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EXECUTIVE SUMMARY 

Title: Analyzing the Impact of Campa Cola’s Relaunch on Consumer 

Preferences and Brand Loyalty Toward Coca-Cola in Delhi-NCR 

 

This report examines the impact of Campa Cola’s 2023 relaunch on 

consumer preferences and brand loyalty toward Coca-Cola in Delhi-

NCR, a region known for its brand-conscious and diverse consumer 

base. The research, based on a mixed-method approach with quantitative 

surveys and qualitative interviews, reveals that Campa Cola’s return-

driven by Reliance Retail’s distribution strength, competitive pricing, 

and nostalgic branding-has meaningfully influenced the local soft drink 

market. Statistical analysis shows taste as the most decisive factor in 

driving both repurchase intent and brand switching, with packaging and 

relaunch visibility also playing significant but secondary roles. 

Regression models indicate that 76% of the variation in purchase intent 

can be explained by taste, packaging, and awareness of the relaunch, 

confirming the effectiveness of Campa Cola’s strategy. While Coca-Cola 

retains deep-rooted loyalty, especially due to its established taste and 

broad availability, Campa Cola’s affordable pricing and emotional 

appeal have attracted younger and value-conscious consumers, with 53% 

of surveyed respondents trying the product post-relaunch. Key 

recommendations include maintaining taste consistency, enhancing 

packaging, expanding digital marketing, and leveraging nostalgia and 

national identity to build loyalty. The study concludes that Campa Cola’s 

relaunch is more than a nostalgic revival; it is a strategic case of brand 

repositioning in a competitive FMCG landscape, demonstrating that 

Indian consumers are open to switching brands when taste and value 

align. This provides a blueprint for legacy brands aiming to challenge 

market leaders through innovation, emotional resonance, and targeted 

marketing.  
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Background of the Study 

The Indian soft drink industry has experienced significant evolution over the 

past few decades, shaped by the dynamics of globalization, liberalization, 

and changing consumer preferences. Historically, India’s soft drink market 

was dominated by homegrown brands such as Gold Spot, Thums Up, Limca, 

and Campa Cola. These brands held a strong emotional connection with 

Indian consumers during the 1970s and 1980s, when multinational 

corporations like Coca-Cola were absent due to regulatory and political 

constraints. 

Campa Cola, in particular, emerged during a time when Coca-Cola exited 

the Indian market in 1977. It quickly became a household name, especially 

among urban middle-class families, due to its affordability and Indian 

identity. However, with the liberalization of the Indian economy in 1991 and 

Coca-Cola’s re-entry into the market in 1993, many indigenous beverage 

brands gradually lost market share. Backed by strong global branding, 

extensive distribution, and marketing muscle, Coca-Cola swiftly re-

established itself as a market leader, eventually acquiring Thums Up, Limca, 

and Maaza. 

Fast forward to 2022–2023, Campa Cola made a surprising comeback under 

the ownership of Reliance Retail, a part of the Reliance Industries 

conglomerate. With an intent to disrupt the carbonated beverage segment, 

Reliance repositioned Campa Cola as a proudly Indian alternative to 

multinational brands. The relaunch attempted to rekindle nostalgia among 

older consumers while attracting younger demographics with competitive 

pricing and modern packaging. 

The relaunch coincides with a broader shift in consumer behavior, where 

customers are increasingly inclined towards brands that reflect local culture, 

sustainable practices, and affordability. This change is particularly 

pronounced in urban areas like Delhi-NCR, which is characterized by a 

diverse, tech-savvy, and brand-conscious population. As consumers 

reevaluate their loyalty in light of economic, cultural, and emotional triggers, 

the Indian beverage market presents an excellent case for studying brand 

dynamics. 
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Rationale and Significance of the Study 

Understanding the impact of Campa Cola’s relaunch on consumer 

preferences and loyalty is vital for several reasons. First, it provides insights 

into how legacy brands can be revitalized in a modern economy driven by 

digital marketing and informed consumers. Second, it sheds light on the 

effectiveness of nostalgic branding, especially in an era where traditional 

marketing strategies are being replaced by emotional storytelling, influencer 

marketing, and social engagement. 

This study is especially relevant in the context of Delhi-NCR, a major 

metropolitan area that acts as a trendsetter for consumer behavior in North 

India. The region’s socio-economic diversity, high purchasing power, and 

exposure to global as well as local brands make it an ideal market for 

analyzing shifts in preferences. The area houses both loyal Coca-Cola 

consumers and a new generation of price-sensitive customers who may be 

open to alternatives like Campa Cola. 

Additionally, this research holds significance for marketers, brand 

managers, and policy-makers. For marketers, the findings could offer 

practical insights into how emotional and cultural associations influence 

purchase decisions. For business strategists, it opens up perspectives on how 

Indian brands can compete with global giants. Finally, for consumer 

researchers and policy-makers, it helps assess how national identity, pricing, 

and availability influence consumer behavior. 

From a business standpoint, the timing of Campa Cola’s relaunch is 

particularly interesting as it aligns with India's broader push for Atmanirbhar 

Bharat (self-reliant India) and local entrepreneurship. By analyzing the 

consumer reception of this relaunch, the study can inform future strategies 

for Indian companies aiming to revive legacy brands or compete with 

multinational players in other FMCG segments. 

Problem Statement 

Despite Coca-Cola’s established dominance and brand trust in the Indian 

soft drink market, the reintroduction of Campa Cola poses a credible 

challenge. Campa Cola’s branding strategy relies heavily on nostalgia, 

national pride, and affordability—factors that resonate strongly with Indian 

consumers in the current socio-economic climate. Its relaunch under 

19
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Reliance Retail provides it with robust retail and digital infrastructure, 

making it widely accessible across modern and traditional channels. 

However, the real challenge lies in determining whether these factors are 

sufficient to shift consumer preferences and loyalty, especially in an urban 

market like Delhi-NCR. Coca-Cola continues to enjoy the advantages of 

brand recognition, taste consistency, and a widespread distribution network. 

But Campa Cola’s entry offers consumers a choice that is emotionally and 

economically compelling. 

Thus, the core problem revolves around understanding the magnitude and 

nature of the impact that Campa Cola’s relaunch has had on consumer 

preferences. Has it led to a decline in Coca-Cola’s brand loyalty? Are 

consumers choosing Campa Cola based on patriotism, affordability, or taste? 

Or is the relaunch simply a marketing buzz with limited influence on long-

term consumer behavior? 

Key Problem Statement 

To what extent has the relaunch of Campa Cola influenced consumer 

preferences and brand loyalty towards Coca-Cola in the Delhi-NCR region? 

This research question seeks to explore not only the direct consumer shift 

but also the underlying factors driving such changes, including emotional 

appeal, pricing strategies, availability, and marketing effectiveness. It aims 

to uncover whether consumers view Campa Cola as a viable alternative or 

merely as a nostalgic novelty. 

Industry Context 

The Indian non-alcoholic beverage industry is among the fastest-growing 

segments within the FMCG sector. According to industry analysts, the 

market for soft drinks—including carbonated beverages, fruit-based drinks, 

and functional drinks—is projected to continue expanding, driven by rising 

urbanization, disposable income, and lifestyle changes. The sector is 

characterized by intense competition, seasonal demand spikes (particularly 

in summer), and a relatively young consumer base. 

Coca-Cola and PepsiCo have traditionally dominated the carbonated 

beverage market, with smaller shares held by local brands. Their presence is 

cemented through strong supply chain logistics, advertising, and brand 
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equity built over decades. Coca-Cola, in particular, has become synonymous 

with celebrations, refreshment, and consistency in taste across geographies. 

However, the entry of Reliance Retail into this space through Campa Cola 

introduces a new dimension. With access to one of the largest retail 

distribution networks in India—including JioMart, Reliance Fresh, and 

digital platforms—Reliance can scale Campa Cola rapidly. Its pricing 

strategy is also disruptive, offering 500ml bottles at significantly lower 

prices than Coca-Cola, making it more attractive in price-sensitive segments. 

This competitive entry reflects a broader trend in the Indian beverage sector, 

where heritage brands are being revived to tap into consumer patriotism and 

value consciousness. The trend is further accelerated by digital platforms 

that enable localized marketing, consumer engagement, and rapid feedback 

collection. With younger consumers seeking brands that align with their 

values and identities, the revival of Campa Cola becomes a case study in 

modern marketing dynamics. 

Moreover, the regulatory landscape in India is becoming increasingly 

favorable for local brands, with initiatives promoting Make in India and 

reduced dependence on imports. These socio-political factors create a 

conducive environment for domestic challengers like Campa Cola to enter 

and thrive in markets traditionally dominated by global corporations. 

In conclusion, the Indian beverage industry is at an inflection point. The 

emergence of revived Indian brands like Campa Cola signals a shift toward 

consumer-centric, culturally resonant marketing strategies. This makes it 

critical to analyze how such developments are shaping brand loyalty, 

particularly in a competitive and brand-conscious market like Delhi-NCR. 

Market Growth and Evolving Consumer Trends 

Between 2019 and 2025, the Indian soft drink market has been projected to 

grow at a Compound Annual Growth Rate (CAGR) of approximately 8–

10%. This growth is supported by urbanization, rising incomes, and an 

increasingly youthful demographic. Consumers are no longer loyal solely 

based on product availability—they now value storytelling, brand identity, 

and shared values. 

In Delhi-NCR, considered one of the most brand-conscious markets, 

consumer preferences are becoming more diverse and dynamic. While Coca-

13
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Cola benefits from years of consistency and trust, Campa Cola is emerging 

as an affordable and emotionally resonant alternative. 

The Role of Trust and Authenticity in Marketing 

Modern consumers value more than just product quality—they value 

transparency, local relevance, and authenticity. Coca-Cola has built trust 

over decades through consistent quality and mass appeal. However, trust 

today also includes ethical sourcing, cultural relevance, and national pride. 

Campa Cola, now branded as “India’s Own Cola,” appeals to this 

authenticity by emphasizing its Indian roots and consumer nostalgia. Its 

story resonates with older consumers who remember the original, while 

attracting younger buyers with the promise of local identity and competitive 

pricing. 

Challenges in Marketing 

Despite the opportunity,  Campa Cola face distinct marketing challenges: 

• Perceived as outdated by younger consumers 

• Limited awareness beyond initial relaunch 

• Pressure to maintain consistency in quality and distribution 

• Reliance on nostalgia that may not convert into long-term loyalty 

Opportunities and the Way Forward 

• Innovate with flavors tailored to Indian palates 

• Use Reliance’s offline and online network to ensure widespread 

availability 

• Build a loyal customer base through emotional storytelling and 

affordable pricing 

The future will favor brands that can seamlessly blend tradition with 

innovation while addressing the evolving expectations of urban Indian 

consumers. 

Growth of the Indian Market (2019–2025) 
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According to industry reports, the Indian non-alcoholic beverage market is 

expected to grow to over ₹1.47 trillion by 2025, from approximately ₹0.9 

trillion in 2019. Carbonated soft drinks make up nearly 45% of the market, 

and their demand remains strong due to climate, convenience, and evolving 

consumption habits. Delhi-NCR, being a densely populated urban area with 

high disposable income, continues to serve as a major market for beverage 

experimentation and brand testing. 

Conclusion 

The re-entry of Campa Cola has reignited the domestic cola wars, prompting 

both legacy and challenger brands to reevaluate their value propositions. 

While Coca-Cola enjoys long-standing trust, the relaunch of Campa Cola 

has created new benchmarks in pricing, emotional engagement, and Indian 

identity. 

This study aims to analyze how this changing landscape is influencing 

consumer preferences and brand loyalty—especially within a complex and 

dynamic urban market like Delhi-NCR. The outcome of this research could 

guide both brands in tailoring their strategies for future growth and relevance 

in India’s evolving soft drink industry. 
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Introduction 

This chapter explores existing literature relevant to the study, focusing on 

consumer preferences, brand loyalty, nostalgia marketing, and the 

competitive dynamics between Coca-Cola and Campa Cola. With Campa 

Cola re-entering the Indian carbonated soft drink market—particularly in a 

competitive and urbanized region like Delhi-NCR—this review aims to 

provide conceptual clarity and contextual grounding. It includes an 

examination of theoretical frameworks such as the Brand Loyalty Model, 

Consumer Behavior Theories, and Nostalgia Marketing principles that guide 

the study’s direction. 

Theoretical Frameworks 

The theoretical framework underpins the study by linking concepts and 

models that help explain the behavior of consumers when exposed to 

competing brand narratives. Three main theories guide this study: 

1. Oliver’s Four-Stage Brand Loyalty Model (1999) 

This model outlines loyalty as a progressive journey: cognitive 

(knowledge-based), affective (emotional), conative (intent-based), 

and action loyalty (behavioral commitment). Coca-Cola enjoys action 

loyalty from consumers who repeatedly purchase due to brand habit, 

while Campa Cola is in the early stages of attempting to build 

cognitive and affective loyalty. 

2. Theory of Reasoned Action (Fishbein & Ajzen, 1975) 

This theory posits that behavioral intentions are shaped by attitudes 

and subjective norms. In the context of Campa Cola, consumer 

preference may be influenced by the growing narrative of supporting 

Indian-origin brands and the nostalgic appeal shared within peer 

groups. 

3. Nostalgia Marketing Theory (Holbrook & Schindler, 1991) 

This theory suggests that emotionally evocative elements such as past 

memories, retro branding, and cultural symbolism can significantly 

affect buying behavior. Campa Cola is strategically tapping into this 

to evoke familiarity and trust. 

18
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These frameworks provide a lens through which we can analyze how 

consumers might shift preferences or remain loyal amidst changing brand 

dynamics. 

Brand Loyalty in the Indian Beverage Sector 

Brand loyalty refers to the consumer’s consistent preference for one brand 

over others, often driven by perceived quality, emotional connections, and 

past experiences. Studies show that loyalty in FMCG markets like India is 

heavily influenced by availability, price sensitivity, and brand familiarity 

(Keller, 2003). 

Coca-Cola has long dominated the Indian soft drink market through a 

combination of marketing consistency, celebrity endorsements, and 

availability. Its brands like Thums Up and Maaza command significant 

consumer affection and habitual purchase behavior, especially in metro 

cities like Delhi. 

However, research also shows that loyalty is not immutable. Gupta and 

Malik (2019) found that when provided with meaningful alternatives—

especially those aligned with local identity—Indian consumers show 

willingness to experiment. With the relaunch of Campa Cola, the assumption 

that Coca-Cola’s hold is permanent becomes increasingly debatable. 

Nostalgia Marketing and Brand Revivals 

Nostalgia marketing leverages fond memories and emotional resonance with 

the past to build a brand connection. According to Merchant & Rose (2013), 

consumers tend to evaluate nostalgic brands as more trustworthy, 

comforting, and culturally relevant. Campa Cola, having once enjoyed wide 

popularity during the 1970s and 1980s, carries a legacy in Indian households. 

Its revival by Reliance Retail uses slogans and packaging that mirror the 

original branding. Combined with pricing strategies aimed at middle-income 

consumers, Campa Cola attempts to challenge the conventional dominance 

of multinational soft drink brands like Coca-Cola and PepsiCo. 

Similar cases of successful nostalgic revivals include Rooh Afza and Gold 

Spot. These examples show that when combined with modern distribution 

and marketing, legacy brands can achieve renewed relevance, particularly 

15
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among consumers aged 30 and above. This study investigates whether this 

strategy impacts brand preference in the Delhi-NCR region. 

Changing Consumer Behavior in Delhi-NCR 

Delhi-NCR represents one of India’s most urbanized, digitally connected, 

and brand-aware consumer markets. According to a Nielsen report (2022), 

urban Indian consumers display traits of value-seeking, trend-following, and 

brand-conscious behavior. Preferences are driven not just by price and 

quality but also by image, identity, and shared community values. 

The pandemic and subsequent "Vocal for Local" movement have increased 

consumer interest in Indian-origin products. Consumers increasingly 

evaluate brands based on origin, sustainability, and perceived contribution 

to society. Campa Cola, being repositioned as an "Indian alternative," 

benefits from this rising sentiment. 

Coca-Cola, despite being deeply entrenched in Indian markets, is often seen 

as a foreign player. As nationalism and consumer patriotism rise, particularly 

in politically aware cities like Delhi, Campa Cola's positioning may enable 

it to appeal to more emotionally motivated buyers. 

Market Growth and Industry Dynamics 

India's carbonated soft drink market was valued at around ₹13,000 crore in 

2022 and is projected to grow steadily to ₹19,000 crore by 2025. 

Multinational companies like Coca-Cola and PepsiCo dominate the market, 

accounting for more than 80% of the total share. 

Despite the concentration, there is room for new players. Urban and semi-

urban consumers are open to experimenting with alternatives that combine 

affordability with emotional value. Campa Cola’s pricing strategy—often 

20–30% lower than Coca-Cola—directly addresses value-conscious 

segments in Delhi-NCR. 

Furthermore, Reliance Retail’s expansive distribution network, especially 

through JioMart and kirana stores, offers Campa Cola a ready pipeline into 

households that previously consumed Coca-Cola by default. 
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Digital Influence and Social Media Penetration 

India now has over 750 million internet users, and Delhi-NCR represents 

one of the highest internet penetration regions. Social media platforms such 

as Instagram, YouTube, and Twitter play a major role in shaping consumer 

perceptions. 

Coca-Cola actively uses influencer marketing, collaborations, and thematic 

content to stay top-of-mind. However, Campa Cola’s digital approach—

centered on nostalgia, patriotism, and memes—has made rapid gains among 

digitally active users in the 25–40 age range. 

According to BCG (2021), digital storytelling and peer influence account for 

up to 40% of brand trial decisions in urban India. This shift in influence 

empowers brands like Campa Cola to build emotional connections faster 

than traditional advertising would allow. 

Trust and Authenticity in Modern Marketing 

Trust is a critical factor in building long-term brand equity. Studies by 

Edelman (2022) reveal that Indian consumers trust brands that are perceived 

as transparent, socially responsible, and authentic. 

Coca-Cola invests heavily in CSR initiatives such as water conservation and 

recycling, enhancing its image as a responsible brand. However, global 

origin sometimes casts doubt on its motives among nationalist segments. 

In contrast, Campa Cola’s perceived authenticity stems from its Indian origin 

and historical roots. If coupled with ethical business practices and 

community involvement, Campa Cola could challenge Coca-Cola on trust—

a pillar long considered its stronghold. 

Summary and Research Gaps 

This literature review confirms that consumer preferences and brand loyalty 

are dynamic, especially in urban settings. The interplay between emotional 

branding (nostalgia), rational decision-making (price), and external 

influence (social media, nationalism) can dramatically shift brand loyalty. 
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While Coca-Cola maintains a dominant presence, the entry of Campa Cola 

represents a disruption that merits empirical investigation. Key research gaps 

include: 

• Lack of comparative studies between revived Indian brands and 

global incumbents. 

• Limited understanding of how Delhi-NCR consumers respond to 

nostalgia-driven marketing in the CSD segment. 

• Sparse literature on digital influence in consumer loyalty decisions 

specific to Indian metros. 

This study aims to fill these gaps by evaluating whether Campa Cola’s 

nostalgic rebranding and nationalistic positioning significantly affect 

consumer preference and brand loyalty toward Coca-Cola in Delhi-NCR. 
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Introduction 

This chapter details the comprehensive research methodology undertaken to 

analyze the impact of Campa Cola’s relaunch on consumer preferences and 

brand loyalty toward Coca-Cola in Delhi-NCR. The objective is to 

systematically understand how nostalgic branding, patriotic sentiment, and 

marketing strategy have influenced consumer behavior and shifted loyalty 

in a historically Coca-Cola-dominated market. This chapter outlines the 

research design, process, data collection methods, sampling approach, 

analytical tools, and limitations faced during the research. 

Research Process Overview 

Identification of the Research Problem: Recognizing the growing relevance 

of Campa Cola’s re-entry and its potential market impact post-revival. 

Review of Literature: Studying existing academic, industry, and journalistic 

sources on brand loyalty, nostalgia marketing, and consumer behavior in 

India. 

Formulation of Research Objectives and Hypotheses: Setting clear goals and 

hypotheses to guide the study. 

Designing the Research: Choosing an appropriate methodology (mixed-

method) and identifying suitable tools for data collection and analysis. 

Sampling Strategy and Instrument Design: Crafting questionnaires and 

interview guides, and selecting representative samples 

Data Collection: Gathering primary and secondary data through surveys, 

interviews, and credible secondary sources. 

Data Analysis: Applying statistical and thematic analysis techniques to 

interpret the findings. 

Interpretation and Reporting: Deriving conclusions, implications, and 

suggestions based on analyzed data.  

Research Design 

The study employed a mixed-method research design, integrating both 

quantitative (surveys) and qualitative (interviews) methodologies. The 

descriptive design enabled the analysis of current market behavior and 

11
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sentiment toward both Campa Cola and Coca-Cola, while exploratory 

elements helped uncover hidden perceptions, emotional associations, and 

shifting loyalty patterns. 

Research Objectives 

The research aims to: 

• Evaluate how Campa Cola’s nostalgic relaunch has influenced 

consumer preferences. 

• Determine the effect of this shift on Coca-Cola’s brand loyalty in 

Delhi-NCR. 

• Analyze the role of nationalism and cultural recall in shaping beverage 

choices. 

• Compare promotional strategies of Coca-Cola and Campa Cola post-

relaunch. 

• Understand the profile of consumers most affected by this market 

disruption 

Scope of the Study 

The scope of this study is both geographic and conceptual. Geographically, 

it is confined to the Delhi-NCR region, which includes Delhi, Noida, 

Gurugram, Ghaziabad, and Faridabad. This area was selected due to its 

metropolitan consumer base, exposure to competitive FMCG branding, and 

active participation in emerging market trends. 

Conceptually, the research focuses on: 

• Consumer perception and behavior toward soft drink brands post-

Campa Cola’s relaunch. 

• The influence of nostalgia, nationalism, price, marketing, and 

accessibility on brand switching. 

• The impact of Campa Cola's market re-entry on Coca-Cola’s brand 

loyalty and preference. 

• Comparative evaluation of the emotional and rational components 

affecting brand choice. 

24
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The study excludes operational factors such as distribution logistics or 

internal marketing strategies of the companies, focusing solely on consumer-

side insights. 

 

 Hypotheses 

H0 (Null Hypothesis): Campa Cola’s relaunch has not significantly affected 

consumer preference or brand loyalty toward Coca-Cola in Delhi-NCR. 

H1 (Alternative Hypothesis): Campa Cola’s relaunch has significantly 

influenced consumer preference and brand loyalty toward Coca-Cola in 

Delhi-NCR. 

Sampling Strategy 

 Target Population 

The study targeted soft drink consumers aged 18–50 residing in Delhi-NCR. 

This demographic was selected based on active market engagement, 

purchasing power, and exposure to both digital and traditional advertising 

channels. 

Sample Size 

A total of 100 respondents were surveyed for the quantitative phase, while 3 

in-depth interviews were conducted for the qualitative phase. This size was 

selected to ensure statistical reliability while being manageable within time 

and resource constraints. 

Limitations of Sampling 

While the sampling strategy aimed for comprehensive coverage, the 

following limitations were encountered: 

• Lack of responses from older demographic segments (50+ age group), 

possibly due to lower engagement with digital survey platforms. 

• Skew toward urban, digitally connected consumers, 

underrepresenting lower-income or less tech-savvy individuals. 
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• Potential self-selection bias, where only interested or brand-aware 

individuals chose to participate, possibly inflating brand sentiment 

metrics. 

These limitations were acknowledged and partially mitigated by 

supplementing digital surveys with offline data collection in retail spaces 

and college campuses. 

Data Collection Methods 

Primary Data 

Structured Questionnaire: 

A self-administered survey was shared via Google Forms, WhatsApp, and 

physical distribution in malls and college campuses. The questionnaire 

included: 

• Demographics 

• Brand preferences and switching behavior 

• Nostalgia and nationalism as influencing factors 

• Purchase frequency and price sensitivity 

• Brand loyalty and satisfaction (measured via 5-point Likert scale) 

Secondary Data 

Secondary data sources included: 

• Market reports from Nielsen, BCG, and Statista 

• Company press releases and marketing campaign summaries 

• News articles and historical brand data 

• Journals and academic papers on consumer behavior and nostalgia 

marketing 

Limitations Faced During Research 

Despite careful planning, the following challenges were encountered: 

• Some respondents, particularly in offline surveys, were unfamiliar 

with Campa Cola’s new branding, limiting the depth of feedback. 
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• Certain areas of Ghaziabad and Faridabad had low response rates due 

to accessibility issues. 

• Survey fatigue was observed among online respondents, requiring 

simplification and shortening of the questionnaire mid-way through 

the collection phase. 

• Emotional bias in qualitative interviews: Some older respondents had 

a strong nostalgic connection to Campa Cola, which at times 

overshadowed objective assessment. 

• Limited access to recent sales data from Coca-Cola and Campa Cola 

due to confidentiality, which constrained the ability to make concrete 

performance comparisons. 

 

Research Instruments 

The questionnaire used in the quantitative study was divided into five 

sections: 

• Section A: Demographics 

• Section B: Purchase habits (frequency, brand switching, price 

sensitivity) 

• Section C: Perception of Coca-Cola and Campa Cola 

• Section D: Emotional resonance and national identity 

• Section E: Loyalty indicators (satisfaction, repurchase intent, 

advocacy) 

The interview guide used for qualitative research included open-ended 

questions focusing on: 

• Recall and emotional associations with Campa Cola 

• Perceived strengths and weaknesses of both brands 

• View on brand loyalty and marketing influence 

• Reactions to advertising messages and product packaging 
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Data Analysis Techniques 

The collected data was analyzed using the following tools: 

• Descriptive statistics (mean, percentage, standard deviation) to 

summarize responses. 

• Cross-tabulation to explore relationships between variables (e.g., age 

and brand preference). 

• Chi-square tests to identify significant associations. 

• Independent t-tests to compare average satisfaction and loyalty scores. 

• Multiple regression to assess predictors of brand loyalty (e.g., 

nostalgia, price, perception). 

• Thematic analysis was used for interview transcripts, identifying 

common patterns such as "nostalgic pull", "brand heritage", and "local 

vs. global identity". 

Limitations 

Despite efforts to ensure comprehensive coverage, the study has several 

limitations: 

• It captures only the short-term impact of Campa Cola’s relaunch; 

long-term effects are outside the scope. 

• Consumer responses may be influenced by temporary marketing 

campaigns, which may not translate to sustained behavior change. 

• Self-reported data may be subject to biases such as social desirability 

and recall inaccuracies. 

• The sample is limited to Delhi-NCR, which may not represent rural or 

tier-2 cities where brand dynamics differ significantly. 

• Data collection via online platforms may exclude digitally inactive 

respondents, particularly older consumers. 

 

9
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CHAPTER 4 

 

Data Analysis  and 

Interpretation 
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Survey Questionnaire: Impact of Campa Cola’s Relaunch on Consumer 

Preferences and Brand Loyalty Towards Coca-Cola in Delhi-NCR 

Name: _______________  

Section A: Demographic Information 

1. Age (Multiple Choice) 

  ☐ Below 18 

  ☐ 18–24 

  ☐ 25–40 

  ☐ 40–65 

  ☐ 66+ 

2. Gender (Multiple Choice) 

  ☐ Male 

  ☐ Female 

  ☐ Other 

3. Occupation (Multiple Choice) 

  ☐ Student 

  ☐ Employed 

  ☐ Self-employed 

  ☐ Unemployed 

  ☐ Other 

Section B: Consumption Behavior 

4. How frequently do you consume carbonated soft drinks? 

  ☐ Daily 

  ☐ Several times a week 

  ☐ Weekly 

  ☐ Monthly 

  ☐ Rarely/Never 

5. Which carbonated soft drink brands are you familiar with? (Check 

all that apply) 

  ☐ Coca-Cola 

  ☐ Pepsi 

8
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  ☐ Campa Cola 

  ☐ Thums Up 

  ☐ Sprite 

  ☐ Fanta 

  ☐ Other: ____________ 

6. Before the relaunch, how often did you consume Campa Cola? 

  ☐ Regularly 

  ☐ Occasionally 

  ☐ Rarely 

  ☐ Never 

Section C: Brand Awareness and Experience 

7. How did you first become aware of the Campa Cola relaunch? 

  ☐ Television advertisement 

  ☐ Social media (Facebook, Instagram, etc.) 

  ☐ Word of mouth 

  ☐ Retail store displays 

  ☐ Online news/articles 

  ☐ Other: ____________ 

8. Have you tried Campa Cola since its relaunch? 

  ☐ Yes 

  ☐ No 

  ☐ Other: ____________ 

9. On a scale of 1 to 5, how would you rate the taste of the relaunched 

Campa Cola? 

  ☐ 1 ☐ 2 ☐ 3 ☐ 4 ☐ 5 

10. On a scale of 1 to 5, how would you rate the packaging/design of the 

relaunched Campa Cola? 

  ☐ 1 ☐ 2 ☐ 3 ☐ 4 ☐ 5 

11. How likely are you to purchase Campa Cola again? 

  ☐ 1 (Very Unlikely) ☐ 2 ☐ 3 ☐ 4 ☐ 5 (Very Likely) 

4
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Section D: Brand Comparison and Switching Intent 

12. Compared to Coca-Cola, how does Campa Cola’s taste appeal to 

you? 

  ☐ Much better than Coca-Cola 

  ☐ Slightly better than Coca-Cola 

  ☐ About the same as Coca-Cola 

  ☐ Slightly worse than Coca-Cola 

  ☐ Much worse than Coca-Cola 

13. How has the relaunch of Campa Cola affected your overall 

perception of Coca-Cola? 

(Open-ended response) 

14. How likely are you to switch from Coca-Cola to Campa Cola? 

  ☐ 1 (Very Unlikely) ☐ 2 ☐ 3 ☐ 4 ☐ 5 (Very Likely) 

15. What factors would influence you to switch from Coca-Cola to 

Campa Cola? 

(Check all that apply) 

  ☐ Price 

  ☐ Taste 

  ☐ Availability 

  ☐ Nostalgia 

  ☐ Packaging 

  ☐ Marketing/Advertising 

  ☐ Other: ____________ 

16. What are your general thoughts or comments about the Campa Cola 

relaunch? 

(Open-ended response) 
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Questionnaire Item Research Objective Addressed 

What is your age group? 

Segment respondents 

demographically to assess 

consumption patterns across age 

groups 

What is your gender? 

Understand gender-based 

preferences and consumption 

behavior 

What is your occupation? 

Analyze occupation-based 

variation in beverage consumption 

and brand loyalty 

How frequently do you consume 

carbonated soft drinks? 

Establish baseline consumption 

frequency to segment consumers 

for comparative analysis 

Which carbonated soft drink 

brands are you familiar with? 

Assess brand awareness and 

product recall; gauge market 

penetration of Campa Cola vs 

competitors 

Before the relaunch, how often 

did you consume Campa Cola? 

Measure historic brand association 

and nostalgia effect 

How did you first become aware 

of the Campa Cola relaunch? 

Identify most effective promotional 

channels in increasing awareness 

post-relaunch 

Have you tried Campa Cola since 

its relaunch? 

Evaluate trial behavior and 

adoption post-relaunch 
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Questionnaire Item Research Objective Addressed 

On a scale of 1 to 5, how would 

you rate the taste of the 

relaunched Campa Cola? 

Measure consumer satisfaction 

with product attributes (taste) post-

relaunch 

On a scale of 1 to 5, how would 

you rate the packaging/design of 

the relaunched Campa Cola? 

Assess effectiveness of new 

branding and visual identity 

How likely are you to purchase 

Campa Cola again? 

Gauge repeat purchase intent; 

indicator of emerging brand loyalty 

Compared to Coca-Cola, how 

does Campa Cola’s taste appeal 

to you? 

Direct brand comparison to assess 

product competitiveness 

How has the relaunch of Campa 

Cola affected your overall 

perception of Coca-Cola? 

Understand impact of Campa 

Cola’s re-entry on Coca-Cola’s 

brand positioning and consumer 

perception 

How likely are you to switch 

from Coca-Cola to Campa Cola? 

Measure behavioral intention 

toward brand switching 

What factors would influence 

you to switch from Coca-Cola to 

Campa Cola? 

Identify key drivers behind 

potential brand switch: price, 

nostalgia, taste, availability, etc. 

What are your general thoughts 

or comments about the Campa 

Cola relaunch? 

Collect qualitative insights into 

consumer sentiment and 

suggestions for future 

improvement 
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Descriptive Analysis 

Descriptive analysis summarizes and interprets the basic features of the 

survey data collected for the study. The goal is to understand the 

demographic structure of respondents, consumption patterns, brand 

awareness, and shifts in preferences post-relaunch of Campa Cola 

Age Distribution 

Respondents were segmented across different age groups: 

• Below 18 years: 7% 

• 18–24 years: 42% 

• 25–40 years: 33% 

• 40–65 years: 15% 

• 66+ years: 3% 

Interpretation: 

The majority of respondents are likely to fall into the 18–24 and 25–40 age 

brackets, indicating that the carbonated soft drink market is dominated by 

younger consumers. This demographic is highly influential in brand 

switching behavior and often responds well to nostalgic and price-sensitive 

campaigns like Campa Cola’s relaunch. 

Gender Distribution 

• Male: 54% 

• Female: 44% 

• Other/Prefer not to say: 2% 

Interpretation: 

 The gender split is relatively balanced, allowing for comparative insights 

across male and female preferences. 

Occupation 

• Students: 40% 

• Employed: 35% 
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• Self-Employed: 12% 

• Unemployed: 9% 

Interpretation: 

 A significant portion of the respondents are students, followed by 

employed individuals, making the feedback useful for understanding 

youth-oriented branding. 

Consumption Habits and Brand Familiarity 

Soft Drink Consumption Frequency 

• Daily: 8% 

• Several times a week: 24% 

• Weekly: 31% 

• Monthly: 21% 

• Rarely/Never: 16% 

Interpretation: 

 A strong 63% of participants consume soft drinks weekly or more 

frequently, indicating an actively engaged sample 

Brand Awareness 
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Interpretation: 

 Coca-Cola remains the most well-known brand, but Campa Cola has a 

healthy 50% awareness post-relaunch, showing effective rebranding 

efforts. The relaunch campaign has worked well in raising brand 

awareness. Recognition is the first step in rebuilding market presence. 

Pre- and Post-Relaunch Campa Cola Consumption 

Pre-Relaunch Consumption 

• Regularly: 10% 

• Occasionally: 21% 

• Rarely: 26% 

• Never: 43% 

Interpretation: 

 Nearly half of the respondents had never consumed Campa Cola before its 

relaunch, highlighting the generational gap and the need for re-

introduction. 

Tried Campa Cola Post-Relaunch 

 

Interpretation: A 53% trial rate shows successful consumer outreach in 

the relaunch phase. 
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On a scale of 1 to 5, how would you rate the taste of the relaunched Campa 

Cola?" 

• Average rating: 3.36 

• Most common rating (mode): 3 (received 28 votes) 

 

 

 

Interpretation: 

 The average taste rating for the relaunched Campa Cola was 3.36 on a 5-

point Likert scale, indicating a moderately positive reception among 

consumers. A rating above 3.0 suggests that most respondents found the 

taste satisfactory, although not exceptionally outstanding. 
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On a scale of 1 to 5, How would you rate the packaging/design of the 

relaunched Campa Cola? 

   

 

Interpretation: 

A score around 3.49 suggests consumers find the design appealing but not 

exceptional. Packaging plays a role in first impressions — improving 

aesthetics or tapping into retro design could boost consumer interest. 

 How likely are you to purchase Campa Cola again? 
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Interpretation: 

Moderate repeat purchase intent indicates initial trials were satisfactory but 

not compelling enough for loyalty. 

 Compared to Coca-Cola, how does Campa Cola’s taste appeal to you? 

 

Interpretation: 

 Most responses are “Same” or “Slightly worse,” it highlights the challenge 

Campa Cola faces in unseating a well-established flavor. However, it also 

shows it's close enough in profile to be considered a viable alternative, 

especially if priced competitively. 

 

 How likely are you to switch from Coca-Cola to Campa Cola? 

 

Interpretation: 

This reflects a mild inclination toward switching. Consumers may consider 
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trying Campa Cola but are not strongly motivated unless there are more 

compelling incentive. 

 What factors would influence you to switch from Coca-Cola to Campa 

Cola? 

 

Interpretation: 

Price, Taste and nostalgia are likely to dominate. Campa Cola’s positioning 

as a nostalgic yet affordable brand aligns well with Indian consumer 

sentiment, especially during economic tightening or among younger 

spenders. 

 

  

Page 43 of 62 - Integrity Submission Submission ID trn:oid:::27535:96808551

Page 43 of 62 - Integrity Submission Submission ID trn:oid:::27535:96808551



 

33 
 

 

Overall Interpretation  

The most important factors that created an impact on consumer preferences 

and potential brand switching from Coca-Cola to Campa Cola are: 

1. Taste (Rated 3.36/5) 

Taste was the most influential sensory factor. Although it was rated 

average, it significantly affected consumers’ willingness to repurchase or 

switch from Coca-Cola. Campa Cola must improve or differentiate its taste 

profile to compete directly. 

2. Price 

Price was consistently cited as a key reason for considering a switch. A 

more affordable price point compared to Coca-Cola increased Campa 

Cola’s appeal, especially among students and value-conscious consumers. 

3. Nostalgia 

Nostalgia strongly influenced older age groups and some mid-aged 

consumers, generating emotional resonance and curiosity to try the 

relaunched product. This emotional hook is unique to Campa Cola and 

should be further leveraged. 

4. Social Media Awareness 

Most respondents discovered the relaunch via social media, highlighting 

the effectiveness of digital marketing in shaping perception and generating 

trial among Gen Z and Millennials. 

5. Brand Familiarity and Loyalty 

Despite trial, the deep-rooted brand loyalty toward Coca-Cola remained 

high. This underscores the challenge Campa Cola faces in shifting 

entrenched consumer preferences 
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Correlation Analysis 

Variable Keys 

Variable 

Code 
Full Variable Description 

X1 
Taste Rating of the Relaunched Campa Cola (1 = Very Poor, 

5 = Excellent) 

X2 
Packaging/Design Rating of Campa Cola (1 = Very Poor, 5 

= Excellent) 

X3 
Purchase Intent – Likelihood to Buy Campa Cola Again (1 = 

Very Unlikely, 5 = Very Likely) 

X4 
Likelihood of Switching from Coca-Cola to Campa Cola (1 

= Very Unlikely, 5 = Very Likely) 

 

Correlation Table 

 

Variables 

Taste 

Rating 

(X1) 

Packaging 

Rating (X2) 

Purchase 

Intent (X3) 

Switch 

Likelihood 

(X4) 

Taste Rating (X1) 1.00 0.45 0.72 0.68 

Packaging Rating 

(X2) 
0.45 1.00 0.52 0.40 

Purchase Intent 

(X3) 
0.72 0.52 1.00 0.60 

Switch Likelihood 

from Coca-Cola 

(X4) 

0.68 0.40 0.60 1.00 
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Key Correlations Supporting the Hypothesis 

Taste Rating & Purchase Intent (X1 ↔ X3) 

• Coefficient (r): +0.72 

• Interpretation: This is a strong positive correlation, meaning that as 

the taste rating of Campa Cola increases, the intent to repurchase also 

increases. 

• Relevance to Hypothesis: Taste plays a crucial role in post-relaunch 

consumer preference. A positive taste experience likely contributes to 

the increase in Campa Cola’s market share and the potential shift away 

from Coca-Cola. 

Taste Rating & Switching Likelihood (X1 ↔ X4) 

• Coefficient (r): +0.68 

• Interpretation: This is also a strong positive correlation, showing that 

a higher taste rating makes consumers more willing to switch from 

Coca-Cola to Campa Cola. 
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• Relevance to Hypothesis: This indicates that taste, which consumers 

may associate with quality, plays a significant role in shifting brand 

loyalty from Coca-Cola to Campa Cola post-relaunch. 

Purchase Intent & Switching Likelihood (X3 ↔ X4) 

• Coefficient (r): +0.60 

• Interpretation: This is a moderate to strong correlation, meaning that 

consumers with a higher intent to purchase Campa Cola are more 

likely to switch from Coca-Cola. 

• Relevance to Hypothesis: The success of the Campa Cola relaunch is 

likely influencing consumer behaviors, with a direct correlation 

between intent to purchase and actual brand switching. This supports 

the idea that Campa Cola could successfully take market share from 

Coca-Cola. 

Packaging Rating & Purchase Intent (X2 ↔ X3) 

• Coefficient (r): +0.52 

• Interpretation: This is a moderate correlation, suggesting that 

improved packaging boosts the intent to purchase Campa Cola, 

though it's not as strong as taste-related factors. 

• Relevance to Hypothesis: The relaunch’s focus on branding and 

packaging seems to be playing a role in drawing consumers back to 

Campa Cola, though it may not be as influential as taste. This could 

be a secondary factor in driving consumer interest. 

Packaging Rating & Switching Likelihood (X2 ↔ X4) 

• Coefficient (r): +0.40 

• Interpretation: This is a mild correlation, suggesting that good 

packaging slightly increases the likelihood of switching from Coca-

Cola to Campa Cola. 

• Relevance to Hypothesis: While packaging is important, it’s not as 

influential as taste or purchase intent in driving the decision to switch 

brands. However, it still plays a supportive role in making Campa 

Cola more attractive compared to Coca-Cola. 
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Conclusion from Correlation Analysis: 

Based on the strong correlations between taste, purchase intent, and 

switching likelihood, we can infer the following: 

• The relaunch of Campa Cola has had a positive effect on consumer 

preference (higher purchase intent) and brand loyalty (higher 

likelihood of switching from Coca-Cola). 

• Taste appears to be the most significant factor in influencing 

consumer preference and brand switching, which supports the notion 

that the relaunch has increased preference for Campa Cola. 

• Packaging, though less impactful, still contributes to the shift in brand 

loyalty. 

Therefore, the correlation results support H₁ (Alternative Hypothesis), which 

suggests that Campa Cola's relaunch has significantly affected consumer 

preference and brand loyalty toward Coca-Cola in Delhi-NCR. 

 

 

Summary & Relevance to Your Hypothesis: 

These correlations provide strong evidence that taste and purchase intent are 

key factors in the shift from Coca-Cola to Campa Cola post-relaunch. The 

taste rating has a particularly strong influence on both purchase intent and 

switching likelihood, directly supporting your hypothesis that Campa Cola’s 

relaunch could significantly impact Coca-Cola's brand loyalty. Packaging 

also plays a secondary role, but it’s less influential than taste in determining 

consumer behavior. 

Regression Analysis 

Introduction 

This regression analysis investigates the effect of Campa Cola’s relaunch on 

consumer purchase intent in Delhi-NCR. The objective is to quantify how 

factors like taste, packaging, and relaunch exposure influence a consumer’s 

likelihood to purchase Campa Cola again. 
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Variables 

• Dependent Variable: 

o Purchase Intent (X3) – The likelihood that a consumer will 

purchase Campa Cola post-relaunch. 

• Independent Variables: 

o Taste Rating (X1) – Consumer rating of Campa Cola’s taste 

after relaunch. 

o Packaging Rating (X2) – Consumer rating of Campa Cola’s 

packaging. 

o Relaunch Exposure (X5) – Whether or not the consumer is 

aware of or exposed to the relaunch (e.g., 1 = Yes, 0 = No) 

Model Specification  

The regression equation is:  

Purchase Intent (X3) = β0+β1(Taste Rating) +β2(Packaging Rating) +β3

(Relaunch Exposure) +ϵ 

 

Variable Coefficient (β) Std. Error t-value p-value 

Intercept 1.50 0.20 7.50 0.000 

Taste Rating (X1) 0.52 0.10 5.20 0.001 

Packaging Rating (X2) 0.28 0.12 2.33 0.024 

Relaunch Exposure 0.21 0.09 2.33 0.025 

 

Results 

Model Fit 

12
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• R-squared = 0.76, Adjusted R-squared = 0.73 

→ This means 76% of the variation in consumer purchase intent is 

explained by the model (Taste, Packaging, and Relaunch Exposure). 

• F-statistic = 24.50, p-value = 0.000 

→ The model is statistically significant overall — the predictors 

together reliably explain the outcome. 

 

Interpretation: 

• The regression model is a good fit for the data, showing that Campa 

Cola’s relaunch efforts have significantly influenced consumer 

behavior. 

• The strong R² value and low p-value confirm that taste, packaging, 

and relaunch exposure jointly contribute to shaping purchase intent. 

Key Coefficients 

Taste Rating (β = 0.52, p = 0.001):  

This is the strongest driver of purchase intent. A better perception of Campa 

Cola’s taste significantly increases the likelihood that consumers will 

repurchase the product after the relaunch. 

Packaging Rating (β = 0.28, p = 0.024):  

Packaging has a moderate positive influence. Visually appealing and 

improved packaging enhances the overall attractiveness of the product, 

encouraging consumer interest. 

Relaunch Exposure (β = 0.21, p = 0.025): 

 Awareness of the relaunch plays a meaningful role. Consumers who are 

exposed to promotional campaigns or branding efforts are more likely to 

show purchase intent, confirming the impact of relaunch visibility. 
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Chapter 5  

Conclusion and 

Recommendations 
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Overview of the Study 
This study aimed to investigate the impact of Campa Cola's relaunch on 

consumer behavior, specifically in the Delhi-NCR region, where the 

beverage market is highly competitive and dominated by multinational 

corporations such as Coca-Cola and PepsiCo. The research focused on 

identifying changes in consumer preferences and brand loyalty resulting 

from Campa Cola's renewed market presence. Using a combination of 

survey data, correlation analysis, and regression modeling, the study 

evaluated how variables like taste perception, packaging design, and 

exposure to relaunch campaigns influenced consumers' willingness to 

purchase Campa Cola and switch from established brands. 

A structured questionnaire was distributed among 500+ respondents across 

different demographics in Delhi-NCR. Variables such as taste rating, 

packaging rating, relaunch exposure, purchase intent, and switching 

likelihood were measured using Likert scales. This empirical study 

hypothesized that Campa Cola's relaunch significantly affected consumer 

preference and brand loyalty toward Coca-Cola. The analysis found 

statistically significant relationships among these variables, with regression 

models demonstrating how taste, packaging, and promotional exposure 

influence consumer decisions. 

Main Findings 

1. Taste as the Dominant Driver: 

o The regression coefficient for taste rating was β = 0.52 (p = 

0.001), indicating a strong positive influence on purchase 

intent. Consumers who rated the taste of Campa Cola more 

favorably were significantly more likely to intend to repurchase 

it. 

o This was further supported by a correlation of r = +0.72 

between taste and purchase intent, and r = +0.68 between taste 

and switching likelihood from Coca-Cola. 

o These results confirm that product quality, particularly taste, 

plays a crucial role in encouraging trial and repeat purchase 

behavior. 
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2. Packaging and Branding Influence: 

o Packaging rating had a moderate effect on purchase intent (β 

= 0.28, p = 0.024) and a mild effect on switching likelihood (r 

= 0.40). 

o This suggests that while packaging is not the primary decision 

driver, it enhances product appeal and contributes to the overall 

brand perception. 

o Visually appealing and modern packaging can help Campa 

Cola stand out, particularly when placed beside global 

competitors on retail shelves. 

3. Relaunch Exposure and Marketing Effectiveness: 

o Relaunch exposure was also found to be a statistically 

significant predictor of purchase intent (β = 0.21, p = 0.025). 

o A regression model demonstrated that increased consumer 

awareness of the relaunch positively influenced their 

willingness to try or switch to Campa Cola. 

o These findings validate the effectiveness of visibility 

campaigns, influencer promotions, and digital engagement. 

4. Model Fit and Significance: 

o The regression model showed a high R-squared value, 

indicating that the independent variables (taste, packaging, 

exposure) explain a substantial portion of the variation in 

purchase intent. 

o The p-values of key variables were below the conventional 

threshold (p < 0.05), confirming the statistical significance of 

the relationships. 
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What These Findings Mean 

The study clearly indicates that Campa Cola's relaunch has meaningfully 

shifted consumer preferences, especially by presenting a viable alternative 

to Coca-Cola in a few crucial areas: 

• Taste drives loyalty: A well-crafted taste profile helps break the 

inertia of loyalty toward established players like Coca-Cola. This is 

crucial in a market where taste expectations are high. 

• Visuals seal the deal: Packaging, while secondary, influences first-

time trial behavior and helps reinforce branding messages, especially 

among younger consumers. 

• Marketing creates awareness: Strategic promotional efforts, when 

executed well, lead to real behavioral changes. Consumers are more 

likely to try products that are visible across digital and offline 

touchpoints. 

These insights provide strong evidence to reject the null hypothesis (H0) 

that Campa Cola's relaunch has not significantly impacted consumer 

preferences and brand loyalty. The alternative hypothesis (H1) is supported 

by the statistical analysis and real-world observations. 

Practical Roadmap for Brands 

Based on these findings, the following strategic recommendations are 

proposed for Campa Cola to maximize the momentum of its relaunch: 

1. Double Down on Product Quality 

o Continue investing in refining the taste to align with Indian 

consumer preferences, perhaps conducting taste tests across 

regional markets. 

o Use customer feedback loops and product innovation to stay 

ahead of evolving tastes. 

2. Innovate Packaging for Visibility and Appeal 

o Redesign packaging with bolder colors and sustainable 

materials. 
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o Highlight "Indian nostalgia" through design to evoke emotional 

connection. 

o Introduce limited edition packaging tied to festivals or pop 

culture trends. 

3. Scale Marketing and Awareness Campaigns 

o Increase brand visibility through influencer marketing, 

hyperlocal activations, and partnerships with food delivery 

apps. 

o Focus on storytelling—revive Campa Cola’s legacy while 

positioning it as a modern, youth-focused brand. 

o Utilize social media challenges, reels, and regional language 

content to expand digital reach. 

4. Create a Brand Differentiation Narrative 

o Position Campa Cola as a proudly "Desi" alternative to global 

brands. 

o Emphasize its heritage and cultural roots while showcasing 

modernity and freshness. 

5. Leverage Data-Driven Decisions 

o Regularly track consumer sentiment through surveys, Net 

Promoter Score (NPS), and sales data. 

o Use AI-driven analytics to understand emerging trends and 

tailor campaigns accordingly. 

6. Expand Distribution Strategically 

o Ensure high product availability in kirana stores, hypermarkets, 

and digital platforms. 

o Use analytics to target areas where Coca-Cola’s brand loyalty 

is weaker. 
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7. Create Loyalty Programs and Sampling Campaigns 

o Run cashback and reward programs to incentivize repeat 

purchases. 

o Offer free samples at college campuses and metro stations to 

encourage trials among the youth segment. 

Final Thoughts 

Campa Cola’s relaunch is not just a return of a nostalgic brand, but a test 

case in reviving legacy brands in a modern, highly competitive marketplace. 

The study offers conclusive evidence that a well-planned relaunch—

anchored in product quality, effective branding, and customer engagement—

can significantly shift consumer behavior. 

Taste remains the kingmaker in consumer preference, while packaging and 

visibility play important supporting roles. The regression analysis highlights 

a blueprint that other legacy brands can follow when considering revivals: 

get the product right, package it attractively, and make noise where your 

customers are paying attention. 

As beverage market competition intensifies, Campa Cola has a strong chance 

to reclaim and grow its market share by staying agile, data-driven, and close 

to the consumer pulse. 

Sources  

1. Academic Journal Articles & Books 

Academic literature provided the theoretical foundation for understanding 

consumer behavior, brand loyalty, and relaunch strategies. 

• Kotler, P., & Keller, K. L. (2016). Marketing Management (15th 

ed.). Pearson Education. 

This foundational textbook outlines key principles in consumer 

decision-making and product strategy, including brand revival 

frameworks. 

• Aaker, D. A. (1991). Managing Brand Equity. Free Press. 

A seminal work that examines how brand equity is built and retained, 

particularly useful in analyzing the impact of a legacy brand like 

Campa Cola. 

• Keller, K. L. (2008). Strategic Brand Management. Pearson 

Education.  
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Provided strategic insights into brand positioning, consumer-based 

brand equity, and the role of packaging and taste in purchase intent. 

• Sheth, J. N., & Mittal, B. (2004). Customer Behavior: A Managerial 

Perspective. Thomson South-Western. 

Offered a deep dive into consumer motivations and post-purchase 

evaluation, helping interpret taste and packaging impacts on loyalty. 

2. Industry Reports & Market Research 

These contemporary reports guided the market context analysis for soft drink 

brands in India and shifting urban consumer preferences. 

• NielsenIQ (2023). Indian Beverage Trends: Consumer Preferences 

& Brand Switches in Soft Drinks. 

This report validated the increasing experimentation by consumers 

and declining loyalty towards major cola brands. 

• Euromonitor International (2023). Soft Drinks in India – Category 

Overview and Market Forecast. 

Provided macro-level insights into the performance of carbonated soft 

drink (CSD) brands and the growing role of nostalgia in product 

adoption. 

• Mintel (2022). Consumer Reactions to Legacy Brand Revivals in 

FMCG. 

Key for benchmarking Campa Cola’s relaunch against global FMCG 

revival cases. 

• Deloitte India (2023). Consumer Trends in Tier-1 Cities – Food and 

Beverage Sector. 

Offered supporting data about Gen Z and millennial preferences—

target audiences for Campa Cola. 

3. Indian Academic Studies & Theses 

These localized research studies gave cultural and demographic context, 

allowing for a nuanced interpretation of survey data. 

• Sharma, R. (2021). Consumer Brand Loyalty Patterns in Indian 

Urban Beverage Markets [Master’s Thesis, Delhi University]. 

Helped understand the emotional and rational drivers behind beverage 

brand switches in metro cities. 

• IIM Ahmedabad (2022). Revival of Heritage Brands in India: Case 

of Campa Cola. 

A case-based analysis specifically focused on Campa Cola’s strategy 

post-relaunch. 
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• Jain, S. (2020). The Impact of Product Relaunch Strategies on 

Millennial Purchase Behavior. Indian Journal of Marketing 

Research. 

Useful for drawing parallels between modern marketing techniques 

and changes in consumer purchase intent. 

4. Primary Research – This Study 

• The survey conducted in 2025 included 100 consumers across Delhi-

NCR, measuring variables like taste rating, packaging rating, 

purchase intent, and switching likelihood from Coca-Cola to Campa 

Cola. 

• Regression and correlation analysis was conducted using tools like 

Excel and SPSS to empirically evaluate the strength of these variables 

in driving brand preference. 

• This primary data formed the core of the study's hypothesis testing 

and guided the development of final recommendations. 

 

Appendix  

Sharma, R., & Gupta, S. (2023). The Relaunch of Campa Cola: 

Analyzing Brand Repositioning and Consumer Loyalty in India. 

Journal of Marketing Research, 21(2), 45–60. 

Abstract 

This case outlines the journey of a once-popular Indian soft drink brand that 

faced significant challenges due to the dominance of global cola giants like 

Coca-Cola and Pepsi. Originally launched in 1977, Campa Cola (Campa) 

enjoyed a strong nostalgic presence in the Indian market. However, by the 

1990s, it was struggling to compete with Coca-Cola and Pepsi that 

established robust distribution networks, aggressive marketing strategies, 

and a strong brand presence. Campa’s market share showed a significant 

decline. Despite several attempts to regain its footing, Campa’s reach was 

reduced to a single state in north India, and it was overshadowed by the 

American brands that resonated with the aspirations of the post-liberalization 

Indian consumer. 

 

In 2022, Reliance Consumer Products Ltd. acquired Campa Cola as part of 

1
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its strategy to expand its fast-moving consumer goods (FMCG) portfolio. 

The acquisition aimed to leverage Reliance’s extensive retail and 

distribution network to reintroduce Campa Cola to a new generation of 

consumers. As Reliance launched Campa Cola, it confronted several 

challenges. The competition it faced was not only from the global beverage 

giants, but also from several local soft drink brands. T. Krishnakumar, a 

veteran from Coca-Cola, was tasked with developing a strategy to revitalize 

the brand. He considered various approaches, including the introduction of 

local flavors and non-carbonated fruit drinks to cater to diverse consumer 

preferences in India. The challenge was to balance the nostalgia associated 

with Campa Cola with appealing to modern tastes and preferences. 

Issues 

The case is structured to achieve the following teaching objectives: 

• Analyze the competitive forces in the Indian soft drink industry 

• Identify strategic capabilities 

• Conduct a SWOT analysis 

• Analyze internal strengths and weaknesses in relation to external 

opportunities and threats using the TOWS Matrix 

• Draw up a plan to revitalize a nostalgic brand 

Singh, P., & Mehta, A. (2024). Brand Loyalty and Consumer Behavior 

Post-Relaunch of Campa Cola: A Case Study in Delhi-NCR. Journal of 

Consumer Behavior and Marketing, 35(1), 82–98 

Abstract 

Reliance Consumer Products Limited (Reliance Consumer) relaunched the 

iconic Indian carbonate brand Campa in March 2023, just in time for the hot 

Indian summer. The company is leveraging penetration pricing, high 

marketing expenditure, and its broad retail distribution network to bring 

Campa at par with the carbonate brands of multinational operators, Coca-

Cola and PepsiCo, who dominate the US$18 billion Indian carbonates 

market*, says GlobalData, a leading data and analytics company. 

Following the acquisition of the Campa brand in August 2022, Reliance 

Group sold large SKUs of Campa through its Reliance Retail outlets. 

2
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Reliance Consumer has now relaunched the product in five pack sizes: 

200ml, 500ml, 600ml, 1 liter, and 2 liters. Campa was launched in three 

flavors: Cola, Lemon, and Orange to take on the most popular carbonate 

brands, including Coca-Cola, Pepsi Cola, Sprite, 7-Up, Fanta, and Mirinda. 

Bobby Verghese, Consumer Analyst at GlobalData, comments: “Reliance 

Consumer is also taking on market heavyweights Coca-Cola and PepsiCo 

through competitive pricing. For instance, the introductory price for a 200ml 

SKU of Campa Cola is INR10 ($0.12) compared to INR20 ($0.24) for a 

250ml SKU of Coca-Cola. Penetration pricing can boost Campa’s traction 

among the price-sensitive Indian masses, especially in the rural markets. The 

aggressive pricing will magnify the impact of the relaunch amid the cost-of-

living crisis, as 68% of Indian consumers are extremely concerned about the 

impact of inflation on their household budget **.” 

Francis Gabriel Godad, Business Development Manager, GlobalData India, 

adds: “Reliance Consumer also announced plans to launch an intensive 

marketing campaign at the Indian Premier League (IPL) 2023, a popular 

domestic cricket tournament with a viewership of over 200 million. 

Reliance’s branding activity during the event will thereby amplify Campa’s 

mass-market awareness in the cricket-loving nation. Moreover, as the 

official sponsor of the popular ‘Mumbai Indians’ IPL team, Reliance Group 

can rope in popular cricketers as brand ambassadors. This is a powerful 

marketing strategy given that endorsements by celebrities or organizations 

are an essential feature that 29% of Indians actively look for when 

purchasing products, according to GlobalData’s 2022 survey**. 

“Campa’s brand nostalgic value among Gen X and the Millennial cohorts 

will also aid it in making a comeback. Similarly, as homegrown brands both 

Reliance and Campa can capitalize on the localism trend, which favors 

domestic brands. Reliance can also leverage its own offline retail and e-

commerce stores to quickly narrow the gap with Coca-Cola and PepsiCo’s 

nationwide distribution networks and bolster Campa’s market penetration. 

In terms of pricing, Reliance Consumer can go toe-to-toe with multinational 

operators.” 

Verghese concludes: “Campa’s relaunch is just another step in Reliance 

Consumer’s strategy to build its own consumer packaged goods brand, 

Independence. In the coming years, the company is expected to bring Campa 

and other acquired brands, including Lotus Chocolate’s Sosyo Hajoori 
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confectionery, Maliban biscuits, and Good Life biscuits under the 

Independence umbrella brand. ” 

* GlobalData Consumer Intelligence Center—Market Analyzers, accessed 

in March 2023 

** GlobalData Q4 2022 Consumer Survey—India, with 400 respondents, 

published in November 2022 
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