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Marketing is a process of creating, promoting and delivering products/services to customers and capturing value in return. It helps organisations to meet the need and demands of the target audience and develop a strong bond with them by delivering the desired value. It is essential for long-term brand success and a loyal fanbase. Market research, analysis and evaluations assist in understanding ideal customers interest and perspective and structuring marketing activities such as product development, marketing mix, distribution methods etc. in the best possible manner. Marketing also has a notable contribution in designing and managing product offerings and create a positive impression on the target customers' mind. Much of the utility of the products are created through marketing. The insights help to identify the latest market and business trends, consumer behaviour, preferences etc. and satisfy customer beyond their expectations.  There are various stages involved in marketing. Organisations need to set certain goals and objectives, analyse the market, develop strategies, design a marketing mix and implement/execute the plan to reach the desired goals and objectives. 


[bookmark: _Toc66652788]Understand the processes and stages of marketing
According to Kotler and Armstrong (2013), Strategic marketing planning is a set of procedures/activities to take a planned approach into actions that need to be completed to achieve business goals and objectives. Firstly, marketers need to start with a mission, that businesses want to achieve at the end of the execution of planning. Having a straightforward mission statement helps to define why a company is in business and how it can benefit customers. It is a core message that guides and influences marketing strategies. 
After defining the mission, businesses need to evaluate the internal and external factors to understand their capabilities, customers, and business environment. According to Cravens and Piercy (2017), Marketers need to identify the key weaknesses and threats of the business and tackle these with the strengths and opportunities they have. There are various methods to conduct the analysis such as swot analysis, pestle analysis, 5c analysis etc. all these are necessary for gaining useful insights about the market, customers and competitions. It will help in the creation of a successful business model (Hunt, 2017). Marketers need to segment the market and select the audience that businesses can best serve.  They need to ensure that audience is clearly defined and large enough to support the products/services. 
As per Išoraitė (2018), Marketers need to set specific and measurable goals and allocate resources to turn the plan into action. After developing the plan, marketers need to identify and arrange the 7ps to make profitable marketing decisions at every level. It helps to develop a strong product portfolio, charge the right price, communicate the value and adopt the right strategies to strongly connect with customers and strengthen the brand image. Finally, marketers need to implement the plan and closely monitor the progress. They can evaluate the results of the plan and adjust tactics to reach the target (Beverland and Yakimova, 2017). 
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According to Warner (2018), Situation analysis is a useful tool for determining the health of an organisation. It helps to focus on the key factors that can influence the performance and productivity of the business both internally and externally. he effective analysis helps to develop a profitable product mix, adopt rights channels for distribution and promotion, adopt the latest market trends and hold a competitive edge by providing constant satisfaction to customers. So, situation analysis is important for gathering essential information and making wise business decisions. 
According to Phadermrod and Wills (2019), Pestle analysis is a framework for analysing and monitoring the macro-environmental factors that can affect the performance and activities of a business in the long-term. Political factors help to examine political stability, government regulations, trade regulations in terms of their ability to affect the business. Economic factors assess the economic issues that are bound to have an impact on businesses (Wang and Pizam, 2017). Social factors help to examine customers thought process, demographics, purchasing pattern, cultural limitation etc.  Technological factors help to identify to what extent businesses can adopt advance technologies and utilise those for providing a better customer experience. Legal factors analyse different laws, regulations, policies tax guidelines that are relevant to the business. Environmental factors refer to the physical environment on earth that can either positively or negatively affect the business. 
According to Lin (2017), SWOT analysis is a useful technique for analyzing an organisation's strength, weaknesses, threats and opportunities. Marketers can determine the competencies and limitations of a company that can benefit or destroy them. Key strengths help the businesses to create a distinct position in the market, growing customer base and sustainable brand equity. Weaknesses are the weak points of a business that need major improvements to be ahead in the competition. As per Munoz and Huser (2018), Marketers need to have a good eye on the opportunities prevailing in the market to proactively exploit them and gain a leading competitive edge. Identification of the threats allows the marketers to minimise the losses that can be occurred from the uncontrollable situation. 
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As per Ries and Trout (2016), Market segmentation is a process of dividing a heterogeneous market into smaller groups that share similar characteristics such as demographics, interests, needs, or location. It is essential for collecting in-detailed information about the customers and selecting the segments that companies can best serve with the efficiencies, capabilities, resources they have.  Pepsi undertakes an intensive research plan to demonstrate better knowledge about customers' needs and wants and deliver the desired value in the best manner. 
In demographic segmentation, Pepsi considers customers age, gender, life-cycle stage, income and occupation. Geographic segmentation criteria are customer location, density etc. According to Phadermrod and Wills (2019), People living in different location/area have different perspectives, preferences. So, the offerings, communication need to tailored following these. In behavioural segmentation customers' user status, the benefit sought, degree of loyalty, personalities are considered. The social class and lifestyle of customers are prioritised in psychographic segmentation (Pepsi, 2021). It brings the company closer to the right audience. So, the findings help Pepsi to develop a loyal customer base which eventually stimulates the company's growth and profit.
According to Wang and Pizam (2017), Targeting is a strategic technique of identifying specific personas/markets for specific products/services. It enables businesses to ensure excellent brand experience, creates brand loyalty and awareness and generates more leads and profits. Businesses need to find out the individuals sharing similar needs or characteristics who are interests in the target offerings and want to experience them. As per Išoraitė (2018), Right targeting allows Pepsi to direct its marketing efforts and resources to the right segments and exert the best outcome from it. Pepsi targets both the domestic and international market as the consumption of soft drinks is raising. Products are also available in both urban and rural areas. Pepsi's prime customers are young people aged between 18-35 years old. People of all income classes and occupations are customers of Pepsi as all they want quality soft drinks for refreshment, enjoying the good taste, satisfaction or for spending time. They are regular consumers of the products. Pepsi also targets people of different personalities and lifestyles. 
According to Cravens and Piercy (2017), Positioning refers to the position a brand occupies in customers’ mind and how they differentiate the brand from the competing ones and define the concept of brand awareness. A good positioning defines how well a brand communicates its unique attributes to customers and create the desired impact. Pepsi has positioned the brand as a soft drink that tastes good and has a pleasantly refreshing impact (Pepsi, 2021). However, Pepsi is not positioned for health-conscious customers as it contains a high amount of sugar. The competitors such as Coca-Cola, Nestle, Red Bull etc. Are also doing great in the market. In comparison, Pepsi is ahead in the competition as they have a diverse product mix. They are bringing unique ideas, concepts and tactics to positively influence customers and retain them for the long-term.
According to Greenley, Hooley and Saunders (2018), Marketing mix is a set of controllable tools that businesses use to promote their brands or products in the competitive marketplace. An effective marketing mix helps to create, capture, deliver and communicate value to the right audience and pursue marketing objectives in the market. The marketing mix plays an active role in adding value to the brands and their reputation. It also helps to expand and grow a brand (Beverland and Yakimova, 2017).
Pepsi has a very strong and diverse product mix. It offers carbonated drinks, fruit juices, snacks etc. that caters to various segment of the market (Phadermrod and Wills, 2019). Pepsi cold drink is the main product of Pepsi. Lays, Cheetos and Kurkure are other sub-brands of Pepsi which are highly popular among the young generation. Besides, Pepsi also have has ventured into other areas of foods and beverages. No other competing brands have such variation and distinctness in their product mix as Pepsi have.
Pepsi's pricing strategies differ according to nature, value and demand of the products (Beverland and Yakimova, 2017). They mostly follow a market-oriented pricing strategy to ensure that their prices are competitive, based on other firms' prices and prevailing market conditions. As they have different targeted customers and a wide product mix, they do a proper analysis of customers' demand, perspectives and affordability. Pepsi also follows premium pricing strategies for some of its high-value products which target fitness-oriented customers.
Pepsi has a strong presence in both domestic and international markets. Their products are available in supermarkets, grocery stores and convenience stores. As per Munoz and Huser (2018), They have an extensive distribution network that helps to make the products available in all the profitable markets. Some premium products such as Tropicana, Lipton are available in specific outlets as they have specific kind of customers. 
Pepsi uses all the possible media channels like print, TV, outdoor and digital platform etc. to communicate the value to the target audience and influence customers purchasing decisions. As per Hunt (2017), They mostly use celebrity endorsement so that people can easily connect with the brand. Exciting and inspiring contents are used to draw the attention of customers and make a positive impression in their mind. They also have high and powerful promotional policies for all the chips they offer and all these have a strong fanbase in the market as these have different tastes and flavours. 
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Marketing plays a significant role in meeting the ultimate goal of a business.it guides them to effectively plan and strategize business activities and create a desired impact on the market and customers mind. Conducting situation analysis is equally important for determining the growth and survival of a business. It will keep them focused and energised. STP strategies allow businesses to focus on the most profitable segments and exploit the opportunities they offer. 4ps framework enables businesses to capture a powerful position in the market and counter the competition by delivering supreme values and satisfactions. The study explains how significant marketing is for an organisation. Marketing is one of the primary drivers of business growth for Pepsi. They have done a tremendous job in creating values for customers and adopting creative marketing strategies to position the brand strongly in the target market. In a market where several brands are offering similar values and offerings, brands need to come up with powerful strategic planning to stand out from the crowd. It allows them to align communications and personalize customers’ experiences and increase conversions at every stage. So, businesses must have a clear picture of the market and business environment to maintain a solid brand image and reputation. 
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