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1.
(a) PepsiCo has made investments in a few nations throughout the world to increase its worldwide market share. PepsiCo intends to improve production, marketing, and R&D capabilities in South Asian countries during the next few years. Purchasing interests (stakes) in other beverage and food firms is another way PepsiCo expands its product portfolio to include new beverages and meals. PepsiCo was able to penetrate and build market share in many nations because of the liberalisation of many developing countries. PepsiCo has grown from a favourite American brand to a global favourite because of its multiple acquisitions and joint ventures. PepsiCo's goal is to be a well-known brand in every household on the planet.
International activities are booming, accounting for about half of the company's income. The firm intends to expand internationally and achieve further growth. The per capita consumption of PepsiCo commodities by middle-class customers worldwide is driving tremendous growth in returns. As a result, it demonstrated that going global was the proper decision. The exchange of items and services between countries is known as international trade. Consumers and governments benefit from global trade because they can get goods and services that aren't accessible or are more expensive in their own country. Political economists such as Adam Smith and David Ricardo understood the importance of international commerce early on. Some contend, however, that international trade may be harmful to smaller countries, placing them at a disadvantage in the global arena.													
(b) In the food and beverage business, Pepsi Co is today a strong global leader. It has maintained committed to its goal and aims throughout its expansion, becoming a powerful force in the United States and worldwide. Pepsi Co should not make any big strategic modifications to its plan because it is known for high-quality goods and excellent customer service. Pepsi Co, like any other company, can improve in some areas. The following are some of the suggestions: Continue to grow their "Human Sustainability" initiative. The wholesome if Pepsi Co can gain a big market share in the eating market, it will continue to grow and deliver handsome earnings.
Expand social benefits, particularly for citizens in developing countries. Coca-Cola, Pepsi's primary competitor, has established a water purification initiative for African villages, filling a critical need while also promoting its brand name to areas where it was previously unknown. Pepsi's brand awareness would skyrocket if the company applied the same philosophy to food and water purification.
Capture a larger portion of the market share of the ageing population. Pepsi is a firm focusing on a younger market, trying to replicate Coca-international Cola's success in terms of brand loyalty among generations born after 1980. We believe it must be streamlined after comparing it to rivals. PepsiCo is a profitable firm with significant revenue and a significant market presence. PepsiCo should continue to increase their growth and take advantage of future possibilities by focusing on areas at the top of the company, in their present markets, and in new markets and market categories that they want to enter. PepsiCo should grow into areas and market categories where they do not already operate, such as Asia, India, and South America, to enhance its worldwide market share and revenue.





PepsiCo should endeavour to strengthen employee relations so that workers all over the world would promote the product both at work and in their personal life, resulting in "word of mouth marketing." PepsiCo should try to reduce some of its expenditures because, although having $10 billion more in revenue than the competition, they have a $5.5 billion Net Income.
To retain its market share and footprint in the marketplace, PepsiCo must continue to extend its market share while maintaining a strong presence. Rather of reacting to market trends, PepsiCo could become more proactive in the health food/product industry. They must increase their response to market trends and developments that affect various product categories and target markets—strategy evaluation and control. PepsiCo may become more proactive in the health food/product business rather than responding to market changes. They need to improve their responsiveness to market trends and changes that influence different product categories and target markets—strategic evaluation and control.
PepsiCo should grow into markets and market categories where they are not already present, such as Asia, India, and South America, to enhance their overall revenue and market share. They should do so by increasing the revenue proportion over the existing level of under 20%. They should also re-evaluate the situation and growth throughout the course of a calendar year and assess the overall impact.
Every two quarters, PepsiCo should conduct market surveys of its target market groups to assess current brand recognition in the marketplace, and then examine the overall change and trend over the calendar year.
 PepsiCo should cut their expenses by a set percentage every quarter to increase its Net Income each quarter and year. This would increase the bottom line and benefit the stockholders. It would be advised to reduce costs by 10% as an original amount and potentially increase the percentage after a few trial quarters. 
 PepsiCo should position itself on the forefront of the health trend in the marketplace by increasing funds for R&D to research potential new product ideas. First, funding should be increased significantly, and then the ROI on the positioning should be analysed after multiple aquaresis should reduce its costs by a certain percentage every quarter to raise its Net Income over time. This would boost the company's bottom line and benefit owners. It is recommended that expenditures be reduced by 10% initially, with the possibility of increasing the percentage after a few trial quarters.
PepsiCo should increase money for R&D to study prospective new product concepts to be at the forefront of the health trend in the marketplace. First, money should be raised, and then the ROI on positioning should be evaluated after several quarters of researchers of the study. 






2. 
(a)  Elasticity of demand it is the measure of how buyers and sellers respond to changes in price or income, allowing us to analyse supply and demand with greater precision. Price elasticity of demand is the percentage change in a quantity demanded given a percent change in the price. It is a measure of how much the quantity demanded of a good respond to a change in the price of that good. The price elasticity of demand is computed as the percentage change in the quantity demanded divided by the change in price:
[image: ]Income elasticity of demand measures how much the quantity demanded of a good respond to a change in consumer income. It is computed as the percentage change in the quantity demanded divided by the percentage change in income.
The ranges of the elasticity are:
Inelastic Demand - Percentage change in price is greater than percentage change in quantity demand. Price elasticity of demand is less than one. 
Elastic Demand - Percentage change in quantity demand is greater than percentage change in price. Price elasticity of demand is greater than one.

For example,
	
	
















 3. 
(a) Market failure happens when the number of goods desired by customers does not equal the quantity supplied. When markets do not provide us with the best outcome in terms of efficiency and fairness, then we say that there exists market failure. Market failure exists when the competitive outcome of markets is not satisfactory from the point of view of society. This is usually because the benefits that the free market confers on individuals or businesses carrying out an activity diverge from the benefits to society as a whole. Markets failure results in:
· Productive Inefficiency: Businesses are not maximising output from given factor inputs. This is a problem because the lost output from inefficient production could have been used to satisfy more wants and needs 
·  Allocative inefficiency: Resources are misallocated and producing goods and services not wanted by consumers. This is a problem because resources can be put to a better use making products that consumers value more highly.
· 
(b)  Markets can fail for lots of reason and the main causes of market failure are summarized below:
1. Externality
· A cost or benefit emerging from a transaction that impacts a third party who did not want to be involved with the benefit or expense is referred to as an externality. It might be favourable or unfavorable. A positive externality has a favourable impact on a third party. For example, strong public education serves students primarily, but the advantages of this public goodwill spread throughout society.
· A negative externality, on the other hand, is a negative consequence that emerges from the consumption of a product and has a negative influence on a third party. For example, while cigarette smoking is primarily damaging to the smoker, it also has a negative influence on others who are near the smoker.

2. Public goods

· Public goods are items that are consumed by a significant percentage of the population and whose price does not rise as the number of users grows. Both non-rivalrous and non-excludable public goods exist. Non-rivalrous consumption indicates that if products are offered at no cost, they are distributed effectively to the entire population, but non-excludable consumption means that non-payers are not excluded from using them.
· When a segment of the population that uses public goods fails to pay yet continues to use the item as genuine payers, market failures occur. Police service, for example, is a public benefit that every person is entitled to, regardless of whether they pay taxes to the government.





3. Market control
· When either the buyer or the seller has the authority to set the price of products or services in a market, this is known as market control. The power prohibits the market's prices from being established by natural factors such as demand and supply.
· On the supply side, if there are just a few major sellers (oligopoly) or a single large seller, the sellers may be able to influence the prices of products and services (monopoly). The sellers may band together to establish higher pricing to maximise their profits. Sellers may also have power over the number of items produced in the market and may band together to create scarcity and raise commodity prices.
· On the demand side, if the market only has one major buyer (monopsony) or a few large purchasers, the buyers have the capacity to determine the price of commodities (oligopsony). If there are just a few significant purchasers, the buyers can exercise their power by banding together to establish the price at which they are prepared to buy the producers' items. The practise prohibits the market from matching supply and demand for products and services.										
4. Imperfect information in the market
· Market failure can also be caused by a lack of relevant information among buyers and sellers. This indicates that the demand or supply price does not account for all a good's advantages or opportunity costs. Because the customer lacks information, he or she may be prepared to pay a greater or lower price for the goods because they are unaware of their genuine benefits.
· Inadequate information on the seller's side, on the other hand, may lead them to accept a price for the product that is greater or lower than the real opportunity cost of producing it.
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