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Product Marketing and Recommendations
Product Choice
i.) Company Background
The firm is mainly involved in the manufacturing, marketing and distribution of grain-based food, snacks and beverages. Founded in 1965, the company has grown to a wide range of brands whose popularity has increased continuously. These include, but are not limited to Mountain Dew, Pepsi, Gatorade, Tropicana beverages, and Cheetos. Also, it has also grown to become the world’s second largest beverage company. PepsiCo enjoys market coverage of over two hundred countries. This paper focuses of Pepsi – PepsiCo’s main product. 
ii.) Product Description
Manufactured by PepsiCo, Pepsi is a carbonated soft drink which was originally created by Caleb Bradham in 1983. Its original brand name was Brad’s Drink, which later changed to Pepsi-Cola and eventually, Pepsi. This soft drink is usually packaged in aluminum cans, plastic bottles, and glass bottles. This form of packaging aims to reduce environmental footprint while maintaining its attractiveness to customers. 
iii.) Major Competitors
Pepsi’s primary competitor is Coca-Cola, a renowned global beverage brand. The rivalry between Pepsi and Coca-Cola popularly referred to as “Cola Wars,” started in the 1970s and continues to date. At one point, this rivalry forced Coca-Cola to change their formula, a move that they regretted immediately. Consumer backlash compelled them to reintroduce their original formula. Pepsi strives to compete with Coca-Cola in all dimensions, its major selling point being the taste. While Coca-Cola outsells Pepsi in most areas of the world, the latter dominates several countries including Pakistan, Oman and Saudi Arabia.
Current Marketing Strategy and Implementation
i.) Current Marketing Strategy
Objectives
Pepsi’s marketing strategy aims at understanding the changing trend of consumers. With the highly dynamic consumer behavior in the current market, the consumers may opt for different brands. As such, Pepsi continuously seeks to bolster its brand loyalty. Also, it aims at ensuring a smooth supply of the beverage to all its consumers, and this would maintain the consistency of sales. 
Target Segments
Pepsi targets the young generation including teenagers and young adults, unlike its primary competitor- Coca-Cola- which targets all generations. Although their products sell to the whole population, Pepsi desires to earn more revenue from the young generation (Dudovskiy, 2016). As such, it advertises vigorously by establishing multiple promotions which provide access to options including games, music, and other downloads. Also, it sponsors sports and music events to gain the much-needed exposure for its products. 
Value Proposition 
First and foremost, Pepsi differentiates itself on the basis of taste. The brand aims at gaining popularity as the sweetest beverage. This was evident when Pepsi won the “blind taste test soda challenge” in 2009 (Hair et al., 2015). In addition, it offers reduced prices. 
ii.) Marketing Mix
Price
Compared to Coca-Cola, its primary competitor, Pepsi’s pricing is more competitive. This is aimed at gaining a competitive edge in the market. That said Pepsi aims at offering the most competitive prices in the market without compromising the quality of the beverage. Pepsi is also known for offering promotional discounts to its buyers. As the container price increases, the buyer enjoys a better discount (Bhasin, 2018).
Promotions
Pepsi capitalizes on promotions to retain its brand image. The company, therefore, collaborates with celebrities as their brand ambassadors. These celebrities are meant to appeal to the young generation. For example, in India, Pepsi’s brand ambassadors include Ranbir Kapoor and Sachin Tendulka (Bhasin, 2018). Pepsi uses all media channels for promotions. Coupled with point-of-purchase promotions, it is able to promote its brand. 
Place
PepsiCo’s products, including Pepsi, are sold in over 200 countries around the world. Also, the products are sold both in rural and urban areas. It is distributed almost everywhere; in restaurants, supermarkets, gas stations, and convenience stores, just to mention a few. 
 	
Evaluation: Marketing Strategy and Implementation
Pepsi has remained consistent in several respects. First and foremost, it has consistently conducted its brand promotions in the 200 countries where its products are sold. According to Bhasin (2018), Pepsi belongs to the FMCG where firms can either perform or perish. The company is not only surviving, but also thriving. However, Pespi has made several mistakes and repeated some of them. For example, Pepsi has launched several promotion campaigns and announced the wrong lucky numbers. One example is in the Philippines where thousands of Filipinos took to the streets demanding the promised sum. Such mistakes can ruin a brand’s image and buyers’ trust. 
Also, Pepsi lags behind in terms of social responsibility. Pepsi tries to present itself as a socially responsible brand, but it loses to Coca-Cola when it comes to important measures such as health. Social engagement programs, for example, would also be a wonderful tool that would build trust between Pepsi and its consumers. Consequently, high levels of trust would increase brand loyalty. Corporate giving and campaigns centered on social causes are also good ways to portray social responsibility, attract more customers and retain existing ones.
Recommendations
Pepsi has a satisfactory marketing strategy, but improving several aspects of this strategy would yield better results. First and foremost, it should increase its research. Research activities provide deep insights into various aspects surrounding the target market such as their tastes and preferences. That way, they would come up with more convenient ways to appeal to the target market.
The company should also take great caution when implementing their campaigns. Campaigns are meant to bring a brand and its customers closer, but simple mistakes can ruin an entire campaign. Also, the company should develop more creative ways of presenting its products to their consumers. Generally, consumers are more attracted to well-presented products and are more inclined to developing brand loyalty for such products. In the highly competitive beverage industry, creative products would give Pepsi a competitive edge. 
Finally, Pepsi should put more effort in showcasing social responsibility. It should develop innovative products which showcase social responsibility and increasingly take up noble causes such as corporate giving. However, it is imperative to ensure that the noble causes relate to the company’s mission. According to Scott (2016), common element for all companies whose social causes have failed spectacularly is a mismatch between the corporate mission and the noble cause. Good examples include “Buckets for the Cure” campaign by KFC and Starbuck’s Race Together Campaign. As such, Pepsi should identify social causes that align with its fundamentals. 
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