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Introduction
PepsiCo is a global beverage producer and marketer renown in various parts of the world for its broad base of brands. Large-scale decentralised production has largely cut their marketing and distribution costs. This factor has enabled PepsiCo to acquire a huge market share in various markets around the world; their brands are competitively made in regard to taste. The firm currently offers the most competitive price for its brands and constantly receives super brand recognition due to the revenue rise at the end of previous business periods. Currently, Dasani hydration water by Coca-Cola is a new entrant to the business as an extra brand for the PepsiCo biggest competitor. The market share dominated by PepsiCo is currently threatened by Coca-Cola as revenues formerly realised are constantly dropping. The managerial team requires to elect a suitable remedy to maintain their market share and create a larger market for their beverage brand.
Product Review
Pepsi Aquafina is renowned for their good packaging and flavours by customers which is reflected in their yearly rise in sales revenue. Introduction of Dasani hydration water by Coca-Cola Dasani into the market in the last business period has seen their revenues grow way above Pepsi Aquafina revenues. Pepsi Aquafina, to immediately tackle Coca-Cola Dasani opts to produce Aquafina for the market through a cheap process to counter their competitor from dominating the market (Jang, 2015).
Problem Definition
 Coca-Cola Dasani firm competitive power and rise in market domination has left PepsiCo managerial team to the following strategy:  
· Acquisition of an extra unit of Aquafina hydration water production line from a relatively cheap equipment manufacturer based in China.
· Sales and marketing team operations strategy review to engage aggressiveness and proper coordination in the marketing process with the motive to maintain and increase their market share.
Salespersons have previously frequently informed their department that their deliveries to retail chain stores and institutional-based cafeterias were turned down for lacking a wider variety. 
Marketing Research Problem Statement
PepsiCo management acquisition of a hydration water production line is certain of producing a “me too” product to keep up with their competitor. However, the beverage producer is uncertain of whether producing and selling the Aquafina hydration water in their plant will be economically viable. The product is required to be cheaply processed and availed to the market as well as meet the health and safety standards. PepsiCo is unaware of the cost of production met by Coca-Cola considering the final price to be incurred by the Aquafina customers. Price is capable of manipulating customer behaviour, especially on close substitutes a factor that contributes to the high rate of "me too" product failure (Winer, 2015). Lowering production cost too far at times results to the production of substandard products which that would offer Dasani hydration water an upper hand on the market share. In addition, PepsiCo requires necessary market information to be able to project the capability of their strategy to recoup the investment and generate revenue. 
Marketing Research Question
1. What effect does production and sale of Aquafina hydration water have on PepsiCo market share?

Marketing Research Hypothesis
HO Production and sale of Aquafina hydration water have no significant effect on PepsiCo market share.
HA Production and sale of Aquafina have a significant effect on PepsiCo market share.
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