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INTRODUCTIONS



Ideas:
Sales Campaigns
Lead Scoring
Unique Selling Propositions
Business Coaching Program

Questions?
Do they have a social media presence?

Notes 
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Digital Marketing Offerings
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Marketing Maturity Curve
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UNDIFFERENTIATED
• Treat all customers, prospects the 

same

• Serve same digital experience

• Ad-hoc content & limited 
measurement

TARGETED
• Known customer 

(segment level)

• Moderate test and 

learn

• Some targeted 
content; discrete 
personas and 
segments

TAILORED
• Known customer (individual 

level)

• Insight based journeys

• Central view of personas and 
segments

PERSONALIZED
• Value-based investment

• Consistent omnichannel experience

• Real time, dynamic and customer 
response driven content

Competitive 
Lag

Competitive 
Parity

Competitive 
Advantage

Competitive 
Leadership



GOALS & 
OBJECTIVES



• $2.5 billion in new revenue

• 5,000 new customers annually

• Reduction in customer churn by 1,000

Goals

The goals:
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• Focus on new client acquisition & lead generation

• Frontend and backend integration (Marketing & 
eCommerce)  

• Create an engaging and innovative social 
experience

• Integration of actionable analytics

• Customized and personalized targeted offerings

• Focus on the Tier 2 & 3 business community

• Offering marketing education for existing clients 

• Position PepsiCo as the experts on joint 
marketing activations

• Build on long-term strategic advantages versus 
competition

• Offers real unique selling business proposition 
to potential retailers

• Reducing churn by recruiting the right retailers

Objectives
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APPROACH



Phases
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Phase 1: Foundational

SEO, Content, Experience, Social 
Integration, Marketing Automation 

Integration, Lead Gen, Analytics  

Phase 2: Operational

New Campaigns, Retargeting, Targeted 
Offers, New Activations, Social, 

Content Factory, 

Phase 3: Transformational

Personalization, Omnichannel, 
Brand Building

With the platform up and 
content marketing efforts 
ongoing, we can achieve 
increasing levels of 
sophistication via personalization 
and omnichannel marketing. And 
we can begin to work alongside 
our counterparts in FLNA.

Getting the foundation 
in place.  Having the 
right content on 
properly optimized 
websites, with 
tracking and 
automation in place. 
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With the platform built, 
online advertising and 
content + social marketing 
efforts will begin: regular 
blog updates, new video 
content and engagement 
via social media accounts. 



Foundational Operational Transformational
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• Current State Assessment

• Competitive Analysis

• Marketing Channel Analysis

• Site Traffic Analytics

• Content Audit

• User & Stakeholder Interviews

• User Persona & Journey Analysis

• Requirements Gathering & Analysis

• Identify KPIs and Goals for success of the site

• Analytics & Social Listening for Content

• Stakeholder Workshop for Readout & 
Prioritization

• Create Prioritized Content & UX 
Recommendations

• Create Strategy For Functionality, Content & 
Design

• Create High-Level Information Architecture & 
Design Concepts with Relevant Content

• Formulate Content Roadmap & Guidelines -
Content Sourcing, Planning, Governance –
Workflow & Lifecycle

• Formulate Implementation Roadmap

• Omnichannel Marketing (SEO + PPC + 
Retargeting)
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• Current State Assessment 

• Competitive Analysis/Landscape 

• Content Inventory

• User Personas & Journey Maps

• High-Level Requirements

• Channel Strategy

• UX, Marketing & Content Strategy

• Marketing Roadmap 

• Content Taxonomy & Information Architecture

• High-Level Design Concepts Across Devices

• Visual Comps Across Devices

• Clickable Prototype

• Copywriting (Amount TBD)

• Product/Implementation Roadmap 

Scope & Deliverables
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• Traffic (unique visitors, visits & pageviews)

• Conversion Rates

• Cost Per Lead

• Cost Per Visitor

• Revenue

• Since this is a lead gen play rather than ecom, we’ll 
need to be very clear on how we calculate this

• ROI Calculation

Metrics & KPIs
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COMPETITIVE 
ANALYSIS



Background
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• www.iwanttoservepepsi.com has been in existence since 
2005
• Owned & managed by PepsiCo Foodservice

• Current design launched in 2012

• No mobile-specific version, analytics or on-page optimization

• Has four (4) pages: home page, signup form, terms, contact page

• Contact page simply has email address

• Numerous links across site to pages on pepsico.com

• Range of articles and some video content on pepsico.com

• Social media:
• YouTube channel (currently hosts one video)

• Twitter (last updated 24 May 2011)

• No Facebook or LinkedIn accounts could be located

• www.pepsico-fs.com – has that single YouTube video 
embedded and links to IWTSP

• www.growmyrestaurant.com – currently under 
redevelopment, links to IWTSP, PepsiCo and FLNA sites
• Was a robust presence in 2008

http://www.iwanttoservepepsi.com/
https://www.youtube.com/channel/UCvt4Bxgny6nbfxvP0O1iVpQ
https://twitter.com/pepsicofoodserv
http://www.pepsico-fs.com/
http://www.growmyrestaurant.com/


Competition – Independent Bottlers
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• Pepsi Bottling Ventures (JV 
between PepsiCo and 
Suntory International)

• Gillette Pepsi Cola

• Both sites:
• Responsive design
• FAQ page, locations, 

newsroom, products overview

• Independent bottlers –
presumably chasing Tier 2 
& Tier 3 clients

http://www.pepsibottlingventures.com/
https://gillettepepsicola.com/


Competition – CokeSolutions.com

17

• Page count 468
• IWTSP four (4) pages

• Major sections
• Our Products, Trends & Insights, Marketing & 

Merchandising, Operations, Vending, Coca-
Cola Freestyle, About Coca-Cola

• Analytics: Google Analytics & Webtrends
• Has had some on-page optimization, but is 

lacking in some fundamentals
• According to hero image on front page, 

redesign is currently in the works

• Successfully positioned themselves as a 
thought leader in soft drink retailing
• Web presences indicate a carefully planned, 

concerted effort to partner with retailers 
• Unspoken message: “We’re not just a supplier 

– we will help your business succeed”



CokeSolutions.com vs IWTSP

18

*Comparison via SimilarWeb

CokeSolutions.com: substantially higher rankings, more traffic, 
more time spent on site, and more pages viewed!



MARKETING 
STRATEGY



• Position PepsiCo as the expert on joint marketing of 
snacks & beverages 

• Long-term strategic advantage versus competition

• Offers a real business proposition to potential retailers
• Need retailers who can market both!
• Recruit the right retailers, and churn becomes less of a problem

20

Endgame of Strategy: “Power of One”



Unique Selling Propositions
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• Pepsi doesn’t need to increase 
brand awareness – they need to 
make a case to retailers for 
doing business with them

• Show them that PepsiCo can 
help them succeed as a 
company!

• Breadth and depth of portfolio: 
“Power of One” food & 
beverage

• Superior service: online ordering 
will be a significant USP vs. 
Coke – be prepared to tell that 
story
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Restaurants

*Tier 2 and 3 
businesses, not 

Tier 1 chains

Convenience 
Stores

*6 of every 10 
convenience 

stores are 
independently 

owned

Vending Machine 
Operators

*Some are 
owned/operated 

by dedicated 
companies, but 

others are run as 
secondary 

revenue streams

Foundational: Pursuing the Right Retailers



1. Where am I?

2. What can I do here?

3. Why should I do it?

23

Restaurants/
Food Service

Convenience 
Stores

Vending 
Machine 
Industry

Top Three Usability Questions
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Restaurants/
Food Service

Convenience 
Stores

Vending 
Machine 
Industry

Top Three Usability Questions

This one is not 
much like the 

other two

These two are 
close cousins

We’ll develop content 
that will speak to the 
concerns and issues 
faced by different 

potential customers

1. Where am I?

2. What can I do here?

3. Why should I do it?



Foundational: A Well-Optimized Site
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• Site will be mobile friendly

• Proper information 
architecture
• Major sections of website 

devised to attract searchers 
from PepsiCo’s target 
markets

• SEO = “Content is king”
• Well-crafted foundational 

“go-to-market” content 
needed for organic rankings 
and paid search



Operational: Marketing Channels
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• With a solid foundation in place, 
we can start launching relevant 
content
• Blog posts
• Videos
• White papers
• Case studies
• Webinars

• Social media
• We’ll pursue the major channels 

(Facebook, Twitter), but need to 
own LinkedIn

• Goal: viral content

• Digital advertising (PPC, 
display)

• Merge online and offline sales 
efforts



Transformational Shift
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Omnichannel marketing

Advance notice of 
seasonal/regional 

promotions

Business coaching

Market research through 
improved retailer 

relationships

With the right digital 
platform and team in 
place, PepsiCo can 

begin those higher-level 
activities that will drive 

towards systemic 
change and embracing 

The Power of One



Transformational: Omnichannel
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• Merge offline and online 
marketing efforts
• Email
• Retargeting
• Social

• Eventual goal: lead 
nurturing
• Prospects can be all over the 

place on the decision making 
process



Transformational: Regional Promotions
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• Certain products may be 
aimed at certain regions

• Offer webinars ahead of time 
to share advance word of 
marketing campaigns 

• Net effect: align retailer 
behavior with corporate 
advertising initiatives

• Examples:
• New flavor of Gatorade = heavy 

interest in Southeast 
• Promotional editions of 

products around specific teams 
(Dallas Cowboys-branded 
chips)



Transformational: Business Coaching 
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• Smaller retailers tend to be at a 
disadvantage (lack of resources 
or opportunity to acquire the 
knowhow to grow business)

• Offer business coaching 
webinars around specific topics:
• Improved store displays
• Tips for building local brand awareness
• Social media for small businesses
• Best practices for sales promotions, 

particularly sales of snacks & 
beverages

• Best ways to deal with shrinking 
margins on fuel sales (big problem for 
convenience stores)

• Net effect
• Establish PepsiCo as the partner for 

small/medium retailers
• Brand PepsiCo as the expert for joint 

marketing of snacks & beverages



Transformational: Market Research
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• Use improved 
relationships with 
retailers to get new 
market insights:
• Popular product 

pairings
• Learn more about 

customer preferences 
for new product 
research

• Gather feedback from 
retailers



• Levi Strauss sought to make 
major push into ecommerce
• Ran into major internal 

challenges: company’s internal 
organization not conducive to 
growing online business

• CBC brought in to develop org 
structure – “right people in the 
right seats”

• Mattel wanted to embrace 
big data, but internal culture 
wasn’t conducive to sea 
changes within data
• Steering committee tasked 

with driving changes to “instill 
a culture of data ownership”

32

Digital Transformation and Culture



Building a website is easy.  
Developing the internal culture and organization 

to embrace that change is the challenge.



• Need more 
coordinated efforts 
between NAB and 
FLNA

• If we want vendors to 
sell NAB and FLNA 
products together, 
both divisions need to 
communicate jointly

34

Transformational: Vehicles for Change



TIMELINES & PLANS



9/21 9/28 10/5 10/12 10/19 10/26 11/2

Discover & Conceptualize

Kick-off 

Visual Design Comps

Clickable Prototype

Design Wireframes & IA

Strategy

Product/Implementation Roadmap

Content Taxonomy & Copywriting

FinalDraft
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Timelines & Plan

User Personas & Journey Maps 

Current State& Competitive 
Assessment, 

Analytics & Social Listening

Requirements & Analysis

Interviews

Content Sourcing 

36



Roles Responsibilities

Dominic Siano
Lead Consultant

• Provide overall project management leadership and coordination
• Participate in stakeholder interviews, user research, and design discussions
• Lead UX strategy definition, road map and future vision
• Direct, review, and present key design deliverables

Priyanka Gupta
Lead UX Consultant

• Prepare for, conduct and coordinate stakeholder meetings, UX research and UX assessment
• Define digital strategy, personas, journeys, and concept sketches
• Work with team of designers on current state assessment, wire frames, design comps, and clickable 

prototype deliverables
• Propose next steps and estimates

Liza Barth
Content Strategist

• Perform content audit (existing sites), analysis and offer recommendations
• Work closely with the stakeholders to derive content needs
• Collaborate with UX team to deliver content for concepts
• Repurpose content for new responsive designs
• Formulate content roadmap & guidelines - content sourcing, planning, governance – lifecycle & 

workflow
• Define content strategy

Ryan Boots
Marketing Strategist/PM

• Participate in stakeholder interviews, market research, user research and marketing content discussions
• Lead Marketing strategy definition, road map and future vision
• Create marketing deliverables such as marketing strategy, channel strategy, SEO etc.
• Spearhead execution of site development, launch and ongoing management/maintenance 

Lauren Billingham
CRM Consultant

• Provide CRM integration expertise

Site Build: Roles & Responsibilities
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Post-Launch Skills Needed
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SEO

PPC

Content 
Development

Social Media

*Additional skills on an as-
needed basis:

• Graphic Designer
• Video Producer
• Web Development



Roles Responsibilities

Dominic Siano
Lead Consultant

• Provide overall project management leadership and coordination
• Participate in stakeholder interviews, user research, and design discussions
• Lead UX strategy definition, road map and future vision
• Direct, review, and present key design deliverables

Ryan Boots
Marketing Strategist/PM

• Provide ongoing post-launch management and direction, including overseeing efforts in SEO, PPC and 
social media

• Act as ongoing liaison between marketing team and client stakeholders

Liza Barth
Content Strategist

• Execute post-launch content strategy, including development of blog posts, case studies and white 
papers

• Develop new static site content on an as-needed basis

TBD
SEO Specialist

• Provide on-page and off-page optimization services
• Review analytics reports to understand organic traffic patterns and user behavior
• Collaborate with other members of the team to pursue linkbuilding opportunities

TBD
PPC Specialist

• Manage post-launch online advertising activities, including paid search, display advertising and 
retargeting

• Collaborate with other members of the team in developing landing pages and conversion improvement 
tests

TBD
Social Media Specialist

• Manage PepsiCo Foodservice social media accounts on LinkedIn, Twitter and Facebook
• Provide social media conversation opportunities
• Collaborate with team in creation and execution of viral marketing campaigns

PepsiCo’s Center of Excellence
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THANK
YOU



Pepsi vs. Coke Marketing Budget
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1. PepsiCo’s 10-K lists its entire ad/marketing budget, then 
breaks out ad expenses as a portion of that budget

2. Coca-Cola’s “promotional programs” is an amount paid 
out to bottlers and resellers for participation in 
promotional and marketing programs

3. PepsiCo Indra Nooyi has indicated a desire to cap 
marketing budget to 5.9% of annual revenues

Questions:

1. Why did dividend.com list PepsiCo’s advertising budget 
as $1bn and Coke’s as $2bn?

2. What is the deal with the leftover (the “difference”) in 
PepsiCo’s annual advertising budget?  Is this paid out to 
bottlers/resellers?

PepsiCo 2012 2013 2014 2015
Total	budget $3.70 $3.90 $3.90 $3.90
Advertising	expenses $2.20 $2.40 $2.30 $2.40
Difference $1.50 $1.50 $1.60 $1.50
Coca-Cola
Advertising	expenses $3.34 $3.27 $3.50 $3.98
Promotional	programs $6.10 $6.90 $7.00 $6.80

From	companies'	10-K	filings	(all	amounts	in	billions):



Pepsi vs. Coke Marketing Budget Nielsen
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Total ad spend ($000) 2013 ad spend by medium ($000)
Rank Company 2010 2013 Change TV TV% of total Magazine Radio Outdoor Internet

1 PepsiCo $234,562 $309,651 32% $249,877 81% $14,588 $15,024 $12,389 $14,815 
2 Coca-Cola $284,601 $184,840 -35% $134,504 73% $13,221 $9,528 $24,318 $1,330 
3 Dr Pepper Snapple Group $132,080 $114,407 -13% $67,721 59% $1,775 $6,706 $7,127 $1,538 
4 Innovation Ventures $107,006 $98,842 -8% $96,754 98% $0 $876 $0 $106 
5 Red Bull $25,974 $47,773 84% $45,606 95% $38 $1 $1,105 $767 

(Source: http://www.sugarydrinkfacts.org/resources/tables/Advertising_Spending.pdf) 

• According to secondary ad spend intel and 
total budget dollars, PepsiCo spends more 
than Coke
• Corresponds with moves by Indra Nooyi

to invest in brands
• According to Nielsen, PepsiCo spent vastly 

more on online advertising than Coke in 2013

PepsiCo 2012 2013 2014 2015
Total budget $3.70 $3.90 $3.90 $3.90
Advertising expenses $2.20 $2.40 $2.30 $2.40
Difference $1.50 $1.50 $1.60 $1.50
Coca-Cola
Advertising expenses $3.34 $3.27 $3.50 $3.98
Promotional programs $6.10 $6.90 $7.00 $6.80

From companies' 10-K filings (all amounts in billions):

http://www.sugarydrinkfacts.org/resources/tables/Advertising_Spending.pdf

