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Executive Summary  

Lƴ нлмсΣ tŜǇǎƛ/ƻ ƭŀǳƴŎƘŜŘ ǘƘŜƛǊ ƴŜǿ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ƎƻŀƭǎΦ hƴŜ ƻŦ ǘƘŜƛǊ ǘƻǇ ǇǊƛƻǊƛǘƛŜǎ ƛǎ ά9ƳǇƻǿŜǊƛƴƎ 

ǇŜƻǇƭŜ ŀǊƻǳƴŘ ǘƘŜ ǿƻǊƭŘέ όάнлнр {ǳǎǘŀƛƴŀōƛƭƛǘȅέΣ нлмсύ. This especially includes one of the people 

groups that has most been discriminated against: women. For 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 still quite 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, production, distribution, 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 

have any desire to work in these pƻǎƛǘƛƻƴǎΦ ¢ƘŜǊŜŦƻǊŜΣ ǘƻ Ǝƻ ŀƭƻƴƎ ǿƛǘƘ tŜǇǎƛ/ƻΩǎ Ǝƻŀƭǎ ƻŦ 

ŜƳǇƻǿŜǊƳŜƴǘΣ tƘŀŘ !Řǎ Ƙŀǎ ŎǊŜŀǘŜŘ ǘƘŜ ά²ƻƳŜƴ !ǊŜέ ŎŀƳǇŀƛƎƴΦ  

ά²ƻƳŜƴ !ǊŜέ ƛǎ ŀ ǿƛǘǘȅ ŀƴŘ ǇŜǊƘŀǇǎ ǎƘƻŎƪƛƴƎ ƛƴǘŜƎǊŀǘŜŘ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŎŀƳǇŀƛƎƴΦ 

There are currently many different ad campaigns seeking 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 

gaininƎ tŜǇǎƛ/ƻΩǎ ŀǳŘƛŜƴŎŜΩǎ ŀǘǘŜƴǘƛƻƴ ŀƴŘ ǇŀǊǘƛŎƛǇŀǘƛƻƴΦ !ŘŘƛǘƛƻƴŀƭƭȅΣ ǇǊƻǾƛƴƎ ǘƘŜ ǎǘŜǊŜƻǘȅǇŜǎ ǿǊƻƴƎ ōȅ 

showing real women in these professions drives the point home that it is time to rid our culture of these 

ŀǘǘƛǘǳŘŜǎΦ ά²ƻƳŜƴ !ǊŜέ ǎŜƴŘǎ ǘƘŜ ƳŜǎǎŀƎŜ ǘƘŀǘ ƛƴǎǘŜad of PepsiCo treating women as if they do not 

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 Pepsi-Cola and Frito-Lay merger. Before this merger, 

Pepsi-Cola was founded by Caleb Bradham, a pharmacist, in the late 1890s. The Frito-Lay side of PepsiCo 

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

Pepsi-/ƻƭŀΣ 5ƛŜǘ tŜǇǎƛΣ aƻǳƴǘŀƛƴ 5ŜǿΣ CǊƛǘƻǎ /ƻǊƴ /ƘƛǇǎΣ [ŀȅΩǎ tƻǘŀǘo Chips, Cheetos, Rold Gold Pretzels 

ŀƴŘ wǳŦŦƭŜǎ tƻǘŀǘƻ /ƘƛǇǎΦ {ƛƴŎŜ ƛǘΩǎ ŎƻƴŎŜǇǘƛƻƴΣ tŜǇǎƛ/ƻ Ƙŀǎ ƎǊƻǿƴ ŜȄǇƻƴŜƴǘƛŀƭƭȅ ƛƴ ǘƘŜ ǇǊƻŘǳŎǘǎ ǘƘŜȅ 

carry, the clients they reach, and the size of the company. From contracts with Starbucks, to acquiring 

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

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

Mountain Dew and Starbucks To-Dƻ 5Ǌƛƴƪǎ όάhǳǊ IƛǎǘƻǊȅέΣ ƴ.d.).  

 

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 size and success of PepsiCo are obviously defining qualities, 

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

άtŜǊŦƻǊƳŀƴŎŜ ǿƛǘƘ tǳǊǇƻǎŜέΦ [ƛƪŜ Ƴŀƴȅ ƻǘƘŜǊ ōǊŀƴŘǎ ƛƴ ǘƘƛǎ ŀƎŜΣ tŜǇǎƛ /ƻ ǎŜŜƳǎ ǘƻ ōŜ ƘŜŀŘŜŘ ǘƻǿŀǊŘǎ 

a meaningful brand persona, with goals in employee diversity and equality, an interest in alternative fuel 

ǎƻǳǊŎŜǎΣ ŀƴŘ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ǎǘŜǿŀǊŘǎƘƛǇΦ {ǇŜŎƛŦƛŎŀƭƭȅΣ tŜǇǎƛŎƻ ǎǘŀǘŜǎ ǘƘŀǘ ǘƘŜȅ ǿŀƴǘ ǘƻΣ άΦΦΦŀŘǾŀƴŎŜ 

respect for human rights, promote diversity and engagement, and spur Prosperity and economic 
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ŘŜǾŜƭƻǇƳŜƴǘ ƛƴ ŎƻƳƳǳƴƛǘƛŜǎ ŀǊƻǳƴŘ ǘƘŜ ǿƻǊƭŘέ όpepsico.com). They also have a clear focus on their 

environmental impact, with declared concerns for water impact, carbon emissions, and source 

ǎǳǎǘŀƛƴŀōƛƭƛǘȅΦ ¢ƘŜǎŜ Ǝƻŀƭǎ ǎǇŜŀƪ ŎƭŜŀǊƭȅ ǘƻ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŎǳƭǘǳǊŜΣ ŀǎ ǿŜ ǎŜŜ ǿƘŀǘ ǘƘŜȅ ŀǊŜΣ ǿƘŀǘ ǘƘŜȅ 

hope to be, and what is important to the brand.  

 

Problems/Challenges 

The problem Pepsi has addressed is that it does not have enough women in its warehouse, and 

ŘƛǎǘǊƛōǳǘƛƴƎ ǿƻǊƪŦƻǊŎŜΦ !ŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ .ǳǊŜŀǳ ƻŦ [ŀōƻǊ {ǘŀǘƛǎǘƛŎǎΣ ƛƴ нлмс ǘƘŜǊŜ ǿŜǊŜ ƻǾŜǊ ѿ ƻŦ ƳŀƭŜ 

ǿƻǊƪŜǊǎ ǿƘƻ ŀǊŜ ŘƻƳƛƴŀǘƛƴƎ ǘƘƛǎ ǿƻǊƪŦƻǊŎŜ όάLƴŘǳǎǘǊƛŜǎ ŀǘΣέ нлмтύΦ ¢ƘŜǊŜ ŀǊŜ ǘǿƻ Ƴŀƛƴ ǘƘƛƴƎǎ ǘƻ ōŜ 

addressed in order to balance out this 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 and that in fact there 

are other aspects of this work other than the physical parts. The second problem we have is the 

ǇŜǊŎŜǇǘƛƻƴ ǘƘŀǘ ǘƘƛǎ ƭƛƴŜ ƻŦ ǿƻǊƪ ƛǎ ƳŜǊŜƭȅ Ƨǳǎǘ ŀ ƧƻōΣ ƻǊ ŀ άōƭǳŜ-ŎƻƭƭŀǊέ ƧƻōΦ Lƴ ƻǊŘŜǊ ǘƻ ŎƘŀƴƎŜ ǘƘƛǎ 

perception, women need to be be made aware of 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 prepping of products for shipping. This would include, keeping track of the 

products, keeping them safe, fulfilling orders, labeling, assembling, packaging, and arranging 

ǘǊŀƴǎǇƻǊǘŀǘƛƻƴ όάLƴŘǳǎǘǊƛŜǎΣέ нлмтύΦ ¢ƘŜ ŘƛǎǘǊƛōǳǘƛƴƎ ǇŀǊǘ ƻŦ ƛǘ ƛǎ ƛƴ ŎƘŀǊƎŜ ƻŦ ǘǊŀƴǎǇƻǊǘŀǘƛon and getting 

http://pepsico.com/
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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 is on-time for delivery. 

 

Opportunities 

Current changes in the way sƻŎƛŜǘȅ ǾƛŜǿǎ ǘƘŜ ǊƻƭŜ ƻŦ ǿƻƳŜƴ ŎƻǳƭŘ ōŜ tŜǇǎƛΩǎ ōƛƎƎŜǎǘ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ 

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 women by advertising it 

ŦƻǊ άǎǘǊƻƴƎέ ŀƴŘ άŘŜǘŜǊƳƛƴŜŘ ǿƻƳŜƴΦ ¢Ƙƛǎ ǿƻǳƭŘ ƳŀƪŜ ǘƘŜ Ƨƻō ŀǇǇŜŀǊ ƳƻǊŜ ŀƳōƛǘƛƻǳǎΣ ǿƘƛŎƘ ƛǎ 

something women are pursuing these days. Pepsi also has another opportunity which will help diminish 

the perception that warehouse and distribution jobs are dead-end 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, they will attract 

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 

ǇǊƻŘǳŎǘǎ ǊŀƴƎŜ ŦǊƻƳ άŎƘƛǇǎ, flavored snacks, cereals, rice, pasta, and dairy-ōŀǎŜŘ ǇǊƻŘǳŎǘǎέ ό.ŀƛƭŜȅΣ 

нлмпύ ǘƻ άŎŀǊōƻƴŀǘŜŘ ǎƻŦǘ ŘǊƛƴƪǎΣ ƧǳƛŎŜǎΣ ǊŜŀŘȅ-to-drink tea and coffee, sports drinks, and bottled 

ǿŀǘŜǊΦέ ό.ŀƛƭŜȅΣ нлмпύ hƴŜ ƻŦ ǘƘŜ ǇƻǇǳƭŀǊ ōŜƴŜŦƛǘǎ ƻŦ tŜǇǎƛ/ƻΩǎ ǇǊƻŘǳŎǘǎ ƛǎ ǘƘŀǘ they offer a snack or 

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, PepsiCo wants to build up a more diverse work environment by adding more 

females to the warehouse jobs. 
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tŜǇǎƛ/ƻ ŀǎ ŀ ǿƘƻƭŜ ƛǎ ŀƭǎƻ ŀ ǾŜǊȅ ōŜƴŜŦƛŎƛŀƭ ŎƻƳǇŀƴȅΦ ¢ƘŜȅ ŀǊŜ ŎǳǊǊŜƴǘƭȅ ŘŜǾŜƭƻǇƛƴƎ άŀ ŘƛǾŜǊǎŜΣ ƛƴŎƭǳǎƛǾŜ 

and engaged workforce . . . [they are striving] to achieve gender parity in our management roles and pay 

Ŝǉǳƛǘȅ ŦƻǊ ǿƻƳŜƴέ όtŜǇǎƛ/ƻΣ нлмтύ ¢Ƙƛǎ ƛǎ ŀ Ǉerfect goal if PepsiCo is trying to gain more female 

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 a self-sustaining, strong job while working in 

a fun, social and enthusiastic environment. This envƛǊƻƴƳŜƴǘ ǊŜŦƭŜŎǘǎ ǘƘŜ ōǊŀƴŘΩǎ ǇŜǊǎƻƴŀƭƛǘȅ ŀǎ ǿŜƭƭΦ 

PepsiCo has a very young and energetic image, which directly influences who they try and market to.  
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Competitive Analysis 

¢ƘŜ ŦƻƻŘ ŀƴŘ ōŜǾŜǊŀƎŜ ƛƴŘǳǎǘǊȅΩǎ ŎƻƳǇŜǘƛǘƛƻƴ ƛǎ ŦƛŜǊŎŜΦ tŜǇǎƛ/ƻΩǎ ōƛƎƎŜǎǘ ŎƻƳǇŜǘƛtor is the Coca-Cola 

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. 

  

ҧ .ǊŀƴŘǎ ƻǿƴŜŘ ōȅ ǘƘŜ /ƻŎŀ /ƻƭŀ /ƻƳǇŀƴȅ 

 

ҧ .ǊŀƴŘǎ ƻǿƴŜŘ ōȅ tŜǇǎƛ/ƻ 

For instance, the Coca-Cola Company has Dasani water and SmartWater; in contrast, PepsiCo 

has Aquafina water. They have tried to match each other with comparative products. The Coca-Cola 

CƻƳǇŀƴȅ ƛǎ tŜǇǎƛ/ƻΩǎ Ƴƻǎǘ ǇǊƻƳƛƴŜƴǘ ǇǊƛƳŀǊȅ ŎƻƳǇŜǘƛǘƻǊ ƛƴ ǘŜǊƳǎ ƻŦ ōŜǾŜǊŀƎŜǎΣ ōǳǘ ƛƴ ǘŜǊƳǎ ƻŦ ŎŀǊŜŜǊ 

recruitment, their primary competitors are giant corporates and conglomerates that are hiring to fill 

distribution and production careers, such as General Mills, Kellogg Co., Kraft Foods, Dr Pepper Snapple 

Group, ConAgra Foods, and Nestle (as we can see in the chart below).  
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{ƻǳǊŎŜΥ CƛƴŀƴŎŜǎhƴƭƛƴŜΦŎƻƳ όά¢ƻǇ DǊƻŎŜǊȅ .ǊŀƴŘǎέΣ нлмпύ 

These brands often use direct store delivery (DSD), which means they deliver products directly to the 

store. PepsiCo uses this method and thus hires its own drivers and merchandisers to transport its 

products to retailers (Bailey, 2014). 

 Lƴ ǘŜǊƳǎ ƻŦ ǊŜŎǊǳƛǘƳŜƴǘΣ tŜǇǎƛ/ƻΩǎ ǎŜŎƻƴŘŀǊȅ ŎƻƳǇŜǘƛǘƻǊǎ ŀǊŜ ƻǘƘŜǊ ǎƳŀƭƭŜǊ ǎŎŀƭŜ ŦǊŜƛƎƘǘ 

management companies, grocery stores, or other industries such as the auto industry electronics 

ƛƴŘǳǎǘǊȅΣ ŜǘŎΦ /ƻƳǇŀƴƛŜǎ ǘƘŀǘ ǎƘƛǇ ƻǊ ŘƛǎǘǊƛōǳǘŜ ǇǊƻŘǳŎǘǎ ǿƻǳƭŘ ōŜ tŜǇǎƛ/ƻΩǎ ǎŜŎƻƴŘŀǊȅ ŎƻƳǇŜǘƛǘƻǊǎ 

because PepsiCo would be competing with them to hire drivers and workers.  

 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 

ƛƴǎǳǊŀƴŎŜΣ Ǿƛǎƛƻƴ ǇƭŀƴΣ ŀƴŘ ƭƛŦŜ ƛƴǎǳǊŀƴŎŜ όά9ǾŜǊȅtruckjob.com: Kraft Foodέ). Safeway offers a choice of 

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 company-recognized holidays. Additionally, they offer a 

ǇǊƻŦŜǎǎƛƻƴŀƭ ŀƴŘ ŎŀǊŜŜǊ ŜŘǳŎŀǘƛƻƴ ǇǊƻƎǊŀƳΣ ŀƴŘ плмY ŜƳǇƭƻȅŜǊ ƳŀǘŎƘ Ǉƭŀƴ όάCareers at SafewayέύΦ 

Companies often offer 401K life insurance and medical plans for the wellness of its full-time employee. 
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PepsiCo does provide these benefits to its employees as well. Pepsico also includes personal financial 

advising and a special company-funded retirement benefit (pepsico.com). 

 

SWOT Analysis  

Strengths 
 
hǳǊ tŜǊǎƻƴŀΩs key characteristics that represents 
the kinds of customers for our product includes, 
but is not limited to being: 

 Outgoing 
 Adventurous  
 Spontaneous 
 Enthusiastic 
 Enjoys exercise/fitness  

 Opportunities  
 

Our Persona is open to being a team 
 Player 
 Wants to utilize leadership skills 
 Very interested in showing competence 

ability to do same job opportunities as 
male 

 Wants growth opportunities  

Weaknesses 
 
hǳǊ ǇŜǊǎƻƴŀΩǎ ǿŜŀƪƴŜǎǎ ƛŘŜƴǘƛŦƛŜŘ ƛǎ 

 Fear of physical inadequacy  
 Workplace intimidation  

Threats  
 

 Other competitors that already have 
health products, so urgency for Pepsi to 
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 goals in their focus areas of Products, 

Planet and, People (PPP). They have set targets to meet by the year 2025. Our goal is to get PepsiCo to 
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increase the number of young female applicants/hires in their non-traditional positions for women in 

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

ōȅ нлнрΦ ¢ƘŜ ŦƻƭƭƻǿƛƴƎ ƛǎ ŀ ƭƛǎǘ ƻŦ Ǝƻŀƭǎ ŦǊƻƳ tŜǇǎƛ/ƻΩǎ нлнр Ǉƭŀƴ ǘƘŀǘ ǿƛƭƭ ǎǘǊŜƴƎǘƘŜƴ ǘƘŜ ŎƻƳǇŀƴȅΥ 

  Meeting healthier needs of their customers by reducing added sugars, saturated 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 work (Planet) 

 Through their PPP goals they are working to enhance respect for human rights, promote 

diversity and engagement, and spur prosperity and economic development in communities 

around the world (People) 

Weaknesses  

 Not having completely identified the financial 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 non-tradition 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 agenda 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 all-out recruitment so they will have qualified applicants to hire, and then make sure they 

have all the tools in place to retain these new non-traditional hires 
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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 customers or changes 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 females globally in non-traditional jobs. 

 Threats  

 With PepsiCo's top competitors being The Coca-Cola Company, Mondelez International, Inc. and 

Dr. Pepper Snapple Group, Inc. It is always of immediate urgency to new market opportunities 

and new strategies for existing 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 Coca-Cola is looking to out-ŦƛȊȊ tŜǇǎƛ/ƻΩǎ ƭŀǘŜǎǘ ŦƛȊȊ όand also 

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 diverse communities 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 collective-bargaining agreements are strong 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 techno-world 
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 Biggest threat from competitors is that 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 I 

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 red if you want to continue getting the color of green! 
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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 to determine 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 PepsiCo 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 as why they purchase them. 

!ŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ ǎǘƻǊŜ ƳŀƴŀƎŜǊ ƻŦ ǘƘŜ ¢ŜƳǇŜ {ŀŦŜǿŀȅΣ άǇŜƻǇƭŜ ǿƘƻ ŎƻƳŜ ƛƴǘƻ ǘƘŜ ǎǘƻǊŜ ƻŦǘŜƴ ōǳȅ ƭŀǊƎŜ 

ǉǳŀƴǘƛǘƛŜǎ ƻŦ ǘƘŜ ŎƻƳǇŀƴȅϥǎ ǇǊƻŘǳŎǘǎΧ ǿƘŜǘƘŜǊ ƛǘ ōŜ ŎƘƛǇǎΣ ǎƻŦǘŘǊƛƴƪǎ ƻǊ ƻǘƘŜǊ tŜǇǎƛ/ƻ ǇǊƻŘǳŎǘǎέΦ ¢Ƙƛǎ 

seems to be a result of parties and other events being held in consumerΩs 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 PepsiCo products ranged 

ƛƴ ŀƎŜ άŦǊƻƳ му-ор ȅŜŀǊǎ ƻƭŘΦΦΦ ǿƛǘƘ ǘƘŜ ƭŀǊƎŜǊ ǎŜƎƳŜƴǘ ƻŦ ǘƘŜǎŜ ŎƻƴǎǳƳŜǊǎ ōŜƛƴƎ ƛƴ ǘƘŜƛǊ ƭŀǘŜ нлΩǎ ǘƻ 

ŜŀǊƭȅ олΩǎέΦ ¢ƘŜ ǇǊƻŘǳŎǘǎ ōŜƛƴƎ ǇǳǊŎƘŀǎŜŘ ǿŜǊŜ ǘƘŜ ǘƘǊŜŜ Ƴƻǎǘ ǇƻǇǳƭŀǊ tŜǇǎƛ/ƻ ǇǊƻŘǳŎǘǎ ǎƻƭŘ ƛƴ ǎǘƻǊŜǎΣ 

soft drinks, chips or snacks, and 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 purchased were 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 waters and soft drinks were 

located, it was clear that many people chose to purchase the Coca-Cola equivalent for sodas whereas 
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their choice of water was predominantly the Safeway brand. The preference for those buying these 

products appeared to favor the ŎƻƳǇŜǘƛǘƻǊǎΩ products as a result 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  

¢ƘŜ ŜƳǇƭƻȅŜŜǎ ǿŜ ǎǇƻƪŜ ǘƻ ǎŀƛŘ ǘƘŜȅ ōŜƭƛŜǾŜ άǇŜƻǇƭŜ ŎƘƻƻǎŜ ǘƻ ōǳȅ ǘƘŜ tŜǇǎƛ ǇǊƻŘǳŎǘǎ ŘǳŜ ǘƻ ǇǊƛŎŜ 

ŘƛŦŦŜǊŜƴǘƛŀƭέ ŀƴŘ ǘƘŀǘ ǘƘŜ ǇŜƻǇƭŜ ōǳȅƛƴƎ ǘƘŜǎŜ ǇǊƻŘǳŎǘǎ ǿŜǊŜ ƻŦǘŜƴ ŎƻƭƭŜƎŜ ƪƛŘǎ ŀƴŘ ȅƻǳƴƎ ŀŘǳƭǘǎΦ ¢Ƙƛǎ 

age group appears to be the dominant category purchasing these products due to the fact that a 

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

ōȅ ǘƘŜ IǳŦŦƛƴƎǘƻƴ tƻǎǘΣ άǇŜƻǇƭŜ ǿƘƻ ŀǊŜ ƴƻǘ ǿƘƛǘŜ όŀōƻǳǘ пс҈ύ ǇǳǊŎƘŀǎŜŘ ǎƻŘŀ ƛƴ ǎǘƻǊŜǎΣ ŀƴŘ ǘƘƻǎŜ 

with lower incomes (about 45%) making less than $30,000 a year said they purchase soda while 

ǎƘƻǇǇƛƴƎ ŀǎ ǿŜƭƭέ όIǳŦŦƛƴƎǘƻƴ tƻǎǘύΦ ¢ƘŜ ƭƻǿ ƛƴŎƻƳŜΣ ŜǘƘƴƛŎƛǘȅ ŀƴŘ ŀƎŜ ǊŀƴƎŜ ƻŦ ǘƘƛǎ ŘŜƳƻƎǊŀǇƘƛŎ 

appears to be a significant factor of those who chose to buy soft drinks and chips. Of this consumer 

demographic, it was clear to see that the younger people going into stores typically purchase soft drinks, 

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

 

Consumer Psychographics  

The consumers in the market 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 already knowing that 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 also determined that these consumers all had similar 
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lifestyles and values. People who were in this target segment and actually purchased PepsiCo products 

were buying them for parties such as the Super Bowl. This essentially means that these are social people 

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  

 

Amanda Smiths 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 leading groups to 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 being 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.  
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Section B: Strategic Objectives  

Marketing Objective  

In the U.S. in 2016, over two thirds of all warehouse and storage jobs were held by men 

όά9ƳǇƭƻȅŜŘ ǇŜǊǎƻƴǎέΣ нлмтύΦ ¢Ƙƛǎ ŜȄŜƳǇƭƛŦƛŜǎ ǘƘŜ ƘǳƎŜ ƎŀǇ ōŜǘǿŜŜƴ ƳŜƴ ŀƴŘ ǿƻƳŜƴ ƛƴ ŎŜǊǘŀƛƴ ŎŀǊŜŜǊǎΦ 

In PepsiCo, this gap exists not only in the warehouse, but also in production, delivery and 

ƳŜǊŎƘŀƴŘƛǎƛƴƎΦ ²ƻƳŜƴ ƛƴ ŦǊƻƴǘƭƛƴŜ ǊƻƭŜǎ ƻƴƭȅ ǊŜǇǊŜǎŜƴǘ ŀǊƻǳƴŘ р҈ ƻŦ tŜǇǎƛ/ƻΩǎ ǿƻǊƪŦƻǊŎŜ ¢ƻ ǘƘŜƳΣ ǘƘƛǎ 

is unacceptable (C. Ponce de Leon, personal communication, March 14, 2017). They know that this 

number does not reflect the natural state ƻŦ ǿƻƳŜƴΩǎ ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜǎŜ ǘȅǇŜǎ ƻŦ Ƨƻōǎ ǾŜǊǎǳǎ ƳŜƴΩǎΣ ōǳǘ ƛǘ 

ǊŜŦƭŜŎǘǎ ǘƘŜ ǳƴŦƻǊǘǳƴŀǘŜ ǇŜǊŎŜǇǘƛƻƴ ƎƛǾŜƴ ǘƻ ǿƻƳŜƴ ǘƘŀǘ ǘƘŜǎŜ Ƨƻōǎ ŀǊŜ ŦƻǊ ƳŜƴ ƻƴƭȅΦ ¢ƘǳǎΣ tŜǇǎƛ/ƻΩǎ 

objective is to change that perception and to double the number of female applicants and hires in 

production, delivery, warehouse and merchandising careers by 2025. 

IMC Objective  

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

and thus double the number of women in frontline roles at PepsiCo by 2025. 
 

 

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 decided to act. In October of 2016, PepsiCo launched 

ƛǘΩǎ άнлнр {ǳǎǘŀƛƴŀōƛƭƛǘȅ !ƎŜƴŘŀ 5ŜǎƛƎƴŜŘ ǘƻ aŜŜǘ /ƘŀƴƎƛƴƎ /ƻƴǎǳƳŜǊ ŀƴŘ {ƻŎƛŜǘŀƭ bŜŜŘǎέΦ ¢Ƙƛǎ ŀƎŜƴŘŀ 

covers multiple areas in which the company desires to become more sustainable, all of which go under 

one of these three pillars:  

1. Helping to improve health and well-being through the products it sells. 
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2. Protecting our planet. 

3. Empowering people around the world. 

¦ƴŘŜǊ ǘƘŜ ǘƘƛǊŘ ǇƛƭƭŀǊΣ tŜǇǎƛ/ƻ Ƙŀǎ ŎƻƳƳƛǘǘŜŘ ǘƻ άŎƻƴǘƛƴǳŜ ŘŜǾŜƭƻǇƛƴƎ ŀ ŘƛǾŜǊǎŜΣ ƛƴŎƭǳǎƛǾŜ ŀƴŘ 

engaged workforce that reflects the communities where it does business. These efforts include a 

ŎƻƴǘƛƴǳŜŘ ŦƻŎǳǎ ƻƴ ŀŎƘƛŜǾƛƴƎ ƎŜƴŘŜǊ ǇŀǊƛǘȅ ƛƴ tŜǇǎƛ/ƻΩǎ ƳŀƴŀƎŜƳŜƴǘ ǊƻƭŜǎ ŀƴŘ Ǉŀȅ Ŝǉǳƛǘȅ ŦƻǊ ǿƻƳŜƴέ 

όάнлнр {ǳǎǘŀƛƴŀōƛƭƛǘȅέΣ нлмсύΦ tŜǇǎƛ/ƻ ŘŜǎƛǊŜǎ ǘƻ ŜƳǇƻǿŜǊ ǿƻƳŜƴ ƻŦ ŀƭƭ ōŀŎƪƎǊƻǳƴŘǎ ǘƻ ǿƻǊƪ ƛƴ ŀ ŦƛŜƭŘ 

they choose, regardless of what anyone else tells them.  
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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 individuals 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, daughters-in-laws ), organizations that support women causes/issues, and men 

who believe in and support increasing the number of women in nontraditional jobs in the work-force. 

PepsiCo products are popular in the sports and entertainment fields. Hopefully, our reputation for 

increasing the numbers of women hires in warehouse and distribution can be part of commercials 

shown on family-oriented 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 we should start young girls looking at PepsiCo as the place to go to see fairness, 

equity, and opportunity in non-traditional positions. 

Key Consumer Insight 

Our audience is concerned that either PepsiCo warehouse and distributing jobs are not viable 

career options, 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 double the number of women in frontline roles at PepsiCo by 2025. 
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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 and Promise 

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 Claims 

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 

ŜƳǇƭƻȅŜǊΩǎ ǘƘŜ ŎƻƴŦƛŘŜƴŎŜ ǘƻ ǎǘŀƴŘ ǇǊƻǳŘƭȅ ŀƴŘ ǎŀȅΣ άL ǿƻǊƪ ŦƻǊ tŜǇǎƛŎƻΦέ 

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 like having great career trajectory along with building a self-sustaining strong job. The 

workplace environment is fun, social and self-driven. 

Requirements 

The company Pepsico abides by a set of guidelines to ensure that the consumers remain happy 

as well as promote a positive working environment and atmosphere. The company strives for generating 

jobs at the warehouse and distribution for both men and women. 
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Part 2  

Section A: Campaign Concept/Direction  

The Big Idea   

 
CƻǊ ǘƻƻ ƭƻƴƎΣ ǿƻƳŜƴ ƘŀǾŜ ōŜŜƴ ǘƻƭŘ ǿƘŀǘ ǘƘŜȅ ŀǊŜƴΩǘΤ tŜǇǎƛ/ƻ ǿŀƴǘǎ ǘƻ ǎƘƻǿ ǿƘŀǘ ǿƻƳŜƴ ŀǊŜΦ 

 
 

Section B: Integrated Marketing Communication Strategy  

Communication Strategy Description and Origin  

 Our goal is to create awareness around the company PepsiCo and their determination to 

motivate women to apply for jobs within the company-especially 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 PepsiCo. Our 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 potential within the company, 

ƳƻǘƛǾŀǘƛƴƎ ǿƻƳŜƴ ǘƻ ŀǇǇƭȅ ŦƻǊ tŜǇǎƛ/ƻ ƧƻōǎΦ ²Ŝ ŎǊŜŀǘŜŘ ŀƴ !Ř ǘƘŀǘ ǳǎŜǎ ǘƘŜ ǘŀƎƭƛƴŜ άǿƻƳŜƴ ŀǊŜƴΩǘέ ƛƴ 

an effort to demonstrate all of the jobs that women can work no matter what the degree of difficulty, 

position or salary. By delivering this ad to the various social media platforms available today, the ad will 

ōŜ ŀŎŎƻƳǇŀƴƛŜŘ ōȅ ŀ ƘŀǎƘǘŀƎ ǇƘǊŀǎŜ ǘƘŀǘ ǎŀȅǎ άІǿƻƳŜƴŀǊŜέΦ ¢Ƙƛǎ ǿƛƭƭ ŎǊŜŀǘŜ ŀǿŀǊŜƴŜǎǎ ǿƛǘƘƛƴ ǘƘŜ 
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social media networks, generating a sense of virality and brand awareness for PepsiCo. Different regions 

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 people, 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 male-dominated professions scowling or staring sarcastically at the camera. We 

will have classic examples of male-dominated jobs: architecture, science, engineering, etc., as well as the 

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

ά²ƻƳŜƴ ŀǊŜƴΩǘΧέ ǿƛƭƭ ōŜ ƛƴ ōƻƭŘ ƭŜǘǘŜǊǎ ƻƴ ŜŀŎƘ ǇƻǊǘǊŀƛǘΦ ¢ƘŜ ŎƻǇȅ ōŜƭƻǿ ǿƛƭƭ ŜȄǇƭŀƛƴ ǘƘŜ ǇǳǊǇƻǎŜ of the 

ŀŘΦ άCƻǊ ǘƻƻ ƭƻƴƎΣ ǿƻƳŜƴ ƘŀǾŜ ōŜŜƴ ǘƻƭŘ ǿƘŀǘ ǘƘŜȅ ŀǊŜƴΩǘΦ tŜǇǎƛ/ƻ ŘƛǎŀƎǊŜŜǎΦ ²Ŝ ƪƴƻǿ ŀƭƭ ǘƘŀǘ ǿƻƳŜƴ 

are. Architects, merchandisers, scientists, warehouse workers, producers, engineers, distributors, and so 

much more. Join us at PepsiCo and be what you are. www.PepsiCojobs.com #womenare 

ІǿƻƳŜƴƛƴƳŀƭŜŘƻƳƛƴŀǘŜŘƧƻōǎ ІǿƻƳŜƴŀǘǿƻǊƪέΦ ¢ƘŜǎŜ ŀŘǎ ŎƻǳƭŘ ŀƭǎƻ ƘŀǾŜ ǎŜǾŜǊŀƭ ǎƻŎƛŀƭ ƳŜŘƛŀ ŀǇǇ 

logos, corresponding to the social media campaign, including Instagram, Twitter and Facebook. As well 

as the logo for the socƛŀƭ ƳŜŘƛŀ ŀǇǇ ŎŀƭƭŜŘ ά²ƻƳŜƴ !ǊŜέ tŜǇǎƛ/ƻ ǿƛƭƭ ŎǊŜŀǘŜ ŦƻǊ ǘƘƛǎ ŎŀƳǇŀƛƎƴ ό{ŜŜ ǘƘŜ 

ά5ƛƎƛǘŀƭέ ǎŜŎǘƛƻƴ ōŜƭƻǿ ŦƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴύΦ Lƴ ƪŜŜǇƛƴƎ ǿƛǘƘ ƻǳǊ ŎƻƴǎǳƳŜǊ ǇŜǊǎƻƴŀΣ ǿŜ ǿƛƭƭ Ǌǳƴ ǘƘŜǎŜ 

ads in college newspapers and magazines, career magazines (i.e. Jobs & Careers Magazine), 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 factor, but it will also hold their attention due to their desire to support 

any company striving for equality. 
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Television  

¢± ŀŘǾŜǊǘƛǎŜƳŜƴǘ ŀǇǇŜŀƭǎ ǘƻ ǇŜƻǇƭŜ Ǿƛŀ Ǿƛǎǳŀƭ ŀƴŘ ŀǳŘƛƻΦ CƻǊ tŜǇǎƛŎƻΩǎ ǊŜŎǊǳƛǘƛƴƎ ŎŀƳǇŀƛƎƴΣ ǿŜ ŘŜŎƛŘŜŘ 

to take both traditional and non-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 

Since 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 exposure of the 

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. The tone 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 

ǳǎƛƴƎ ƻǳǊ ǘŀƎƭƛƴŜ ά²ƻƳŜƴ !ǊŜέ ǘƻ ŜƴŦƻǊŎŜ ǘƘŜ ƛŘŜŀ ǘƘŀǘ ǿƻƳŜƴ ŀǊŜ ŎŀǇŀōƭŜ of working and to promote 

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 in one cut. Each set showing women doing one job, staring sarcastically into the camera 

ǿƘƛƭŜ ǇƭŀŎƛƴƎ ŀ ǎǳǇŜǊƛƳǇƻǎŜŘ ǘŜȄǘ ƻǾŜǊ ƛǘ ǎŀȅƛƴƎ άǿƻƳŜƴ ŀǊŜƴΩǘ Χ έ Lƴ ǘƘŜ ŜƴŘΣ ǘƘŜ ǘŜȄǘǎ ŎƻƳŜ ōŀŎƪ 

ǿƘƛƭŜ ǘƘŜ ǘŜȄǘǎ ǊƻƭƭƛƴƎ ōŀŎƪǿŀǊŘ ǘƻ άǿƻƳŜƴ ΧέΦ ! ǎƪŜǘŎƘ ƻŦ ƻǳǊ ǎǘƻǊȅōƻŀǊd and a link to our rough cut of 

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

For our out-of-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 order to maintain a cohesive marketing 

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

hƴ ǘƘŜ ōǳǎ ŀŘΣ ǿŜ ǿƛƭƭ ǇƭŀŎŜ ƻƴǘƻ ǘƘŜ ǎƛŘŜ ŀ ƭŀǊƎŜ ǇǊƛƴǘ ƻŦ ƻǳǊ ŎŀƳǇŀƛƎƴ ǿƛǘƘ ǘƘŜ ǿƻǊŘǎΣ ά²ƻƳŜƴ ŀǊŜƴΩǘ 

ƎƻƻŘ ŀǘ ŘǊƛǾƛƴƎΦέ Lƴ ǘƘŜ ǿƛƴŘƻǿ ƻŦ ǘƘŜ ŘǊƛǾŜǊΩǎ ǎŜŀǘΣ ǘƘŜǊŜ ǿƛƭƭ ŀƭǎƻ ōŜ ŀ ǇǊƛƴǘ ƻŦ ǿƘŀǘ ƭƻƻƪǎ ǘƻ ōŜ ŀ 

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 

ά²ƻƳŜƴ ŀǊŜƴΩǘ ŦŜŀǊƭŜǎǎΦέ Lƴ ǘƘŜ ŎƻǊƴŜǊ ƛǘ ǿƛƭƭ ƘŀǾŜ ƻŦ ŎƻǳǊǎŜΣ ŀ ǿƻƳŀƴ ŀǇǇŜŀǊƛƴƎ ǘƻ ōŜ ǇǳǘǘƛƴƎ ǘƘŜ 

message up on the billboard. Again, the appearance of a woman doing 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 about it, 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 these stereotypes 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/ɈGuerillaɉ 

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 would challenge 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 

ǿƛƭƭ ǊŜŀŘΥ ά²ƻƳŜƴ ŀǊŜƴΩǘ ψψψψΦέ ¢ƘŜ ƭŀǎǘ ǿƻǊŘ ƻŦ ǘƘŜ ǎŜƴǘŜƴŎŜ ŀƴŘ ƛƳŀƎŜ ŀŎŎƻƳǇŀƴȅƛƴƎ ƛǘ ǿƛƭƭ ǾŀǊȅΦ 

When people are intrigued by this message and come closer, they will find in smaller print, directions to 

άŦƛȄ ǘƘƛǎ ǎŜƴǘŜƴŎŜΦέ ¢ƘŜ ǎƛƎƴ ƛǎ ŀŎǘǳŀƭƭȅ ŀƴ ƛƴǘŜǊŀŎǘƛǾŜ ƻƴŜ ǘƘŀǘ ǇŜƻǇƭŜ Ŏŀƴ ǘƻǳŎƘ ǘƻ ŜǊŀǎŜ ǘƘŜ άƴΩǘέ ƻŦ ǘƘŜ 

ƳŜǎǎŀƎŜ ǎƻ ǘƘŀǘ ƛǘ ǊŜŀŘǎΣ ά²ƻƳŜƴ ŀǊŜ ψψψψΦέ ²ƘŜƴ ǘƘŜȅ ŦƛȄ ƛǘΣ ǘƘŜƛǊ ǊŜǿŀǊŘ ƛǎ ŀƴ ƛƳŀƎŜ ŎƘŀƴƎŜ ǘƻ ƳŀǘŎƘ 

ǘƘŜ ŎƻǊǊŜŎǘŜŘ ƳŜǎǎŀƎŜΦ ! ƳŜǎǎŀƎŜ ŎƻǳƭŘ ŀƭǎƻ ŀǇǇŜŀǊ ǎŀȅƛƴƎΣ ά9ǊŀǎŜ ǘƘŜ ƻƭŘ ƴŀǊǊŀǘƛǾŜΦ [ŜŀǊƴ ƳƻǊe at 

tŜǇǎƛŎƻΦŎƻƳκƧƻōǎΦέ !ŦǘŜǊ ŀ ŦŜǿ ƳƛƴǳǘŜǎ ƻǊ ǎƻΣ ǘƘŜ ǎŎǊŜŜƴ ǿƛƭƭ ǊŜǎŜǘ ŦƻǊ ŀƴƻǘƘŜǊ ǇŜǊǎƻƴ ǘƻ ƛƴǘŜǊŀŎǘ ǿƛǘƘ ƛǘΦ 

The idea behind this tactic is simple. The message reads something that our consumer persona would 

not like to see. Naturally she would want to change 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 achieve the same 

thing. 
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