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[bookmark: _Toc113265155]Introduction to the company – PepsiCo
Shedding clear light upon the organization that has been taken into consideration named “PepsiCo”, it has been recognized that the organization has now been holding 143rd Rank over worldwide ranking list, being one of the top brands in beverage industry today (Bayat, Bekmezci, Erduran and Sen, 2022). Marketing mix strategies including 4 main p’s  such as price, promotion, place and product  are found as one of the major aspects of market pepsico’s product over wide reach. PepsiCo’s 143rd rank lead the organization to earn around $37.8 trillion of profit by the end of 2021, thus it creates a thin line of difference between PepsiCo’s marketing and other organization’s marketing strategies (Bayat, Bekmezci, Erduran and Sen, 2022). This organization has been doing great deeds and efforts for being over the top of fortune 500 target list. 
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Strengths – Pepsico being the best global brand is one of the major strengthen areas of the organization, as it is identified that the organization ranked aat around 29 number rankwith around 18.8 billion of net profit in year 2020 (Chan, 2022). In year 2021, forbes global world report declared that pepsico ranked 87 all around the world in terms of best selling organizations (Chan, 2022). These forms strengthen areas of the organization. Along with this, high availability of products all around the world as well as highly diversified quality of products also makes the brand equity high. PepsiCo has 22 brands, such as Pepsi, Diet Pepsi, Pepsi Ma and many others and these makes the organization generate more and more profit generation at the same time (Chen and Voigt, 2020). Due to the diversified portfolio, the undertaken organization aims at managing as well as maintaining forecast of different products as per the demand. Direct  store delivery also makes the organization highly available (Chen and Voigt, 2020). 
Weaknesses – When it comes to weakness section of pepsico, it has been identified that the most common of all and most effecting weakness for the organization involves overdependence of food and beverages. With the overdependence of food as well as beverage products manufactured by the organization are actually been leading the company to an undermine position (Enzymes market size to reach $17.8 bn in 2028, industry trend - rising demand for high-quality pharmaceutical, food &amp; beverage and personal care products, 2022). Undermining the company leads to loss of organization actual agility and flexibility of work environment. All in all, this leads the organization to complete halt if it kept on going in this direction continuously. In addition to this, another weakness involves effects of failed products over organization’s reputation and market value as well. As a well known fact, it has been determined that Failure in any venture is a weakness. Similarly, pepsico has been found to be flowing over that path. Pepsico has already faced failure many times among which the most effective ones were failure of crystal pepsi and failure of pepsi blue and many other products are there, which  actually didn’t payed off the organization very well (Enzymes market size to reach $17.8 bn in 2028, industry trend - rising demand for high-quality pharmaceutical, food &amp; beverage and personal care products, 2022). Thus, all in all the organization needs to fix these by having a clear sight over these. 
Opportunities - Business diversification has been finding to be one of the wider opportunities for the organization, as the organization already has a great sort of talent, resources and financial backing to do the same. In addition to this, the undertaken organization Can also go to perform CSR activities as PepsiCo has applicable resources to tackle the negative remarks such as  loss of brand value in market, management of people relations. Manufacturing of Pepsi with healthier substances such as use of stevia instead of sugar can help organization build up their brand image (Enzymes market size to reach $17.8 bn in 2028, industry trend - rising demand for high-quality pharmaceutical, food &amp; beverage and personal care products, 2022). 
Threats – Competitors are the biggest main hits for the organization named PepsiCo, as other market holders such as coca cola also aims at bringing out similar offers with better quality (Fluch, Brunner and Grubbauer, 2017). This ensures that competitors such as Coca-Cola, Kraft foods, Nestle, Dr Peppers Snapple Group and Mondelez are the biggest threat for the organization to deal with (Fluch, Brunner and Grubbauer, 2017). 
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As per the PepsiCo’ segmentation, target and positioning in the market currently, domestic and international both regions are under their target (Latino and Menegoli, 2022). People between age of 15-45 are the main key targets of PepsiCo and the people with behavioral pattern of ‘Hard core loyals’ and ‘Soft core loyals’ are their key targets on top of the list (Latino and Menegoli, 2022). Most of their revenues generate from urban and rural areas where people involves Bachelor Stage young, single people not living at home Newly Married Couples young, no children (Maia and Junior, 2021).
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	1. Competitive rivalry or competition 
	As per the analysis, this has been considered under category of strong force for the organization as they have high aggressiveness of firms involved along with moderate effect of firms (Kshetri, 2021). 

	2. Bargaining power of buyers or customers 
	Customers being the first priority for the organization are always facilitated with high access to diversified range of products. This creates strong access to the organization’s making constant improvements (Ogunjuyigbe, Ayodele and Ogunmuyiwa, 2015). As, a range of substitutes have strong force over PepsiCo’s product. 

	3. Bargaining power of suppliers 
	It has been identified to be as a weak force for the organization, as there is very low forward integration of suppliers and moderate size of individual suppliers at the same time (PepsiCo cuts fresh water use with Siemens solution, 2012). 

	4. Threat of substitutes or substitution 
	PepsiCo is under threat of substitutes because most of the organizations offer satisfactory substitutes against PepsiCo (PepsiCo cuts fresh water use with Siemens solution, 2012). 

	5. Threat of new entrants or new entry 
	Due to low switching cost, there is always a threat that customers can shift from PepsiCo to another in a short term of period easily,. 
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In order to ensure better communication between PepsiCo and their customers, their vendors and wholesale sellers, it has been identified that a well structured communication model is important to implement (Santamaria, Tranchida and Di Franco, 2020). Other then communication, PepsiCo’s other marketing strategies determined above are still working good and has been paying well to the organization, however the area of communication has been found to be lagging behind somewhere, when it comes to PepsiCo’s internal and external environment management (Tognoli et al., 2022). As a clear result of marketing evaluation, PepsiCo has been recommended strictly to make use of a well structured communication tool as determined in diagram below (Triguero, Fernández and Sáez-Martinez, 2018). With the help of this communication tool or model, it will become way easier for the organization to spread promotional messages about their products over wide reach with less efforts. In reference to this recommendation, all the experts of PepsiCo’s marketing communication must different types of persuasive communication and send it to the target audience (Triguero, Fernández and Sáez-Martinez, 2018). Marketing communication tools or model ensures development of market value and rand value through this way, in this manner, it ensures spreading awareness about PepsiCo’s product over wide reach (Weber and Saunders-Hogberg, 2018). Communication module involves communication through following ways: -
· Pamphlets
· Brochures
· Emails
· Advertisements
· Websites
· Sales Promotions and Campaign
· Exhibitions
· Personal Selling
· Press Release
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Aaker’s brand equity model relates to the pepsico organization states that the organization is able to understand the abilities. 
Brand loyalty – For ensuring brand loyalty, the organization aims at receiving customer loyalty and as per the organization’s efforts in this field, the organization is able to connect more and more customers to their brand over wide reach. As per the research, for this purpose, the organization launched its first-ever cash-back loyalty program and this program helped organization enhance their sale by 34%, as customers gets rewards for their purchase (Enzymes market size to reach $17.8 bn in 2028, industry trend - rising demand for high-quality pharmaceutical, food &amp; beverage and personal care products, 2022). 
Brand awareness  - For ensuring brand awareness, as per the aaker’s equity model, pepsico always aims at following best pricing strategy. As per the organization, Pepsi's pricing strategy is driven by their competitors' prices and customer demand. And this makes the organization one step ahead of their competitors in terms of selling and profits earning, brand awareness and customer loyalty gaining. More digital ways and  brand association ways must be incorporated by the organization for better results in future
Percieved quality – For ensuring better product quality, aaker’s model states that the brand must have some quality measures and must have compliance with some regulatory bodies. Pepsico, as per global sections and global PepsiCo Executive Product Integrity Council (EPIC), government regulatory bodies aims at tracking the brand quality. This makes organization more extensive in this manner (Enzymes market size to reach $17.8 bn in 2028, industry trend - rising demand for high-quality pharmaceutical, food &amp; beverage and personal care products, 2022). In addition to this, food safety policies must be added by the organization for better future. 
Brand association  - When it comes to brand association, it has been identified that the organization always aims at following some additional measures including connecting new people and existing ones as well, emphasizing branding, embracing endorsement and also the organization learns from their mistakes. 
Propreitry assets – According to overall evaluation of the brand, the organization can enhance their value of assets by 78% over each year by ensuring Cutting debt, paying off loans or doing anything else to limit liabilities. 
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Releasing the actual outcome of the above conducted research in association with PepsiCo’s internal as well as external market environment, it has been concluded that the organization itself is doing great without any additional support, however still there is a scope found for organization to ensure better future. And for better future, the organization is highly advised to follow the given recommendations as per their convenience. Apart from that, other similar companies facing similar drawbacks can have a sight upon this report for generating new ideas they can implement. 
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Figure 12.2 Communication Model
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