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Slogan vs Brand image
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6. Decide on media mix

AL R SRS F 0] DU Pepsi Refresh Campaign £

Advertising ~ Sales Promotion ~ Public Relations ~ Direct Marketin

BT o HP Y Advertising o] DITERIRRH A N BE SRR - FrbA 5
BEEE T L)L 30 (EN FEIRYEE AR E R AR EEE > [FIFREE A Hulu S/EE
555 IS E S8R - 1 Sales Promotion HYE(5Y » Pepsi €115 44 7%
S o AT DABHREEELHEE " Buy it Now  [[3E " Buy our Product ; #Y
HS > (HEEMEAERERE RENSER » REEEEER 2 R HEE IR
FLETEC o $Hf Public Relations » Z5 & EH) DA— L Byt A i {si tH 5 5 25
SFEYINSCBAOHEN (A TSR AR o B B AR EIRR B = R

SEEN OIS E o f%{% Direct Marketing HYE 45y » Pepsi
D@ TR S B S s I T 76, b A
Si3r B O SOk Pepsi 94T FIBEASE - 0 T A HEN
S@M =l w25 » EETUEBIEIETA O 1 Do Some
GO0D R e
BEF L BEH BRI A E R R -

B
PE o




HENE T EEN R EEGE HE B S S — S - B EE s
J& B EE M - FTARR E EE K EE - RS 2 5EEF AR
WS [ - T B ST S8 R H AT T e A gt 5L s
EFWIA - WELESRIE S AR E 7 Ast s AH R =5 St > FrRARAM
o R HATHHE P U

BB i Y H AVIE M EE —EATEHUE, - Pepsi BEZAFIA T &R
[EIHYHESE T LA ZS - (EEREIE T [E—EEHE » iR EI0EEHY £
" Make the world a better place | » FZ7~ Pepsi 8548 3 H A FHAE RS - &% 7
aHCHER - ANl EHRTVHE R SRR - s E 8L EE - &
I EEEE N E RN EE - TR R AN R
ZEEENEEST MG TEER ANTEH -

7. Collecting Feedback
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10 As the New York Times recently noted, 87% of participants said, “Business needed to
place at least equal weight on the interests of society as it did on its own interests.”
Furthermore, 47% believe that brands support causes — not because they really care -
but for publicity and promotion—an increase of 10% in skepticism since last year’s
survey. (http://tinyurl.com/82hjqrd)




