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Executive Summary
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groups that has most been discriminated against: wonf@nr.thousands of years, in thousands of

different ways, women have been told that they are not, can not, and even should not be in most

professions. In recent years, this view has changed dramatically in certain parts of the world. However,

there are stillquite a few remaining negative stereotypes against women concerning certain careers.

PepsiCo has recognized within their own population the effects of these cultural stereotypes.
Women represent only 5% of the workforce within warehouse, productionribligion, merchandising
jobs (C. Ponce de Leon, personal communication, March 14, 2017). PepsiCo knows that this is not

because these jobs only excel with this gender ratio, nor is it because only that percentage of women
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There are currently many different ad campaigegking to empower women and they are all pretty
much the same. Therefore, Phad Ads decided to approach this topic in a more surprising and unique
way. We thought that initially affirming the stereotypes sarcastically would be an entertaining way of
gainld t SLJAA/ 2Q4 | dZRASYyOSQa |GdSydAazy FyR LI NIAOALIN G
showing real women in these professions drives the point home that it is time to rid our culture of these
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know what they can be, PepsiCo understands what women already are.
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Part 1

Section A: Situational Analysis

Company Analysis

History

PepsiCo was established in 1965 as a result of the Bapaiand Fritd.ay merger. Before this merger,

PepsiCola was fanded by Caleb Bradham, a pharmacist, in the late 1890s. The_ Byitside of PepsiCo

was founded by Elmer Doolan and Herman Lay in 1932. PepsiCo started with a handful of products, like

Pepsii 2f ' 2 5ASG tSLIAAI az2dzyil A¢Chip§ Gleetos,RaldiGol PretZ2BY / KA
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carry, the clients they reach, and the size of the company. From contracts with Starbucks, to acquiring

Taco Bell, ResiCo is constantly expanding its reach. In 2012, PepsiCo totaled 22 different products, each

of which had achievetillion-dollar status in annual retail sales, including items like Brisk Iced Tea,

Mountain Dew and Starbucks b2 5 NR ¢zfJa| ® &ij.2 NBE ¢ > v

Culture/Mission

A key characteristic of PepsiCo is its sheer size and success, with a wide portfolio of products that are
available in over 200 countries and territories worldwide, and 250,000 employees, the company logged

over $63 billion in net revenue in 2015. The sind success of PepsiCo are obviously defining qualities,

but it is clear that they are working to expand their culture. PepsiCo has enacted the slogan,

Gt SNF2NYIF YOS 6AGK tdzNLI2&aSéd [A1S Ylyeée 20KSNJ oNI YR
a meaningful brand persona, with goals in employee diversity and equality, an interest in alternative fuel
42dzNOS&as YR SYGANRBYYSYy(lf a0GSslF NRAKALD { LISOATAO!I

respect for human rights, promote diversity and eggment, and spur Prosperity and economic
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environmental impact, with declared concerns for water impact, carbon emissaossource
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hope to be, and what is important to the brand.

Problems/Challenges

The problem Pepsi has addressed is that it does not have enough warnitenvarehouse, and
RAAGNRAOdzIAY3T 62N F2NOSd | OO0O2NRAY3I G2 GKS . dzNBI dz 2
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addressed in order to balance tothis workforce in particular. The first problem being the perception

that because the work is physical, the job should only be for men. We would need to convince women

and those around them that women are perfectly capable of doing the same work anih ttaat there

are other aspects of this work other than the physical parts. The second problem we have is the
LISNODSLIiA2Y OGKFG GKAA fAYyS -@Ff (612NN 2210 d SING  BNIFRIMIG{ +
perception, women need to be be made awaf the benefits this job has to offer. We need to

communicate effectively that this is a starting point with the opportunities to climb the corporate ladder

for a more meaningful job. Ultimately, Pepsi needs to make their warehouse and distributing jobs

appear as attractive and viable options for women to start a career in.

Industry Category/Overall Market Trends

The Warehouse and Distribution Industry entails a variety of different responsibilities. In general, they
are in charge of storing and preppinfproducts for shipping. This would include, keeping track of the
products, keeping them safe, fulfilling orders, labeling, assembling, packaging, and arranging

GNF YALRNIIFGA2Y OGLYRAZAGNASEAZE HAmMT O donand GettifyA & G NA 6 dz


http://pepsico.com/

the products out to the locations where it is being sold, or ordered from. Distributors are also in charge

of keeping the product safe, keeping track of it, and ensuring it-inom for delivery.

Opportunities

Currentchangesinthewag OA Sieé @GASga (GKS NRtS 2F ¢2YSy O2dzA R ¢
address the first problem. It is becoming perfectly acceptable nowadays for women to pursue careers
traditionally dominated by men. Now, would be a great time for Pepsi to attract wdmgeadvertising it

F2N) daaliNRPy3dé YR GRSUGSNXYAYSR 62YSyd ¢KA& g2dAZ R Yl
something women are pursuing these days. Pepsi also has another opportunity which will help diminish

the perception that warehouse and distribati jobs are deaend jobs. These days people are

convinced that the only way to start a good career is through college education. This is simply not true

so if Pepsi can exploit this by effectively advertising this work as a good alternative, theyragll att

more women.

Product Analysis

PepsiCo is one of the largest food and beverage distributors in the world. With 22 of their child

companies generating over one billion in revenue each, their products do not go unnoticed. These
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beverage that is ready to be consumed. Because of the products ability to be consumed right when
purchased, they are available in smaller amounts at convenience stores and in larger amounts at grocery
stores. But in this case, Pepsi®ants to build up a more diverse work environment by adding more

females to the warehouse jobs.
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.. [they are striving] to achieve gender parity in our management roles and pay
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presence in their workforce. They are looking for women who want to work in an active environment.

Not only is PepsiCo trying to create a more equal workplace, but they offer careers. These careers at

PepsiCo have great trajectory and the women will be able to see themselves improve along the way. A

career at PepsiCo will give women the opportunity to build asedtaining, strong job while working in

a fun, social and enthusiastic environment. ThisseN® y Y Sy (i
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PepsiCo has a very young and energetic image, which directly influences who they try and market to.



Competitive Analysis
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Company. Since PepsiCo launched the Pepsi Challenge in 1975, the competition has increased to this

day. From the two charts shown, one can see that both brands offer similar comparative products.
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For instance, the Codgaola Company has Dasani water and SmartWater; in contrast, PepsiCo

has Aquafina water. They have tried to match each other with comparative products. Th€@laca
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recruitment, their primary competitors are giant corporates and conglomerates that are hiring to fill
distribution and production careers, such as GenerdlsiMKellogg Co., Kraft Foods, Dr Pepper Snapple

Group, ConAgra Foods, and Nestle (as we can see in the chart below).



BIG COMPANIES PLAN TO DOMINATE THE WHOLE GROCERY MARKET

TOP FOOD CONGLOMERATES ARE TAKING OVER MORE AND MORE GROCERY AISLES

TOP 6 FOOD COMPANIES WITH WIDEST U.S. GROCERY PRESENCE

(No. of grocery categories)

CATEGORIES 20 19

CATEGORIES 19
& CATEGORIES  CATEGORIES 17
PEPSICO.  ConAg " CATEGORIES
@rppd? Nestle

General 1 3
a”’”‘ CATEGORIES

Campbell
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These brands often use direct store delivery (DSD), which means they detidacts directly to the
store. PepsiCo uses this method and thus hires its own drivers and merchandisers to transport its
products to retailers (Bailey, 2014).

Ly GSNXY& 2F NBONMZAGYSYy(GzZ tSLAA/I 2Q48 &dSO2yRINE O
managenent companies, grocery stores, or other industries such as the auto industry electronics
AYRdAZAZGNEE SG0® /2YLIyASa (KIFG AKALI 2NJ RAAGNROGdzI S
because PepsiCo would be competing with them to hire drivers amkens

Competing companies often offer a lot of benefits for a production and distribution position. For
instance, Kraft Food truck drivers get direct deposit, retirement plan 401Ks, vacation pay, dental
Ayadz2NF yOSs @Aaizy Litlugkiab.cony RaftfFdaf. Safeivay afttasd ofidc&of 6 6 9 @S N.
medical plans, prescription drug coverage, vision care, dental and orthodontia, employee assistance
program, health care and dependent care; flexible spending account, company paid basic life insurance
paid time off vacation, sick leave, and compaeagognized holidays. Additionally, they offer a
LINEFSaaArz2ylft FyR OF NESNJ SRdzOI (i A 2GaredrdNaPSAMMAYOSD | YR n n

Companies often offer 401K life insurance and medical plarthéowellness of itéull-time employee.



PepsiCo does provide these benefits to its employees as well. Pepsico also includes personal financial

advising and a special compafunded retirement benefit (pepsico.com).

SWOT Analysis
Strengths Opportunities

h dzNJ t $ K éhglrdct@ristics that represent] Our Persona is open to being a team

the kinds of customers for our product includes Player

but is not limited to being: Wants to utilize leadership skills
Outgoing Very interested in showing competence
Adventurous ability to do same job opportunities as
Spontaneous male
Enthusiastic Wants growth opportunities

Enjoys exercise/fithess

Weaknesses Threats
hdzNJ LISNE2Y | Qa ¢St {1ySa Other competitors that already have
Fear of physical inadequacy health products, so urgency for Pepsi tq
Workplace intimidation develop own brands

Strengths

PepsiCo has a Performance with Purpose (PWP) efforts plan directed toward creating a healthier
relationship between people and food/drink as they grow the business. They have redoubled their
commitment to the PWP agenda as they renew the company's gotilgiirfocus areas of Products,

Planet and, People (PPP). They have set targets to meet by the year 2025. Our goal is to get PepsiCo to

10



increase the number of young female applicants/hires in their-maditional positions for women in

the warehouse/distibution centers. Their goal is to see a 30% increase in women workers in these areas

08 HANHPD® ¢KS F2ff2Ay3 A& F fA&G 2F 3I2Ffa& FNRY
Meeting healthier needs of their customers by reducing added sugatsrated fat, and salt.
Outreach so that the company's product reach more underserved communities/consumers
Through their PPP goals they plan to reduce their environmental impact to meet the food,
beverage and natural resource needs of our changing \(Ridnet)
Through their PPP goals they are working to enhance respect for human rights, promote
diversity and engagement, and spur prosperity and ecaoraavelopment in communities
around the world (People)

Weaknesses
Not having completely identified thiinancial impact of unstable political conditions in areas
where their market base in many minority (big consumers) communities globally (Paris, Sweden,
etc.) where racial incidents occur)
Ability to recruit, hire, and maintain young females in Aoadition positions in various
departments within the company (globally)
More females on their boards and committees, which would help with their overall
understanding and appreciation of the diversity of our changing world

Opportunities
Through their PWP/PPP agia this would allow best opening and opportunity to increase the
number of young females in nontraditional jobs within their warehouse/distribution centers and
do an alout recruitment so they will have qualified applicants to hire, and then make sese th

have all the tools in place to retain these new roaditional hires

11
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To grow their business in developing and emerging markets (a country where Angela Jolie,
Madonna, and Larry O'Donnel, MSNBC anchor are working with) and recruit, hire, and retain
young females in nontraditional jobs.

Find out about any loss of customersahianges to their retail landscape so they can get in front
of them and make whatever corrections/changes necessary to retain them.

Franchising in new and emerging markets and again using this as another opportunity to

increase the number of young femalgobally in norraditional jobs.

Threats

With PepsiCo's top competitors being The C68cda Company, Mondelez International, Inc. and
Dr. Pepper Snapple Group, Inc. It is always of immediate urgency to new market opportunities
and new strategies for exing markets because that will always be their greatest challenge. The
threat will always exist because the consumer market is quite fickle and so they have to always
be on notice that their archival Co@ola is lookingtoodf AT 1 t SLJAAan@&@sd f | GSad
other products they produce that the competitor also produces.

Composition of their boards and committees if not doing better in hires from all diverse
backgrounds will find this area a real threat

Hiring practices must reflect the changing divecemmunities globally, and their workforce

must have a resemblance to their consumer base and outreach to members of their buying
community because this is another area of a real threat from competitors

Make sure their collectivdargaining agreements astrong to prevent strikes and work

stoppages

Technological savvy is key because the ability to utilize information technology systems and

networks effectively is key because that's a serious threat in today's teafoniol

12



13

Biggest threat from competitors ithat they do a better job of customer service and satisfaction,
so being on your toes in this area is real and failure to recognize, realize, understand that
customer complaints, if not resolved is the beginning of that slippery slope called " what did |
miss, how, and why" because whenever there is competition the threat for
customers/consumers to take their buying power somewhere else is THEIR CHOICE, so
remembering the bottom line is profit and the color to keep a company in is always black and

not redif you want to continue getting the color of green!



Current Consumer Analysis

A x 4 Analysis
The current consumers in the market for PepsiCo products range in a variety of different ways. From age
and gender, to ethnicity and geographic regions, consumers in this specific market appear to be
incredibly diverse. Studies conducted in an effort téedmine what types of consumers typically
purchase PepsiCo products include observing customers at local supermarkets as well as interviewing
store managers and employees. Throughout the course of these observations and interviews, it was
clear that Pepsi€products are a staple of American culture and closely identify with events or
gatherings such as parties. The primary research also revealed that store managers have noticed trends
when in terms of consumers who purchase PepsiCo products as well aheyigurchase them.
I O0O2NRAY3 (2 GKS &aG2NB YIyYylFI3ISNI 2F GKS ¢SYLS {IFSs
jdzt yGAGASE 2F (GKS O2YLI yeéua LINPRdzOGaX 6KSGKSNI A
seems to be a result of partiem@ other events being held in consun@households. Cashiers stated
that they noticed a slightly different trend, the consumers buying these products appear to range in age
as well as ethnicity. They denoted that the people checking out and purchasing&epsducts ranged
Ay F3S -capf NS N@y 2f Rodd gAGK GKS fFNABSN asS3ySyid 27
SINI& onQaédd ¢KS LINRRdAZOGA 6SAy3 LHNDKIaEaSR 6SNB (K
soft drinks, chips or snackand the water brands.
When this primary research was conducted, it was the weekend of the super bowl when stores
were at their busiest. This peak shopping time was optimal for research such as this as it exemplified
what the dominant brands being purchabseere as well as who was purchasing them. Many people
who came to the stores to purchase goods were shopping for large parties, grabbing hot dogs, water,
alcohol, chips, and soft drinks. Upon observing customers in the isles where watesgfaddnkswere

located, it was clear that many people chose to purchase the-Cotaequivalent for sodas whereas

14



their choice of water was predominantly the Safeway brand. The preference for those buying these
products appeared to favor th® 2 Y LIS (produetd\ak #@sult of the perceived market share of the
two companies. Many of people buying PepsiCo products appeared to purchase them due to the fact

that the price per unit was lower than other competitors, offering more value for the purchase.

Consumer Demograp hics

¢tKS SYLX28SSa ¢S aLR(1S G2 alAR (KSe& 0StASO®S aLS2LI
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age group appears to be the dominant category pasing these products due to the fact that a

majority of older than 30 do not typically bwpft drinks According to a study of 2,027 adults conducted

0@ GKS 1 dFFAy3AG2y t2ai3 allS2LXS 6K2 FNB y20 6KAGS
with lower incomes (about 45%) making less than $30,000 a year said they purchase soda while
AK2LIIAY3A a oStfté ol dzZFFAYIG2Y t2aG0d ¢KS 26 AyO?
appears to be a significant factor of those who chose to buydsofks and chips. Of this consumer

demographic, it was clear to see that the younger people going into stores typically purchadeérdit

and of those purchasing these products, they were both males and females.

Consumer Psychographics

The consumers in the mieet for PepsiCo products all have specific wants, needs, problems and
interests when it comes to what they purchase. With the information we learned from the primary
research, it was evident that people go into supermarkets and grocery stores alreadingribet they
want to purchase a soft drink or bag of chips. The motives for buying these products are a result of
cravings, impulse decisions, and predetermined events where consumers need a large quantity of

refreshments or snacks such as chips. It was determined that these consumers all had similar

15



lifestyles and values. People who were in this target segment and actually purchased PepsiCo products
were buyirg them for parties such as the@rBowl. This essentially means that these are social peopl
who enjoy the company of others especially when it comes to sporting events such as these. We did not
find this information particularly alarming due to the fact that super bowl weekend is a popular time for
parties and events.

Consumer Persona

DA SMITHS

£
y

AmandaSmiths is a young college student who aspires to acquire a job that is physically engaging,
shows potential for growth, and has a team working environment. Amanda is an incredible individual
who enjoys her strong family relationships as well as leadiogpyto success. She hopes to live a full
and exciting life where she strives to work hard to move her way up the corporate ladder. Additionally,
Amanda hopes to bring healthier products to Pepsi while removing the stereotype of the warehouse
industry beirg a male dominated job. She is a spontaneous, outgoing, practical and enthusiastic
individual who will bring a lot to the table when it comes to working a job for the PepsiCo warehouse

industry.

16



Section B: Strategic Objectives

Marketing Objective

In theU.S. in 2016, over two thirds of all warehouse and storage jobs were held by men
6G9YLX 28S8SR LISNA2Y &S HAMTUD ¢KAAa SESYLX ATASE (KS
In PepsiCo, this gap exists not only in the warehouse, but also in produdélivery and
YSNOKFIYRA&AAYIDd 22YSy Ay FNRYy(GftAYyS NRftSa 2yfé NBLN
is unacceptable (C. Ponce de Leon, personal communication, March 14, 2017). They know that this
number does not reflect the natural sta&¥ 62 YSy Qad Ay (iSNBald Ay GKSasS aeL
NEFfSOGa GKS dzy F2Nlidzy 4SS LISNOSLIiA2Yy 3IAGSY G2 62YS
objective is to change that perception and to double the number of female applicantsitasci
production, delivery, warehouse and merchandising careers by 2025.

IMC Objective

We want to enhance the social equity of PepsiCo by empowering wometttonpoasee otalepatior
and thus double the number of women in frontline psi€odiyP2025.

For too long, women have been told through the media, their friends, and perhaps especially
their families that they cannot or should not work in warehouses, trucks, factories, or behind a dolly.
PepsiCo recognizes the need for change and has decidedl o &xctober of 2016, PepsiCo launched
AGQa Gunup {daAadGlrAylroAftAGe ! 3SyRI 5SaArA3daySR (2 aSSi
covers multiple areas in which the company desires to become more sustainable, all of which go under

one of these liree pillars:

1. Helping to improve health and wedking through theproductsit sells.

17



2. Protecting oumplanet
3. Empoweringpeoplearound the world.

' YRSNJ GKS GKANR LMAfEINE tSLIAA/2 KFEa O2YYAGGSR
engaged workforce that reflects the communities where it does business. These efforts include a
O2yAydzSR F20dza 2y | OKASQGAY 3G AIBKRSAI LY RALR S A §Flj dzb {L
OGHNHP {dAGIAYIFIOoAfAGRET HAamMcOD t SLIAA/ 2 RSaANBa G2

they choose, regardless of what anyone else tells them.

18



Section C: Message Strategy

Creative Brief

Task/Problem

Pepsico wants more female warehouse and distributing employees. We need to make Pepsico
an attractive employment option for young females by making them feel empowered working for them.
Audience

Our audience must reflect a diversity of indivéds that respect our goals. If our goals are met
our audience will develop and increase in numbers because more women, families with daughters
(granddaughters, nieces, daughtdrnslaws ), organizations that support women causes/issues, and men
who beliewe in and support increasing the number of women in nontraditional jobs in the-fenck.
PepsiCo products are popular in the sports and entertainment fields. Hopefully, our reputation for
increasing the numbers of women hires in warehouse and distribwigonbe part of commercials
shown on familyoriented shows as well as during sports games (Olympics, NBA Championships, Super
Bowl's, Golf Opens, Tennis Tournaments). Last but not least, schools from k through 12, and then college
because this is where wahould start young girls looking at PepsiCo as the place to go to see fairness,
equity, and opportunity in nottraditional positions.
Key Consumer Insight

Our audience is concerned that either PepsiCo warehouse and distributing jobs are not viable
career @tions, the jobs are not open to women, or that women would be viewed negatively by their
peers and coworkers in such a job.
Goal(s)

We want to enhance the social equity of PepsiCo by empowering women to pursue male

dominated occupations and thus doubleetnumber of women in frontline roles at PepsiCo by 2025.

19



People associate jobs in warehouse and distribution center are only suitable for men. We aim to break
this norm, making women feel safer and more confident to work with Pepsico.
The Proposition andPromise

We propose to enhance the perception of Pepsi warehouse and distribution as a desirable
option for young female job applicants. We aim to fulfill their needs of community, energy, and room for
growth in the company.
Evidence for Propositional Glas

Everyone knows the brand Pepsico as a hip, fun, and successful brand. You cannot go a day
without seeing something Pepsi related. As a leader in brand prominence, working with Pepsico gives
SYL)X 28SNR& GKS O2y TARSYOS NIzt SadaAydRe ddNR dzRf &8 | YR
Brand Personality/Feelings

PepsiCo is one of the largest players in the food and beverage industry. PepsiCo is seeking out
young female job applicants who want to get ahead in their careers. Having a career at PepsiCo offers
them benefits likehaving great career trajectory along with building a-selftaining strong job. The
workplace environment is fun, social and sdiiven.
Requirements

The company Pepsico abides by a set of guidelines to ensure that the consumers remain happy
as well as pmote a positive working environment and atmosphere. The company strives for generating

jobs at the warehouse and distribution for both men and women.

20



Part 2
Section A: Campaign Concept/Direction

The Big Idea

C2NJ G22 t2y3a3 $2YSYy KI @S 6SSy G2fR o6KI G

Section B: Integrated Marketing Communication Strategy

Communication Strategy Description and Origin

Our goal is to create awareness around the company Pejpsi€their determination to
motivate women to apply for jobs within the compaggpecially male dominated jobs. From
merchandising to distribution, PepsiCo aims to build awareness surrounding the idea that women have
the ability to fulfill any job at PepsiCOur strategy is to use sarcasm to drive the point home that
despite stereotypes, women are merchandisers, warehouse workers, distributors, and producers. By
creating a social media based ad that demonstrates PepsiCo commitment to the women workforce, it

will spark enthusiasm and interest in not only jobs but the PepsiCo brand as a whole.

For this project, the team worked together to design and create a PepsiCo Ad Campaign that

aims at reaching working women and creates a notion of career potentialrviite company,

Y2U0AQFGAYy3 62YSy G2 FLILXe& F2NJtSLAA/2 220ad 2SS ON
an effort to demonstrate all of the jobs that women can work no matter what the degree of difficulty,
position or salary. By delivering shad to the various social media platforms available today, the ad will
0S 0O02YLI YASR o6& | KIFIaKidl3 LKNI&S GKIFIG alrea al g2
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social media networks, generating a sense of virality and brand awareness for Pefféi@entDegions

will require different amounts of social media pressure with the emphasis being the cities where
distribution or PepsiCo offices are located. This will work with our audience as we believe that this is an
effective way to reach the most pele, especially given the demographic of working women who

mostly all have some form of social media presence. The ad generates a lot of motivation for people to

apply for jobs at PepsiCo in any position from entry level to higher up the corporate ladder.
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IMC Tactics/Creative Treatment

Print/Magazine

Our print ads will contain similar visuals as our television and out of home ads. We will have a series of
portraits of women in malelominated professions scowling or staring sarcastically at the camera. We

will have classic examples of maleminated jols: architecture, science, engineering, etc., as well as the

specific jobs PepsiCo is looking to fill: merchandising, warehousing, production and distribution.

G22YSy I NByQiXé gAfft 0S Ay 02tfR tSGGSNE éfthe S| OK LJ
FR® GC2NJ G22 t2y3ar ¢2YSy KI @S 6SSy G2fR ¢KIF(G (GKSe
are. Architects, merchandisers, scientists, warehouse workers, producers, engineers, distributors, and so
much more. Join us at PepsiCo and be wioat are. www.PepsiCojobs.com #womenare

| 62YSYAYYlIf SR2YAYylFIGSR2206a |1 62YSyYyl{i62N]1¢éd ¢KSasS IR
logos, corresponding to the social media campaign, including Instagram, Twitter and Facebook. As well
asthelogoforthesdck £ YSRAI LI OFftf SR a22YSy | NB¢ t SLBAA/ 2
G5A3AGEHEE aSOlA2y 0St26 F2NJI Y2NB AYyTF2NXIIA2Yy0d LY
ads in college newspapers and magazines, career magazines (i.e. Jober& Kagazine), and in the

Jobs section of prominent newspapers around the U.S. We believe these ads will more effectively

capture the attention of women and men than other ads they will see in magazines and newspapers

initially because of the shock faetdout it will also hold their attention due to their desire to support

any company striving for equality.
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We know all that women are. Architects,
merchandisers, scientists, warehouse
workers, producers, engineers,
distributors, and-so much more. Join us
at PepsiCo and be what you are.

WOMEN AREN'T
MERCHANDISERS

For too long, women have been told what they aren’t. PepsiCo disagrees.
We know all that women are. Architects, merchandisers, scientists,
warehouse workers, producers, engineers, distributors, and so much
more. Join us at PepsiCo and be what you are.




Television

¢+ | ROSNIAASYSYyd LIWISKHfa G2 LIS2LXS GAF @Aradzft | yR
to take both traditional and ne-traditional platform to advertise. In this section, we will focus on
where, when, and what we will air in our advertisement. All the technique and method used is to
achieve our goal to encourage women to apply for frontline positions at PepsiCo.
Where
Snce we decided that airing on the top 3 major networks (ABC, CBS, NBC) and YouTube, each with
advertisement of different time lengths, would be our best bet.
When
We decided that each platform should be aired at different time to ensure maximum expoktre
platform. The following media scheduling flowchart shows the plan on when and where we are airing
our advertisement.
What
Despite the time frame of the advertisement is different, our goal to achieve and tone of the campaign
will remain the same. Thtone of the advertisement that we aim to create is dark humor, sarcastic tone.
We are planning to use our current workers as the actors of the ad. Through the advertisement, we are
dzaAy 3 2dzNJ GF 3ftAYS a22YSy | NB¢ U af wSkhg ahtlD@omotk S ARSI
women's equality.

Due to budget constraints, the rough cut of our video was created in different locations under
different lighting and background. However, our idea was to recreate these motions in one studio room
and filmed inone cut. Each set showing women doing one job, staring sarcastically into the camera
GKAETS LI FOAY3T | adzZSNAYLRASR GSEG 20SNJ AG aleay3
gKAES GKS GSEGA NBftAy3a oF Ol | dNaRd allik tododr o0GB glit oK ¢ © |

the advertisement is included in the next page.
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Ambient/Out -of-Home

For our outof-home tactics, we first needed to consider our consumer persona. Our consumer persona
is someone who would often be out and about. Two of the places we thought of placing our
advertisements are on the sides of buses or on billboards. In tod®aintain a cohesive marketing

campaign, the large displays in these locations will have a witty attitude.

7

hy GKS o6dza IR ¢S gAff LIXIOS 2yi2 GdKS &aARS | I NH
322R 4 RNAGAYyIdé SNRAITRS I GEYRKENBT ghkRS RNW@ 0SS |
woman driving, which contradicts the previous statement. It follows the same formula we have been

using for the rest of the campaign that challenges the stereotypes women face in the workplace.

The billboard will look similar to the bus ad but the content will read something along the lines of

G22YSy FNBYyQu FSINISaaodé Ly GKS O2NYSNI AG gAft KI
message up on the billboard. Again, the appearance ofraawmodoing this dangerous job will contradict

the accompanying words. Our consumer persona would most likely travel and be out and about around

their town or city. This is why we chose these types of locations to advertise our campaign. The witty

part aboutit, is that these will all fit into context where all there large prints will be put onto. Our

audience needs to see the message working within the context of whatever environment they are in.

This is important for the audience to recognize that theseesigypes are all around them, and it

becomes something they can dwell on. Ultimately, we hope this makes them keep the campaign in mind

by strategically placing these ads into their everyday environment.
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Ambient/ 3Gueril |l aj

In order to engage our audience, we felt a strong guerilla tactic is necessary to capture their attention.

Keeping our consumer persona in mind, we felt a woman like Amanda Smiths would be the type who

hates to be told she cannot be something and wouldlenge it immediately. This is why for our

guerilla tactic, we needed something that will invoke this kind of reaction from them. Pepsico will erect

in either various locations or in a central hub of some sort a large electronic sign with bold letters that

gAff NBEFERY a22YSy FNByQl yyyypoéd ¢KS flad s2NR 2F
When people are intrigued by this message and come closer, they will find in smaller print, directions to
GFAE (GKA& aSyldSyOSokO&XK@Sazay@y Gel 6 Oe2 () 8 Oy AyZ&
YySaal3sS a2 GKIFG AG NBFIRAZ G22YSy FNB guuude 2KSyYy
GKS O2NNBOGSR YSaal3aSeo ! YSaal3aS O2dzZ R edtaz | LIISI
t SLIAAO2d02YKk220adé ! FOSNI I FSg YAydziSa 2N a2z GKS
The idea behind this tactic is simple. The message reads something that our consumer persona would

not like to see. Naturally she would want¢hange it, which is what this interactive sign would allow her

do. The goal is to get women to realize that they can change the narrative themselves and by working

for Pepsico as manufacturers, distributors, producers and merchandisers, they can abkisaee

thing.
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