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Rick:  Today, I welcome to the show someone whose name comes up in almost every 
one of the conversations I have with my guests here on the Inside Social Media Podcast 
and someone I have to have on the show.  So, I'm really excited to be talking today with 
Shiv Singh.  Shiv is the global head of Digital at PepsiCo.  Shiv has been featured in the 
cover of Ad Age while also being recognized as one of their media mavens. 
 
His work has also been featured in the industry leading publications like Ad Week, 
Forbes, Fortune Magazine, Newsweek and The Harvard Business Review.  He literally 
wrote the book on social media marketing authoring the book Social Media Marketing 
for Dummies.  Shiv, welcome.  Thanks for being on the show today. 
 
Shiv Singh:  Thank you for having me Rick.  I'm excited to be on it. 
 
Rick:  Absolutely.  So, you know what, there's a theme that comes up in a lot of the 
conversations I have here on the show that is about listening to rather than shouting at 
your consumers and it's a topic that comes up in almost all the conversations I have here, 
so you know Pepsi seems to be reaching that 18- to 35-year-old consumer and this age 
range tends to be really tech savvy and well-connected online.  Can you tell us how does 
Pepsi use social media to remain relevant within this tech savvy consumer base? 
 
Shiv Singh:  Yeah, no absolutely.  So, we use social media extremely aggressively and 
we're in fact I believe Twitter’s largest brand  of last year.  And you know at the heart of 
it is that the fundamental belief that as a brand we need to be participants in culture, you 
know, enhancing and adding more to the lives of our consumers as well as to, you know, 
interrupting them or taking them away from it and in the case of brands that’s in 
particular it means playing at the intersection of pop culture and music and very much to 
a digital lens in real time. 
 
So one example is last year we had this really big Twitter partnership where every week 
we were giving insights, you know, from Twitter about what's trending in music, what 
has happened in the music scene, what artists were topical in that week, all of that and out 
of that we created a weekly bite-sized video, one-minute video that would sort of be like 
a mini recap of what's happening in music on Twitter in the week and nothing published 
to our Twitter fans and then at select times of the year we actually ran these Twitter 
streams concerts which done extremely well for them and then supporting all of this 
every week also we were giving away music downloads on Twitter based on the songs 



and artists that were trending aggressively in that week.  So, it started with listening and 
then with high engagement pieces and then there's also the length of music where Pepsi 
has a lot of permission to participate. 
 
Rick:  So that’s real interesting with what you said about the videos and the one-minute 
videos.  Are you guys going to be using or are you guys using Vine at all right now with 
the six-second videos? 
 
Shiv Singh:  You know, we're testing with Vine that past portfolio, but in terms of using 
it on a scale of a very way, we haven’t started to do that just yet. 
 
Rick:  Mm-hmm.  Okay, okay.  You started to get into a little bit there so Pepsi seems to 
be a brand that’s on the cutting edge of aggregating social media data and then using it to 
understand your consumer.  Can you tell more about how you guys get this data, how you 
might use it and then give an example of how a small business might be able to do 
something similar? 
 
Shiv Singh:  Yeah, sure.  So we – I mean, we get this data by, you know, doing a lot of 
really advanced social listening both with Twitter directly and through third party tools 
and you know everyone can do that whether you're a very large business or a small 
business, that the real skill and the uniqueness and the challenge comes in is in being able 
to read the data, you know, to separate the signals from the noise and then knowing how 
to act upon it and you know with a million plus followers and knowing where our fans 
and our loyalists, we treat them very seriously and in terms of how we act on it and it is 
kind of intensive for every time the company is mentioned, but we do see the returns. 
 
Rick:  Sure, sure.  Now with so many you mentioned, you mentioned Twitter there, but 
with so many different social media outlets it can be really overwhelming for small 
businesses and for large businesses alike, too.  So, with so many brands within Pepsi, 
how do you decide which outlet or outlets to be on and then how can small businesses 
sort of take that insight and model it? 
 
Shiv Singh:  Yeah, you know, I'd say the Golden Rule firstly as don’t expect to cover off 
every platform.  You're simply not going to be able to.  There's too much out there even, 
you know, a business as large as ours did not resource to do everything we’d want to do 
because while we are a large business, we have large problems that require a lot of time 
elsewhere in the organization. 
 
So, we pick and choose and we pick and choose based on a few different factors.  The 
brand, the specific brand alignment for the platform so, you know, the brand positioning 
for Pepsi is live for now which is really to live life to the fullest, live it in the now and to 
maximize an opportunity.  That’s such a perfect natural synergy with Twitter, so of 
course we go deep on Twitter. 
 
Rick:  Sure. 
 



Shiv Singh:  In the case of Brisk, it can have much more than edgy feel on culture, same 
with Dew and so with Brisk what we did was we actually went deep two years to go on 
Instagram and [inaudible] grand partner to Instagram on that platform because the early 
use of an Instagram were exactly the same people we were targeting as drinkers of Brisk, 
so it made sense for that. 
 
In the case of Diet Pepsi which reaches a lot of Gen X women, it's a big interest play for 
us so while as a large brand we may be on several platforms, we really have to be.  We 
still lean in more aggressively to one platform versus another. 
 
Rick:  Sure. 
 
Shiv Singh:  That Facebook, you know, in a very big organic growth and engagement for 
Mountain Dew, so it's really based brand to brand, but I would urge businesses, large or 
small, understand where your specific uses are the most, what aligns with your brand 
strategy and that platform’s own positioning and strategy and value system and feel and 
culture and then, you know, lean in more deeply with one platform versus just spreading 
your bets too evenly out everywhere. 
 
Rick:  Yeah.  And that really aligns with, you know, since small businesses and 
entrepreneurs really tend to understand their consumer, you know, hopefully they can 
turn that information into okay, where are my consumers or where are my customers 
hanging out online and in social media and then as you mentioned lean into that platform 
to really engage with that audience. 
 
Shiv Singh:  Yeah, absolutely. 
 
Rick:  So now that we've, you know, we've talked about engaging with that audience, the 
million-dollar question that seems to come up in every conversation I have here on the 
show is how do you measure social media efforts.  So Pepsi’s sponsorship with the Super 
Bowl this past year with the half time show with Beyonce generated enormous buzz in 
social media and you know that buzz obviously was something that you could measure 
concretely, but you know two questions here. 
 
Are you able to take that a step further and directly correlate that buzz with sales and then 
more generally how do you at Pepsi measure the success of your social media 
campaigns? 
 
Shiv Singh:  Yeah.  So, in terms of measuring with sales that depends on the program or 
the campaign, how directly where it was measured to fail.  With the Super Bowl, because 
of so highly integrated a program, you know, there are obviously very big television 
elements and class suits is in stage and signage.  There's retail elements you walk into, 
you know, the progress [inaudible] and it's your Super Bowl stand and then of course all 
the digital pieces, then it's such a highly integrated program coughing out the digital 
elements or the social media elements and see how much they alone drove sales is very 



difficult but we can absolutely and do measure how Super Bowl as a whole drove sales 
for us. 
 
On the other hand, you know, during the course of the year we do a bunch of programs 
and the Twitter program I referenced, you know, in 2012 we were very, very directly able 
to measure sales and we used a partner called Datalogic and the looked at retail sales data 
and matched it to people who were exposed to us on Twitter and so whether, you know, 
before and after that exposure whether they were buying more versus others who were 
not exposed at all. 
 
So, you know, my feeling is that you can't measure the myth on social media and you 
know, that’s a myth, that whole question.  You absolutely can, but you have to try hard 
then and put the right measures in place to do so. 
 
Rick:  Sure, sure and obviously making sure that you understand completely what your 
goal is so that you know what you're measuring towards that goal. 
 
Shiv Singh:  Yeah.  Oh, that’s so important because you know sometimes the measure – 
the goal might be to drive grand equity and not sales.  You know, it can – it’ll have a 
downstream impact on sales, but you know and maybe to drive not for the brand with 
your lower lists and then to, you know, having that impact sales further down the road 
versus something where you want to drive volume the very next morning, so learn those 
objectives, yeah.  It's really, really key. 
 
Rick:  Sure.  So Pepsi invested a lot of money and resources into the social media 
marketing campaign Pepsi Refresh a couple of years ago and you know, by most 
accounts the campaign didn’t achieve what you would have liked, can you tell us what 
happened with that campaign, why it may not have worked like you had hoped and what 
you guys learned from that experience? 
 
Shiv Singh:  Yeah.  So, I didn’t – you know, there's a lot of press about it but you know 
we had designed it as a brand building program and it absolutely move the brand metrics 
which is why we didn’t’ do it just for one year, but we extended it for a second year as 
well.  The unusual thing is in our industry as a whole, you know, folks sometimes may 
not necessarily understand all the different factors that impact sales in a category like 
ours. 
 
You know, it's not just a digital advertising campaign, but it's also price, it's promotion, 
it's shell space, it's distribution, duh, duh, duh, you know, overall media spend and a lot 
of different factors, so sometimes there can be confusion on whether it was a success or 
not, but from standpoint based on the goals we had set first of all to media or other folks 
may have thought it to be, it met those objectives. 
 
Rick:  Yeah, that’s really interesting.  The perception is not always the reality of what 
you guys are trying to achieve there. 
 



Shiv Singh:  Yeah, and you know and that’s the, you know, the ideal key learning this 
that you know, a business knows its objectives and the business knows its results often 
better than anyone else. 
 
Rick:  Sure, sure. 
 
Shiv Singh:  And that’s the funny thing, I worked for the agency sites for a long time 
before moving over to Pepsi and it's sort of a little unfair because when you're on the 
outside, you actually see so little that it's very hard to tell, you know, whether a marketing 
program is successful or not, what its goals were, whether the numbers moved, whether 
something else failed to move up and down with the results of the marketing campaign or 
distribution or pricing or the business taking on profits versus just getting more volume 
sales or whether there's something a product condition.  You know there's so many so 
many different factors at play. 
 
Rick:  Sure, sure.  So there's a lot of talk right now around real time marketing in social 
media, can you talk a bit about what exactly that is and then how Pepsi is engaging in it 
and also how small business might be able to benefit from real time marketing as well? 
 
Shiv Singh:  Yeah, absolutely and you know I've been a big proponent of long term 
marketing for two years now and in my book which came out last April I have a chapter 
dedicated to real time marketing.  Those are marketing fundamentally about, you know, 
flowing in the current culture and having a brand play as a participant in culture versus 
stretching from it and I think the key thing this year – one is to be able to go from 
strategy to execution in a matter of minutes not hours or days or months. 
 
The second is to have your pulse on culture and your consumer base so that you're able to 
participate authentically and meaningfully and then that’s through listening through 
different forms of research.   
 
The third is to recognize that this isn't just social media thing.  It's just the tip of the 
iceberg.  It also impacts everything from digital out of home to real time ad buying to 
when you do promotions to how you engage your customers, you know, at the point of 
retail based on what's happening outside to whether you're letting the weather influence 
how you market for some things, all of that together as part of sales and marketing. 
 
Rick:  Mm-hmm.  That’s really interesting because it does incorporate so many different 
aspects and just like you said it's not just social media but many, many different types of 
marketing that’s really, really interesting. 
 
Shiv Singh:  Yeah, absolutely. 
 
Rick:  So, as we've been talking about, Shiv, small businesses obviously don’t have the 
kind of marketing and social media budgets that big brands do, so with that in mind let's 
bullet it out here, what are the top three tips you’d give to a small business trying to grow 
their business using social media? 



 
Shiv Singh:  So, I would say one is don’t try to do everything everywhere at once.  Focus 
on one platform and go deep in it.  Two is you know, you need to definitely listen to what 
your customers are saying about your brand but that alone may not be on a significant 
scale.  You need to listen to what they think about your competitors, about your product 
category, about culture items that affect your product category. 
 
You need to listen to your audiences so that you know more about them and their 
aspirations and their concerns, so you have to look at social listening for a broad event.  
The third advice I'd say is the more you can link the online efforts with offline in-store 
efforts, does it have retail presence, the more you have modified* benefits out of it, too. 
 
Rick:  That’s great.  I love that.  I mean such a big theme of that is listen and listening to, 
you know, your customers and that comes up in almost every conversation that I have 
here, so that’s such a major point.  I'm glad you brought that up.  You know we talked 
briefly a little bit before about, you know, different measures of success and how to 
measure social media, so in your mind what's one example of a really successful 
campaign that you’ve seen and why do you think it was successful? 
 
Shiv Singh:  So, you know, something recently that we did coming out of our Pepsi Max 
theme was we created a piece of video that was really, you know, as much entertainment 
as it was advertising and it was, you know, I just called it the Pepsi Max test client and 
then I give them to the guys as someone taking a test driving a car and it's perhaps 
entertaining awesome video, but it's also very much in tune with the brand’s philosophy 
as you know, a cola in disguise because Pepsi Max is zero calorie, but it still tastes like a 
full calorie Pepsi. 
 
Rick:  Sure. 
 
Shiv Singh:  And so that entertainment means it was really fun entertaining and that the 
brands need because it furthers that concept and that ideal which is very important to us 
and you know, on last count it had like 34 million viewers on YouTube in just over a few 
weeks, so you know that’s something that I'm really excited about, the Pepsi Max theme. 
 
Rick:  And so I mean that’s a great piece of content that you guys created and it really is 
as you mentioned here, it's all about the content and in the context in which you're using 
it.  How did you guys – you know, what was sort of the promotion there of that video that 
you guys created? 
 
Shiv Singh:  Well, you know, the funny thing is we had so we, you know, organically 
see that it's online, we see it online.  We had a proper promotion, you know, budgets put 
in place that’s be and ready and a full feeding strategy, but the funny thing was we put it 
online and it sort of pretty much just marketed itself through consumers who loved it and 
we ended up not having to spend that budget. 
 
Rick:  That’s great.  And they shared. 



 
Shiv Singh:  Yeah, it is pretty crazy, just you know it happened in such a big way. 
 
Rick:  That’s great.  That’s great.  So, Shiv last question for you here and this is one that 
Scott Monty from Ford kind of laughed at me at, but what do you see as being the next 
trends in social media over the next one to two years and what are you really most 
excited about? 
 
Shiv Singh:  In terms of the big trends in the next one to two years? 
 
Rick:  Yeah, within social media. 
 
Shiv Singh:  I think what going to see, you know, a lot more is the ties between the 
online and the offline world, that’s only going to grow dramatically.  The second is I 
think the world is going to or our industry is pretty concerned because I think some of 
them are a little unwarranted. 
 
Social media brings us together in a very more human way which is I think really special 
and really, really wonderful and then third I think the influence of social media and social 
data is going to change marketing rather fundamentally, you know, we can have more 
four-minute videos on YouTube done extraordinarily well with television advertisements 
being feelers of for those videos, the feel of deep online experiences than everything 
behind print and TV advertising and enabling all of this will be more and more people 
going online, more and more people opening up about their lives online and more and 
more amazing relationships then forming and human stories come to life and more and 
more brands figuring out ways to participate in concert where they enhance the human 
condition versus maybe distract from it. 
 
Rick:  I love that and it just basically using social media to connect, you know, connect 
people all over the world.  I love that and– 
 
Shiv Singh:  Oh totally.  It has no borders. 
 
Rick:  Yeah that’s a great way to say that so, and that’s a great way to wrap this up.  Shiv 
I really really appreciate it, so how can our listeners here reach out to you or connect with 
you in the social media space with the Pepsi brand? 
 
Shiv Singh:  Sure.  So that’s the handle with @Pepsi on Twitter, my personal Twitter 
handle is @shivsingh S-H-I-V-S-I-N-G-H and you know my book of course is well 
interestingly and that’s Social Media Marketing for Dummies. 
 
Rick:  Awesome and I will link all those links up in the show notes for this show.  So 
Shiv thank you again for being on the show today.  I really, really appreciate it. 
 
Shiv Singh:  My pleasure.  Thank you Rick. 
 


