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Abstract

The overall insight of this study focused on using the identified attributes or
characteristics of mostly consumed instant coffee in San Isidro, Nueva Ecija
Philippines. The researchers utilized the identified attributes as the determi-
nants of axes (x;y) for identifying the perceived value or the market position-
ing of each variety of identified instant coffee. As an additional perspective,
the researchers incorporated the benefits of utilizing the perceptual map for
defining the main preference of the consumers that could give a bright pers-
pective for the Research and Development (R&D) department of these brands.
Furthermore, the researchers include the description of the respondents in
terms of age, sex, civil status, engagement or profession and, monthly income
and allowances as the fundamental basis for defining the chosen segment of
consumers. For the methodology of interpreting and gathering information
and facts, the researchers utilized the descriptive method of a quantitative
approach to execute the current market analysis. For the statistical treatment,
the proponents of the study used the five-point scale congruent to the Rela-
tive Importance Index (RII) to quantify the degree or the level of importance
of each identified attribute. The respondents are the 160 residents of the ab-
ovementioned municipality who were chosen purposively by the researchers
and the questionnaire was administered via online platforms. The data and
information then were tabulated and computed using Microsoft Excel. For
the results and discussion, the researchers used a mathematical diagram to
locate the perceived value of each identified variety of coffee and to determine
the gap in the market that would serve as the basis for future product devel-
opment and improvement. It is further concluded that perceptual mapping
gives a dynamic insight for the instant coffee manufacturers for the improve-
ment of the quality of products that they are producing. Hence, it is recom-
mended that product innovators and developers must utilize the determinant
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mapping analysis for the entire industry to have a more precise and accurate
interpretation of the customers’ perspective and assumption toward a certain
product or service.
Subject Areas

Business Analysis
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1. Introduction

In the field of marketing, a product is defined as something that can be tangible,
or intangible if it is in the form of services. Differentiating companies based on
whether they sell services or goods can be inadequate. In fact, instead of using
the terms “services” and “goods,” entrepreneurs should use the terms “intangi-
bles” and “tangibles” (Levitt, 1981) [1]. In reality, in the marketplace, everyone
sells intangibles, regardless of what is created in the factory.

Furthermore, a product is described as anything that can answer the stated
problem of a certain customer or particular buyer. Sawhney (2006) [2] men-
tioned that the true customer focus involves marketers starting with a consumer
problem and working toward providing a solution to this problem. Positive
emotions can also act as internal triggers, and they can even be prompted by a
desire to alleviate a bothersome situation. After all, the consumer buys the
products to find solutions to their existing problems (Eyal, 2014) [3]. Thus, the
businesses, as product designers, it is their goal to fix these challenges and re-
duce suffering to scratch the user’s itch.

Hence, in the higher level of thinking, a product is a combination of different
characteristics or attributes that are associated together to solve a certain issue or
problem raised by the consumer or by the selected market—the target market.
Given this kind of point-of-view, it is notable that the majority of the product or
service providers, designed their outputs based on the perspective of the top
management, production department, and research and development team for
the reason that is an array of opportunities to develop a product using market-
driven strategies (Cravens, et al, 2000) [4]. In this particular sense, the top
management neglects that products and services must be intended to address the
problems of the primary stakeholders—the consumers. Thus, this kind of situa-
tion would lead to the catastrophic destiny of a certain product because the cus-
tomers’ needs must be the fundamental basis of product development (Costa, et
al, 2006) [5]. According to Garvin (1987) [6], the managers must know what
they have to improve to increase the quality of their products because consumers
have told them so.
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It may be claimed that in today’s business environment, consumer wishes,
concerns, and views, rather than industry profits, are the driving factor behind
many strategic company choices (Lumen, n.d.) [7]. It can be stated that product
characteristics are essential for getting one’s business noticed in the increasingly
competitive e-commerce industry. In certain ways, businesses must provide po-
tential consumers with what they want in a manner that is simple for the typical
individual to locate. According to McName (2020) [8], with the flexibility pro-
vided by contemporary headless e-commerce platforms, it is important to rec-
ognize and capitalize on the opportunities inside strategic product attribution.
These methods were so-called, market-driven and market-driving analyses for
which the focus of the market driving is more on product innovation based on
the perspective and point-of-view of the products or services providers (Tuomi-
nen, et al, 2004) [9]. The former refers to reactive business logic or logic indi-
cating the acceptance of the market as given, while the latter emphasizes proac-
tive business logic involving changing the composition of market players (Schin-
dehutte, et al, 2008) [10]. Kumar, et al (2000) [11] emphasized that the value of
being market-driven is unquestioned in companies today. As a matter of fact,
according to current practice, success begins with rigorous market research, in-
vestigation of client demands, and the development of distinctive products or
services for a well-defined segment.

In the Philippines, the Gross Domestic Product (GDP) can be considered as
an aggregate wealth of the country, which is composed of government revenues
levied by the government and non-government institutions in the form of taxes
and fees. The GDP of the Philippines, which is an important indicator of a coun-
try’s economy, is expected to increase substantially to over 590.86 billion U.S.
dollars by 2026 according to O’Neill (2021) [12]. Going into details, for the pri-
vate sectors, it is evident that top taxes payers were corporations that provide
products associated with beverages for which a substantial percentage of their
sales come from coffee and caffeinated beverages.

Based on statistics [13], in 2019, the total coffee consumed in the Philippines
was about 3.250 million kilograms which shows the long-term increase in coffee
consumption over the years, hence for the year 2020, it is noted that the Filipi-
nos consumed 3.3 million coffee bags. This only implies that the coffee industry
is one of the major contributors to the economic growth of the country. As a re-
sult, by incorporating new sensorial characteristics, consumer experiences, and
consumption occasions, the coffee industry is constantly capitalizing to meet the
trends in coffee consumption (Samoggia et al, 2020) [14].

By putting flesh on the bones of reality, since a lot of people prefer to travel
from their homes to locations for business agenda when they travel, they most
likely have the need and want for food and drink. This is where the food and
beverage sector, which includes coffee shops, sprang from. It was due to this that
business-minded people were encouraged to meet such demand by providing

foods and drinks. As the interest of people became diverse, the products and
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services of the food and beverage sector followed (Suarez et al, 2017) [15].

Nowadays, many coffee shops businesses are being established due to the in-
creased demand for such. Coffee shops are now being used as a center for so-
cialization and a place to meet up (Suarez et al, 2017) [15]. Therefore, by in-
creasing tourism sectors through capital investments in the coffee industry, the
economy would certainly improve.

Adding to the story, there is no doubt that most coffee drinkers, particularly
Filipinos, began their journey with instant coffee. There’s no one to blame be-
cause a three-in-one coffee is more convenient for drinkers to prepare. The only
thing that is needed is hot water to get started. Not to mention the fact that in-
stant coffee is the cheapest in the Philippines (Coffeellera, 2019) [16]. Verily,
Deocareza (2015) [17] avowed that coffee remains to be the go-to beverage of
Filipinos for an instant pick-me-up or energy boost. She even went on to say that
the country’s ongoing coffee craze is reflected in Filipinos’ shopping habits, par-
ticularly the rise in instant coffee purchases over the last year.

Over time, rising trends, political, social, economic, and technical develop-
ment all over the world have influenced consumer purchasing behavior, result-
ing in customers being more mature, knowledgeable, and demanding (Souki et
al, 2016) [18]. For this instance, executing an analysis to excavate the real attrib-
utes needing improvement is a vital kind of study to identify the real preference
of the individual consumers that will benefit the entire product line associated
with caffeinated beverages. Improvement strategy analysis such as implementing
a quantitative study to identify the comments and suggestions of the consumers
(Salzer et al, 2002) [19] by selecting negative reviews for target product attrib-
utes, with the technology of text mining, the coffee industry can find the dissat-
isfaction and propose improvement strategies to attain sustainability in the in-
dustry (Yang et al, 2021) [20].

Therefore, this study is relevant in product launching and commercialization
most especially for the booming industry like the coffee business. The project
and product engineers must take this as one of the major considerations for de-
signing a new product especially in the application of perceptual mapping to
guide the Research and Development (R&D) team for obtaining a 360-degree
perspective on extracting the needed attributes that can be used as a fundamen-
tal basis of product development (Costa, et al, 2006) [5] for caffeinated bever-
ages such as instant coffee. The brands of instant coffee were personally chosen
as the subject of this research since the Philippines is projected to be the fifth-
biggest market of instant coffee behind Japan, the United States, South Korea,
and China (Federigan, 2019) [21].

In this study, the researchers employed the perceptual mapping technique to
get insight into Filipino consumers’ perceptions of various instant coffee kinds.
Perceptual mapping is a diagrammatic technique used by asset marketers that
attempts to visually display the perceptions of customers or potential consumers
(Ayaz, 2009) [22]. Since the map would determine the gap in the market, this at-
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tempt leads to identifying the opportunity for the manufacturers of instant cof-
fee to develop a new product. In the end, the researchers proposed a product
development that can be used by the manufacturers as a basis for further im-
provements and new product development of these instant coffee manufacturers
in the Philippines.

2. Objectives of the Study

This research study analyzed the attribute rating of instant coffee based on the
perception of the residents in San Isidro Nueva Ecija, Philippines. Specifically,
this research endeavor sought to accomplish the following objectives:

1. To describe the demographic profile of the consumers in terms of:

1.1. Age;

1.2. Sex;

1.3. Civil Status;

1.4. Engagement or Profession; and,

1.5. Monthly Income or Allowance.

2. To identify the most valued attributes of instant coffee based on the percep-
tion of the consumers using Relative Importance Index;

3. To exemplify the market share of each brand of instant coffee in the Philip-
pines with the use of Perceptual Map;

4. To identify the gap map for the opportunity of new product development;
and,

5. To propose a product development plan based on the identified gap.

3. Methodology

The researchers utilized a descriptive method of quantitative approach in an at-
tempt to analyze and interpret the demographic profile of the respondents and
the level of satisfaction of the consumers on the attributes of instant coffee. De-
scriptive research as cited by Mina (2019) [23] describes a certain present condi-
tion (Creswell, 2014) [24]. The descriptive research method is used in this study
to describe the profile of the respondents in terms of age, sex, civil status, en-
gagement or profession, and monthly income or allowance. This Relative Im-
portance Index (RII) method is also employed to identify the most valued at-
tributes of instant coffee based on the perception of the consumers. As a means
to exemplify the market share of each brand of instant coffee in the Philippines
with the use of a perceptual map and the gap map for the opportunity of new
product development, the researchers identified the market positioning of each
brand of instant coffee and the gap map using the Microsoft Excel.

The respondents of this study were the 160 residents of the municipality of
San Isidro, Nueva Ecija Philippines who were chosen purposively by the research-
ers. A purposive sampling technique was used by the researchers to select par-
ticipants from the sample population in this study. This method, which falls un-

der the category of non-probability sampling techniques, selects sample mem-
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bers based on their knowledge, relationships, and expertise on such topics of in-
terest (Topp et al, 2007) [25]. People who participated in this study were those
who regularly drink instant coffee since they were thought to be the best sources
of information for this research.

Since the study was conducted during the pandemic crisis in the Philippines,
the researchers used a survey questionnaire administered via digital platforms to
collect the necessary data for the accomplishment of this study. The survey ques-
tionnaire checklist was the instrument used in this study. It is used primarily to
come up with the most valued attributes of instant coffee based on the percep-
tion of the consumers. A questionnaire is a list of planned, written questions,
and is commonly used in normative survey studies and the measurement of at-
titudes and opinions (McLeod, 2018) [26].

Since the research instrument utilized in this study was a researcher-made
questionnaire, it was validated by the experts and other practitioners in the field
of marketing who are affiliated with the beverages industry. The reliability of the
questionnaire was also established by the researchers’ statistician.

The data were gathered, tallied, and recorded in preparation for statistical
treatment, analysis, and interpretation. Percentage and frequency distribution
are the statistical tools used in this study. To describe the most valued attributes
of instant coffee based on the perception of the consumers, their answers were
calculated on a 5-point Likert-type rating scale which is shown below (Table 1).

Furthermore, in order to identify the most valued attributes of instant coffee
based on the perception of the consumers, the Relative Importance Index was
used. The Relative Importance Index (RII) is used to determine the relative im-
portance of quality factors involved in this study (Desai & Bhatt, 2013) [27]. The

RRI was computed using the formula below:

RII = Sum of weights (W1+W2+W3+---+Wn)/AxN

where W = weights given to each factor by the respondents and will range from
1 to 5 where 1 is not important at all and 5 is extremely important. A = highest
weight (Ze. 5 in this case), and N = total number of respondents.

Lastly, the perceptual map for each brand of instant coffee including the gap
map was constructed using 2010 Microsoft Excel.

Table 1. Rating scale for the most valued attributes of instant coffee based on the percep-
tion of the consumers.

Scale Rate Verbal Interpretation Verbal Description

The most valued attributes of instant

4.20 - 5.00 5 Extremely Important
coffee

3.40 - 4.29 4 Very Important More valued attributes of instant coffee
2.60 - 3.39 3 Moderately Important Valued attributes of instant coffee
1.80 - 2.59 2 Slightly Important Less valued attributes of instant coffee
1.00 - 1.79 1 Not Important at All  Not valued attributes of instant coffee
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4. Results and Discussion

The findings from the primary instrument used in this study are presented in
this section. Various statistical tools were used to organize, quantify, and inter-
pret the responses. The presentation followed the sequence of the objectives of
the study.

Table 2 shows the demographic profile of the consumers in terms of age, sex,
civil status, engagement or profession, and monthly income or allowance. As
perceived in the figure above, it can be noted that 35.63% of the respondents in

this study were 18 - 25 years old, 26.88% were 46 years old and above while

Table 2. Demographic profile of the consumers.

Age Range Frequency Percentage
18 - 25 57 35.63
26 - 35 30 18.75
36 - 45 30 18.75
46 and above 43 26.88
Total 160 100.00
Sex Frequency Percentage
Male 55 34.38
Female 105 65.63
Total 160 100.00
Civil Status Frequency Percentage
Single 75 46.88
Married 85 53.13
Total 160 100.00
Engagement or Profession Frequency Percentage
Student 45 28.13
Self-employed 40 24.99
Government Employee 38 23.75
Private Employee 33 20.63
Others 4 2.50
Total 160 100.00
Monthly Income or Allowance
(in Philippine Peso) Frequency Percentage
10,000.00 and below 61 38.13
10,001.00 - 20,000.00 49 30.63
20,001.00 - 30,000.00 13 8.13
30,001.00 and above 37 23.13
Total 160 100.00

DOI: 10.4236/0alib.1108112 7 Open Access Library Journal


https://doi.org/10.4236/oalib.1108112

J. C. Mina, R. B. Campos Jr.

18.75% were 26 - 35 and 36 - 45 years old. Based on the findings of this study, it
can be stated that the majority of the instant coffee customers surveyed by the
researchers are Millennials and Generation Z, the majority of whom are still
students. Filipino demand has increased in volume as a result of increased con-
sumption of instant coffee, particularly among younger generations who prefer
the convenience of instant coffee (Bamber et al, 2017) [28]. Furthermore, in to-
day’s society, people within the age range of 18 - 25 who are mostly in college
have become reliant on instant coffee to perform at their best in a variety of as-
pects of their hectic lives, such as school, group works, and internships (Olsen,
2013) [29]. At the same time, young professionals also drink a lot of coffee, and
the majority of them said that the caffeine in coffee helps their blood move and
makes them feel energized. Due to this reason, a lot of employees and early
morning workers tend to rely on their coffee to help them get through their
workday (Kelly et al, 2016) [30].

As evidenced by the data presented above, the majority of the respondents or
65.63% were female while 34.38% were male. It is noted that the majority of the
consumers who were surveyed were female, but this can be supported by the
study conducted by Sammogia et al (2020) [31], which discovered that women
and older adults drink coffee as a personal habit, to socialize, and to improve
their mood. In addition to this, the proponents claimed that women value coffee
for its ability to relieve headaches and that older people drink it as part of a fam-
ily dietary tradition.

It can be illustrated from the data above that the majority of the respondents
or 53.13% were married while 46.88% who answered the survey were single. The
findings have shown that married consumers are more likely to drink instant
coffee, which is similar to the findings of the study conducted by Je et al (2014)
[32], which revealed that married adults consume instant coffee more frequently
than single adults. Beyond the shadow of a doubt, it was reported that married
women consume caffeinated beverages nearly twice as frequently as unmarried
women (Alfawaz et al, 2020) [33]. It was mentioned by Maranges et al (2017)
[34] that drinking coffee helps a married couple’s relationship. If truth be told, it
is the first to demonstrate a link between couples’ sleep deprivation and their
romantic relationship satisfaction.

As shown in the figure above, the majority of the respondents or 28.13% were
students, 24.99% were self-employed, 23.75% were government employees, and
20.63% were private employees and 2.50% had different engagement or profes-
sion. In this new normal, many students are dragging after a late night of study-
ing, mingling with friends, or a long day of online classes and distance learning.
Both students and individuals at home, appear to be drinking more instant cof-
fee (Sherman, et al, 2016) [35], as caffeine in moderate dosages can help fix this
problem by acting as a natural stimulant.

Lastly, it can be perceived from the data above that the majority of the re-

spondents or 38.13% received a monthly income or allowance of P 10,000.00 and
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below, 30.63% were earning P 10,001.00 - 20,000.00, 23.13% were being paid P
30,001.00 and above, while only 8.13% were being compensated of 20,001.00 -
30,000.00. Because the vast majority of respondent-consumers were students, it
is important to mention that they typically obtain money from their parents in
the form of allowances or cash as needed (Fiates et al, 2008) [36]. Parents and
grandparents were the main sources of income for the students; the majority of
the students have been receiving a monthly or weekly allowance from them,
which means that resorting to drinking cheaper instant coffee is very helpful for
them to maximize the use of their budget aside from the fact that drinking coffee
has become a necessity in the daily life of most Filipinos (Fiates et al, 2008) [36].
To substantiate the preceding assertion, it is indisputable that when the Philip-
pines is faced with a crisis like the COVID-19 pandemic, the government priori-
tizes the distribution of relief products such as a few kilograms of rice, canned
sardines, instant noodles, sachets of instant coffee, and a pack of sugar (Czar-
niecka-Skubina, 2021) [37] which supports that instant coffee is one of the basic
needs of consumers in all walks of like, whether they are earning high or low.

Table 3 shows the ranking of the attributes of instant coffee based on the an-
swers of the consumers who were surveyed in this study. Instant coffee’s ability
to get dissolved instantly in hot water is the most important attribute for buyers,
as evidenced by the data above. With instant coffee, it’s easy-the consumer sim-
ply has to pour the powder in the sachets into a cup, add hot water, and then the
coffee is ready to get sipped. Unlike with the whole beans, it’s slightly different
since the consumer needs to grind the coffee, brew it, normally with the use of
some kind of filter, and then dispose of those waste grounds (Newton, 2018)
[38]. In addition, one of the benefits of instant coffee is its speed of preparation,
which reduces shipping weight and volume compared to beans or ground coffee
just to produce the same amount of beverage, and its long shelf life—although
instant coffee can rot if not kept dry (Phan, 2009) [39].

Table 3. Ranking of the attributes of instant coffee.

No. Attributes of Instant Coffee RII Rank
1 Relaxing aroma 0.8238 5
2 Fresh and strong smell 0.8138 7
3 Accurate caffeine content 0.7875 8
4 Inferior aftertaste 0.7563 9
5 Good coffee blend/ texture 0.8200 6
6 Balance level of acidity 0.6863 10
7 Gives an energetic feeling 0.8863 3
8 Real coffee flavor 0.9150 2
9 Instantly dissolve in hot water 0.9175 1
10 Balanced bitterness 0.8488 4

RII: Relative Importance Index.
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Over and above that, the consumers also wanted a real coffee flavor, making it
the second most sought-after attribute of instant coffee as can be observed from
the results above. This only indicates that to get through their day, coffee drink-
ers prefer brands that contain real coffee flavor (Nieber, 2017) [40]. Many are
unaware that instant coffee is made of real coffee. The perception some people
have that instant coffee is “not a real coffee” is simply wrong. In fact, in some
cases, instant coffee can taste even better than brewed coffee (Waka Coffee, Inc.,
2021) [41]. According to Marsh (2016) [42], instant coffee is exactly just 100
percent coffee beans that have been roasted, ground, and brewed with water into
a liquid, then dehydrated, so it has the same health benefits as ground coffee
beans.

By the same token, consumers were also considering the brand of an instant
that gives an energetic feeling which makes this attribute third in the rank. Many
individuals rely on coffee to get them through the day. If truth be told, caffeine
from coffee is consumed by many people to boost their energy and concentra-
tion (Eske, 2019) [43]. It is undeniable that caffeine in coffee stimulates the cen-
tral nervous system in a modest way that provides comfort and energy which is
why coffee consumers are looking for it. In a study conducted by Cappelletti et
al (2015) [44], instant coffee has been demonstrated in studies to boost mental
function, particularly alertness, attention, and concentration, depending on the
amount consumed.

In addition to this, the consumers also enjoyed the balanced bitterness in in-
stant coffee, and that put this characteristic as the fourth most valued attribute.
In contrast to pure coffees, which were regarded as full-bodied and bitter, instant
coffee is seen as watery, sweeter, and less bitter (Calvino et al, 1996) [45].

Another attribute of instant coffee that is being chased by coffee drinkers is its
relaxing aroma. Aroma, along with body, acidity, sweetness, bitterness, and af-
tertaste, is one of the most important coffee quality indicators since it signifies
how a coffee will taste when served. Professional coffee tasters rely heavily on the
fragrance of a coffee to assess its quality (Crowley, 2008) [46].

Good coffee blend/texture is also being considered by consumers when buying
instant coffee. Instant coffee powder, as the name implies, is a fine powder that
is dried using a spray method. Using already brewed coffee, instant coffee re-
quires drying and eliminating liquid before it can be made dissolvable for the
consumer. Spray drying utilizes tremendous heat and is quite fast. The conse-
quence of this is a powdered form that is composed of fine and minute particles
(Waka Coffee Inc., 2021) [47].

Along with that, the consumers also valued those brands of instant coffee with
a fresh and strong smell. A fresh cup of coffee has a considerably stronger aroma
than an older, stale one because the aroma is the release of delicious components
from the coffee into the air. As the roast progresses, more components in the in-
stant coffee transform and become perceptible, resulting in a richer scent (Crow-
ley, 2008) [46].
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Another reason why consumers were buying instant coffee is because of its
accurate caffeine content. The content of caffeine in instant coffee depends on
many factors including how big the cup is, how much of this concentrated coffee
is used and the type or brand of instant coffee bean used. Generally, the caffeine
content depends completely on the number of instant granules used in the pow-
der. In instant coffee, it has enough caffeine content because it is less than tradi-
tional coffee and it is more comparable to black tea or soft drinks (Kelly et al,
2016) [30].

Many factors determine the quality of coffee and its resulting cup, but overall,
instant coffee has less caffeine and an inferior flavor than traditionally brewed
coffee with grounds (Amora Coffee, n.d.) [48]. Due to this, it has an inferior af-
tertaste that a lot of consumers loved.

Lastly, consumers also valued the balance level of acidity found in instant cof-
fee. It is important to note that all coffees, including instant ones, have a certain
amount of acidity that cannot be removed; however, some manufacturers reduce
the acidity by adding potassium. Often, instant coffee is a large grind coffee so
that when hot water is poured over the coffee, the brew is less acidic which
makes this variety more in demand especially to those consumers who are quite
acidic (Brian, n.d.) [49].

The diagram (Figure 1) depicts the top twelve (12) varieties of coffee mostly
consumed by the respondents in the municipality of San Isidro, Nueva Ecija,
Philippines. In which, each point corresponds to the market positioning or the
perceived value of each product according to the top two (2) market determi-
nants identified in table number two (2) using the relative importance index
(Table 4). The proponents of the study used the “real coffee flavor” and “in-

stantly dissolve in hot water” as the primary attributes of the x and y axes of the

Perceptual Mapping

6
51 i [ 436,407 I T+855 ]
@ 167,4754) 483,475 4 5,4.75
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Instantly dissolve in hot water
w
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Real Coffee Flavor

Figure 1. The perceptual map of instant coffee.
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Table 4. Legend for the perceptual map.

Corresponding Color Brand/Variety X Y
Nescafe Original 5.00 4.58
Nescafe Classic 4.67 4.75
Nescafe Classic Decaf 4.83 5.00
Nescafe Classic Strong 5.00 4.75
Nescafe Classic Classico 4.83 4.75
Nescafe Gold 4.50 3.75
Nescafe Taster’s Choice 4.36 491
Nescafe Excella 4.82 4.55
Great Taste Premium 4.18 3.64
Great Taste Granules 4.45 4.55
Blend 45 4.18 4.18
Café Puro 4.55 4.27

coordinate plane. Additionally, gaps and spaces within the quadrant serve as
opportunities because these spaces are not yet penetrated, hence, this can open
new ideas for product development and product improvement for the manufac-
turers of instant coffee in the said country. Typically, in this graph, the position
of a product, product line, or company brand is displayed relative to their com-
petition. Perceptual maps can have any number of dimensions but the most
common is two dimensions and this one was used by the researchers in this
study.

The diagram (Figure 2) shows that there are three gaps in the quadrant. These
gaps depict that there are huge opportunities for new product development or
improvement using the identified attributes. Hence, designing a product proto-
col using the identified determinants will provide a systematic guideline or
pathway for the product innovators to design a new product concept. Moreover,
the marketing department can also anchor a series of marketing programs based
on the identified gaps to create demand for future product commercialization.
Indeed, perceptual mapping has been used extensively in marketing. This pow-
erful technique is used in new product design, advertising, retail location, and
many other marketing applications where the manager wants to know the basic
cognitive dimensions of the product being evaluated and more importantly the
relative positioning of the product relative to the ones present in the market
(Ayaz, 2009) [22].

Given the identified perceived value of the top twelve (12) mostly consumed
brands of instant coffee by the respondents, the researchers identified that there
are several rooms for product improvement and product development. Gener-
ally, there are five (5) initial steps for product development: Opportunity Identi-
fication, Concept Generation, Concept Evaluation, Development, and Product
Commercialization (Table 5).

DOI: 10.4236/0alib.1108112

12 Open Access Library Journal


https://doi.org/10.4236/oalib.1108112

J. C. Mina, R. B. Campos Jr.

Determinant Gap Map

48
@ 4674754 4.83,4.75
4.82]4.55

oo

bt
o~

Instantly dissolve in hot water
w

0-
4.1

42 43 44 45 46 47 4.

Real Coffee Flavor

Figure 2. The Gap Map (opportunity identification).

Table 5. The proposed product development plan.

Nature

Opportunity
Identification

Concept
Generation

Concept
Evaluation

Development

Product

Commercialization

Objective Persons/Department Involved
This is th t difficult t
is is the most difficult to expr.ess The Research and
or define for the reason that this
. . Development department
step requires a thorough evaluation (R&D)
of data derived from the market.
This problem-solving activity has
lved to a high level of
.ev.o ve. oanig eve“ © The Research and
sophistication. Generally, “concept
o . Development department
generation” is used to design a
(R&D)

certain product based on the
identified opportunities.

The Research and Development
department (R&D); The Top
Management; The Marketing

Before new ideas can be developed,
they must be reviewed, filtered,

and sorted out.
Department

It is also the stage at which the =~ The Research and Development
department (R&D); and the

Marketing Department

marketing strategy is sketched
out and subsequently filled out.

This particular stage is the Phase
herein th duct and th
h ere.ln eprocuctand tie The Marketing Department
marketing plan dance together

to capture the market.

5. Conclusions and Recommendation

Based on the analysis results, the researchers concluded that most of the con-

sumers were 18 to 25 years of age and are dominated by the female group.

Moreover, the majority of the respondents were single, students and low-income
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earners. The consumers’ most valued brands of instant coffee were those that are
instantly dissolved in hot water and the ones that have real coffee flavor. It is
further concluded based on the findings that these abovementioned characteris-
tics were the most important features of instant coffee that the consumers were
looking for. More so, the perceptual mapping analysis emphasizes the perceived
value of the market toward the identified products. The perceptual mapping also
provides a clear illustration of opportunities that can be utilized as a basis for
product designing and conceptualization.

In connection to this, the researchers recommended the use of the perceptual
mapping technique because it can be used in the advancement of a product or
service’s market positioning plan as well as the company’s overall strategy. Manu-
facturers and the coffee industry as a whole should be aware of the need to im-
prove the attributes of instant coffee especially those that are most valued by the
consumers to keep pace with the new emerging trends in the market. Lastly, it is
suggested that the proposed product development plan be used by the existing

manufacturers to serve as a guide in extending their product lines.
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