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wv RESPONSE TO THESE TRICKY SITUATIONS

rHE PEPSI MYCAN

the insight that young people

: are confident in thinking their

: way out of a sticky situation

- ¢ and the responses are never

homogenous. Pepsi hopesto

! engage with the youth — 30

; million ontheInternet, 6 mil-

] ; lion of them on social net-

i working sites, and another

incvberspace :oinni

phones. Ontheradararecities

such as Delhi, Chandigarh,

Patiala, Kota, Lucknow, Kan-

. spread outthroughnon-mass | pur, Chennai, Bangalore,

e mediasuch as the Internet | Kochi, Manipal, Kolkata,

epsi still has superstars | and radio, asking the youth | Mumbaiand Pune.
Pfrlzwm cricket anpsrfsilm- ‘What's Your Way'. The The brand has come a | byusersforotherstosolve. | cial networking. Thereisal- | everydayoneyoungstergets
dom onitsrolls, butitis | whackiestanswertoadicey | longwayfromitsonlinepres- Among the other tools | soamobileradiostudio,'My | voted to winamonth'’s sup-
no more banking on them | dilemmawouldearntheuser | ence on the Yahoo! portal, | used in these mediaarethe | Radio, My Way',inatie-up | ply of Pepsiand Rs 5,000 as
alonetomakeits voiceheard | awholelotofgood- knownas'pepsi- | product packs with situa- | with FMradiostation Fever | freetalk-time. Pepsihastied
in Youngistaan — the world | iesfrom Pepsi. PEPSIIS TRYING zone'.Pepsi'son- | tions printed on them. An- | 104inDelhitovisitcolleges. | up with various mobile op-
ofitstargetaudience. Itis go- “Ourattempt is line Youngistaan | swers can be registered | Thewhackiest'My Way'an- | eratorstobeabletogiveaway
ing all the way toreach its | tomovebeyonda TO REACH OUT AND is where all the | through SMS, phone orthe | swerscould winthe partici- | suchaprize.
youngaudiencein theirpre- | one-way interac- INTERACT WITH action now is. | Youngistaanwebsite. Thean- | pantssome time ontheradio JWT Executive Vice-pres-
ferred haunts, beitincyber- | tionand makeitan THE YOUNG OVER Not only doesit | swers could even be pub- | show,apartfromothergood- | ident Hari Krishnan, the
spaceorreal life. Its‘MyCan, | engagingdialogue,” havetrickysitua- | lished on Facebook, Orkut | ies. Other cities would also | agency that has worked the
MyWay’ campaignwaskick- | says Pepsi Execu- THE INTERNET tions enactedby | and Twitter to gather more | seesimilartie-upsforaware- | campaign, says: “Whatever
started by a commercial fea- | tive Vice-president AND RADIO itsyoungestcrop | votes from existing friends | ness throughradio. hadbeen doneearlierin Pep-
turing Indian cricketersand | (marketing, cola) ofbrand ambas- | through the ‘whack-o-meter’ Four whackiestrespons- | si's ads was entertainment
agroup ofboys, reminiscent | Sandeep Singh Arora. The | sadors—DeepikaPadukone, | application, furtherenabling | es would get their users a | throughstories. Whilethese
oftoday’steens withattitude, | “dialogue”, whichwasstart- | RanbirKapoorand MSDhoni | the youth to integrate the | chancetoappearonthePep- | ads would try to recreate
in Kerala. Since thenithas | edonOctober25,isbasedon | — but also those co-created | campaignintheirregularso- | si‘My Can’ product, while | what a typical youngster
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