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Introduction
Integrated marketing communications (IMC) is the coordination of messages, channels, and customer
touchpoints so that a brand presents a coherent meaning while adapting the form of communication
to each context. For PepsiCo, IMC is unusually complex because the company is not one brand. It is a
global portfolio of more than 500 food and beverage brands that includes Pepsi, Lay’s, Doritos,
Gatorade, Quaker, Tostitos, Siete, poppi, and many others (PepsiCo, 2025a). Each brand has its own
audience, positioning, visual identity, product occasions, and competitive set, while PepsiCo also
communicates as a corporate organization to investors, employees, policymakers, retailers, and
consumers. Effective integration therefore does not mean making every campaign look the same. It
means ensuring that television, social media, sponsorships, packaging, retail execution, influencer
content, experiential activations, and corporate communications reinforce the intended brand
promise across the customer journey. Recent marketing research emphasizes exactly this point:
omnichannel success depends on consistency and coordination across touchpoints before, during, and
after purchase rather than mere presence on many channels (Palazón et al., 2022; Neslin, 2022).

PepsiCo’s Brand Portfolio
A common mistake in analyzing PepsiCo is to treat the corporation as if it were simply the Pepsi cola
brand. The company’s communication challenge is broader. Pepsi can position itself around taste,
entertainment, youth culture, and refreshment, while Gatorade emphasizes athletic performance and
hydration, Lay’s focuses on taste and food occasions, and Quaker operates in a more nutrition-
oriented space. A message effective for one brand may weaken another. PepsiCo therefore needs a
portfolio architecture in which individual brands remain distinctive while the company benefits from
shared capabilities in data, distribution, media buying, retail relationships, design, and sponsorship.

The company’s 2025 corporate rebrand illustrates this distinction. PepsiCo introduced a new
corporate visual identity to better represent a business that had evolved far beyond its cola heritage.
The company stated that only 21 percent of consumers could name a PepsiCo brand beyond Pepsi,
even though the portfolio exceeded 500 brands (PepsiCo, 2025a). That gap creates a communication
problem: strong consumer brands may not automatically strengthen the reputation of the parent
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company. PepsiCo’s corporate identity therefore performs a different IMC function from product
advertising. It connects the portfolio to broader themes such as consumer focus, sustainability,
innovation, and scale without forcing every consumer brand to adopt the same personality.

Customer Journey
Integrated communication is strongest when each channel has a clear role. A Super Bowl commercial
can create mass awareness and cultural conversation, but a retail display is better positioned to
prompt an immediate purchase. Social media can extend a campaign through participation,
influencers, short-form video, and real-time response. Packaging remains a critical communication
surface because it is present at the point of choice and continues into the consumption experience.
Sponsorship can associate a brand with a recurring passion such as football, music, or sport
performance, while public relations can add credibility or explain corporate actions in greater depth.

Research on omnichannel communication describes integration both horizontally across channels and
vertically across stages of the customer journey (Neslin, 2022). PepsiCo’s challenge is to make those
touchpoints reinforce one another. If a television campaign promises bold taste, the packaging, retail
activation, social content, and product experience should support the same idea. If a brand is
positioned around performance, athlete partnerships and in-store messages should fit that
positioning. Palazón et al. (2022) similarly argue that customer-oriented integration requires smooth
movement across online and offline touchpoints rather than simply repeating identical creative
material. PepsiCo’s scale gives it many channels, but scale creates value only when the channels
work as a system.

PepsiCo’s approach around major sports events demonstrates integrated communication particularly
clearly. For Super Bowl LX in 2026, the company coordinated television advertising, social media,
experiential activations, local food partnerships, sampling, and promotional participation across
several brands rather than relying on one corporate campaign. Pepsi Zero Sugar used a high-profile
taste-comparison idea, Lay’s combined commercials with a freshness challenge and farm-centered
storytelling, poppi used celebrity-led lifestyle positioning, and Gatorade created an experiential
“Hydration Games” concept tied to performance (PepsiCo, 2026a). The event became a shared media
environment in which brands could appear together while retaining separate identities.

This strategy reflects a major strength of portfolio IMC: PepsiCo can own multiple consumption
occasions around the same cultural event. Viewers may drink Pepsi, eat Lay’s or Doritos, see
Gatorade associated with athletes, and encounter Tostitos or Sabra through party occasions.
Integration therefore occurs at the level of consumer context even when each brand uses a different
creative idea. The company is not merely repeating one message across brands. It is coordinating a
portfolio around the same audience moment, retailers, media environment, and cultural conversation.
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Brand Refreshes
Packaging redesign is often treated as a visual exercise, but in IMC it can connect product strategy
with communication. Lay’s 2025 global refresh is an example. PepsiCo redesigned the visual identity
around potatoes, farms, ingredients, and the product’s origin while also announcing ingredient
changes in the United States and extending the farm story through advertising and Super Bowl
creative (PepsiCo, 2025b). This is stronger integration than simply changing the logo because the
visual system, product claims, advertising narrative, and brand heritage all point toward the same
idea.

Packaging also travels farther than paid media because every unit becomes a brand contact. In
stores, the pack competes for attention next to rival products; after purchase, it remains in the
consumer’s home or social setting. For PepsiCo, where products are often purchased quickly and
repeatedly, the package can be one of the most important communication assets. The design must
therefore align with positioning while remaining distinctive enough for recognition. The Lay’s redesign
shows how a brand can modernize without abandoning familiar visual equity.

Traditional IMC models focused heavily on controlling a consistent message, but social media makes
communication more participatory. Consumers comment, remix, criticize, recommend, and create
their own content. A campaign may begin with television but gain much of its reach through TikTok,
Instagram, YouTube, X, creators, memes, and earned media. A 2023 systematic review of social
media within IMC emphasizes that social platforms strengthen two-way interaction and consumer
engagement while increasing the need for coordination across communication activities (Harizi &
Trebicka, 2023). PepsiCo’s brands use this environment extensively because food and beverage
products are closely connected to entertainment, sport, humor, and everyday occasions that generate
shareable content.

The acquisition of poppi in 2025 is particularly relevant. PepsiCo described poppi as having built
strong consumer engagement through vibrant packaging, a culture-first approach, social media, viral
TikTok activity, and influencer partnerships that connected with Gen Z and millennial consumers
(PepsiCo, 2025c). PepsiCo’s opportunity is to scale distribution and media support without destroying
the identity that made the smaller brand culturally relevant. This is a classic IMC tension: integration
can create efficiency, but excessive standardization can remove authenticity. Research on
international brands shows that successful integration may involve different combinations of
standardization and adaptation across websites and social channels rather than one universal
message everywhere (Rashkova et al., 2023).

Sponsorship Strategy
Sports sponsorship is valuable when it produces repeated and credible associations over time.
PepsiCo’s UEFA partnership, which reached a ten-year milestone in 2025, links brands such as Lay’s,
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Gatorade, and Pepsi with football audiences across multiple markets (PepsiCo, 2025d). Lay’s has used
football-centered campaigns involving major players and fan experiences, while Gatorade’s
involvement can connect directly with performance, hydration, and athlete development. This is more
strategically coherent than attaching every brand to every sponsorship property.

Sponsorship also creates content that can travel across television, social media, retail, hospitality, and
public relations. One partnership can therefore produce many touchpoints with a consistent cultural
association. The challenge is measurement. High visibility does not automatically mean the activity
changed preference or purchase. PepsiCo should evaluate sponsorship through brand lift,
engagement quality, sales in relevant periods, retailer response, earned media, and long-term brand
associations rather than relying only on impressions.

Pepsi’s 2025 “Thirsty For More” campaign featuring David Beckham illustrates how a global platform
can provide continuity while allowing new executions. The campaign centers on pursuing what people
genuinely enjoy rather than second-guessing social expectations, giving Pepsi a broad theme that can
be expressed through celebrity content, digital media, events, and market adaptations (PepsiCo,
2025e). A platform is useful because it creates memory across campaigns. It becomes weak if every
advertisement repeats the same execution until the idea loses cultural relevance.

The same principle applies across PepsiCo’s wider portfolio. IMC should create recognizable meaning,
not creative uniformity. Coca-Cola competes strongly in beverages, but PepsiCo also competes with
companies in snacks, sports drinks, functional beverages, cereals, and other categories. Each brand
requires its own competitor analysis and audience insight. Consistency should therefore exist within
the strategic promise of each brand while execution varies by market, channel, occasion, and
campaign objective.

Marketing Ethics
Communication cannot be separated from product and corporate behavior. PepsiCo spends billions of
dollars annually on advertising and other marketing activities; its 2025 annual report recorded $5.4
billion in advertising and other marketing activities, including $3.4 billion in advertising expense
(PepsiCo, 2026b). That scale creates responsibility as well as reach. Claims involving nutrition,
sustainability, product performance, or social impact must be supportable, and marketing to children
or vulnerable audiences requires particular care. A campaign that attracts attention but creates a
credibility problem can damage multiple brands when consumers connect the issue to the parent
company.

This is why marketing ethics belongs inside IMC rather than being treated as a separate public-
relations concern. Corporate sustainability claims, influencer disclosures, nutritional messaging, data
use, diversity in advertising, and the social consequences of sponsorship all contribute to brand
meaning. The company’s communications must be consistent not only with one another but with
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observable corporate behavior. Integration without credibility simply spreads the same problem
across more channels.

Conclusion
PepsiCo’s integrated marketing communications strategy is best understood as the coordination of a
large brand portfolio across customer journeys, cultural moments, digital platforms, packaging, retail,
sponsorship, advertising, and corporate reputation. The company’s strength is not that every brand
says the same thing; it is that PepsiCo can use shared scale and capabilities while allowing Pepsi,
Lay’s, Gatorade, poppi, and other brands to maintain distinct identities. Recent initiatives show
several forms of integration: the 2025 corporate rebrand connects the parent company with its wider
portfolio, Lay’s combines product changes with packaging and storytelling, Super Bowl activations
coordinate multiple brands around one event, and UEFA sponsorship creates long-term cultural
associations across channels. Social media adds a participatory dimension that requires
responsiveness and local adaptation rather than one-way message control. The most effective IMC for
PepsiCo therefore combines consistency with difference. Each touchpoint should reinforce the
appropriate brand promise, but the creative expression should change according to the audience,
market, channel, and stage of the customer journey. Integration creates value when it makes many
communications feel strategically connected without making them mechanically identical.

References
Harizi, A., & Trebicka, B. (2023). The integration of social media in integrated marketing
communication: A systematic review and theoretical framework. Academic Journal of Interdisciplinary
Studies, 12(6), 159. https://doi.org/10.36941/ajis-2023-0161

Neslin, S. A. (2022). The omnichannel continuum: Integrating online and offline channels along the
customer journey. Journal of Retailing, 98(1), 111–132. https://doi.org/10.1016/j.jretai.2022.02.003

Palazón, M., López, M., Sicilia, M., & López, I. (2022). The customer journey: A proposal of indicators to
evaluate integration and customer orientation. Journal of Marketing Communications, 28(5), 528–559.
https://doi.org/10.1080/13527266.2022.2051584

PepsiCo. (2025a). PepsiCo introduces a bold new corporate brand identity.

PepsiCo. (2025b). From potato to chip: The next chapter of Lay’s.

PepsiCo. (2025c). PepsiCo completes acquisition of poppi, accelerating strategic portfolio
transformation.

PepsiCo. (2025d). PepsiCo scores big with 10 years of UEFA partnership.



Copyright © 2026 Academic Master. | 6

PepsiCo. (2025e). Pepsi is back with a new chapter of “Thirsty For More” featuring David Beckham.

PepsiCo. (2026a). PepsiCo’s must-see ads and events at Super Bowl LX.

PepsiCo. (2026b). 2025 Annual Report.

Rashkova, Y., et al. (2023). Online integrated marketing communication strategies of international
brands: Standardization vs. adaptation approaches. Journal of Marketing Communications, 30(7),
810–833. https://doi.org/10.1080/13527266.2023.2177710


