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PepsiCo company marketing strategy integrates a set of aspects of the company's marketing communication mix. In 2015, the company increased its spending on advertising and marketing as a proportion of sales by approximately 35 basis points. The entity's marketing strategy gains from the application of creativity as well as strategic collaborations. In addition, PepsiCo's marketing strategy depends on celebrity endorsement to a considerable extent.  Understanding the company's branding strategy goes past the listing of a set of steps which can effectively summarize its strategy. The whole strategy revolves around the entity's response to the changing dynamics of consumer psychology (Baisya, 2013). Pepsi majorly focuses on the product's demand and tries to improve it. However, it does not focus on the other demands of customers. The company follows a winning value proposition such as ‘more for less, ‘the same for less', or more for the same'. The company has its products from low to high price, and it depends on the quantity. The company gives its products at a very fair price and in several orientations so that their target clients are able to afford to buy them. In all occasions, Pepsi comes with special offers. For instance, the company reduces the price, gives an extra quantity of drinks at the same cost thus following what is referred to as the three winning value proposition. It is dependent on market condition and competitor that what approach they will adopt. 

· Product: in the company's case, a product should appeal to the marketplace and give taste to customers. 

· Price: the price element is on giving a product for an appealing price. This still allows PepsiCo to make a tidy profit from the sale of their product. 

· Place: this is about the distribution of soda drinks, which might be sold in mass chain stores like Wal-Mart, and in an array of other retail stores like drug, grocery, and corner stores. Distribution is the key to getting the company's product in front of customers. As such, place is a very key part of the overall sales equation

· Promotion: promotion entails both the marketing and advertising of a product. With regards to PepsiCo, marketing is global and occurs in all mass media forms such as online marketing and television ads. PepsiCo uses print and media advertising broadly as a customary channel to convey the marketing message to the target client segment (Mootee, 2013). PepsiCo print and media advertising sometimes contain fair campaigns meant to damage the brand image of its chief competitor – The Coca Cola Company.

· Sales Promotion: Sales promotions are used by PepsiCo in several ways to boost the volume of revenues for temporary perspective. Apart from the use of normal sales promotion tools like money off tickets, competitions, point of sales materials and loyalty payments, PepsiCo is recognized for initiating a series of unique sales advertisings operations.

Choosing Clients to serve (Marketing Segmentation)

Pepsi segments its market in a number of ways. Pepsi, predominantly segments their market demographically assuming age, revenue, and family size. The company's behavioral segmentation has been strategic to the business's success. Age is among the most important parts of PepsiCo's segmentation. The company Pepsi diet for individuals suffering from diabetic and for those who are expected to avoid sugar and for elderly persons especially 40 plus. Pepsi largely produces a product (the Pepsi cola), which is mostly bought by young people (aged between 10 and 30 years). On revenue basis, Pepsi correspondingly segments their market by producing little pack. They give an economical price choice every consumer. They consider the economic condition in our nation. Therefore they present Pepsi in different price for different persons with different income. They think about the learners, underprivileged persons, and middle-class individual's economic situation for their pricing. Family size basis is similarly a segmentation basis for Pepsi (Strausbaugh, 2014). In modern society, there are numerous families of different family sizes. Hence Pepsi is packed in packs of different sizes. Consumers can easily pick an appropriate pack based the size of their family. Target Marketing: The reason. Market segment profiles have revealed that the majority of fizzy beverage consumers are youth and middle age persons. Pepsi frequently targets the Universities, Schools, Colleges, cafeterias, inns, and fast food Stores. For this they always incur huge costs to compete with Coca Cola in getting deals with colleges to have sold representation of their product delivery. Pepsi consumers are generally youths and young grownups. To be successful, however, it is important for the company to hold a properly drawn selling program as good. Considering the stiff competition in the soft industry, PepsiCo should expand its portfolio and venture into new fruit categories as a way of attracting new customers. 
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