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[bookmark: _Toc89792599]Introduction:

PepsiCo group is a food and Beverage production company, founded in the United States of America in 1919. The organisation boast of many house hold brand names such as KFC, Quaker Brand and Pepsi Cola and PepsiMAx. Its production operations span the globe where its manufactures most of its brands through licensed third party producers and is currently operational in over 200 countries globally. PepsiCo has well established collection of brands in the carbonated soda drinks market where its currently ranked 2nd with its main rival being The Coca-Cola brand.

This report will look to review the impact environmental changes has on PepsiCo operations, with particular reference to its market segment in Europe and UK and aim to evaluate how favourable or unfavourable these changes are to its operational strategies within the identified market segment. The report will further look to review PepsiCo marketing mix within the UK market, with a view of identifying benefits of its current marketing mix and make recommendations on how it may develop or expand its current marketing strategy to accommodate the changes in the Macro environment. 


[bookmark: _Toc89792600]PEPSICO UK Environmental Scan:

[bookmark: _Toc89792601]PESTLE ANALYSIS:
 Europe and UK markets segments have been negatively impacted in the recent years due to several factors affecting the Macro business environments. These factors has affected many business processes leading to major changes in political and social situations, which directly impacted how many organisations conduct their business operations.

[bookmark: _Toc89792602]Political: 
Changes to the political landscape between Europe and UK, with particular reference to Brexit and impact of Covid-19 pandemic, has significantly altered many businesses operational strategies within the UK market segment. The Recent Exit of UK from the European economic area has meant massive interruption to PepsiCo supply chain activities within the UK market. The resent shortage of truck delivery drivers as reported in the UK has been directly linked to Brexit. This has had a direct impact on PepsiCo ability to maintain the levels of service experienced by its distribution channels and sales service centres post Brexit. Furthermore, the delays with securing a trade agreement between UK and its European partners has leads to increase costs of production, as supply chain issues affecting operational areas such as raw material supply, availability of skilled labour, exchange rates, inflationary rate, has continued to present high levels of uncertainty for PepsiCo group operations within the UK Market. However other economic policies such as FARLOGH, VAT returns rebates, and Low borrowing rates, as introduced by the UK government, has gone someway in assisting PepsiCo mitigate some the financial challenges it faced within the UK market segment. 

[bookmark: _Toc89792603]Economic: 
The Recent Covid-19 pandemic has further exacerbated the challenges faced by PepsiCo as Authorities around the world continue to implement measures to try to reduce the spread of the virus. Restrictions to travel and movement within the UK Market segment and continued economic uncertainty, has seen the increase in recession threats and has had a negative impact on PepsiCo, its business partners, and consumers. While some of these restrictions have recently been lifted, PepsiCo has continued to experience changes in consumer demand for their products as a direct result of the pandemic, including inability of consumers to purchase their products due to illness, quarantine, financial hardship, or other restrictions such as store closures (PepsiCo Annual Report, 2021). Though PepsiCo has noticed a shift in their consumers behaviour and buying patterns, an increase in demand of their products through electronic channels has gone someway to mitigate these challenges.

[bookmark: _Toc89792604]Social: 
Changes in social trends such as drive for healthier eating habits, reduction in obesity and sugar consumption and the drive for better nutritional options have impacted PepsiCo business in the UK market segment. Other factors such as use of personal protective equipment or sanitisation products, remote working, and increased demand for 
information technology infrastructure, as a result of the pandemic, have negatively impacted PepsiCo business in the UK. The increase in its operational cost as direct result of these changes, as well as the disruptions and continued increased vulnerability to its operation and consumer confidence, has continued to present unfavourable social economic environment for PepsiCo in the UK.

[bookmark: _Toc89792605]Technology: 
Continued changes to consumer consumption patterns as well as channel preferences, including increased use of e-commerce and other online sources, have been somewhat favourable to PepsiCo UK business. Restriction to movement and increased feeling of vulnerability to visit traditional purchase stores such as supermarkets, has led to dramatic increase in use of electronic channels as an alternative means for purchase. Opportunities for favourable pricing as well as increased direct marketing and reach to its consumers, has been afforded to PepsiCo through the use of its electronic channels. Though this remains the case, other concerns such as increased perception of vulnerability to online security with regards to customer information, and meeting others legislative requirements such as the GDRP laws may limits consumer as well as supplier use of these electronic channels. 

[bookmark: _Toc89792606]Legal:
Recent changes in social trends as well as new legal operational requirements introduced in UK markets following Brexit and Covid-19 pandemic can impact the way PepsiCo runs its operation in the UK. For example, compliance to the new GDPR laws, which requires organisations to obtain express permission from their customers on how their information are used, can considerably reduce PepsiCo ability to exploit the benefits of its vast customers database for purposes of marketing and gaining competitive advantage. Furthermore, compliance to new product labelling laws and other laws such as increase in living wage, changes to zero contract hours, child labour laws including the UK modern slavery act, anti-corruption, and workplace conditions, can seriously impact PepsiCo operation in the UK, as any perception of failure in these areas in its part or associated suppliers can cause considerable damage to its brand.

[bookmark: _Toc89792607]Environmental:
Changes to environmental laws such as introduction of emission targets, ethical and environmental business practices such as reduction to use of single use plastics are some of the challenges affecting PepsiCo business operation in the UK. Although PepsiCo has committed to use of 100% renewable energy for it owned plants globally, its continued efforts to reduce waste by setting a target of 100 percent rPET for Pepsi brands in nine European Markets including UK by 2022, will lead to a reduction of over 70,000 tons of virgin, fossil fuel based plastic per year, and will help lower carbon emissions per Pepsi brand bottle by approximately 40% in the UK markets (PepsiCo Annual Report, 2021), edging it closer to its global target of 40% reduction of greenhouse gases globally by 2030.



[bookmark: _Toc89792608]Industry Attractiveness Analysis:
 
[bookmark: _Toc89792609]Porters Five Forces:

[image: Useful management tools - Porter&#39;s 5 Forces model]
Figure 1: Source: abdo.org.uk

The five force analysis introduce by (Porter 1980), is a process used to diagnose the key competitive market pressures and condition to determine how favourable or unfavourable each condition is when trying to reach or make strategic decisions such as the ability of a company to compete in a given market (Lumpkin, 1995). The five forces as highlighted By Michael Porter 1980,  include bargaining power of suppliers, the bargaining powers of buyers, the threats of new entrants, the threats of substitutes and the intensity of market rivalry in a given market, and are necessary considerations an organisation must make when trying to build strong market position with a view of gaining competitive advantage (Porter, 1985).

[bookmark: _Toc89792610]The Bargaining power of Suppliers:

This relate to how strong, or the powers suppliers have in a given market in areas such as pricing and monopoly of product availability in these markets. This factor will be considered low for PepsiCo UK operation because of the advantage it has due to the size of the organisation. The extended range and brands under the PepsiCo group, has allowed for most of its suppliers to be tied into long term supplier contracts, with little scope for price variations, allowing PepsiCo to maintain certain degree of control on prices paid for supply of raw materials and services.

[bookmark: _Toc89792611]The Bargaining powers of Buyers: 

This relates to the ability of consumers to control how well a product or brand performs in a given market or how that product or brand is perceived. This factor could be considered medium or moderate risk to PepsiCo gaining competitive advantage as the Pepsi Brand is a well-established brand in the UK market, however failures in meeting its sustainability targets such as environmental and operational ethics commitments as well as innovations focused on creating consumer preferred products, can impact how well the brand performs and invariable affect consumer loyalty.


[bookmark: _Toc89792612]The Threat of New Entrants: 

The Threats of New entrants in the UK carbonated Drinks market can be considered low. This is because there are two main dominating brands that own and controls a combined 60% of the carbonated drinks market in the UK of which PepsiCo is one of the prevailing brands and Coca-Cola the other. Entrant into this market space will require vast capital investment and extensive marketing activity, leaving the barriers to entry very high. However, as the social trend continues to evolve to more health conscious consumption of beverages, the retail landscape is changing and the demand for more variety and healthier option increase, many micro brands are emerging with different variety of flavoured carbonated drinks beverages, selling directly into these territories through e-commerce platforms and local retailer focused stores.

[bookmark: _Toc89792613]Threat of Substitutes:

The Threat of Substitutes within the carbonated drinks market in the UK can be considered moderate to high as the retail landscape and social trends continue to evolve. Micro brands offering varied alternative options that appear to appeal to the changes occurring due to the current drive for healthier lifestyle, have been on the increase. Brands such as Orangina and Bevi, which offer alternatives such as Iced tea refreshers, freshly squeezed lemonade, sparkling water with orange, and coconut water, have seen a market share increase in recent times (Bevi.co, 2021).

[bookmark: _Toc89792614]
Competitive Rivalry:

Competitive rivalry within the UK carbonated drinks and beverage market can be considered moderate. Though there are two main competing brands in the market which are Pepsi and Coca-Cola having a combined market share of over 60%, many other smaller brands have entered the market offering alternatives and substitutes to the dominant brand. This has also led to the main competing brands extending their product range to cater for the increase in demand for the substitutes and mitigate the loss of market share.

[bookmark: _Toc89792615]PepsiCo SWOT Analysis: 

SWOT is a proven analysis model used in evaluating an organisations functionality when developing strategies, in area of its strengths(S) weaknesses(W) opportunities(P) and threats(T) (Jackson, 2003). It allows organisations to identify distinct competencies, gaps in performance in respect to its internal environment, and opportunities it can explore, whilst highlighting its weaknesses in its external environment.


[bookmark: _Toc89792616]Strengths:

PepsiCo strengths can be said to centre around its vast resources, with a global annual turnover of over $70billion, and human resource capital base that consist of over 291,000 employees worldwide, serving consumers and customers in more than 200 countries and territories, PepsiCo is well positioned globally to compete in the world largest markets.

PepsiCo Brand Equity is ranked No.29 most valuable brand worth in excess of $18.8 billion (Forbes, 2019) with major house hold brand names such as KFC, Pizza-Hut, Quaker, and Tropicana, under its portfolio. With highly diversified portfolio, PepsiCo controls 20% of the food and Beverage market in the USA coming second to its main rivalry Coca-Cola that holds 23% market share. This is mirrored in the UK market where the PepsiCo brand is ranked 3rd in market share in the beverage and drinks market and 2nd in carbonated drinks market (PepsiCo Annual Report, 2021). 

The organisations customer focused culture and leadership continues to attract opportunities that has seen it develop extremely loyal customer base among younger generation and strong partnerships in markets it has presence allowing for continued expansion and development of their corporate social responsibility which adds value and equity to the PepsiCo brand. 

[bookmark: _Toc89792617]Weakness:

One of PepsiCo weaknesses could lie in its business module of franchising its product brands to third parties and other authorised manufactures and bottling companies, who produce some of PepsiCo brands such as the 7UP, Pepsi Max, Mirinda and Tropicana in the European markets. Whilst there are strict agreed manufacturing and quality monitoring processes, any deviation, or issues with product quality as a result of the manufacturing methods, can have serious negative impact on the brands. Furthermore, other issues not directly applicable to the PepsiCo brand such as non-compliance by the authorised manufacturer in local markets, can limited PepsiCo’s ability to expand and compete within the specified market space. PepsiCo weak distribution channels does not match that of its main competitor Coca-Cola who directly owns and controls most of its distribution network.
PepsiCo products are perceived to be unhealthy by health conscious consumers. 
Most of the carbonated soft drinks contain high sugar levels and the snack contain high salt levels.
PepsiCo relay heavily on suppliers for majority of the raw materials it requires for production, fluctuation in prices as well as untimely availability of raw materials can impact its entire value chain.

[bookmark: _Toc89792618]Opportunities:

For PepsiCo lye in their ability to continue to develop new markets and territories with continued investment in Research and development, with a view of identifying what customers want and keeping ahead of the changes in social trend and consumer consumption patterns especially focusing on healthier beverage and food options.  Developing new distributions partnerships with hard discounters and major wholesaler stockist which contributed to over 14% revenue to its overall net income in 2020, taking advantage of their investment in e-commerce and wide electronic sources as further avenues to win more market share and customers.

[bookmark: _Toc89792619]Threats:

PepsiCo threats continue to lie with the continued impact of the Covid-19 Pandemic. The impact this has on its distribution network as the continued global restriction to movement imposed by various country governments, with a view to manage the spread of the virus and the further impact this has on their employees and entire value chain. Furthermore, the changes in demographic in UK and changes in consumer taste and preference, as well as threats of substitutes, limits its value chain proposition.


[bookmark: _Toc89792620]Advantages and Disadvantages of Porters Five Forces Situational Model.

·  Following a good analysis of the industry an organisation is able to predict how attractive and profitable their industry is. Using their strengths and weaknesses, the management can develop a plan that can earn them competitive advantage within their industry (Dalken, 2014).
· Porters Five forces models, provides a structured way to analyse complex interactions of competitors within an industry (Porter, 1970).
· Porters model allows for managers to focus more on the external environment that has a greater impact on their business strategies rather than using the internal analysis SWOT (Grundy, 2006).
· Porters Model allows for organisation to underpin what the competition is doing within the market and that impacts their profitability within their industry (Porter, 2008).

[bookmark: _Toc89792621]Disadvantages of Porters Five Forces Model:

·  A major limitation of this model is that it doesn’t consider the fast changing situations with a Macro environment and therefor has no justification on for the choices of its environmental five forces (O'shaughnessy, 1984).
· The model provide a snap shot of market situations and does not take account of time variables. Thus, it is difficult to ascertain a market with high competition dynamics due to the fast changing situations and should be used in conjunction with other situational analysis models.
·  Making use of the porters five force model does not guarantee a sustained competitive advantage due to its static nature as its findings does not include the consistent change in the competitive environment (Aktouf, 2004).


Review:

The overall situational analysis of PepsiCo brand has highlighted a few key strengths and potential opportunities it may consider exploring as they continue to develop their market opportunities.
Application of Porters 1985, situational markets analysis to PepsiCo standing in the UK market in trying to gain competitive advantage over its rivals suggest that brand is in a strong position to perform within the UK market, as the market indicators are favourable. However, care should be taken when considering the findings of the Porters market forces model, as it does not take full consideration of other important aspects of the Macro environment that can influence market conditions such as Political and social changes. Therefore, other situational models such as PESTLE and SWOT must be considered when applying Porters 1985, market force model in other to achieve a holistic view of the market environment.
[bookmark: _Toc89792622]Segmentation:

Market Segmentation is a process used in developing marketing strategies. It involves dividing a market into distinct smaller groups of consumer markets with different needs, characteristics, and behaviours, who require tailored marketing strategies, specific to their markets (Kotler, 2018).
Market segmentation can be done based on geographic locations, demographic, psychographic and behavioural factors. Geographic such as nations, regions, counties, or neighbourhood’s, with clearly defined boundaries. Demographic referring to considerations such as age, life-cycles, gender, income, Ethnicity, and religion. Psychographic based on lifestyle and personality. Behavioural based on occasion, benefits, user status and loyalty status. I will be considering the PepsiMAx brand in reviewing PepsiCo segmentation model in UK.

PepsiCo uses a combination of market segmentations model as part of its marketing strategy development. it predominately deploys of geographic segmentation for its B2B customers and due to its business operational module of franchising or authorised bottling and manufacturing. Added to this is its business segmentation model which allows similar to geographic and demographic segmentation allowing it to effectively target its marketing campaigns to businesses in other of industry and company size. Also, it adopt demographic and behavioural for its B2C customer base where it has direct communication with its consumers, allowing it to effectively target specific consumer groups with specific product targeted to their age or lifestyle.

[bookmark: _Toc89792623]Demographic:

Demographic Segmentation entails dividing the market into groups that can be identified by certain specified criteria such as age, gender, income marital status race religion or nationality. This method has proved a popular way of segmenting a market as it offers an easy and clear way of measuring market variables. In this case, Age segmentation variable will be a great strategy for PepsiCo in developing targeted campaigns for some of it carbonated drinks such as the PepsiMAx brand. Whilst this is the case, Marketer should be careful and avoid stereotypes when using this form of segmentation as it may exclude a section of it consumers from its target market. Example, the PepsiMAx brand can also appeal to the older generation as a healthier option, who enjoy using it as a mixer for other acholic drinks because of it zero sugar content appeal. Thus, age may often be a poor variable to solely use when considering this segmentation model.

[bookmark: _Toc89792624][bookmark: _Hlk87975519]Geographic 

Geographic segmentation requires identifying a potential market according to where they are located. Considerations such as climate, population density and availability of resources may be some of variables considered when adoption this model. Also factors such as Culture and climate are important variables to consider as this maybe influence the product selection and targeting decisions. PepsiCo focuses its advertising and market communication campaigns on Urban and densely populated areas and regions, although other means of communication such as social media provides a much wider reach in this model.

[bookmark: _Toc89792625]Behavioural 

Behavioural segmentation is concerned with dividing the market according to consumer consumption patterns, attitudes, products uses and product affiliations. This model of segmentation looks at the benefits consumers look for in a product and frequency or size of purchase. Examples PepsiMAx consumers may regularly purchase this brand due to its zero sugar content and packaging design and delivery sizes.


[bookmark: _Toc89792626]Targeting and Positioning: 

Following evaluating and division of the various segments, the organisation in this case PepsiCo decides what market segment to target, preferable the segment that has the most profitable outlook. The PepsiMAx brand is targeted at the wider market audience with a circa focus on young, vibrant, and outgoing young population. This brand is positioned as a healthy alternative to Pepsi-Cola due its zero sugar content. PepsiCo uses young celebrities and footballers such as Paul Pogba, Leno Messi, and young Music artists such as Davido, Ariana Grande, to target and position this brand in the market as a refreshing healthy option that everyone can have, directly appealing to a wide range of the market segment. Its important to note that the main competitor for the PepsiMAx brand within this market is the diet-coke by the coca cola company, and whilst it continues enjoy a greater market share, it has failed to gain the same market appeal as the PepsiMAx Brand as its perceived as an occasion drink rather than an everyday refreshing cola-drink.

[bookmark: _Toc89792627]Differentiation Strategies:

PepsiMAx brand is marketed using a combination of differentiation strategies. PepsiMAx is targeted to a wide market audience that cuts across all age groups. The brand is positioned as a healthy refreshing alternative due to the zero sugar content. This will appeal to all and demographics. The pricing strategy for the brand is very similar to competing brands and is considered a very affordable brand with low consumer consideration when purchased. This allows for the brand to be easily marketed in different prices targeted to different consumers. E.g., Bulk buyers receive different pricing structure to end consumers that will buy singles. This makes the brand appealing to especially the younger generation.

	Type of Segmentation
	Segmentation Criteria
	PepsiCo Target Segments

	Geographic
	Region
	International and Domestic

	
	Density
	Urban / Rural

	Demographic
	Gender
	Male and Female

	
	Age
	12 to 45

	
	Life-cycle stage
	Young Single adults, New Married Couples,

	
	income
	Average to High

	
	Occupation
	Students working Class, Sport personalities and High earners

	Behavioural 
	Level of Loyalty
	Dedicated and Neutral Consumers

	
	Benefit Sought
	Refreshment, good taste, satisfying habits, relaxing time seekers

	
	Personalities
	Easy-going / committed/ focused

	
	User status
	Regular users

	Psychographic
	social Class
	Working class, middle class and upper class

	
	Lifestyle
	Aspirer, Succeeder


Figure 2: Source: PepsiCo Company Report 2016

The table above shows over view of PepsiCo segmentation, targeting and Positioning, considering twenty plus brands including PepsiMAx under the PepsiCo portfolio, with particular focus on those brands with similar characteristics within PepsiCo portfolio. However, there are differences among brands in terms of nutritional Values, Pricing, packaging which will ultimately impact how the brands are positioned.
[bookmark: _Toc89792628]PepsiCo Marketing Mix

PepsiCo is a global brand which consist some of the most popular food and beverage brands sold in over 200 countries globally. Pepsi is a well-recognised brand in the UK market with a huge portfolio of carbonated soda drinks and is only rivalled by Coca-Cola. Its Beverage brand include Lays, Mountain Dew, Tropicana, 7UP, PepsiMAx Mirinda and Lipton. PepsiMAx has continued to grow from strength to strength within the European and UK markets due to the marketing and positioning strategies adopted by PepsiCo

[bookmark: _Toc89792629]Product:

PepsiMAx is a major brand name under the Pepsi group brand. This product comes in various sizes from 330ml cans to 2liter bottles. The product is packaged in a distinct black packaging with the original Pepsi logo distinctly visible next to the PepsiMAx brand. The product is comes packaged in multi packs in the different sizes, different flavours such as cherry, raspberry and caffeine free as well as party mix boxes, allowing for consumers a variety to choose from. The PepsiMAx brands also includes other brand related accessories, drink gears and other limited range of other products related to the brand. The PepsiMAx brand falls under the PepsiCo corporate umbrella branding strategy which provides it with the instant recognition within its industry as it carry’s the PepsiCo brand logo.
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Figure 3: Source (Amazon.co.uk, 2021)
[bookmark: _Toc89792630]


Place: 

PepsiCo has an extensive market presence and global distribution network globally. The PepsiCo brand portfolio is sold in over 200 countries. The organisation uses both direct and indirect channels of distribution to distribute its products. Some of which are, Direct Store delivery, Customer warehouses, Foodservice and vending, e-commerce channels where it increased investment in 2020 as it found that consumers are using more the online channels for their food and beverage needs. Products are delivered directly to major stockist and retailers such as supermarkets, wholesalers, and retailers, where products are merchandised in stores for maximum visibility and provide financial incentives to their customers to assist in distribution and promotion of their products. e.g., Volume based rebates, product placement fees are offered to major stockist. The company also distributes it products through third party platform as an extension to is brand offering. For example, PepsiMAx zero is offered as meal package deal when a big bucket meal is purchased at KFC.

[bookmark: _Toc89792631]Price:  

Due to the intense competition in the drinks and Beverage industry, PepsiCo adopts a market oriented pricing strategy, considering factors such as demand for products, customers purchasing power etc. it predominately applies a cost leadership strategy for its PepsiMAx brand to closely compete with its major competitor Coca-Cola and diet-coke in the UK market. Also, a customer can get a lager discount if it purchases in bulk.	

[bookmark: _Toc89792632]Promotion:

PepsiCo uses a variety of marketing communication mix to promote its brand. In 2020 PepsiCo spent over $400 million in advertising, with majority of this spend in digital advertising as it continues to increase the use of data-driven integrated marketing. Some of the other most common are print advertising, media adverting, sales promotions, event and experience sponsorship and celebrity endorsements. Other sources such as social media and online loyalty groups such as drive SodaStream (PepsiCo Annual Report, 2021), are proving to be a more popular and impactful avenue for promotion as PepsiCo found with is Mount Dew PepsiMAx Brands. The PepsiMAx brand is marketed as having zero sugar content and offered as a healthier alternative that appeals to a wider segment of the market while at the same time addresses certain public health concerns such as obesity associated with consumption of high sugar content in carbonated soft drinks. Through the integrated use of all the promotional avenues, the marketing message is attempted to associate the consumption the product with the perception of enjoying life to full extent. 




[bookmark: _Toc89792633]Recommendations:
[bookmark: _Toc89792634]Ansoff Matrix Model:

Ansoff Matrix is a strategy development model developed by Igor Ansoff (1957), with a view that businesses are mostly concerned with two fundamental areas when making decision on best suit strategy to adopt. These areas are the Product and the Market with focus on either new or existing and the connectivity between these two elements determines the direction of the new strategy while considering the organisations resources (Taylor, 2012). Four key elements considered 

[bookmark: _Toc89792635]Market Penetration: 

This strategy uses core competencies of the existing value chain to develop new strategic choices (Porter, 1985), where new promotion are targeted on existing customer base. Example will be developing new marketing campaign using new channels such as social media and loyalty programmes. A good strategy for organisation with existing customer base with demand for its products and is a low risk strategy.

[bookmark: _Toc89792636]Market development:

 Expanding existing products or services into new markets with a view of gaining new customers. A medium risk strategy but may not suit every organisation especially where there is limited demand for existing products.

[bookmark: _Toc89792637]Product Development:

Entails shifting focus from existing products, and targeting existing customer base with new products, either enhance or re developed to meet new demands within existing markets.
Diversification: Entail a complete shift from existing product or service range as a result of corporate directional changes caused either by mergers or shift in market conditions. 
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Figure 4: Source (Taylor, 2012).




Continued changes in the macro business environment such as changes in demographics has lead to changes in consumption patterns, channel preference, including an increase use of ecommerce and other online channels, which has also lead to a shift in product preferences and perception regarding issues such as environmental impact certain product have, for example the use of single use plastic, or concerns regarding the nutritional profile and health effects of a product, could lead to reduced consumption of the brand products. With this in mind, PepsiCo must look at way to deploy new strategies to ensure it products remain relevant in the fast changing environment.

 1: PepsiCo must increase its investment on Research and development, with a view of developing new products to suit the fast changing demographic and Psychographic condition, such as developing new flavours of its PepsiMAx range that will appeal to higher age group of the demography and cause a form of disruptive innovation in the industry. This may provider easier route of acceptance by its core target audience as gaining their approval may better position the brand, allowing it to better connect with its younger consumers.

2:  PepsiCo must continue to develop the PepsiMAx brand range ensuring all aspects of the brand and its wider range meets the current demands and changes in its Macro environment with particular emphasis on health and environmental concerns. It must find ways to redevelop the packaging options without losing the brand identity, with a view of meeting the demand for reduction of single use plastic. This will particularly appeal to consumers with environmental concerns and can provide an added value and mush needed competitive advantage for the brand.

3. PepsiCo must continue its investment in developing its distribution channels with particular focus on the ecommerce and online sources. This will provide direct access to their consumers and allow them to gain first hand feedback from their consumers and improve loyalty by improving direct communication. Furthermore, this will help develop their interrelated marketing communication strategies as they will have access to better and more qualified data for use in all marketing channels and market segments.
[bookmark: _Toc89792638] Conclusion:

PepsiCo brands contains over 22 well established and known brands that cuts across the food and beverage industry globally. This provides it a good platform to expand into new markets and territories and ability to compete well in some of the most fiercely competitive sectors such as the carbonated drinks and beverage sector. Continued success of its brands especially those with strong presence in the UK Market, is dependent on effective promotion of existing products, effective re-introduction and reformulation of existing brands and effective use of integrated marketing communication with particular focus of developing their digital communication channels with innovation focused on creating consumer preferred choice of products.
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Figure 3

Ansoff Growth Matrix
Existing Customers New Customers
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