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Plan for Setting Price and Distribution Model: PepsiCo
With the rate of competition increasing on a daily basis, the marketplace is influenced by many dynamics, which determine the way manufacturers set their product prices. However, due to the emergence of new distributors and distribution channels, manufacturers like PepsiCo are equally compelled to change and evolve with the distribution systems. Distribution system involves moving the products from the manufacturing site to the consumer. In PepsiCo, the three major distribution channels include large format, small format, and on-premises. As a company, PepsiCo has a wide range of marketing intermediaries, which have an intensive distribution plan. This helps the company to place its products in different outlets as many as possible to ensure that their customers have access to the products. This paper discusses the price and distribution model for PepsiCo through the following three concepts; promotion pricing, distribution strategies channels, and Dynamic vs static pricing strategies channel tactics. 
Distribution Strategies Channels
The distribution channels are not static due to the changes in the marketplace, which include the emergence of new distributors. According to Szopa and Pekala (2012), there are four main distribution channels that a company may choose; for instance, conventional, vertical marketing, horizontal marketing, and multi-channel marketing distribution. According to Szopa and Pakela (2012), vertical distribution model is a system where the producer, wholesalers, and retailers are unified as a single unit in the distribution process. In PepsiCo, the vertical marketing system is the main distribution strategy channel that the company uses to unify the organization. With this strategy, PepsiCo focuses on its distribution operations. These distribution channels are set as independent firms but are involved in the overall operations of the mother company. 
Dynamics vs Static Pricing Strategies Channel Tactics
Static pricing strategy is a situation where the company does not change the prices of its products. Dynamic pricing strategy, on the other hand, refers to the situation where the company uses real-time changes to set the prices. According to Zhang et al. (2018), static pricing strategy is a risky strategy to be undertaken by a company due to the changing market trends and competition. Like many other organizations, PepsiCo uses dynamic pricing strategy to enable the company to become reactive to the demands from the marketplace. Zhang et al. (2018) explain that dynamic pricing strategy is the ability of the company to change the prices of its products or services based on the behavior of the competition.  Facing stiff competition from key competitors with a large market share like Coca-Cola, PepsiCo considers dynamic pricing strategy as a way to climb to the peak of beverage business competitiveness. According to Zhang et al. (2018), following the top or best performing competitor helps the business increase its turnover. 
Promotion Pricing
The current rate of competition in the market is significantly influencing the pricing strategies that companies use. According to Cui et al. (2016), the current fierce market competition has made more manufacturers to adopt various pricing strategies to encourage their distributors to increase the sale performance and orders. As Dolgui and Proth (2010) explain, pricing is a core component that affects the firm’s revenue significantly. PepsiCo has also adopted a wide range of pricing strategy to attract customers and distributors. One such strategy includes the promotion pricing technique, which involves reducing the prices of the drinks and beverage products during the holidays and maintaining the normal prices during the non-holiday period. For example, through its “hybrid eve day value” plan of reducing the difference between the prices of its products during the holiday and regular days, PepsiCo intends to reduce the price of a 12-pack of ounce cans to $3 to $3.50 during the holidays. This is different from the regular days’ price which stands at $5.99 for the 12-pack of ounce can. This move is aimed at stimulating the distributors and also encouraging customers to buy the products, especially during the holiday seasons. The pricing strategy, which Dolgui and Proth (2010) refers to as “price adjustment” is aimed at creating an optimum price with the current profit maximization in the organization. According to the authors, the price adjustment parameter is the easiest and simplest way in the organization to increase competitiveness and realize a profit (Dolgui & Proth, 2010). 
In conclusion, pricing and distribution strategies are important elements in setting marketing plans and goals. In the case of PepsiCo, the company has adopted a dynamic pricing strategy, vertical distribution channel strategy technique and promotion pricing tactic to enhance its competitiveness and climb to the peak of the competition in the market.
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