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PEPSICO

Our Mission

Our mission is to be the world's premier consumer products
company focused on convenient foods and beverages. We seek
to produce financial rewards to investors as we provide

opportunities for growth and enrichment to our employees,
our business partners and the communities in which we
operate. And in everything we do, we strive for honesty,
fairness and integrity.

Pepsico Pepsico Asia,
Americas Pepsico Europe Middle East,
Beverages Africa

Frito-Lay

Brands

PepsiCo
Foods and Beverages
NES Americas

Pepsi Beverage
Brands : Company
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Corporate Functions
Governance, Capability, Functional Innovation




BCG Matrix




Target Market

The group or groups of individuals that a
company feels most appropriate for
selling its pgéduct
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Organization

» Structuring the method of grouping
resources and processes

* Allows for efficient use of resources in
customer service
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Total Quality Management (TQM)

» Employee involvement

* Focus on the customer

» Benchmarking

» Continuous Improvement



TOOLS of TQM

Check Sheets
Scatter Diagrams

Cause-and-Effect Diagrams
— Fish bone chart

Pareto Charts
Flowcharts

Histograms |
SPC-Statistical Process Control




Armand V. Feigenbaum

Originator of Total Quality Management

Continuous Management Innovation
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