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Overview
Like other global organizations, PepsiCo (and its 22 global food and beverage brands) strive to Improve performance, through several strategies, including Human Resource Management practices.  Current trends in HRM include greening (increasing awareness and participation in environmental causes) of the workforce, increasing diversity of the workforce, cultural awareness training, strategic alignment of the organization’s objectives, and development of new metrics to measure human performance.  Many companies include their HR philosophies and strategies on their corporate websites.  However, such overviews are generally lacking in detailed information employees and potential employees can use, to make decisions about their careers, whether taking on new leadership roles or accepting positions with new employers.

HR Strategy and Talent Management

The focus on talent management and talent acquisition today, leans toward identifying Potential, rather than looking for those with experience, knowledge, and proven track records (FernandezAraoz, 2014).  Among many HR professionals, it is believed that past experiences and successes are not necessarily predictors of how employees will behave within specific companies and positions.  Organizations across the globe are increasingly turning to social media, for talent acquisition, talent management, and for connecting with members.  Various social media channels, including videos, instant messaging applications, social media sites, web chat, and user groups, provide members of the organization with the means to feel connected, increasing a sense of belonging.  Corporate websites don’t offer potential new hires a sense of what it’s like to belong.  Social media channels allow potential new members to gain a better understanding of the organization’s main objectives, its corporate culture, and where the individual may fit into the organization.  Human resource departments are increasingly turning to social media, to identify current and future members with the right attitudes, transferrable skills, and mind sets, to help support the organization’s strategic goals.  Identifying potential among existing employees and new employees is an easier task, when HR managers can more easily assess how they fit into the organization’s corporate culture and where their skills and abilities May be most useful. 

Connecting with and Acquiring Talent


PepsiCo’s current HR position focuses on diversity of culture, skills, knowledge, and views.  The Company attributes its revenue growth in the past decade, to its HR focus on diversity and developing a diverse workforce (Mollel, Mulongo, & Maket, 2015).  The diversity of its workforce is believed to be a means of attaining strategic advantage, as culturally diverse workers contribute new ideas to product development, possess a better understanding of specific markets in particular regions of the globe, and add new perspectives to marketing and product development.  Today’s younger workers (and many older workers) are comfortable in the use of social media channels, for a variety of activities, related to work and pleasure.  PepsiCo uses a variety of channels to connect with its members and potential new members, to encourage people of diverse backgrounds to consider positions with the organization and to encourage sharing of views, ideas, and concepts.  Each social media channel may encourage a specific way of connection, a means for sharing ideas, or a way for current members to promote the company’s products. 

YouTube

Through YouTube, PepsiCo sends a strong message that it values diversity.  The beginning of its recruitment video, at https://www.youtube.com/user/PepsiCoJOBS, describes the many regions of the globe where the company has a presence.  The focus on working for PepsiCo is on team efforts, rather than the efforts of a single individual.  However, the draw for the individual is on innovation and achieving objectives.  For the self-motivated individual, the explanation of areas in which the company focuses, may be somewhat vague.  However, a self-motivated individual can imagine the possibilities he or she may become involved in at PepsiCo.  The video provides some examples of innovation and consideration for consumers of different cultures, to encourage individuals of diverse cultural backgrounds to consider working with the company.  The overall goal of acquiring and maintaining a diverse workforce, according to a study conducted by the Society for Human Resource Management (2015) is to align the workforce with the customer base.  For PepsiCo, this means hiring workers in every region where any of its 22 brands may be offered.  


One example of such alignment is provided in the YouTube video.  In India, Frito Lay, a PepsiCo subsidiary, has discovered a way to turn lentils, a common food in Indian cuisine, into healthy snacks that resemble the American version of rice cakes.   Such examples encourage current workers and potential employees to consider the ideas they can bring to the organization.  However, the video focuses on more than innovation.  It focuses on aspects of working within the company that engender a sense of pride.  One worker expresses the pride she takes in focusing her efforts on quality work, within the food production process.  For those who want to work for an organization that represents quality, this portion of the video can encourage change and seeking of new opportunities. 


PepsiCo is involved in making communities across the globe healthier places to live, through its foundation and through green initiatives.  The video doesn’t simply talk about the company’s projects.  It provides living examples, with people who discuss why certain efforts are useful.  Providing clean drinking water in Colombia is one example of a worthwhile project the organization is involved in. Other examples include lean manufacturing processes, use of alternative energy sources, and reduction of waste, using images most people recognize, such as solar panels and recycling symbols.  The YouTube video for PepsiCo Jobs is more than a statement of what the organization does.  It is an example of an effective call to action.  It challenges viewers to do something to get involved. The YouTube video does not touch on benefits and compensation, as part of its HR strategy.  However, it provides a brief overview of the company’s approach to diversity, employee relations, ethics and corporate social responsibility, and organizational and employee development.  Diversity is approached as a means of connecting the organization to the communities in which it operates.  

Corporate social responsibility is viewed as improving the health and overall well-being in communities around the world.  It is also viewed as a continuous process, in terms of establishing ways to reduce the use of precious resources, in all parts of the world.  Though the video does not explain the company’s approach to employee relations, it eludes to the notion that every individual matters and that every job is important to the company’s success.  Organizational development is highlighted as a team effort; in which employees gain new skills and experience, by working on teams. 
 

Twitter

Through the Careers section of the corporate website, PepsiCo offers a way for current and prospective new employees to search for suitable positions.  At the bottom of the page, site visitors can share employment listings, through Twitter at https://twitter.com/pepsicojobs.  Users sign up via email and receive new openings periodically.  The use of Twitter is extended to offer users a way to ask questions about positions, check on available positions in various geographic locations, and apply for special programs such as student internships.  Through a Twitter account, users can apply and check on applications for special programs.

The use of this form of social media helps to promote the organization’s efforts in employee relations and organizational development, by encouraging current and potential new members to connect with each other, on a more personal level.  It also shows that the company is committed to using current technology, to reduce the use of resources, such as trees and paper. 

Google


PepsiCo’s Google pages focus on talent acquisition, employee development, and human resource strategies.  The pages offer job search functions, as well as highlights of employees in different positions across the globe.  Many of the employee’s highlights focus on development and training.  Even in leadership positions, PepsiCo provides plenty of training and development, to ensure positions and those who fill them are able to help the company fulfill its mission.  Training and development in leadership positions is critical for many organizations, in guiding them to identifying new and existing objectives, as well as strategies for achieving those missions.  


Leadership development is important in any global organization.  One leader highlight includes an explanation of why ‘Filmar’ is successful as a product manager in the Asia Pacific markets.  He explains that training and education in cultural diversity, ethical behavior, and clear purpose are key factors in becoming a successful leader.  Seijts, Gandz, Crosson, & Reno (2015) suggest that many companies fail, when it comes to successful leadership, due to the wrong focus.  Rather than focusing on getting things done, organizations should focus on the character traits of leaders and potential leaders. This is important for several reasons.  Business decisions are made within functional units and among Individual units within a larger department.  Those decisions must reflect the company’s views on ethical matters, as well as support the organization’s mission.  However, one set of traits, without the other, will often lead to internal conflict, poor public image, and failure to understand what is needed and when. 

Filmar discusses an important aspect of his role as a leader, in learning as much about the 25 separate markets across the Asian-Pacific region as he can, in order to ensure each of those markets is doing as well as it can, in meeting consumer needs. Open-mindedness is a character trait that a person managing several markets must possess, in order to understand each market fully.  Cultural influences, practices, beliefs, and habits all shape demand and expectations of consumers, in each market.  Lack of such understanding could lead to lost opportunity, decreased sales, and poor public image.  By keeping an open mind and being flexible, Filmar is able to gain more information and knowledge in each of the markets he serves.  This knowledge is then translated into customer demand for products, the types of products preferred, and identification of any obstacles the organization may need to overcome, in bringing its products to those markets. Character is not limited to personality traits or views.  It incorporates views and values that Affect behaviors, such as those necessary for leaders to be successful.  Values such as honesty and Integrity are essential, even if a leader possesses the flexibility and open-mindedness to consider how various market segments are best served.  Honesty and integrity may include explaining to consumers why the company does not offer particular products, as well as identifying the right products for various markets, rather than attempting to promote products that won’t be valued in specific markets.  This is essential for the success of any company that offers food products or consumable products.  

Filmar discusses his own character, in terms of how it fits with the organizational culture of PepsiCo.  The use of social media, in many instances, helps the organization connect with potential new members, whose character traits align with the company.  Engagement with potential new members, beyond the application stage, can help talent acquisition specialists gain a better perspective on character, through social media interaction.  Ongoing interaction through social media can shed light on the individual’s level of honesty and integrity.  Social interactions can assess the individual’s views on cultural diversity, by examining the level of diversity within the individual’s social network.  It can gather information on how the individual approaches new and novel situations, which the individual is unfamiliar with, to gauge the level of open-mindedness toward others. 

 
By highlighting Filmar on the Google pages, PepsiCo is sending a message to other potential Leaders within the organization and those looking for leadership roles.  The message is that leaders must embrace diversity and must do so in  an honest and straightforward manner.  In other words, potential leaders must be able to know when products can meet the needs of specific consumer markets and when they cannot.  On occasions where products are less than desirable, leaders must be able to identify how those products may be altered or marketed from a different perspective, so that various markets may find them desirable.  The opportunity to alter the rice cake type chips to include lentils is an example of a member of the organization gaining an understanding of a specific market, and taking an honest approach to help PepsiCo alter the product to meet local consumer needs and desires. 

LinkedIn

LinkedIn is a social media site that connects working professionals to other professionals and to companies that may be interested.  Potential job seekers can gather information about an organization’s financial health, its global reach, and any changes a company is undertaking.  By staying connected to the business and professional side of the company, new graduates, career changers, and job changers can stay abreast of any new opportunities within PepsiCo.  Corporate cultures may not change much over time, but new opportunities arise quickly, particularly when new products are being developed, when new markets are identified, and when new projects are developed.  Working professionals may not have identified an opportunity within the company in the past, but may find a new opportunity within weeks or months, by staying abreast of what is going on in the organization.  By staying in touch, a current or potential new member of the organization may identify a position or opportunity in a part of the world he or she is interested in learning more about.  LinkedIn mostly supports the talent acquisition and workforce development aspects of PepsiCo.
Facebook


Facebook is a popular social media site used across the globe.  While it is less formal than a site Such as LinkedIn, it does give a company an opportunity to promote what it does and what it plans to do In the future.  On the company’s Facebook page, efforts for future sustainability projects and the brands the company produces are available.  Facebook provides an open forum, where anyone can comment and ask questions, including those that might present a less than desirable corporate image.   The Facebook page is focused on connecting with consumers across the globe, rather than on connecting to employees or potential employees.  Anyone can enter a negative comment or complain about a product.  There are several complaints about various products, mostly the diet Pepsi.

It would seem counterintuitive to offer consumers a way to voice their opinions, especially when those opinions are so negative.   However, it does provide an avenue where consumers can feel free to voice their negative feelings and impressions.  All consumers are not going to be satisfied with PepsiCo brands.  By evaluating the negative feedback, the company can develop new strategies to address the problems, assess the magnitude of dissatisfaction, or address negative comments with solutions or explanations, when appropriate.  The company, like any Facebook user, can delete negative posts or turn off the posting function.  The fact that PepsiCo allows negative comments to be viewed sends a message that no product or company is perfect.  Negative comments can be a source of motivation, in bringing new products to market or in developing new strategies for some of the company’s practices.  The Facebook page relates mostly to corporate ethics and social responsibility. The company has an obligation to let consumers know what it is doing right, and where it may need to Improve some practices.  Negative comments that specify which practices they are unhappy with, send data the company can use to determine the importance of new projects, prioritize them, and work unviable solutions.  


Facebook has some newer features that may help a global organization like PepsiCo improve its public image overall.  The timeline feature allows users to post new projects or events, as they occur.  Viewers can then see how the company is working to improve, in areas of social responsibility.  For example, a relatively new posting highlights the implementation of new, all-electric delivery trucks for many of its product brands.  A corporate website might not be able to highlight such events in a timeline.  Most viewers would not take the time to browse through literally pages of events.  The social media sites makes it easier for consumers to keep track of developments in many different areas of the organization, including efforts toward sustainability and social responsibility.  For some users with common interests, the specific brand sites, such as Mountain Dew, allow users to share their enthusiasm for NASCar and Dale Ernheart.  Users may feel a greater connection, when they can share common interests with larger groups. 

Online Chat 


PepsiCo’s website does not offer an online chat feature.  It does offer a way for users to send messages and receive replies.  However, a chat feature requires monitoring and manpower, to answer questions or make suggestions.  According to Zollet (2015) users and consumers who are able to engage with a company through interactivity, tend to view the company in a more positive light.  PepsiCo does offer some forms of interactivity, through links to other social media sites, from its web page.  However, there are so many categories and functional units within the company, that the manpower to field questions and engage with consumers through chat may be cost prohibitive.


For cases where consumers are dissatisfied with products, the company provides toll free numbers and a special site, to voice complaints.  This is a better means of connecting with consumers who have questions or complaints, as it offers consumers and immediate way of connection, when consumers may need to connect most.  Consumers may not want to access a mobile or home computer, to lodge a product complaint or ask a question about ingredients.  It may be easier and more effective to manage questions and comments, based on area of expertise, through other social media channels. PepsiCo, for example, has established its own social media team and has provided training for every team member (Drori, 2015).  Training helps eliminate employee engagement that projects a negative attitude toward the company, or toward the individual consumer. 

Pinterest

Pinterest is quickly becoming a popular form of social media for sharing.  However, unlike other platforms, it mostly offers images and links for consumers.  The point of this type of media is to generate thought and ideas.  Through Pinterest, PepsiCo offers images of its products and images of how its brands can be used.  Some brand images are provided, while other images include enticing dishes that can be made with PepsiCo brands. It does not provide a forum for users to make comments or ask questions.  However, the point of Pinterest is not to share verbal or written communication.  It is to share items, projects, or products of interest.  The quickest, and sometimes most meaningful way to get a user’s attention, is through vibrant, enticing images.  The Cherry Pepsi cupcakes and Izze frozen Ice Cream popsicles are some examples of vibrant images designed to excite and pique one’s curiosity.  Pins can be linked back to a corporate website and can be organized by category, to make browsing simpler for users.  Consumers who are interested in using PepsiCo brands for their own creative purposes will 

find plenty of hints and ideas on Pinterest. 

Conclusion

Social media has a place in nearly any global organization, regardless of industry or reach.  However, each form of social media serves its own purpose, or its own set of practical uses, in terms of connecting corporations with consumers or with each other.  The appropriate use of social media tools allows a global corporate to do much more than simply promote its products.  Tools can help recruit the most suitable talent in a more extended way, opening up the pool of potential employees to a much larger selection.  Social media can be used as a means of introducing new products or keeping consumers up to date on what the company is doing.  Social media tools are more widely used and are better able to grab the attention of users, than corporate websites. 


Social media tools can help large organizations connect with various market segments, in more meaningful ways, specific to the interests and preferences of those consumer groups.  Consumers who feel more connected are more likely to view organizations in a positive way.  They are more likely to buy products and recommend them to others.  People who use social media tools have often developed expansive social networks, which extend beyond a small geographic location.  Therefore, global organizations can reach places they aren’t aware of and can potentially reach market segments they have unintentionally overlooked. 
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