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Some think Pepsi made a mistake by not tying
the Refresh Project in with a Super Bow ad.
Jeremiah Owyang, a partner in the Alimeter
Group, a research-based advisory firm, stated
that by not having any in-game discussion on
the advertisements, Pepsi was unable to use the
Super Bowl as a catapult to launch the campaign
into the social sphere.

However, PepsiCo’s Frank Cooper claimed that
they had made the right move considering three
key measurements: relationships with
consumers, social media actvity and sales it
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Social media marketing campaigns are now
providing customer involvement and insight that
companies wouldn't have otherwise had. PepsiCo
iis going to extensive lengths to foster this type
of collaboration with fans, and so far, the payoff
has been big.

The Pepsi Refresh Project is part of a crowd
sourcing effort that's part of the larger PepsiCo
plan to more losely integrate consumers with
the brand. To that effect, every part of the
campaign involves Pepsi's Facebook fans and
Twitter followers. Consumers have participated in
everything from picking flavor names, to voting
on the best user-submitted ad campaign
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SEO firms have watched the Pepsi Refresh
Project campaign closely to monitor its successes
and spot features that could be improved for
future campaigns by companies worldwide.
There is no doubt that this medium will soon be
taken up by big and small businesses alike to
market their products. OXC
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marketing to their advantage to promote
their Pepsi Refresh Project, rather than
using more traditional methods of
marketing and advertising.

PepsiCo recently launched its Pepsi Refresh Project
which is a grants scheme providing millons of
dolars to fund feasible ideas that could benefit
society. This social investment campaign, which is
online at ww.refresheverything.com, has been
presented as Pepsis alternative to spending on
expensive television advertising during the Super
Bowl. The iniiative has proved to have incredible
reach, and has given rise to the need to study how
to improve future campaigns using this media.
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For the Pepsi Refresh Project, PepsiCo accepted 1,000
videos each month and posted them online so that
visitors to the site could vote for their choice. At the
end of each month, they awarded grants of varying
amounts to the winning projects. All in all, the
company gave away a total of $20 million over the
year.

Pepsi had announced that it would not be advertising
in a costly spot during the Super Bowl, and instead
posted a video on the Web on the Pepsi Refresh
Project. The video quickly went viral (spreading
quickly through the process of Internet sharing), with
visits to the Refresh Web site soaring an astonishing
800% after the Super Bowl, and staying consistent
thereafter. According to Pepsi's CEO, Indra Nooyi, the
‘company is now investing one-third of its marketing
budget in social media.
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Scott Moir, the founder of Irbtrax, a SEO
(search-engine optimization) firm, stated that
Pepsi’s release is a perfect example of the
secondary gains and branding that Viral
Marketing can achieve.

Irbtrax monitored the Pepsi Refresh Project
and witnessed its viral growth and visibility
increase substantially. There was an 800%
traffic gain to its website since the week prior
to the Super Bowl which then remained steady.
Additionally, the number of live Twitter feeds
relating to the Pepsi Refresh Project being
streamed across Google grew tremendously in
a short time.
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Facebook and Twtter have revolutionized
Internet marketing. Facebook has roughly 300
million members worldwide, and Twitter claims
tolog 50 million tweets per day.

E-marketing gurus have been emphasizing how
important SEO is with regard to business. But
now there is also Social Media Optimization
(SMO), which is fast becoming one of the most
dynamic tools of marketing and marks a stark
departure from traditional marketing modes

SMO not only unites people from all social
structures, but messages seep in from all over
the world, at any time, rendering communication
highly interactive.
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For Pepsi, marketing the project on the Web had
the following advantages and disadvantages:

= Traffic to the website seemed to drop during
the first three weeks of each month, then
spike during the last week in the final round of
voting, 5o announcing winners every month
was an advantage.

= Also, people hoping to win grants set up their
own local social media campaigns using
Facebook and Twitter, thus generating more
publicity for the project.

= However, as time went on, these contestants
and some celebrity contestants became the
sources of most of the publicity.
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