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Key Findings:

The discussion, surrounding Pepsi’s “Live for Now” campaign results in
significant coverage peak in both social and traditional media;

70% of news reports mentioned Pepsi’s response: the initial defending of the
video campaign and the later apology with taking out the ad;

Various publications referred to other companies in relation to the criticized
Pepsi’s ad (26% of the coverage) by contrasting it with the well received Coca-
Cola’s “I'd like to buy the world a Coke” campaign or mentioning Pepsi’s ad
together with Nivea’s “White Purity”, another commercial that was pulled
during the same week;

Half of reports featured third-party commentators with Bernice King, the
daughter of Martin Luther King Jr., being most vocal critic of Pepsi’s campaign;

Ad’s implication on Pepsi’s brand was a minor feature in the coverage;

Pepsi’s response was quick and visible. However, media was rarely referring to
Pepsi’s spokespeople and when doing so, company’s representatives remained
unnamed.
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The overall coverage on Pepsi skyrockets with
the launch of “Live for Now” ad

On Tuesday, April 4, Pepsi launched “Live for Now” campaign video. Quantitative analysis has proven, that the launch of the video has significantly boosted theé
mentions of the company in social media, including Twitter, blogs and forums. The criticism in social media has reached online news and resulted in the coverage
peak as well. In line with this, Kendall Jenner, the main figure of the ad, dominated the discussion around Pepsi during the past month. :
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((’\ COMMETRIC Pepsi’s response to the criticism was heard by major online
g media outlets, quoting official company’s statements

One day after the release of Pepsi’s commercial, major online news sources in the US and UK reported that “Pepsi has pulled an advert that sparked an outcry and

accusations that the drinks maker was trivialising recent street protests across the US” (BBC, 05 Apr 2017). The articles were very company focused and largely
included the actual video, even after the company has apologized and pulled the ad. Despite the dominating negative tone in relation to the campaign,
publications also largely referred to the official statements of the company. The four positive articles, from US sources, said that people are offended by
everything all the time, or praised Pepsi for the speedy response. Various publications mentioned main Pepsi’s rival, as Madonna condemned the ad with her

III

picture including Coca-Cola’s can. Media also remembered Coca-Cola’s “I'd like to buy the world a Coke” campaign as the most famous example of using activism

|n advertising.
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(—\ Bernice King’s Twitter response provided an
= authoritative criticism

Top Media Messages
Pepsi apologises for its controversial ad
Pepsi's ad accused of undermining Black Lives Matter movement
Pepsi's ad criticised for being "tone-deaf" and "racially exploitative"
Martin Luther King's daughter responds to Pepsi's ad
Pepsi defends its ad
Pepsi's ad considered offensive, in-house content creation criticised
Criticism towards the ad centers on Kendall Jenner ¢
US hosts of late night shows target Pepsi's ad
Madonna mocks pulled Pepsi's ad
Pepsi's ad unites the US nation in what they dislike (731
Pepsi's creative team and board room blamed for lack of diversity |23
Kendall Jenner raves the campaign, associates herself with the brand message | 16
US protestor removed from city council meeting after offering a mayor a Pepsi [1 16
Kendall Jenner deletes any Pepsi ad mentions from her social media accounts | 12 . ;
Financial experts warn that Pepsi can lose brand value and strenght | & - BeA;(,ng [ﬁ

-7 . \ @BerniceKing
PEDSI S ad has been glven a parOdy 6 If only Daddy would have known about the power of #Pepsi.
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T One article may feature more than one media message

Other Companies in Pepsi Ad Controversy Coverage
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Threshold: 2%
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Pepsi’s spokespeople visibility was low. Civil rights activists, TV hosts

( COMMETRIC
and celebrities were the most prominent.

Spokespeople

Unnamed Pepsi Representative

Bjorn Charpentier - Director, Photography,
Pepsi Commercial

Brad Jakeman - President, Global Beverage Group,| »
PepsiCo

Maura Porcini - SVP & Chief Design Officer, PepsiCo || 1
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Stakeholder Visibility Analysis
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Spokesperson
Visibility

50%

Commentator
Visibility

Commentators

Reporters

Bernice King - Daughter of Martin
Luther King Jr.

Deray McKesson - Civil Rights Activist

Stephen Colbert - TV Host,
The Late Show with Stephen Colbert

Madonna - US Singer
Kendall Jenner - Fashion Model

Trevor Noah - TV Host, The Daily Show

Seth Meyers - TV Host,
Late Night with Seth Meyers

Boyce Watkins - Social Commentator
& Political Analyst

Patton Oswalt - US Comedian

Lena Dunham - US Actress, Writer,
Producer & Director

Travon Free - US Comedian

Jimmy Kimmel - TV Host, 7
Jimmy Kimmel Live!

Charlie Hopper - Creative Director, =
Young & Laramore

Jimmy Fallon - Host, Tonight Show

Questlove - Percussionist, The Roots
1} 50

Candice Choi -
Kate Taylor - Business Insider
Tim Kenneally - The Wrap [7AlE]
Cydney Adams - CBS News
Emma Powell - London Evening Standard G}
Jack Shepherd - The Independent ]
Chuck Ross - TV Week | il
Elahe Izadi - Washington Post iyl
Gil Kaufman - Billboard ]
Jacqui Frank - Business Insider |4
Jeff Daniels - CNBC | ]
Jennifer Maloney - Morningstar i€}
Rebecca Nicholson - The Guardian ]
Reid Nakamura - The Wrap ]
Sean Morrison - London Evening Standard Ji]
Zoe Shenton - Mirror.co.uk [
0 5 10 15
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M Positive Articles B Neutral Articles B Negative Articles

Threshold: 3 articles
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Glossary

Metrics

Articles Analysed
Total number of relevant articles sourced for analysis.
Favourability

To measure attitudes we apply a three-degree favourability scale (-
1,0,+1) in which -1 implies negative sentiments, O infers neutrality
and +1 stands for positive implications. Both the writer’s tone of
reporting and the factual information within articles is taken into
consideration.

Coverage Drivers

These can be specified by the client or ‘discovered’ by our trained
analysts. Themes are assigned in order to understand the
composition of competitors’ coverage and therefore be able to
formulate an effective response/messaging framework. By looking
at topics across competitors a company’s ownership or standing on
a particular issue can be established.

Media Messages

Unlike themes, which sum up the article’s subject(s), messages
offer a more thorough insight in that they are qualitative
statements hence more analytical. This enables you to identify and
guantify your competitor’s focus and even track emerging topics or
issues as they are reported.
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Spokespeople/Commentators

Spokesperson/commentator is an individual whose statements are
either cited or paraphrased.

Spokesperson = company representative.

Commentator = non-company representative who comments on the
analysed company/topic.

Article Type

This classifies the genre of the piece. For this report Commetric uses
the following genres: news article, commentary/editorial, interview,
press release.

Story Type

This shows where the focus of discussion falls in the article: feature
(Pepsi is mentioned four times or more in one article), expanded
mention (Pepsi is mentioned twice or three times) and mention
(Pepsi is mentioned once).
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COMMETRIC Media Analytics Product

 Manual human-powered analysis and automatic data drilling.
* Relevancy screening to clear duplicates and noise.
 Manual sentiment analysis in 30+ languages.

* |In-depth analysis of slang and language nuances.

P
 Competitive benchmarking against a set of KPlIs.
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PHARMACEUTICAL DASHBOARD

COVERAGE BY MARKET

COMPANY SOV

* Highly-customisable and flexible output formats
to slot into your workflow.
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Recent Industry Recognition

GOLD AWARD amec
AWARDS | 2016
/\r/v\t/einlc\wjmla\nloECg munication Effectiveness

MOST IMPACTFUL 2\@59 Pederstion

CLIENT RECOMMENDATIONS
ARISING FROM A MEASUREMENT STUDY FOR IDF
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SOME PEOPLE WANT NUMBERS
...OTHERS WANT MEANING

Commetric provides media analytics solutions that help
communication and marketing professionals monitor and analyse

conversations and content on social and conventional media.

Unlike many online tools, Commetric combines innovative,
patented analytical technology with the knowledge of its
experienced, multi-lingual analysts to provide deeper, more
practical level of insight for customers who demand to know

more. Commetric’s award-winning solutions are used throughout

the world and across industry sectors.
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Europe

7-8 Great James Street
London, WC1N 3DF
United Kingdom

Tel: +44 (0) 845 287 3003
info@commetric.com

Asia Pacific

3 Church Street,
#16-06 Samsung,
Singapore 049483
asia@commetric.com

Middle East

Commetric Technologies ME,
19th Floor, Festival Tower,
Festival City, P.O.Box 10880,
Dubai, UAE
middleeast@commetric.com

North America

3509 Connecticut Avenue
Northwest,

Washington, DC 20008
americas@commetric.com

www.commetric.com




