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[bookmark: _Toc89787976]Abstract:
Business in modern markets space face various challenges due to the fast changing nature of their macro environment. This presents a specific type of communication challenge in areas of customer engagement. Organisation must seek to improve their communication strategies by using integrated marketing communication, ensuring that all channels of communication available to them, are effectively utilised to deliver the same message, designed to create Brand awareness, promote organisations values, with customer engagement at the centre of its communication strategies.

[bookmark: _Toc89787977]Introduction

Pepsi-CO group is a leading food and beverage manufacturing company established in the eastern region of United States of America in 1919 and later reincorporated in North Carolina in 1986. Its business operations consists of manufacturing, distribution, and sales of house hold beverages, snacks, and food products, to owning well known household food chain brand such as KFC, pizza huts, Quaker foods, and Tropicana bands. PepsiCo organisation is currently operational in over 200 countries and territories globally and is fostered through its operations of authorised bottlers, contract manufactures and other third parties through which it produces and delivers it business operational strategy.

The organisation mission is to “Create More Smiles with Every Sip and Every bite” and currently have global turnover in 2020 was over $70 billion representing a 5% growth year on year from its financial statements in 2019. The organisation employs over 291,000 staffs globally through direct and indirect employment and community initiatives, where it has consistently invested strongly in areas such as equality and diversity within its workforce, to provide it the bank of knowledge necessary to be successful within its operational markets. (PepsiCo Annual Report, 2021)

Pepsi-Co as an organisation is divided into distinct geographical and market segments, allowing it to strategically expand it operation into target markets, with product specifically chosen to suit each market segment, allowing it to further expand its core products with complimentary portfolio of brands within these market segments. The organisations geographical market segments consist of Frito-Lay North America, Latin America, Europe, Africa, middle east and south Asia, Asia-Pacific and China regions,  where is manufactures, distributes and sells its branded products such as  flavoured Snacks and Tortilla chips, Quaker foods, cereals, rice and pasta branded products, Diet-Pepsi, Pepsi cola, mountain dew, Aquafina water, Cheetos, Doritos Ruffle,  7up , Marinda  and Pepsi-Max brands, through both owned and third party authorised bottling manufacturing plants and joint ventures.

This report aims to evaluate PepsiCo group communication model, with a view of identifying key methods and strategies the organisation uses to engage its customers, manage, and evaluate its customer Journey across the variety of its communication channels, while maintaining and raising the awareness of its brand. This report will seek to make recommendations on any new communication strategy it may adopt, ensuring all customer related journey map issues are addressed. This report will further seek to show, with the aid of a PepsiCo customer journey diagram, areas PepsiCo may look to improve on, using suggested communication strategies, if it is to maintain its strong customer base and current strong market presence in the UK market.


[bookmark: _Toc89787978]Communication:

There have been several attempts by various authors to define communication. Most definitions by authors are limited to the aspects to which they are affected. Communication is concerned with the exchange of information from one person to another using a medium. This can be written, or verbal information designed to gain some form of response.

Communication can be defined as a social interaction through messages, and further defined as the exchange of thoughts information or ideas through a medium, with a view of gaining mutual understanding between the sender of the information and the receiver (Maund, et al., 2017).
Communication occurs when a system or medium influences another or leads to a response or a certain behaviour manipulated by different symbols transmitted through different mediums.

Communication is considered the most important aspect is any organisational process and its critical to the success of any operational strategy. For communication to be considered effective, information must be, structured, curated with carefully chosen language and words, and delivered with a set of both verbal and nonverbal expression designed to incite a response. It is only when this happens that communication is considered effective. 
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(Kotler, et al., 2020) Figure 1:



Communication is central to major transformations in today’s world, and as such understanding communication is critical as it directly impacts all aspects of life. In communication, a model offers a framework in which issues associated with communication processes are discussed, hence a good communication model provides a simplified structure that offers an insight into what can be described (Mortensen, 1972).
Shannon and Weaver communication model offers such simplified insight into the important processes needed to achieve effective communication. Developed in 1949, it was predominately used as a communication model at technical level but have been adapted to behavioural science to suit interpersonal situations (Sabah, n.d.). There are eight stages in this communication model, each identifying important aspects of a communication process. 

The Sender: The first stage of this model is concerned with the origin of the message. The sender curates the message and decides on how they wish to send the message. An example may be an advertising company creating a targeted advert and choosing a channel to distribute the message.
Encoding: Depending on the channel being used, the message is encoded into a signal or binary data. This process involves using some form of a machine or medium to send the message. Media/ Channel: The message is communicated to the target audience using the desired medium e.g., Television, Radio, newspaper. Receiver: The receiver with the help a similar device decodes the message communicated and makes sense of it. Response: The receiver then decodes the message, understands the content, and provide a positive or negative Feedback. In the process of receiving the message, parts of the message can be lost due to similar messages arriving at the same time, through the same medium. This represent the Noise elements in a communication process as the receiver can be distracted by various factors such as other communication clutter and miss important aspect of the message. Hence the importance of receiving feedback to ensure the communication is effective.

Though the Shannon and Weaver model has been used and widely adapted, it has been criticised for some of its weaknesses as its considered too static and linear and does not consider content when used in marketing communications. The model is also seen to be unidirectional and in modern day media communication is almost never unidirectional but indirect (Foulger, 2004).
 

[bookmark: _Toc89787980]Integrated Marketing Communication:

Integrated marketing communication is a strategic process of carefully combining and coordinating all organisational communication channels, with a view of delivering a clear and consistent message about the organisation or brand (Kotler & Armstrong, 2018). Marketing communication entails all promotional communications an organisation engages in, with a view to effectively positioning their brand within their target audience minds. These communication promotions include both paid and unpaid and are conducted using different mediums and methods. E.g., advertisements, sales promotions, personal selling, public relations, and digital and direct marketing. 

With cost of traditional marketing communication continuously rising, and the increasing shift to online and other digital methods of communication, the needs to better manage the communication message have increased to avoid confusing the target audience. Integrated Marketing communication provided marketers the tool to properly map the customer journey, as it allows for a carefully coordinated communication using all available avenues, which helps to accurately Map the customer journey, leading to conversation and customer engagement.

[bookmark: _Toc89787981]Promotional Strategies:

Promotion strategies relates to all forms of marketing communications designed to inform and engage specific or targeted audience. It consist of set of activities designed to share information about a product, brand, or service with a view of creating awareness of a brand or making sales (the economic times, 2021). Examples of some traditional promotional strategies are Advertisement, this can be paid or unpaid, e.g., Newspapers, magazines, television, radio; sales promotions, where incentives are offered, e.g., sales coupon, price discounts; personal selling using sales force for direct interaction; public relations, by building good relationships through favourable publicity; direct and digital marketing, using technology platforms. The mentioned Promotional communication channels can be online or offline channels and regardless of which activity is preferred, all are geared towards raising awareness of the brand.

PepsiCo as an established and well-known brand, fully engages in all channels of marketing communication and as such have benefited from using a combination of all mentioned promotional strategies. However, changes in the macro environment such as shift in demography or changes in societal culture such as consumption and channel preferences, have meant that the organisation must continue to adapt it products and communication strategies, to ensure it continues to effectively engage its target audience and maintain its brand equity. 


[bookmark: _Toc89787982]Online Promotional Strategies:

[bookmark: _Toc89787983]Direct Marketing:

Online promotional strategies relate to marketing communications delivered using online or technology based mediums, usually used to reach more targeted market audience quicker. It involves using ecommerce platforms, social media, and direct mail systems to deliver marketing communications and products directly to consumers. PepsiCo has seen a 7% fall in sales in carbonated soda drinks and beverage section in 2020 (Vizard, 2021). This was largely caused by the on-going pandemic which has caused closure of venues, bars and restaurants, and other key distributions channels. However, sales in other sector of the brand has increased as consumer look to other online channels such as ecommerce to purchase their products. This presents a key strategic shift for PepsiCo as it can look to increase its Online promotional communications using ecommerce platforms and creating social media communities to promote it Fizzy drinks range.

PepsiCo recently launched its first Direct to consumer website and can capitalise on this to directly target young and vibrant consumer audience, with targeted promotional campaigns design to increase brand loyalty. Such online based promotional campaign can particularly be beneficial to the PepsiMAx band as it can be merged with other food sectors such as on- the- go fast food online platforms, which younger demographic frequently use, allowing them to directly purchase the PepsiMAx brand using their mobile devices while on the go.

PepsiCo can look to create an Online community for its PepsiMAx brand and tie this with the launch of the new direct to consumer e-commerce platform, allowing for the target audience to drive the growth through consumer engagements, where creative moments and experiences with the brand are shared in the platform, with levels of consumer engagement, generating communicated incentives, such as free deliveries or personalised packing on a consumer birthday. Such emotive campaign delivered through it dedicated online platform will directly reach its target audience and may lead to an increase in brand loyalty.

PepsiCo can through its direct online community communication platforms, sponsor a digital lifestyle campaign geared toward improving technology know-how, such as coding courses, and tech design courses. This initiative can be targeted at schools and young children of school age, delivering opportunities to learn new lifestyle skills, while at the same time promoting the healthy sugar free refreshing taste and different flavours of the PepsiMAx brand. This online promotion can run alongside its current sponsorship campaign “Play Never Stop” where PepsiCo has sponsored the UEFA champions league, featuring footballers like Lionel Messi, Raheem Sterling, Mohammed Salah, using their skill to battle for the last can of PepsiMAx drink. Aligning both campaigns directly to consumers online will lead to easy buy-in and may appeal to a cross section of the demography and adding to PepsiCo brand equity.


[bookmark: _Toc89787984]Off-Line Promotional Strategies:

[bookmark: _Toc89787985]Sponsorships: 

Sponsorships is a form of public relation campaign, where an organisation or business sponsors an event with its brand displayed throughout the event. This strategy is designed to create awareness of a brand and is used to target a wider or niche audience. 
PepsiCo is currently engaged in a new “Big is Better” Marketing Campaigns where is create one advertisement that runs across all its communication channels. This strategy can be impactful as shown by the recent growth activity, which has seen an increase of 11.6% growth to $20.1B in its net sales across its brand (Manny, October 2021). 
Similar sponsorship campaigns can be extended as part of corporate social responsibilities, to target and address some of the societal issues on the rise caused as a result of the changes in lifestyle patterns due to the on-going pandemic. e.g., PepsiMAx brand can sponsor community initiative such as grassroot football development and competitions and tie this into its online “Play Never Stops” campaign. This sponsorship initiative will position the brand as investing in the development of the future generation while at the same time securing a new generation of consumers for the future.

[bookmark: _Toc89787986]Public Relations: 

Public relations campaigns are concerned with promotion an organisations reputation or image within its operational markets. it’s a sustained effort to promote goodwill and mutual understanding between parties such as government and the publics or an organisation and the customers. PepsiCo can increase its public relations activity using its grassroot football sponsorship. It will be perceived as helping to develop the community spirt through football and addressing some of the social challenges such as violence crimes within the youths. The brand will be viewed as a responsible Brand that is giving back it consumer base.

The suggested online and offline promotional strategies for the PepsiMAx brand, is one that will tie into what the organisation is currently doing, delivering a consistent and clear message about the brands values and mission, while maintaining its existing marketing budgets. Its will further position the brand as adapting to the changes to its Macro environment and differentiate it from its competitors.

[bookmark: _Toc89787987]Branding:

Branding is an effective marketing activity of creating a name, symbol, or design with a particular aim of identifying and differentiating one product from another. It is the creation and communication of the three dimensional character for a product that is not easily copies or damaged by the competitors efforts (Brassington & Pettitt, 2007). Branding allows for products to gain identity that suggests that consumers expectations will be met, thus acting as a strong communication and informative tool for both consumers and brand owners (Aydin & Ulengin, 2015).

Brand Equity on the other hand is defined as a set of assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the value provided by a product or service to a firm or to that firms customers (Aaker, 1991). Brand equity is further defined as a differential effect of brand knowledge on a consumer response to the marketing of the brand (Keller, 1993).

Keller’s definition of brand equity is derived from the consumer perspective and leans on consumer perceptions, awareness, brand association and perceived quality built over time, that leads to identity development, purchase intention, loyalty and relationship building (Buil, et al., 2008). Keller developed its brand equity management model, highlighting six key stages to consider in its consumer based brand equity model. It uses a pyramid to demonstrate the different levels of consumer engagement at which point brand equity is built and maintained.




[bookmark: _Toc89787988]Keller Brand Equity Model:
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 Fig. 2
Source: https://avaremy.files.wordpress.com/2014/01/keller.png


[bookmark: _Toc89787989]Salience:

Salience relates to what image the consumer holds of the brand. How often does a consumer think of or easily identify the brand in relation to satisfying a need or want? Brand awareness is considered critical and must be present in a consumers mind if brand association is to be developed (Washburn & Plank, 2002). Salience is developed based on how a brand is positioned in the mind of its target audience, how effective is the communication strategy in creating the awareness of the brand, as a go to place to fulfil the consumers want? PepsiCo have invested billions of dollars in developing its brand image. It uses it corporate umbrella branding strategy to showcase leading brands under its portfolio. This creates cross brand association in the consumers’ minds, positioning the brand as a go to place for quality and satisfaction. Its recent sponsorship of the UEFA champions league further reinforces this perception and awareness of the PepsiMAx brand as a cool satisfying fizzy drink that can satisfy even the healthiest and fun to associate with at the same time. The distinct blue logo is easily recognisable and linked to taste quenching satisfaction.

[bookmark: _Toc89787990]Imagery: 

This relates to the outwards solutions a brand uses in its attempt to satisfy consumers psychological and social needs. The projected quality, reliability or durability of a product or brand as perceived by the consumer in their desire to satisfy a need or want. PepsiCo has built is brand portfolio based on quality and variety. Its group name is associated with many house hold brand names such as the Quaker, Doritos, KFC and PepsiMAx as such holds close associations with many of its consumers. 

[bookmark: _Toc89787991]Judgment:

This relates to the customers own opinion of the brand. How the consumers would evaluate the brand when discussing issues concerning their association with the brand. The Sponsorship partnerships PepsiCo have recently engaged with such as the Sponsoring Grass root football in various communities have been hailed a success in communication of the brand image, as the brand is viewed and investing in development of future demographics.

[bookmark: _Toc89787992]Feeling:

This Attribute relates to consumers warmth and reaction with respect to the brand. PepsiCo has built a consumer driven online community base for its mountain Dew range. Here consumers freely create fun creative ideas among themselves all around the mountain dew brand, creating a mountain dew family environment. This community spirt have seen the growth in sales of the mountain dew range in the US to over $10b in 2020, demonstrating a strong brand association with its consumers. Other brands under the corporate umbrella like 7UP, PepsiMAx, Doritos, have also reported a strong growth of over 11.6% year on year suggesting that its consumers see value in the brand.


[bookmark: _Toc89787993]Resonance: 

Resonance relates to the level of relationship developed as a derived value from a brand. It is concerned with how a customer behaves or how loyal a consumer is to a brand. Brand loyalty can be indicated by the number of repeated purchases, the commitment a consumer shows towards a brand in trying to promote the brand (Oliver, 1997).
PepsiCo enjoys a relatively good levels of brand loyalty within it brand portfolio. The mountain dew fizzy drink has seen its community grow to over 5million members who identify themselves as Mountdewer’s. This growths demonstrates a strong relationship between the brand and its consumers. The Quaker breakfast range has been the number breakfast option in the US for some time now, this is repeated across other market the PepsiCo brand is present, further demonstrating a strong loyal consumer base.

[bookmark: _Toc89787994]Advantages of Keller Brand Equity Model:

· The Brand Resonance pyramid is considered a way to track how effective marketing communications can be in areas of creating active brand loyalty and relationships that can influence a brand (Remy, 2013).
· The Keller Brand equity model is considered the best as it suits brands betters in areas of differentiation and positioning.
· It assist marketers in developing effective marketing communications
· Brand enjoy higher loyalty and pricing premiums if properly applied to brand development, which organisations can leverage on to raise capital


[bookmark: _Toc89787995]Disadvantages of Keller Brand Equity Model:

· Researchers have found that the model does not consider the human element in building brand equity especially in the B2B areas, therefore the resonance may need modification.
· The model is too customer focused and does not necessary suit industrial marketing contexts.

Brand Equity is expected to impact an organisations success. The array of benefits derived from brand equity help organisations improve financial performance and can be measured using the various levels of indicators. However, care must be takes when applying this model as wider scopes of the macro business environment is not considered.

[bookmark: _Toc89787996]Customer Journey:

A customer journey map is concerned with showing a detailed representation of a customer total experience via-touchpoints, when deciding on a product or service using a diagram. It describes the different stages and contacts a customer’s makes with a brand before committing or deciding on a brand. It help organisations understand a customer’s decision making process by allowing them to step into their consumers shoes using the mapping, to thoroughly gain an insight on the stages the customer passes through when deciding to commit to a product or service (RYTE WIKI, 2021). 








[bookmark: _Toc89787997]Key stages in developing a customer Journey. 
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Fig. 3 Source: moodle.uwtsd.ac.uk

These stages represent key considerations an organisation should make when developing their customer journey. Scoping requires that the organisation defines its ideal customer by attempting to describe key characteristics that suit their objectives. They design their customer phases, by trying to understand what stage their customer is at, onboarding, acquisition, retention and create ideas to generate interest in form of marketing communications. Using tracked responses understand and analyse customer reactions and any conflicts to intended outcome. Remove any conflicts before reviewing and redeveloping the customer journey (Salesforce, 2021).

[bookmark: _Toc89787998]Phases of Customer Journey:

These stages represent the actual point where key decisions are taken from a customer’s perspective (RYTE WIKI, 2021).

[bookmark: _Toc89787999]Awareness: 

Awareness stage is the point where a customer realises that they have a need or want that needs to be satisfied. They begin to consider ideas on how best to resolve their needs issue. They seek out information using resources available to them.

[bookmark: _Toc89788000]Evaluation: 

At the stage of evaluation, the customer is more aware of all the options available to them. They narrow down their options and seek out more information on the closet options available. Information might be related to cost, availability, ease of access, delivery, etc.

[bookmark: _Toc89788001]Decision: 

At this stage the customer is ready to make a decision. They have completed their research and finally chosen a brand they believe to best suit their needs. This is crucial stage of the journey mapping where factors such as reviews can be important as these can sway the final decision.



[bookmark: _Toc89788002]Retention: 
following a decision and commitment to purchase from a customer, the next stage is the ability of the brand to retain and maintain the customers interest. Depending on the customers feedback and experience of the service or product, and the engagement of the brand, the customer becomes loyal to the brand through repeat purchase and usage.


[bookmark: _Toc89788003]Advocacy: 
This final stage of a customer journey is the advocacy stage. At this stage the customer is well accustomed with the brand and becomes an advocate of the brand, by selling their experience of the brand to other. This is the ultimate goal every organisation or brand wishes to reach.

Organisations can benefit from developing and understanding their customer journey processes as they are able to see and understand where and how the customers prefer to engage and interact with their brand. They are able to make informed decisions on consumers needs at different stages of the buying process, understand how to bridge the gap between their expectations and the actual customers experience, improve on future strategies on how best to engage their customers and be more efficient in areas of marketing communication and expenditure


[bookmark: _Toc89788004]Customer Touch Point:

Customer Touch point relates to any form of interaction a brand has with a potential customer whether intentional or unintentional. It can be offline or online and can occur before, during or after a customer purchases a brand (Pahwa, 2020). Touchpoints are important information used in effectively analysing a customer journey map. Its assist organisation is developing a consistent perception of a brand and a closer customer engagement to improve retention and customer loyalty.  Customer touchpoint can be grouped into three categories, pre-purchase, which deals with all interactions with a customer before they buy into a brand. Such as advertisements, e.g., The PepsiMAx “play never stops” campaign, referrals and promoted contents. Purchase stage includes website, packaging, (the distinct PepsiMAx packaging design) store locations and post-purchase, interactions made after the customer have use the brand. E.g., emails, loyalty programs. PepsiCo created an online community for its Mountain Dew brand, where mountain Dew consumers interact among themselves and engage with the brand. They consumers drive brand marketing ideas to grow the brand under the corporate umbrella, creating awareness for associated brands such as the PepsiMAx brand.

Customer touch points can be initiated at various point and depending on the initiating pattern generate some impact on a brand. 

Company Initiated: These are marketing communications put out by organisation in other to create awareness of a brand and to generate interest in a product or a service. examples of a company initiated touch point are Commercials, packaging, promotion fliers, website. The PepsiCo Group website is an important information communication point for the corporate brand Umbrella and can acts as an initial or secondary touchpoint depending on the brand. The PepsiMAx UEFA sponsorship advertisement “Play Never Stop” could be another major touchpoint for customers wanting a sugar free good tasting fizzy drink. The distinct brand packing of the PepsiMAx Brand makes it easily identifiable from purchase points.



Intrinsic Touchpoints: These occur when a customer experiences a brand or consumes an offering. Their evaluation of their experience and decision they make. The brand usually has little control of these type of touch point. A customer new to PepsiMAx brand may not particularly like its distinct fresh flavour but was attracted to the brand from initial communication. Their next action or reaction to this experience is critical in understanding how to address this. Other flavour offerings such as the PepsiMAx cherry and Lime may be positioned to address this when developing the customer journey.

Unexpected Touchpoint: These occur through references from other customer, who may share their experience good or bad about a brand. A customer at an event may get offered a PepsiMAx and share an experience or view of the brand.

Customer Initiated Touchpoint: These occur when a customer seeks out a brand themselves. Maybe in a quest to satisfy a need or gain further information on a product. A customer wish to find out about the PepsiMAx brand can use the website to find nearest stockist or order directly from the website.
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Fig. 4 PepsiMAx customer journey map and touchpoints




The above journey map, shows different touchpoints and potential steps a non-regular user of Fizzy drinks, looking for a healthier and sugar free option, would follow in becoming a loyal brand follower. 
Pepsi cola is a big global brand name and its only second to its closest and biggest rival the Coca-Cola.
These products are considered low value products as they are used to satisfy individual thirst and considerably low priced. Societal changes and the need for healthier options have opened up new markets and need for new product innovations and brand extensions to address these new demands. The PepsiMAx brand was developed to specifically target these new growing market and to help combat the perception its parent brand has, of having a high sugar content and therefore unhealthy.

The first stage of the journey shows the consumer seeing a PepsiMAx advert on television and becomes aware of its zero sugar content (touchpoint 1). The product is now positioned as a potential healthier alternative to the existing Pepsi and Coke brands. The consumer comes across further communications in form of a bill boards and displays on public transports, with sport celebrities endorsing the PepsiMAx zero (touchpoint 2). This further reinforces the benefits of the brand on their minds, and they are even more aware of the brand. They attend an event where PepsiMAx is served (touchpoint 3) and proceeds to try the product for the first time (touchpoint 4). They take more notice of the brand packaging, distinct colours, and few alternative flavours on a trip their local corner shop (touchpoint 5). They decide to buy a few units, (touchpoint 7), they may now also check out the PepsiCo website to review all available flavours and packaging sizes and discovers the personalised packaging available on other purchase channels (touchpoint 6). On a visit to their local supermarket, they notice the PepsiMAx brand stand (touchpoint 7), and probably purchase more stock. They return back to the website and to leave reviews and feedback on their experience of the PepsiMAx brand and varieties (touchpoint 8). They are satisfied with the brand and have used it repeatedly and decides to join the online community in other to enjoy further loyalty benefits (touchpoint 9). They are now regular user and frequently share their experience with friend and peers and follows PepsiMAx on social media platforms (touchpoint 10).

The strategic nature of the above journey map presents an important tool for PepsiCo to use in understanding its customers expectation and optimising their experience by personalising all the various touchpoints to better suit their customer needs. The entire onboarding experience of the new consumer can be enhanced by setting benchmarks against the actual consumer experience instead of their expectation, thereby making it more authentic to their customer. The mapping can further assist PepsiCo to effectively utilise all its marketing channels and integrate the communication process to a better more suited logical buyer journey. 

However, the mapping Suggests that the PepsiMAx main awareness strategy maybe one dimensional as the product is differentiated using celebrity endorsements and sponsorships adverts. The new trends shows that large chunks of its target demography are very active on social media and digital communication. This create a vacuum on its coverage strategy, as they maybe missing out on potential consumer base and necessary data available to them to use, if they were to be more active on their social media platforms. The Use of direct email communication is missed out and it is a channel that can further personalise PepsiMAx awareness campaigns, direct to the handheld devices of their target audience. The PepsiCo website as a touchpoint is underutilised and could be ineffective in creating an impactful message for the PepsiMAx brand, as its main benefits are overshadowed by the corporate branding strategy, where all other major diversified brands are displayed alongside. The website does not carry any of the currently running promotional campaigns like the “FOR THE LOVE OF IT” or “Play Never stops” which have been credited for a sharp increase in sales of the PepsiMAx brand. This create a gap in the effectiveness of PepsiCo integrated marketing communication Strategy and risk alienating sections of its customer base.


[bookmark: _Toc89788006]Total Engagement model:

Total engagement model is a strategic process where organisation are required to create a highly interactive operational business environment that effectively engages all stakeholders, with a primary purpose of developing a comprehensive business model, that is fully integrated, actionable, and driven by customer engagement where relationships are more meaningful and sustained to all concerned and operational values are aligned (Alpert, 2010).

Total engagement model seeks to address the various challenges customers face when dealing with brands, such as increase commoditisation, rapid product innovation cycles, increased communication, media dilution. Customers are consistently struggling to keep up with the fast changes in the market space and a such don’t feel valued by the brands they patronise. This creates an issue for the various brand whose duty it is to aligns its brand values to that of its customers, for the primary purpose of improving customer satisfaction and retention. To fully achieve this, organisation must first ensure that it aligns it organisational culture with its brand propositions in other to deliver a planned customer experience through engaged employees. LaMalfa, 2008, in their study, finds that an engaged employee is one that is fully in sync with the organisations strategy and direction and is committed to making the process successful (LaMalfa, 2008). Organisations value propositions are delivered through its employees who engage their customers via various strategic communications and community initiatives designed to differentiate them from the competition and at the same time provide a greater level of satisfaction for their customer. 
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Fig 4: Total Engagement Model. Source (Alpert, 2010).




PepsiCo corporate mission is “to create more smiles with every sip and every bite”. This mission encapsulates the organisations operational values which is split into key areas that form the core of the organisational culture. it pledges to be best possible partner for its customers through game- changing innovations and delivering level growth unmatched in the industry. it pledges to create meaningful opportunities for its employees to work and gain new skills and build successful careers and diverse and inclusive workplace. It commits to adopting a more sustainable approach in its operations ensuring that preserving the environment remain key to its strategies (PEPSICO, 2021).

This values are demonstrated through its vast investments in its workforce, where it has continued to strive to achieve it operational targets in areas of diversity and inclusion, gender parity, racial equality, and investments in local community. PepsiCo recent advert” Play Never ends” has been extended to PepsiMAx brand further sponsoring grassroot football at community levels,” PepsiCo team of Champions”, creating an added value proposition for its consumers. This further creates opportunities for further engagement with its customers, as it strives to demonstrate its commitment in delivering on its values promises through its workforce. PepsiCo through employee led initiative, is sponsoring an initiative which support black-owned restaurant’s knowns as “Pepsi Dig In”. This initiative is built on promoting brands such as the PepsiMAx, Pepsi and Mountain Dew in Black owned restaurants across the markets it operates, committing over $400M to this and similar initiatives. This means that PepsiCo has a sustained relationships with the restaurant owners and their customers, creating real value and satisfaction to its customers.



[bookmark: _Toc89788007]Recommendation:

Effective marketing communications can be only reached when synergy in communication is achieved. Integrated marketing communication is a key strategy in achieving communication synergy, when communication components are effectively utilised. PepsiCo customer journey for the PepsiMAx brand suggests that the social media and direct marketing communication channels are underutilised. These two channels may represent important customers touchpoints which PepsiCo can explore when directly targeting new consumer demography, as the social trends continue to evolve toward technology driven consumption.

PepsiCo has recently announced the launch of its first e-commerce channel which is initially used on its food sections. However, this can be extended to the beverage section allowing for its consumers to be able to directly purchase the PepsiMAx brand on its ecommerce platform. This will open a direct communication channels between PepsiCo and it consumers, allowing PepsiCo to directly obtain first hand data analytics needed to accurately manage and utilise customer touchpoint information.

PepsiCo should consider developing individual brand website presence, where specific brand activities are communicated and aligned with the corporate brand messages. This will allow for consumers who may be interested in specific brands to directly engage with that brand where their views may be considered more relevant to their needs from the brand.
[bookmark: _Toc89788008]Conclusion:

Brand awareness is critical to survival of any brand. Awareness can be achieved through strategic communications using integrated marketing communication channels, which is aimed at aligning consumers values with organisations value propositions. Organisations such as PepsiCo should continue to invest in developing all channels of communicating with their consumers, in other to take advantage of the new trends of data analytics which will allow it to effectively engage its customers, manage its customer touch points and accurate measure how effective its marketing strategies are within individual brands.
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