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With the incorporation of electronic business (e-business), a new virtual marketplace has been created that is forcing managers to implement a new strategy of e-commerce (Torres, Yasmin, 2014). E-commerce is the representation of “all commercial legal trades performed using electronic means” (Vaduva, 2014) and is forcing all businesses to compete in a physical world of sight and touch and a virtual world of information (Rayport, Syiokla, 2995). This report will discuss the issues of e-commerce, emerging opportunities, and the challenges that will be faced when dealing in e-commerce with PepsiCo. 
[bookmark: _GoBack]With new services and products comes new markets and technology which adapt to the demand of the market. E-commerce can determine an organization’s performance and its survival: it creates, manages, and maintains knowledge (Smith, 2005). In order to continue making the most of opportunities, strategists must adopt the entrepreneur’s mindset (Hitt et al, 2001) but the entrepreneurial orientation is no longer enough to survive in the market. Being proactive, a risk-taker, and innovative does not significantly raise performance anymore, but financial resources along with the correct tools and application of technological capability, does. (Choonwoo, 2001).
There are many forms of electronic communication that can be done inside of a corporation, these include the intranet, the extranet, supply chain management (SCM), customer relationship management (CRM), enterprise application integration (EAI), and enterprise resource planning (ERP). Using these forms of technology, corporations can communicate with one another which provides an ability to increase productivity, flexibility, communicate with suppliers, customers and partners, and become more cost effective (Combe, 2006). For the purpose of this report, CRM, SCM, and ERP will be discussed in regard to PepsiCo.
Enterprise Resource Planning (ERP) is the spinal cord that connects all the other systems such as CRM and SCM together. It allows a gateway to connect all of the business activities of one organization to a single system, allowing for more accurate monitoring to improve business decisions (Chofreh, Goni, Klemes, 2018). ERP has been rising in popularity, hitting €22.4 billion in 2013 (Costa et al, 2016). PepsiCo purchased its first ERP system to help run its independent companies such as Frito-Lay and Tropicana as it did not initially have a companywide ERP system from SAP (Cowley, 2004).  
Customer Relationship Management (CRM) allows a company to understand the factors that influence customer loyalty and retention. It can help improve conditions and provide a competitive advantage over the company’s competitors (Bhat, Darzi, 2016). PepsiCo’s purchase into mySAP Business Suite has allowed it to take advantage of data integration to other non-SAP applications and to provide “real time process visibility and remove process redundancies” (Middlewood, 2004) as well as being able to utilize a promotion functionality embedded in the software. 
Supply Chain Management (SCM) improves the quality of a product that then increases the profitability by improving performance and driving down costs. (Rashid, 2012).  With PepsiCo having global products around the world, it requires a global supply chain to fulfil its refrigeration orders (Banker, 2016). PepsiCo desires a sustainable supply chain while also increasing its environmental efforts, sustaining its agricultural raw materials, and by building on its human rights (Dixon, 2016).
E-commerce allows a corporation to capture and create value. It extends out to customers to gather feedback that will allow the company to grow in favour of the consumer by improving business to consumer relationships allowing it the ability to gain new customers and retain current ones. (Torres, Yasin, 2014). Unfortunately, e-commerce has its fair share of issues in the workplace. 
With CRM being such a major influence in direct and indirect retention and satisfaction of customers that lead to better sales growth, it is understandable why companies want to procure the system; however, CRM has a failure rate of 70% although firms are globally spending billions on the software to gain relationships with their customers (Wang, Feng, 2012),( Chat, Darzi, 2016). It is a costly procedure with long transitional time frames, information can be shared with a third party, technical support, maintenance, and employees must be taught on how to effectively utilize the new software. All of these are costly not only in time, but also in money (Thakral, 2017), (Gaille, 2015).
However, these issues are not just related to CRM, both ERP and SCM receive issues with high costs of maintenance, initial purchase, and the speed of training and utilizing the new systems. With some prices ranging from $1,500 to $4,500 per user and ranging from $75,000 to $750,000 for a small to mid-size company. (Workwise Software, 2013). However, the benefits far outweigh the costs as companies realize the importance of e-commerce and that it is too much of an important influence to miss out on. Small to medium sized companies face the largest difficulty with cost and training of the system which tends to lead to the failure of the system. PepsiCo cannot afford to miss out on such an opportunity for customer feedback in the CRM system. Customers have the ability to feel empowered when things go wrong by writing customer complaints, this empowerment leads to loyalty and also leads to the company’s improvement by resolving these issues. (Bhat, Darzi, 2016)
CRM’s ability to maintain a direct relationship with customers has benefitted PepsiCo as they used CRM to their advantage in their 2010 Superbowl in order to have a two-way discussion with consumers, launching a project that allowed consumers to decide which charities PepsiCo should donate to in their communities (Washkuch, 2010). This ability for customer feedback allowed PepsiCo to have a new momentum with its consumers, also allowing it to receive new e-mails for marketing purposes.
Utilizing e-commerce allows companies such as PepsiCo to increase its value chain. The value chain is a model describing value-adding activities that connects supply to demand and increasing efficiency and effectiveness (Rayport, 1995). It involves the innovation to establish the user’s valuation on the benefits of the product (Preim, Richard, 2007). PepsiCo’s Frito Lay created value by using its ERP system. Using marketing, sales, logistics all connected as one, and with its managers searching information on suppliers, competitors and their customers, it collected field intel of daily products throughout its country wide stores while employees fed information about sales and promotions. With all the combined information in the value chain, it distributed the raw material supplies and truck planning routes to be more effective. Targeting local demand patterns with the correct sales promotions from this data allowed PepsiCo to continually optimize its margin (Rayport, 1995).
Frito Lay using this information provided it with a new power. The power of information. This adapted and provided a new strategy. Strategy is the ability to define a unique value proposition and a willingness to make trade-offs (Porter, 2001). This new and developing strategy allows it to effectively observe its consumers to see when they want a product, what promotions work and what do not work. This information can then be seen in comparison to their competitors, allowing Frito Lay to see what worked for its competitors and use a new strategy in the near future in order to acquire new customers and to retain their current ones. Firms such as PepsiCo can deploy resources to maintain and achieve a competitive advantage due to its virtual markets (Torres, Yasin, 2014).
PepsiCo has been utilizing this information and has since been developing and using it towards its entire corporation. It took on SAP for ERP and is attempting to connect all of its subsidiary companies towards one fully established working system (Cowley, 2004). This will then allow them to react much faster to the changes in the market place, providing a competitive advantage as it will decrease the raw materials used and increase delivery times. This fast-paced information allows them to make faster and more effective decisions that can impact their dominance on the marketplace. 
With e-commerce growing in speed and demand, corporations such as PepsiCo must remain vigilant to their customer values and demands. Using systems such as ERP, CRM, and SCM allow it to reduce transaction costs by monitoring its supply and demand though real time observation of its system. Torres and Yasin share that marketing and innovation factors have a positive impact on corporate performance (Torres, Yasin, 2014) PepsiCo shows its innovation by using its technological advantages and applying real time solutions to its products and consumers. 
ERP systems are costly to set up, maintain, and time consuming. It is both time consuming in working effectively with the corporation’s system as it must link with all departments including finance, distribution and manufacturing. Training employees to utilize the service is also costly and time consuming; however, PepsiCo has undergone the procedure and continues to maintain its use of ERP as it provides a critical competitive advantage in providing value to its consumers and suppliers. 
It is recommended that PepsiCo continue to utilize ERP in order to maintain its competitive advantage, attract new customers, and maintain positive business to business and business to consumer relationships. 
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