snapple Group, Inc. should work with a small business like Philippi’s in order 

to distribute it to every customer as possible. From the customer’s side, it is a convenience when it comes 

to going to Wal-Mart, Target, Burger King, or 7-Eleven; but what about when someone goes out to a small 

family restaurant and they don’t have Dr. Pepper? That is where the customer convenience is lost—the ease 

of buying the product, finding the product, and finding information about the product is lost. Dr Pepper and 

Snapple Group, Inc. should seek to work and expand business with small business companies. There are 

many small businesses that customers like to go to and purchase. The big name stores and restaurants aren’t 

always a customer’s preference.  

• Profits were lower in 2013 than in 2012: Dr Pepper and Snapple Group, Inc. had a profit of $629 million in 

2012. Then, profits dropped in 2013 by $5 million. The profit margin also decreased from 11.23% to 

10.41%. This conveys that the soda brand was not doing well in 2013. Many internal factors could have 

influenced the decaying profit such as not enough sales management or marketing planning.  

Opportunities 

• Unique beverage flavor/ New flavors: Introducing more innovative tastes to the Dr. Pepper soda line and 

brand can increase target segmentation, profits, and brand reputation in the competitive soda industry. The 

Dr. Pepper soda already holds a unique soda taste, and adding a new or improving the taste can create 

bigger opportunities for the product, which leads to the next two opportunities. Apart from the old 

fashioned original Dr. Pepper soda, new flavors are being added to Dr. Pepper soda such as cherry vanilla 

and diet cherry vanilla. This has allowed them to keep allowing the company to enhance and experiment 

with new ingredients and new premium flavors, innovating their product and brand. 

• New healthy alternatives: Soda is a sugary beverage and the increased health consciousness that has 

occurred in America has allowed Dr Pepper and Snapple Group to expand their soda line and innovate their 

soda taste and brand. For instance, their Dr. Pepper TEN soda beverage is just ten bold tasting calories, as 

is stated on the product. This product was primarily targeted at young men who didn’t want to be seen 

drinking a diet drink, rather a Dr. Pepper TEN. Then of course there is Dr. Pepper Diet, Dr. Pepper Cherry 

Vanilla Diet, and Dr. Pepper Caffeine Free—all maintaining their popular and distinct soda taste. This will 
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give the product the opportunity to remain strong in the market, as well gain customer loyalty and 

connectedness, and innovate within the competition.  

• Consumer preferences: Factors such as those in the buyer decision process can influence how consumers 

consume Dr. Pepper soda. For example, the purchase decision, that is the attitudes of others and unexpected 

situational factors will most likely influence the buying behavior. Customers will favor this distinct soda 

taste and brand, which will give the product and the company an opportunity to expand in the market and 

connect with its costumers. It must also be highlighted that Dr. Pepper soda’s innovative will attract new 

consumers.  

Threats 

• Competition (Coca-Cola, PepsiCo.): The simple fact that Coca-Cola soda and Pepsi rate the top soda 

brands in the soda industry is a major threat to Dr. Pepper soda. Dr. Pepper rates the third largest soda 

beverage—still below its competitors. It’s not only the soda’s tastes, but also the positioning that is a threat. 

Coca-Cola was the first to position itself in the prospect’s mind (Ries & Trout, 2000), which is why it has 

remained number one. This makes it difficult for Dr. Pepper (and Pepsi) to be number one in the soda 

industry.  

• Promotional marketing: Dr. Pepper began a marketing campaign specifically targeting the young millennial 

segment in the U.S. Pepsi has done a very similar approach targeting the Spanish speaking population by 

doing their “Live Now” marketing translated into “Vive Hoy”. Both soda brands have used music and 

celebrity endorsements to attract their targeted segment. It has been a very tight competition; therefore, 

making marketing approaches a large threat to Dr. Pepper soda.  

• Shifts in consumer preferences: Factors such as those in the buyer decision process can influence how 

consumers consume Dr. Pepper soda. For example, the purchase decision, that is the attitudes of others and 

unexpected situational factors will most likely influence the buying behavior. An example would be 

parents. If parents don’t allow their children to consume sugary beverages such as soda, then it most likely 

the buyer will not buy a Dr. Pepper soda. Also, maybe a close competitor such as Pepsi dropped its price 

and that made the buyer decide to buy Pepsi instead of Dr. Pepper—shifting the consumer’s tastes away 

from Dr. Pepper. It must also be highlighted that Dr. Pepper soda’s innovative taste might not taste good to 

everyone, having them turn to the competition or another drinking product, which leads to the next threat.  
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Objectives and Issues 

First Year Objectives 

Sales volume decreased 3% for the year ended December 31, 2013. These declines were because of the offset 

by a 3% increase in RC Cola which included the launch of the RC TEN product. Overall, the company was flat 

for the period. Therefore, during the first year, Dr Pepper and Snapple Group, Inc. aims to achieve an increase 

in volume growth by 2.5% in order to try to regain the lost sales volume of the previous period. Dr Pepper and 

Snapple Group, Inc. are in the leading position in flavored carbonated soft drinks (CSDs) with a 39.5% market 

share in the United States for 2013. Our product portfolio is biased toward flavored CSDs, which keep gaining 

market share as compared to cola CSDs. We also focus on emerging soda flavors within our Dr. Pepper soda. 

We believe that marketing and innovating our products toward the fast growing population segment, such as the 

Hispanic community in the U.S., could create the achievement of 40% market share for Dr. Pepper, up from 

39.5%. 

Second Year Objectives 

During the second year, Dr Pepper and Snapple Group, Inc. will introduce new additional Dr. Pepper soda 

flavors such as lime, including diet Dr. Pepper lime soda. The second-year objective is to achieve 4% growth, 

equating to a sales increase of $700 million.  

Issues 

Because Dr Pepper and Snapple Group, Inc. only has presence in the United States, Canada, Mexico, and Latin 

America, Dr. Pepper soda is only present in these locations, lacking international presence. This is a big 

weakness in which their competitors Coca-Cola and PepsiCo. are both in over 100 countries worldwide. The 

global segment has been a huge driving factor for the soda industry as health consciousness has increased in 

America. The low exposure can be a good growth opportunity for the company and the product, but the 

company has no intentions of expanding their presence yet. 

Marketing Strategy 

Product 

Dr. Pepper soda will be sold with all the features mentioned in the Product Review section. As consumers 

became more aware of the product and retail stores increase their availability, more options will be added. The 

flavors already in the product line and a potential new lime flavor will raise options for consumers especially to 
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the already loyal consumers. We will remain with our already basic soda packaging and labeling because we 

want to remain the company and brand we have always been. Dr. Pepper does not want to be any more or any 

less than, say, Coca-Cola or PepsiCo. Our product taste and brand will remain the promise that it is.  

Price 

Dr. Pepper soda’s pricing strategy is based on cost-based pricing, in which the manufacturing or production 

costs are the basis for the pricing of the product. This pricing strategy involves setting prices based on the costs 

of producing, distributing, and selling the product, as well as a rate of return for the firm’s business and risk. For 

Dr Pepper this includes the bottling, the creation of the 

soda liquid, the distribution (supply-chain), and where it is 

sent to sell. The new-pricing strategies for Dr. Pepper soda 

focus on market-penetration pricing, in which the company 

sets a low initial price to penetrate the market rapidly. This 

helps to attract a large number of consumers and win a 

large market share, as well as gaining a wide range of 

customers early in the product life cycle. Dr. Pepper’s price 

depends on the size and location where it is being purchased, but a regular Dr. Pepper soda is roughly about 

$1.75. Dr Pepper is usually sold in a 20 oz bottle for about 

$2. It does not go over a dollar and something cents when 

buying a Dr. Pepper, unless it comes in a package with more 

than one soda. Dr. Pepper sometimes has special promotions 

on their can or bottle, such as the image of a Marvel 

Avenger, making it a collection hit with an increase in price 

of about $5-$8.  

Place 

Based on the Channels and Logistics Review section, Dr Pepper and Snapple Group, Inc. use the level three 

channel in which they contain two intermediaries such as wholesalers and retailers (horizontal or conventional 

marketing system). To be more specific, these intermediaries include convenience stores, restaurants, vending 

machines and small independent retail outlets, through increased selling activity and investments in coolers and 
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other cold drink equipment. As mentioned before, Wal-Mart Stores, Inc. accounts for about $64 million and $63 

million of the company’s total trade accounts receivable. Retailers include Target Corporation, Safeway Inc., 

The Kroger Co., food service includes McDonald’s Corporation, Burger King Corp., Sonic Corp., The Wendy’s 

Company, Subway Restaurants, Jack in the Box, and convenience stores include 7-Eleven, Inc., OXXO 

(drepperandsnapplegroupinc annual report, 2013). As we can see, the company focuses on intensive distribution 

where the products are stocked in the majority of the outlets.   

Promotion 

• Television Advertising:  

Most households today have access to a television set which promotes several commercials. The target audience 

watches 20 to 30 hours of television a month; therefore, we have focused on Spanish language television such 

as Telemundo, Univision, and MTV 3. Dr Pepper Snapple Group, Inc. has made sure of combining Latin artists, 

and Latin athletes. These components will especially attract the young Latino segment especially through the 

specific locations—Dallas, Los Angeles, San Antonio, and Sacramento—areas with a large Latino population. 

By airing the Dr Pepper commercial, customers will be able to engage in the unique taste connection with the 

soda flavor, status, and know where to purchase the soda beverage.  

 

 

 

 

 

 

 

 

 

• Search Engine Marketing: 

Our target (40%+ of it) uses search engines. By using specific keywords that are connected to our product and 

advertisement campaign, it will lead them to the Dr. Pepper website (Dr Pepper Media Plan Slideshare, 2012). 

We will buy the keywords “music”, “fun”, “unique”, “Hispanic”, “Latin”, “Thalia”, and “Marvel” on Google, 
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Yahoo!, and Bing. This enhances the fact that pop culture, including Latin pop culture, supports Dr. Pepper, 

such as Thalia, a popular Latin pop artist, and Marvel, an exciting superhero movie.  

• Scholarship Sponsorships: 

Dr. Pepper has and will continue to give away scholarships to 

students pursuing higher education (Dr Pepper Tuition Giveaway, 

2014). This will create a public relations approach of creating a 

relationship with the company’s public by obtaining publicity as well 

as developing a positive corporate image. We also want our 

consumers and other firms to recognize that we encourage education 

and support our consumers’ lifestyles when it comes to being unique 

and continuing education.  

Position 

o Dr. Pepper will be positioned on an “Always One of a Kind” value proposition. This will permit for 

highlighting the brand based on the product features (expect more of the unique Dr. Pepper richness), 

appealing benefits (expect new added tastes in regular Dr. Pepper and in Diet Dr. Pepper), and values (do more 

for the personal connection of the consumer). Positioning Dr. Pepper soda will emphasize that the soda brand 

is more than just a soda, but that it gives costumers much more for their money in several matters as Levitt 

would argue. He highlights the differences between selling and marketing: selling focuses on just selling, it converts 

the product into money, and sellers try to sell as much as possible. Marketing, on the other hand, focuses on the 

customer; satisfy customer needs at their best intent, and sellers build customer need relationships (Levitt, 1960).  

Marketing Research 

Dr Pepper and Snapple Group, Inc. will continue to strengthen its research and development methods. We will 

continue to focus in activities such as product development, microbiology, analytical chemistry, process 

engineering, sensory science, nutrition, knowledge management and regulatory compliance (2010 Dr Pepper 

and Snapple Group, Inc. Annual Report). Also, we will make sure to engage with the potential target segments 

to learn what exactly it is their desired product must have to meet consumers’ needs and wants. We will also 

visit costumers to their home, make observational experiments, take surveys, and personally engage and 

observe their lifestyles. For future development of the product and new distributions methods, sampling 
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methods will be utilized. Lastly, we will do further research and experimentation with the potential Dr. Pepper 

lime soda. We will keep track and observe how sales are doing, consumers’ responses, and retails’ observations. 

If all goes well, we will permanently keep the Dr. Pepper lime flavored soda, and if possible expand with new 

flavor through more research and development.  

Action Programs 

The following details of action programs that will be used during the first two quarters of the year to achieve the 

stated objectives: 

January: During this time, with the advancing technology, Dr Pepper and Snapple Group, Inc. will launch a 

new mobile application available in the Google Play App Store and the Apple App Store. This will be used to 

provide additional support and information for both customers and the company.  

February: With the new Dr. Pepper mobile application, we will first educate our partnering retailers and 

wholesalers, as well as our customers. The app will demonstrate that it can help consumers locate the nearest 

convenience store to purchase a Dr. Pepper soda. This app, if all goes well, will allow us to expand more with 

consumers and their mobile devise—enlarging the way Dr. Pepper is seen and distributed.  

March: As stated above, by partnering with our retailers and wholesalers, they will appear on our mobile 

applications. Customers, for instance, will be notified via the app, that they are close by a 7-Eleven convenient 

store that has all of the latest Dr. Pepper soda flavors available for purchase. The app will also notify customers 

of any Dr. Pepper contests, scholarship opportunities, or latest news (especially regarding the young Hispanic 

community). The app will also be utilized to ask customers (surveys) about anything they would like their 

favorite soda brand to add or change.  

April: For the second quarter, the firm will focus on the second year, objective by introducing the Dr. Pepper 

soda lime flavored. Retailers will play a huge part during this time.  

May: During this time, retailers such as Wal-Mart, will set a bright red Dr. Pepper soda booth in the entrances 

of their stores, as well as the Hispanic colors such as red, white, and green, attracting our young Hispanics. Wal-

Mart will hand out questionnaires asking consumers if they would like a Dr. Pepper lime.  

June: Dr. Pepper and Snapple Group, Inc. will contribute to an event marketing campaign where our 

representatives will go to specifically Spanish Latin music concerts and promote the new lime soda. This will 

surely demonstrate to our target segment that we want their contribution, participation, and consumerism. This 
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will provide more visibility for the brand as well as giving customers and future costumers the chance to try our 

product. 

Budgets  

Dr Pepper and Snapple Group, Inc. plans to keep selling its Dr. Pepper soda at a price of $1.75. The variable 

costs will be $0.20 per unit and the fixed costs per year will be $10,000,000. The marketing administrators 

believe that it will be more advantageous to sell Dr. Pepper soda through television advertising (commercials), 

which will account to a fixed cost of $20,000 per year. Based on these assumptions, the break-even calculation 

is:                                      ($10,000,000 + $20,000) / ($1.75 – $0.20) = 6,438,710 units 

Controls  

Dr Pepper and Snapple Group, Inc. is going to focus on controlling brand image, brand awareness, and 

customer satisfaction. It is very important for the company to have a strong brand and be able to apply that to 

customers. We want customers to engage and connect with our brand—a unique soda taste and image like no 

other. We want customers to enjoy not only our taste but also our service and beverage experience. Customers 

should be given the voice to tell us what they expect, what they need, and what they like. Through their voice, 

surveys, and experiments (R&D), we will better provide a brand just for them and give them the service they 

deserve. 
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