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The width of Pepsi products come from all of the different types of products Pepsi sells which include
carbonated soft drinks, waters, energy drinks, teas, juices, ready to drink coffees, and sports drinks. For
example, in the U. Pepsi has products that are alternatives for each other and this allows them to have such a
great presence in the soft drink market and have large percentages in the market share. The market has shown
an increase in both sports and energy drinks. So,here the main asset to reject the drink is the color because the
color is same as Kerosene more over packaging of the drink also plays a important role in its sale and
promotion and from the findings it is clearly noticed that the availability of pepsi blue is confined to urban
areas only, it failed to avail at rural areas and even the advertisement is not done properly in the rural areas
moreover color is a sensitive matter changing it suddenly and drastically reflects the sales of the product. The
teas and waters manufactured by Pepsi are refreshing and a tasty alternative to the carbonated beverages.
Mountain Dew contributes greatly to Pepsis sales and has a large presence in the North American soft drink
market. In the United Kingdom, begin with London and Edinburgh. In , Pepsi released its new soft drink,
Pepsi Blue. I think the popularity and sales volume generated by Pepsi Max wouldn't last as long as those
generated by Pepsi Blue. I think that while it's logistically difficult and expensive to introduce a brand at the
same time in multiple markets, it also creates greater impact and stronger brand equity in the long-run. Below
is a graphical representation of United States soft drink market share from  I would recommend testing Pepsi
Blue in two additional, dissimilar markets to provide more diverse data results and to make any necessary
changes to the plan. I also believe that a product like cola needs appealing spokespeople to differentiate it from
competitors. Other types of beverages including energy drinks, juices, and sports drinks are ways in which
Pepsi has been innovative and the different flavors it comes out with ever years shows the development of
Pepsi. Before introducing Pepsi Blue, I would recommend additional market testing. In the book, Positioning:
The Battle for your Mind, Al Ries and Jack Trout described how marketing involves positioning products in
the minds of consumers. Its plan to simultaneously introduce re-branded products, signs, vending machines,
etc. The cans are packaged in 6 packs, 12 packs and cases of 24, 36 and  The case study doesn't mention how
the campaign would be brought down to local levels, but I would recommend that in-store displays echoed the
national television and sponsorship campaigns and that Pepsi also conduct sampling at youth-oriented events.
Energy drinks first sold in eight-ounce cans in the United States, but now are sold in similarly sized cans to the
other soft drinks. If Pepsi had called the product Berry Blue, and not included Pepsi in the title e. The way
Pepsi develops products and innovates is by offering new different tasting beverages. Pepsi customers are
loyal to their products as they can easily switch to an alternative beverage and these customers are both aware
and interested in the products Pepsi has to offer. Pepsi Natural, Pepsi Throwback, and Mountain Dew
Throwback will all be sold with these older logos and are all sweetened with natural sugar. These recipes date
back to the s and s and will be able to be purchased this month. Pepsis packaging has not changed much until
its new look in which it changed its logo and packaging in an attempt to distinguish itself and promote itself
from the other colas as a cultural leader.


