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Product Strategy for PepsiCo
 Pepsi-Cola or PepsiCo is one of the most competitive international brands that have dominated the global market after Coca-Cola products. The product was introduced in 1898 as an invigorating and exhilarating drink that could aid digestion. However, since then, the brand has been involved in different marketing and branding strategies which include media campaigns and celebrity endorsements. This essay provides a product strategy for PepsiCo and how it has changed its performance in the market. 
Product Lifecycle
New Product Introduction (NPI)
 Even though it was designed in 1898, the product started entering the market in 1902 where about 7,968 gallons of syrup was sold in the first year of its inception. As Channon et al. (2015) explain, organizations develop a life cycle strategy to ensure that they extend the demand for the discrete of the business as long as possible. In the case of PepsiCo, the objectives of entry of its product were to generate initial awareness before it could be formally rolled out in the market. The product's pricing strategy was simple cost-plus aimed at recovering the startup cost.  
Growth 
 The growth period of PepsiCo is between the 1930s and 1970s when the product started getting widely accepted in the market. Between the 1930s and 1970s, the sales of the PepsiCo products improved greatly as it attracted more consumers who believed that they were getting value for their money. This value for money placed the company at a competitive position with its close competitors like Coca Cola. During its growth, the market share improvement was the main objective of the company by working to encourage its opponent's consumers to defect. As a result, a low price penetration strategy was adopted to achieve its objective.  
Maturity 
 The maturity period of PepsiCo is between the 1980s to the present day. Since the 1980s, PepsiCo products have helped the company earn more than $20 billion annually. The objective at this period is to make more profit as much as possible from its products. Even though the company has achieved stability, the competitive environment has created high risks associated with pricing strategies which make the prices fluctuate often from the market average.  
Media Methods
 Since its inception, PepsiCo has been relying on different types of media methods; for instance, broadcast media, print media, direct marketing, and today, the internet and social media. The two key methods used today include the social media and broadcast media. Through the celebrity endorsement, PepsiCo has tried to appeal to the young generation including the teens and young adults in their music advertisement, which reflects their audience targeting strategy. 
 In using broadcast media, PepsiCo tends to appeal to the new generations. However, this requires that the company determine what features are identified with the new generation. For instance, music is one of the features that identify the new generation. Therefore, the company uses musicians. For example, Michael Jackson's advertisement in 1993, which used musical and sex appeal. Other celebrities who have worked with the company include Beyonce and Jeff Gordon.  
 In using social media, the PepsiCo brand has been reaching out to young adults and teenagers who spend the most time on the internet. Through social media platforms such as Facebook, Twitter, and Instagram, the company has been able to sell its brand significantly and reach out to millions of consumers.  
Measuring Marketing Activities
 Today, the availability of big data makes it easy for a company to determine which metrics they want to use in determining the effectiveness of the marketing activities. According to Solcansky and Simberova (2010), the overall performance of the marketing strategies should be understood on two main aspects, financial and non-financial. In the case of PepsiCo, the company relies on non-financial performance such as brand awareness metrics. Brand awareness is determined by looking at the product's growth and acceleration change on a monthly or quarterly basis.  
Product and Promotion List
 Integrated Marketing Communication: PepsiCo has realized the importance of linking all forms of communications and messages together as a way to integrate all promotional tools. 
 Positioning: As Subramanian (2017) explains, the art of product position is involved in the creation of a unique differentiation plan based on customer perception. In PepsiCo customers, views are collected through the feedback program which enables the company to design products that are uniquely identified with the target population. 
 Media Strategy: According to Subramanian (2017), production promotion is determined by the ability of the company to fit all in one size the cultural and linguistic differences and challenges created by the digitalization and experimental market plan. PepsiCo appeals to the target audience, especially the youths and young adults through music as a media strategy.
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