Pepsi Kendall Jenner Ad Crisis Management

Pepsi Kendall Jenner ad crisis management has become a crucial case study in the realms of
marketing, public relations, and social media strategy. The controversial advertisement featuring the
reality star and model Kendall Jenner received widespread backlash for its perceived insensitivity and
trivialization of social justice movements. This incident raised important questions about brand
messaging, cultural awareness, and the role of celebrity in advertising. In this article, we will delve
into the details of the Pepsi Kendall Jenner ad crisis, its implications for the brand, and the strategies
used in crisis management.

The Background of the Pepsi Kendall Jenner Ad

In April 2017, Pepsi launched an advertisement featuring Kendall Jenner, which aimed to promote its
new product, Pepsi Zero Sugar. The ad depicted Jenner leaving a photoshoot to join a protest, where
she hands a can of Pepsi to a police officer, seemingly bridging the gap between activists and law
enforcement. The ad concluded with a message of unity and peace, suggesting that sharing a Pepsi
could resolve tensions.

The Immediate Backlash

The response to the advertisement was overwhelmingly negative, sparking immediate outrage across
social media platforms. Critics pointed out several key issues:

* Insensitivity to Social Movements: Many felt that the ad trivialized serious social justice
movements, including Black Lives Matter, by using the imagery of protests to sell a product.

¢ Exploitation of Activism: The advertisement was criticized for appearing to exploit the
struggles of marginalized communities for commercial gain.



e Whitewashing Protests: The portrayal of a privileged model like Jenner participating in a
protest was seen as a form of whitewashing, ignoring the real struggles faced by activists.

The backlash was swift and severe, with many users on platforms like Twitter and Instagram voicing
their displeasure. The hashtag PepsiFail began trending, and the ad was quickly labeled as tone-deaf
and out-of-touch.

Pepsi's Response to the Crisis

Faced with mounting criticism, Pepsi needed to act quickly to manage the crisis. Their response
consisted of several key steps:

1. Immediate Removal of the Ad

Pepsi decided to pull the advertisement within 24 hours of its launch. This swift action aimed to
demonstrate that they were listening to consumer feedback and recognized the gravity of the
situation.

2. Public Apology

Pepsi released a public statement expressing regret for the ad's insensitivity. The company
acknowledged that the advertisement missed the mark and failed to capture the spirit of the protest
movements it intended to represent. The statement read, in part:

“We are sorry. We did not intend to make light of any serious issue. We are working to improve our
internal processes to ensure this does not happen again.”

3. Engaging with Stakeholders

In addition to their public apology, Pepsi sought to engage with community leaders and activists to
understand the impact of their messaging better. This outreach was aimed at rebuilding trust and
credibility with their audience.

Lessons Learned from the Crisis

The Pepsi Kendall Jenner ad crisis served as a critical learning moment for both the company and the
broader advertising industry. Several key lessons emerged from this incident:



1. Importance of Cultural Sensitivity

Brands must be acutely aware of the cultural and social contexts in which they operate.
Advertisements that intersect with social justice issues require a thoughtful and informed approach. It
is essential to consult with diverse voices and perspectives to avoid misrepresentation.

2. The Role of Authenticity

Consumers today are increasingly drawn to brands that demonstrate authenticity and genuine
commitment to social causes. Using social movements as a marketing tool can backfire if the brand
lacks a real connection to the issues being portrayed.

3. Crisis Preparedness

The rapid response to the crisis highlighted the importance of having a crisis management plan in
place. Brands should be prepared for potential backlash and have protocols established to address
issues swiftly and effectively.

The Impact on Pepsi's Brand Image

While Pepsi’s quick actions helped mitigate some of the damage caused by the ad, the incident left a
lasting mark on the brand’s image. Some of the long-term effects included:

¢ Increased Scrutiny: Pepsi faced increased scrutiny from consumers and media regarding its
marketing strategies and messaging.

» Shift in Marketing Approach: The brand shifted its marketing approach, focusing more on
authenticity and social responsibility in subsequent campaigns.

¢ Impact on Future Collaborations: The incident may have influenced how brands approach
collaborations with celebrities, emphasizing the need for alignment in values and messaging.

Conclusion: Moving Forward from the Crisis

The Pepsi Kendall Jenner ad crisis serves as a reminder of the delicate balance brands must strike in
their marketing efforts. It underscores the importance of cultural awareness, authenticity, and
proactive crisis management. As brands navigate the complexities of modern advertising, they must
prioritize genuine connections with their audience and remain vigilant in understanding the social
issues that resonate with consumers. By learning from past mistakes, companies can create more



impactful and responsible marketing strategies that foster trust and loyalty among their customers.

Frequently Asked Questions

What was the main controversy surrounding the Pepsi Kendall
Jenner ad?

The ad faced backlash for trivializing social justice movements and protests, as it depicted Kendall
Jenner using a can of Pepsi to resolve tensions between protesters and police.

How did Pepsi respond to the criticism of their ad featuring
Kendall Jenner?

Pepsi issued a statement acknowledging the backlash, expressing regret that the ad missed the mark,
and eventually pulled the ad from circulation.

What lessons can brands learn from the Pepsi Kendall Jenner
ad crisis?

Brands should be sensitive to social issues, engage in thorough market research, and ensure that
their messaging aligns with the values of their target audience to avoid backlash.

Did the Pepsi Kendall Jenner ad have any lasting impact on
the brand's image?

While the immediate backlash was significant, Pepsi has since worked on rebuilding its brand image
through more inclusive and socially conscious marketing campaigns.

How did social media play a role in the backlash against the
Pepsi ad?

Social media amplified the negative reactions to the ad, with users quickly sharing their disapproval
and sparking widespread conversations about cultural appropriation and the commercialization of
social movements.

What alternative strategies could Pepsi have used to
approach the ad campaign?

Pepsi could have collaborated with activists or communities involved in social movements to create
authentic messaging, ensuring that the ad respected and represented the issues it aimed to address.
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Explore the Pepsi Kendall Jenner ad crisis management strategies that reshaped brand reputation.
Learn more about effective responses to public backlash!
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