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PepsiCo adds fizz to growth plan

LalithaSrinivasan

Mumbai, Mar 26: Togainacom-
petitive edge in the branded soft
drinks sector, PepsiCo India is
scriptingafreshgrowthstrategy
which includes extension of its
distribution network, manufac-
turing capacity, new launches,
televisionadslaced with gaming
concepts and Web communica-
tions. For starters, the company
has justrolled out a new market-
ing initiative called "The Game’
to connect with consumers
through the electronic media.
Onthecompany’s growth strate-
gy, Punifa Lal, executive direc-
tor, marketing, PepsiCo India
said, “We are extending our dis-
tribution routes, agents and
sales persons to reach out to a
wider target andience. Also, we
are investing in infrastructure,
manufacturing facility, brands
and ‘go-to-market’ initiatives to
pumpupvolumes.”

To counter the rising input
costs, PepsiCo has taken a price

Net gain: PepsiCo’sED{marketing)
Punitalalsaystherewouldbea

sharpfocus ontheonlinemedium

hike of around 14 to 16% across
categories two months ago. As
partof itscommunication strat-
egy, the company is sharpening
its focus on consumer engage-
ment modules to interact with
consumers across the country.

“Earlier, we were allocating
80% of ad spend ontelevisionad-
vertising and 20% for octher me-
dia such as print, web, outdoor
and mobhile commumications.
Butnowtheratiostandsat70:30,”
saidLal.OnPepsiCo’snewinitia-

tive ‘The Game’, Lal said, “With
the launch our new initiative,
Pepsihas brought together gam-
ingtoTV advertisingforthefirst
time ever”. “‘The Game’ will not
only attract eyeballs owing to its
entertainmentvaluebutalsodri-
ve participation amongst young-
sters. To announce its new
launch, Pepsihaslaunched a 360-
degreecampaien. “nadditionto
theon-aircampaign;there would
be a sharp focus on the online
medium including social net-
workingsites,” sheadded. _
To gain high visibility for its
brands during the IPL (3), Pepsi-
Cohasinvestedingroundactiva-
tions, in-stadium advertising
and aggressive television cam-
paigns featuring its new ambas-
sador Ranbir Kapoor. “To
reinforceour commitmenttothe
gameand consumers, wehaveas-
sociated our brands such as
Mountain Dew, Tup & Pepsi with
Kings XI Punjab, Chennai Super
Kings & Mumbai Indians team
respectively,” explainedLal.
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