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Abstract

The present study examines the factors influencing Gen Z consumer preference between Coca-Cola and Campa
Cola in South Bengaluru, focusing on a market experiencing renewed competition due to Campa Cola’s re-entry.
It analyses key determinants including affordability, packaging design, taste perception, and brand image along
with brand loyalty and trust, to understand how these factors shape purchasing decisions and brand preference
among a value-conscious and experience-driven Gen Z segment. Using a quantitative approach with primary data
from 150 respondents and statistical tools like correlation and hypothesis testing, the study aims to identify the
most influential factors affecting consumer choice. The findings are expected to provide insights into Gen Z
buying behaviour and offer practical implications for marketers to enhance pricing, packaging, branding, and
product experience in a competitive beverage market.
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Introduction

The study examines the factors influencing Gen Z consumer preference between Coca-Cola and Campa Cola in
South Bengaluru, a market experiencing renewed competition due to Campa Cola’s re-entry. It focuses on key
determinants such as affordability, packaging design, taste perception, and brand image along with brand loyalty
and trust, to understand how these factors collectively shape purchasing decisions among value-conscious and
experience-driven Gen Z consumers. Using a quantitative approach based on primary data from 150 respondents
and statistical tools like correlation and hypothesis testing, the study aims to identify the most significant drivers
of brand choice and provide insights into evolving consumer behaviour, helping marketers refine pricing,
packaging, branding, and product strategies in a competitive beverage.
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Gap Analysis

Comparative Brand Analysis Gap
There is limited empirical research comparing global brands like Coca-Cola with revived domestic
brands like Campa Cola within the same competitive framework, especially among Gen Z consumers in
Bengaluru.

Price Vs Brand Equity Trade-Off Gap
Existing studies do not adequately examine how Gen Z consumers balance affordability (Campa Cola)
against established brand trust and loyalty (Coca-Cola) in their purchase decisions.

Integrated Factors Gap
Most research analyses factors such as price, taste, packaging, and brand image independently, with
limited studies evaluating their combined impact on overall consumer preference.

Research Objectives

1.

To examine how affordability influences Gen Z consumers’ preference between Coca-Cola and Campa
Cola.

2. To study the role of brand image and brand loyalty in shaping Gen Z consumers’ preference between
Coca-Cola and Campa Cola.

3. To analyse how packaging design, taste perception influence Gen Z consumers’ preference between
Coca-Cola and Campa Cola.

4. To conduct a store audit across 50 outlets in four different locations of Bengaluru (South) to assess the
breadth and depth of distribution, ( i.e shelf visibility, availability) dealer margin and resupply reliability
of Coca-Cola and Campa Cola.

Research Methodology

5. Research Design:
The study uses a descriptive and analytical design to examine Gen Z consumer preferences between
Coca-Cola and Campa Cola in South Bengaluru, based on 100 consumer responses and 50 retail store
visits.

6. Research Type:
A quantitative, cross-sectional study using primary data to analyse factors like affordability, packaging,
availability, taste, and brand image influencing brand preference.

7. Research Approach & Sampling:
Quantitative approach with structured questionnaires (close-ended). Convenience sampling with 100
respondents and 50 store visits.

8. Data Analysis Tools:
Microsoft Excel, Percentage Analysis, and Chi-Square Test.

9. Limitations:

Limited to one city and possibility of biased responses.

Hypothesis / Null Hypothesis

Hypothesis 1 (H1)- Affordability has a significant influence on Gen Z consumers’ preference between Coca-Cola
and Campa Cola.

Hypothesis 2 (H2) - Brand image and loyalty significantly influence Gen Z consumers’ preference between Coca-
Cola and Campa Cola.
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Hypothesis 3 (H3) — Packaging design and taste perception significantly influence Gen Z consumers’ preference
between Coca-Cola and Campa Cola.

Hypothesis 4 (H4) — There is a significant difference in distribution breadth and depth of distribution, (i.e., shelf
visibility, availability) dealer margin and resupply reliability between Coca-Cola and Campa Cola across selected
outlets in Bengaluru (South).

Chi-Square Test (Hypothesis Testing)

The Chi-Square (y?) test is used to check whether there is a significant difference between observed and expected
frequencies.

Formula:
¥*=X(0O-E)2/E
Significance Level (a): 0.05

Results Summary

HI1: Affordability
> =0.16 <3.84 — HO Accepted
Affordability has no significant influence on consumer preference.

H2: Brand Image & Loyalty
v =34.46 > 5.99 — HO Rejected
Brand image and loyalty have a significant influence.

H3: Packaging & Taste
> =25.20>5.99 — HO Rejected
Packaging and taste have a significant influence.

H4: Distribution Factors

> =0.51 <7.815 — HO Accepted

There is no significant difference in distribution factors, although descriptive analysis shows Coca-Cola
performs better.

Why Chi-Square Test is Used

The Chi-Square test is appropriate for this study as it deals with categorical data such as brand preference and
consumer responses. It helps determine whether the observed differences between Coca-Cola and Campa Cola
are statistically significant or occur by chance, making it suitable for analysing relationships between variables
like affordability, taste, packaging, and brand image.

Data Analysis and Interpretation

Total No. of Respondents- 150
Sample Interview-100
Age wise distribution:

Age Group: - Responses
18-21year 58
22-25 year 29
26-28 year 11
Gender:
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Gender Responses
Male 36
Female 64

Occupation
Occupation Count Percentage
Student 74 74.0%
Working Professional 19 19.0%
Self-employed 7 7.0%
Total 100

Overall consumer preference between the two brands:

Preferred Brand
150
100
50
, 1N [ —
Coca-Cola Campa Cola Both Total

B Count M Percentage

Figl: Preferred brand

48% of respondents prefer Coca-Cola, indicating a slightly stronger overall brand preference compared to Campa
Cola (39%). This preference can be attributed to Coca-Cola’s strong brand image, long market presence, and
consistent taste, which build consumer trust. However, Campa Cola still attracts a significant share due to its
affordability and value-for-money positioning, appealing to price-sensitive Gen Z consumers, while 13% of
respondents prefer both brands, suggesting flexibility and switching behaviour based on factors like availability,
price, or promotions.

Price plays an important role in influencing consumer choice between Coca-Cola and Campa Cola.
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Is price important while choosing cola?
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o _
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M Total mNo MYes

Fig2: Price importance

The results indicate that 52% of respondents consider price important, while 48% do not view it as a major factor
when choosing a cola brand. This narrow difference suggests that although price influences consumer decisions,
it is not the sole determinant of brand preference. Many Gen Z consumers also prioritise factors such as taste,
brand image, and overall product experience, indicating that long-term preference depends on a combination of
value perception, taste satisfaction, and brand trust.

Perception of which brand provides better value for money:

Which brand offers better value for money?

120

100
80
60
40

B
0

Count Percentage

B Coca-Cola M Campa Cola M Total

Fig3: Better value for money

The results indicate that 52% of respondents believe Campa Cola offers better value for money, while 48%
perceive Coca-Cola as providing better value. This slight advantage for Campa Cola can be attributed to its lower
pricing and affordability, which appeal to price-sensitive Gen Z consumers. Despite Coca-Cola’s strong brand
image, many consumers associate lower prices with higher value, suggesting that price competitiveness plays a
key role in shaping value perception even when brand loyalty exists.
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Perception of which brand has more attractive packaging:

Percentage

Count
[—

0 20 40 60 80 100 120

Total No Difference ® Campa Cola ® Coca-Cola

Fig4-Packaging

The results indicate that 48% of respondents find Coca-Cola’s packaging more attractive, compared to 18% who
prefer Campa Cola’s packaging, while 34% perceive no significant difference. The stronger preference for Coca-
Cola can be attributed to its iconic design, recognizable branding, and established visual identity, whereas Campa
Cola’s lower preference may reflect lesser familiarity and weaker visual recognition. However, the notable
proportion of respondents indicating no difference suggests that packaging alone may not be a decisive factor for
many consumers, who may prioritise taste, price, or brand image instead.

Perception of which brand offers better taste.

Which tastes better?
120
100
80
60
40
20
; =
Count Percentage

B Coca-Cola m Campa Cola No Significant Difference Total

Fig5- Taste

The results show that 57% of respondents prefer Coca-Cola’s taste, while 21% prefer Campa Cola and 22% see
no difference. This indicates that Coca-Cola’s consistent flavor and established experience drive higher
satisfaction, though some consumers appreciate Campa Cola’s taste, and others consider additional factors like
price, brand image, and availability.
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Perception of which brand has a stronger brand image:

Which brand has the better image?

Percentage

Count -

0 20 40 60 80 100 120

Total m Others ™ Campa Cola ™ Coca-Cola

Fig6-Brand image

Consumer behaviour in the absence of their preferred brand.

If preferred brand is not available

120
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Fig7-Brand loyalty

The results show that 61% of respondents perceive Coca-Cola to have a better brand image, compared to 19% for
Campa Cola and 20% for other brands. This stronger perception is due to Coca-Cola’s long-standing presence
and strong brand recognition, while Campa Cola’s lower perception may be linked to its recent market re-entry.
Overall, the findings highlight that brand image significantly influences consumer preference and trust.
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Store Visit Sample:50
Availability of Coca-Cola, Campa-Cola and others
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Fig8-Availability

Visibility of Coca-Cola, Campa Cola and others
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Fig9-Visibility

Reliability of Coca-Cola, Campa Cola and others
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Fig 10- Reliability
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Margin of Coca-Cola, Campa Cola and other

Margin
50 ‘I
10% 20% 30% 10%-30% -
B Coca Cola Campa Cola Others
Figl1- Margin
Discussion

The study reveals that Coca-Cola holds a slightly stronger overall preference, with 48% of respondents choosing
it over Campa Cola (39%) (Fig 1). This is mainly due to its strong brand image, consistent taste, and long-standing
market presence, while Campa Cola attracts consumers through its affordability and value-for-money positioning.
Price is an important factor for 52% of respondents (Fig 2), but it is not the sole determinant of choice, as many
consumers also consider taste, brand image, and overall experience. Although 52% perceive Campa Cola as
offering better value for money (Fig 3), Coca-Cola continues to dominate preference, indicating that brand trust
outweighs price advantages.

Product attributes such as packaging and taste significantly influence consumer decisions. Coca-Cola is preferred
for both packaging (48%) (Fig 4) and taste (57%) (Fig 5), reflecting its strong product consistency and visual
appeal. However, a notable proportion of consumers perceive no major difference, suggesting that these factors
alone may not drive all purchase decisions. Brand image plays a crucial role, with 61% of respondents associating
Coca-Cola with a stronger brand image (Fig 6). Its global presence and familiarity contribute to higher consumer
trust, whereas Campa Cola’s lower perception is linked to its recent re-entry into the market.
The store audit (Fig 8) indicates that Coca-Cola has better availability, shelf visibility, and supply reliability across
outlets, while Campa Cola offers higher dealer margins. This highlights that despite competitive pricing and trade
incentives, strong distribution and consistent availability are critical in influencing consumer preference. Overall,
the findings show that while affordability and value matter, taste, brand image, and availability are the key factors
driving Gen Z consumer preference in the cola market.

Conclusion:

The study examines factors influencing Gen Z consumers’ preference between Coca-Cola and Campa Cola in
Bengaluru (South), focusing on affordability, brand image, loyalty, taste, packaging, and distribution. Findings
show that affordability is important, with Campa Cola perceived as offering better value for money, encouraging
trial among price-conscious consumers. However, price alone does not determine preference, as brand image and
loyalty remain key drivers. Coca-Cola holds a stronger brand image and consumer trust due to its long-standing
presence and consistent quality, giving it a slight edge overall.

Product attributes, especially taste and packaging, significantly impact decisions, with Coca-Cola generally
preferred for its taste, leading to higher satisfaction and repeat purchases. Additionally, Coca-Cola’s stronger
distribution network ensures better availability and visibility, while Campa Cola, despite offering higher dealer
margins, lags in retail penetration. Overall, while Campa Cola competes on affordability, Coca-Cola maintains its
advantage through brand equity, taste, and distribution strength, highlighting the need for Campa Cola to improve
perception and reach to build long-term loyalty.
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