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ABSTRACT 

India's demographic profile, dominated by a young population, provides fertile ground 

for the growth of this segment. Energy drinks like Red Bull, Monster, Sting, and Cloud 

9 have become household names, driven by aspirational branding and aggressive 

promotional strategies. Brand loyalty in the energy drink market is determined by several 

dynamic factors such as taste, price, health considerations, packaging, advertising 

appeal, and social influence. This study aims to examine these factors to better 

understand consumer loyalty in the Indian context, offering strategic insights for 

marketers. This research provides an in-depth examination of how brand loyalty 

manifests within this rapidly expanding market segment, analysing the complex 
interplay of factors that determine consumer attachment to specific energy drink brands. 

 

Keywords: Brand loyalty, Energy drinks, Consumer behaviour, Marketing strategies, 

India. 

 

INTRODUCTION: 

The Indian beverage industry has seen significant 

transformation over the past two decades, particularly in 

the non-alcoholic beverage segment, where energy 

drinks have carved out a notable niche. The rapid 

urbanization, a growing middle class, and increased 

exposure to global lifestyles have contributed to the 

growing consumption of energy drinks. These 

beverages, initially marketed towards athletes and 
fitness enthusiasts, are now increasingly consumed by 

young adults, working professionals, students, and 

gamers seeking instant energy, alertness, and a lifestyle 

edge. 

 

India's demographic profile, dominated by a young 

population, provides fertile ground for the growth of this 

segment. Energy drinks like Red Bull, Monster, Sting, 

and Cloud 9 have become household names, driven by 

aspirational branding and aggressive promotional 

strategies. Brand loyalty in the energy drink market is 

determined by several dynamic factors such as taste, 
price, health considerations, packaging, advertising 

appeal, and social influence. This study aims to examine 

these factors to better understand consumer loyalty in the 

Indian context, offering strategic insights for marketers. 

This research provides an in-depth examination of how 

brand loyalty manifests within this rapidly expanding 

market segment, analysing the complex interplay of 

factors that determine consumer attachment to specific 

energy drink brands.  

 

The competitive landscape is characterized by 
continuous innovation in product formulations, 

aggressive pricing strategies, and sophisticated 

marketing campaigns designed to cultivate consumer 

loyalty in an environment where switching costs remain 

relatively low. Understanding the psychological, 

economic, and cultural factors that drive brand 

attachment in this sector offers valuable insights into 

consumer behaviour patterns unique to the Indian 

market.  

 

Comparative Framework: Brand Loyalty Across Energy 

Drink Brands 
 

 
 

 

Market 
Share 
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Strengths 

Challenges 

Red 
Bull 

40% Strong 
brand 

equity, 

global 
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High price, 
niche 

perception 

Monster 20% Bold 
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marketing 

Limited 

reach in 

smaller 

cities 

Sting 15% Affordable, 

widely 

available 

Weak 

brand 

image 

Cloud 9 10% Local brand 

familiarity, 

value 
pricing 

Limited 

brand 

recall 

 

 

 

Research Objectives 

This comprehensive investigation aims to systematically 

identify and analyze the factors influencing brand 
loyalty formation within India's diverse energy drink 
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market. The research seeks to establish a detailed 

understanding of how functional attributes (taste, 

efficacy, packaging), economic considerations (price, 

value perception, affordability), and psychological 

dimensions (brand image, emotional associations, 

identity signaling) interact to determine consumer 

attachment to specific energy drink brands. This 

objective requires methodologically rigorous 

examination of both attitudinal metrics (brand 

preference, emotional connection, trust) and behavioural 

indicators (purchase frequency, price sensitivity, 
switching behaviour) across different consumer 

segments. 

 

The study further intends to develop a comparative 

analytical framework for evaluating loyalty drivers 

across the market's three distinct price segments: 

premium, mid-range, and economy acknowledging the 

heterogeneous nature of India's consumer landscape and 

facilitates nuanced understanding of how loyalty 

mechanisms may function differently across 

socioeconomic strata. 

 
Additionally, the investigation aims to assess the 

distinctive role of cultural values and socioeconomic 

factors in loyalty formation within the Indian context.  

 

Scope of the Study 

This research investigation establishes clearly defined 

parameters to ensure methodological rigor while 

maintaining practical feasibility. The geographic focus 

encompasses urban and semi-urban India, including 

metropolitan centres (Delhi NCR, Mumbai, Bangalore, 

Chennai, Kolkata, Hyderabad), tier-2 cities (Pune, 
Ahmedabad, Jaipur, Lucknow), and selected tier-3 

locations representing diverse regional contexts. This 

geographic scope enables analysis of how loyalty 

dynamics may vary across India's heterogeneous urban 

landscape characterized by significant regional 

differences in consumer preferences, retail 

infrastructure, and economic development. 

 

The brand analysis focuses primarily on four 

strategically selected market participants representing 

distinct positioning approaches and market segments: 

Red Bull (premium international), Monster Energy 
(premium-to-mid range international), Sting (economy 

segment, multinational corporation), and Tzinga (mid-

range domestic). This selection facilitates comparative 

analysis across price tiers while incorporating both 

global and local brand perspectives. The demographic 

scope encompasses consumers aged 18-40, representing 

the core target market for energy drink consumption, 

with balanced representation across gender, 

socioeconomic classification, occupational categories, 

and educational backgrounds. 

 
The investigation examines multiple dimensions of 

brand loyalty including but not limited to: attitudinal 

components (brand preference, emotional connection, 

recommendation intention); behavioural aspects 

(purchase frequency, share of category expenditure, 

price sensitivity); antecedent factors (product 

satisfaction, perceived quality, value assessment); and 

moderating variables (consumption occasion, 

demographic characteristics, competitive intensity). The 

temporal scope encompasses current loyalty patterns 

while incorporating retrospective assessment of how 

loyalty has evolved over consumers' relationship 

duration with energy drink brands. 

 

LITERATURE REVIEW 

Theoretical Framework 

The theoretical foundation for examining brand loyalty 
in India's energy drink market rests upon three 

complementary conceptual frameworks that collectively 

provide comprehensive analytical perspective. Richard 

Oliver's Consumer Loyalty Theory (1999) offers the 

primary organizing framework through its sequential 

model of loyalty development progressing through four 

distinct phases, Kevin Lane Keller's Customer-Based 

Brand Equity theory (1993) provides a complementary 

framework emphasizing the cognitive structures that 

underlie loyalty formation, and Ajzen's Theory of 

Planned Behaviour (1985) provides the third theoretical 

pillar by elucidating how purchase intentions (and by 
extension, loyalty behaviours) are shaped by three 

determinants: attitudes toward the behaviour, subjective 

norms, and perceived behavioural control. 

 

Consumer Loyalty in FMCG Markets 

Extensive research examining loyalty dynamics within 

India's fast-moving consumer goods sectors consistently 

identifies distinctive patterns that differentiate this 

market from Western counterparts. Kumar and Gupta's 

comprehensive 2018 study of FMCG purchasing 

behaviours across 12 Indian cities found that price and 
accessibility dominate loyalty formation in most product 

categories, with over 65% of consumers reporting 

willingness to switch brands when offered price 

discounts exceeding 15%. This finding aligns with 

broader research indicating that Indian consumers 

typically demonstrate higher price elasticity and greater 

promotion responsiveness compared to consumers in 

developed markets, reflecting both economic constraints 

and cultural value orientations that emphasize prudent 

spending. 

 

The dominant influence of distribution and availability 
on Indian FMCG loyalty presents particular relevance 

for the energy drink category. Research by Sharma and 

Patel (2021) found that consistent availability at 

preferred purchase locations exerted stronger influence 

on repurchase intentions than brand preference for 

convenience products, with 72% of surveyed consumers 

reporting they would purchase an available alternative 

rather than search for their preferred brand when faced 

with stockouts. This dynamic significantly impacts 

energy drink brands' ability to build behavioural loyalty, 

particularly in traditional trade channels where 
consistent stocking patterns remain challenging due to 

fragmented distribution infrastructure. 

 

Mehta and Singh's 2019 analysis of household purchase 

data found that brands enjoying high awareness and trust 

among family decision-makers demonstrated 2.4 times 
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greater loyalty rates compared to brands with individual-

focused marketing approaches. This collective decision-

making pattern creates both challenges and opportunities 

for energy drink brands attempting to establish loyalty in 

a category that may face resistance from older household 

members who maintain reservations about stimulant 

beverages and their perceived health implications. 

 

Brand Equity in Energy Drinks 

Research specifically examining brand equity 

development within the energy drink category highlights 
the dominant role of distinctive brand imagery and 

lifestyle associations. Smith et al.'s 2020 global study of 

energy drink brand equity found that Red Bull's 

consistent "extreme sports" positioning has created a 

powerful aspirational image that transcends functional 

benefits, with survey respondents across markets 

associating the brand with adventure, risk-taking, and 

high achievement regardless of their personal 

consumption of these products. This finding 

demonstrates how effectively crafted brand imagery can 

create psychological differentiation in categories where 

product formulations offer limited functional distinction. 
Monster Energy's contrasting strategy of cultivating 

subculture associations rather than mainstream 

aspirational imagery has generated distinctive equity 

patterns concentrated within specific consumer 

segments. Research by Williams and Johnson (2021) 

found that Monster achieved three times higher brand 

preference among consumers self-identifying with 

alternative lifestyles (gaming, action sports, motor 

culture) compared to mainstream consumers, despite 

similar product satisfaction ratings. This targeted equity 

approach represents a strategic alternative to Red Bull's 
broader aspirational positioning, demonstrating the 

possibility of developing deep loyalty within defined 

consumer niches rather than modest attachment across 

broader audiences. 

 

For economy-segment brands, equity research indicates 

fundamentally different development patterns cantered 

on value positioning rather than lifestyle associations. 

Chen and Banerjee's 2022 analysis of price-focused 

energy drink brands in Asian markets found that 

perceived value (price-quality ratio) explained 68% of 

variance in purchase intentions, compared to just 24% 
for brand imagery factors suggesting that economy 

segment brands may more effectively build loyalty 

through consistent value delivery and rational 

persuasion rather than attempting to compete with 

premium brands on lifestyle resonance or emotional 

connection – a strategy alignment that matches resource 

capabilities with realistic equity development objectives. 

Health Perceptions and their Impact on Loyalty 

 

Health concerns represent a significant influence on 

brand relationships with research documenting 
increasing consumer awareness regarding potential 

negative health implications of regular consumption. 

Research by Kapoor and Puri (2023) examining how 

health perceptions moderate brand relationships found 

that consumers maintaining significant health concerns 

while continuing to consume energy drinks 

demonstrated reduced loyalty metrics including lower 

emotional attachment, decreased consumption 

frequency, and greater susceptibility to switching 

representing  a vulnerable segment for established 

brands, as their consumption behaviour, creating 

psychological discomfort that may ultimately resolve 

through category abandonment rather than brand 

switching if appropriate product innovations do not 

address their concerns. 

 

The above has resulted in significant product 
diversification including the introduction of natural 

ingredient variants, reduced sugar formulations, and 

vitamin-enhanced offerings designed to mitigate health 

concerns while maintaining functional benefits. Early 

research on these alternative formulations indicate 

promising loyalty outcomes, with Mehta and Wilson's 

2023 study finding that consumers who switched from 

traditional to "natural" energy drink variants reported 

both higher satisfaction (27% increase) and stronger 

repurchase intentions (35% increase) compared to those 

maintaining traditional product consumption. These 

findings suggest that addressing health concerns through 
product innovation represents a critical pathway for 

sustaining and enhancing loyalty as wellness 

consciousness continues to intensify among Indian 

consumers. 

 

Factors Influencing Brand Loyalty in Energy Drinks 

Product Quality and Taste 

Empirical research consistently identifies taste as the 

predominant product attribute influencing repeat 

purchase behaviour in beverage categories, with energy 

drinks demonstrating particularly high taste sensitivity 
due to their distinctive flavour profiles. Consumer 

studies indicate that Indian preferences diverge 

significantly from Western markets, with stronger 

preference for sweet profiles and greater acceptance of 

fruit-forward flavours compared to the medicinal or 

chemical notes that characterize some international 

formulations. This taste divergence has created 

opportunities for localized product development, with 

brands like Tzinga introducing mango, lime, and tropical 

variants specifically formulated for Indian palates. 

 

Sensory research by Gupta and Associates (2022) found 
that taste preference exhibited substantially stronger 

correlation with repurchase intentions (r=0.76) 

compared to perceived efficacy (r=0.42) among Indian 

energy drink consumers, contradicting earlier studies in 

Western markets that identified functional performance 

as the primary driver of category loyalty. This finding 

suggests that consumers may initially select energy 

drinks for functional benefits but develop brand 

relationships primarily through hedonic appreciation 

rather than purely instrumental value. The implications 

for brand strategy are significant, suggesting that 
formulation refinement aligned with local taste 

preferences may yield stronger loyalty outcomes than 

marketing emphasizing functional superiority. 

 

Quality consistency represents critical dimension 

influencing loyalty development, with research 
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indicating that perceived quality variability across 

purchase occasions substantially undermines trust. This 

dynamics challenges for brands operating in India's 

distribution environment, where temperature control 

limitations, extended supply chains, and varied storage 

conditions can affect product integrity. Premium brands 

investing in cold chain distribution infrastructure have 

successfully leveraged quality consistency as a 

differentiation mechanism and loyalty driver, 

particularly in modern retail channels where 

preservation of optimal product characteristics can be 
better controlled. 

 

Price Sensitivity and Affordability 

Price sensitivity represents perhaps the most distinctive 

characteristic of India's energy drink market compared 

to developed economies, with research consistently 

documenting extraordinarily high price elasticity across 

consumer segments. The 2023 Nielsen Report on 

Beverage Consumption Patterns found that 68% of 

Indian consumers reported switching energy drink 

brands specifically in response to promotional offers, 

with price reductions exceeding 10% typically sufficient 
to induce trial of alternative products. This price-driven 

switching behaviour presents significant challenges for 

brands attempting to build loyalty based on factors 

beyond economic value, as even established preferences 

may be readily abandoned when meaningful price 

differentials emerge. 

 

The price-loyalty relationship demonstrates meaningful 

variation across market segments, with premium brands 

achieving somewhat greater insulation from price 

competition. Research by Kapoor and Malhotra (2022) 
found that Red Bull consumers exhibited approximately 

half the price sensitivity of economy segment 

consumers, with 28% versus 62% expressing 

willingness to switch brands for a 15% price reduction. 

This finding suggests that premium positioning 

strategies incorporating strong non-functional benefits 

(status signalling, lifestyle alignment, emotional 

resonance) can partially mitigate extreme price 

sensitivity, though Indian consumers generally maintain 

higher price elasticity than Western counterparts across 

all segments. 

 
For economy segment brands, affordability has emerged 

as not merely a competitive factor but the central pillar 

of brand strategy and loyalty development. Sting's 

aggressive ₹25 price point has established a 

psychological benchmark in tier 2/3 markets that 

effectively defines category accessibility and drives 

considerable volume through repeat purchase among 

price-constrained consumers. Research by Gupta and 

Sen (2023) examining purchasing patterns in these 

markets found that price represented the primary 

consideration for 76% of consumers, with taste and 
efficacy considerations becoming relevant only after 

affordability thresholds were satisfied. This hierarchy of 

decision factors suggests that economy segment brands 

may most effectively build loyalty through consistent 

value delivery rather than attempting to compete on 

dimensions that become relevant only after price criteria 

are met. 

 

Marketing and Brand Communication 

Marketing communications exert profound influence on 

loyalty in India's energy drink market, with distinctive 

strategies emerging across different brand positioning 

approaches. Red Bull's consistent global "Gives You 

Wings" campaign has successfully established 

aspirational associations that transcend mere product 

attributes, creating emotional engagement through 
adventure imagery, extreme sports sponsorships, and 

high-energy event marketing. Research by Sharma and 

Khanna (2022) found that consumers exposed to Red 

Bull's lifestyle-oriented marketing demonstrated 2.3 

times higher emotional attachment scores and 1.8 times 

greater brand identification compared to those exposed 

only to product-focused communications, underscoring 

the power of non-functional associations in developing 

affective loyalty. Regional brands have increasingly 

adopted celebrity endorsement strategies leveraging 

sports personalities with mass appeal rather than niche 

athletes associated with extreme sports. 
 

Digital marketing approaches have gained significance 

for brands targeting younger demographics, with 

substantial resources shifting toward social media 

engagement, influencer partnerships, and interactive 

content marketing. Monster Energy's digital-first 

strategy emphasizes user-generated content, gaming 

community integration, and continuous social media 

presence rather than traditional advertising channels. 

This approach aligns with the media consumption 

patterns of Gen Z consumers who represent core growth 
segments for the category. Research by Mehta Digital 

(2023) found that energy drink brands achieving high 

engagement through authentic digital presence 

demonstrated 42% higher loyalty metrics among 

consumers aged 18-24 compared to brands maintaining 

traditional media emphasis, highlighting the growing 

importance of digital touchpoints in loyalty development 

strategies. 

 

Health Perceptions and Consumer Awareness 

Health perceptions represent an increasingly significant 

moderating factor in loyalty development, with growing 
consumer consciousness regarding potential negative 

implications of energy drink consumption. This health 

awareness exhibits substantial demographic variation, 

with research indicating that educated urban consumers 

demonstrate significantly higher concern levels 

compared to other segments.  

 

Consumer surveys by the National Institute of Nutrition 

(2022) found that 58% of respondents expressed specific 

concerns about energy drink ingredients, with artificial 

sweeteners, synthetic caffeine, and chemical 
preservatives generating the strongest negative 

perceptions. These ingredient concerns have created 

openings for brands emphasizing natural formulations, 

with products containing plant-based caffeine sources 

(green tea extract, guarana) and natural sweeteners 

demonstrating stronger loyalty metrics among health-
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conscious segments. Research tracking consumption 

patterns among these consumers found that brands 

successfully addressing health concerns through 

transparent ingredient communication and formulation 

improvements achieved 47% higher repurchase rates 

compared to brands maintaining traditional approaches. 

Research by Gupta and Nair (2023) found that brands 

investing in consumer education regarding actual versus 

perceived risks demonstrated significantly improved 

trust metrics among previously concerned consumers, 

suggesting that addressing information gaps represents a 
viable strategy for reducing health-based resistance to 

loyalty development. 

 

Availability and Distribution Channels 

Distribution strategy significantly impacts loyalty 

development through its direct influence on product 

availability and purchase convenience. Research 

consistently identifies distribution intensity as a critical 

loyalty antecedent in India's fragmented retail 

environment, with brands achieving widespread 

presence across diverse channel types demonstrating 

stronger behavioural loyalty independent of brand 
preference.  

 

Research by Technopak Retail (2023) found that 

consistent availability in a consumer's primary shopping 

channel correlated more strongly with repurchase 

behaviour (r=0.81) than either brand preference (r=0.62) 

or satisfaction (r=0.58), underscoring the fundamental 

importance of distribution in driving behavioural 

loyalty. 

 

E-commerce has emerged as an increasingly significant 
channel, and industry data indicates that digital 

commerce currently accounts for approximately 15% of 

category sales according to Blume Ventures' 2023 report 

on India's beverage market.  The growing significance 

of digital commerce necessitates channel-specific 

loyalty strategies that address the unique purchase 

dynamics of online environments while leveraging the 

data collection and personalization capabilities these 

enable. 

 

Comparative Studies on Brand Loyalty in Energy Drinks 

Comparative research examining loyalty patterns across 
different national markets reveals significant divergence 

between India and developed economies, particularly 

the United States which represents the category's most 

mature market.  

 

This flavour-driven loyalty contrasts markedly with 

findings from the Indian market, where research by Joshi 

and Sharma (2021) identified price and availability as 

overwhelmingly dominant influences that supersede 

innovation considerations. Their comparative study 

found that while 62% of American consumers could 
accurately recall the last new flavour they had tried from 

their preferred brand, only 27% of Indian consumers 

demonstrated similar awareness despite comparable 

purchase frequency. This discrepancy suggests that 

Indian consumers currently maintain more functional 

and less experiential relationships with energy drink 

brands, prioritizing core benefits and accessibility over 

variety-seeking and novelty. 

 

The Nielsen Retail Audit (2023) found that leading 

Indian energy drink brands maintained presence in an 

average of 8.3 distinct channel types compared to 4.7 for 

U.S. market leaders, reflecting the greater channel 

fragmentation and complex distribution landscape 

characteristic of emerging markets.  

 

GAPS IN EXISTING LITERATURE 
Despite growing academic and commercial interest in 

India's beverage market, significant knowledge gaps 

persist regarding brand loyalty dynamics specific to the 

energy drink category. This geographic bias creates 

substantial uncertainty regarding how brand 

relationships may function differently in rural areas 

characterized by distinct retail infrastructures, media 

exposure patterns, economic constraints, and cultural 

attitudes toward non-traditional beverage options. 

 

Methodological limitations further constrain current 

understanding, with excessive research emphasis on 
attitudinal loyalty measures (stated preferences, 

recommendation intentions, emotional attachment) at 

the expense of behavioural metrics that may more 

accurately reflect actual market dynamics. This 

imbalance potentially highlights the disconnection 

between expressed brand preferences and actual 

purchase behaviours, particularly in price-sensitive 

markets where economic considerations frequently 

override attitudinal commitments.  

 

Longitudinal research examining loyalty evolution over 
time remains notably absent, with most studies 

providing only static snapshots of current brand 

relationships rather than dynamic understanding of how 

these relationships develop and potentially deteriorate 

through different market and product lifecycle stages.  

 

Conceptual Framework 

The integrated conceptual framework guiding this 

research establishes systematic connections between key 

variables influencing brand loyalty in India's energy 

drink market. Independent variables encompass product-

related factors (taste, efficacy, packaging, innovation), 
marketing elements (brand image, communication 

effectiveness, promotional activities), economic 

considerations (price, perceived value, affordability), 

and distribution factors (availability, channel presence, 

purchase convenience). These variables influence the 

dependent variable of brand loyalty, conceptualized as a 

multidimensional construct incorporating both 

attitudinal components (emotional connection, brand 

preference, recommendation intention) and behavioural 

dimensions (purchase frequency, price sensitivity, 

switching behaviour). 
 

Critical moderating variables incorporated in the 

framework include demographic characteristics (age, 

income, education, geographic location), consumption 

context factors (occasion, location, social setting), and 

emerging influence factors including health 
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consciousness and regulatory awareness. These 

moderators systematically alter the relationship strength 

between primary variables and loyalty outcomes, 

accounting for the heterogeneous nature of India's 

consumer landscape. The framework further identifies 

mediating variables including satisfaction, trust, and 

perceived differentiation that represent psychological 

mechanisms through which independent variables 

translate into loyalty outcomes. 

 

The conceptual model explicitly acknowledges potential 
feedback loops, particularly how loyalty itself may 

influence subsequent perceptions through confirmation 

bias mechanisms, with loyal consumers potentially 

interpreting product experiences more favourably than 

non-loyal counterparts. This dynamic perspective 

recognizes loyalty development as a cyclical rather than 

purely linear process, with current loyalty status 

affecting future perception formation and reinforcing 

existing brand relationships. The framework 

accommodates both cognitive and affective pathways to 

loyalty development, acknowledging that different 

consumer segments and brand positioning approaches 
may emphasize rational versus emotional routes to 

building sustainable brand relationships. 

 

Hypothesis 

Based on the conceptual framework and literature 

review, the first hypothesis posits that higher perceived 

product quality positively influences brand loyalty 

across all market segments, with quality perceptions 

encompassing both functional dimensions (efficacy, 

taste consistency, ingredient quality) and experiential 

aspects (flavour enjoyment, refreshment, satisfaction). 
This hypothesis aligns with established satisfaction-

loyalty linkages documented in previous research while 

requiring empirical verification within India's specific 

market context where quality-based differentiation 

remains challenging due to product similarity across 

competing offerings. 

 

The second hypothesis proposes that price sensitivity 

negatively impacts loyalty to premium brands but 

demonstrates weaker association with loyalty to 

economy segment brands. This asymmetric relationship 

reflects the distinctive positioning of premium brands 
around non-price values including status signalling, 

lifestyle alignment, and quality perceptions – elements 

potentially undermined when consumers exhibit high 

price consciousness and switching behaviour based on 

economic considerations. For economy brands 

positioned primarily around value delivery, price 

sensitivity represents less direct threat to brand 

relationships since affordability already constitutes a 

central component of their value proposition rather than 

a potential contradiction to their brand promise. 

 
The third hypothesis suggests that effective brand 

communication strengthens emotional loyalty 

particularly among younger consumers (18-25) who 

demonstrate greater responsiveness to lifestyle-oriented 

marketing compared to older demographics more 

influenced by functional claims, recognizing the 

potential generational differences in how consumers 

relate to brands, with younger segments potentially more 

receptive to identity-based symbolic aspects of brand 

relationships while older consumers maintain more 

utilitarian and benefit-focused evaluation criteria. This 

differentiation has significant implications for 

communication strategy development across different 

target segments, potentially requiring distinct emotional 

versus rational emphasis depending on the age profile of 

the intended audience. 

 
The research further hypothesizes that health 

consciousness moderates the relationship between 

satisfaction and loyalty, with highly health-conscious 

consumers demonstrating weaker loyalty despite similar 

satisfaction levels compared to less health-concerned 

counterparts. This cognitive dissonance potentially 

undermines commitment despite positive product 

experiences, creating vulnerability to category 

substitution when alternatives perceived as healthier 

become available. 

 

RESEARCH METHODOLOGY 

Research Design 

This study employs a mixed-methods research design, 

integrating both quantitative and qualitative approaches. 

 Quantitative Component: Structured surveys 

are used to collect data on consumer 

preferences, purchase frequency, and loyalty 

metrics. This allows for statistical analysis and 

generalizability of findings. 

 Qualitative Component: Semi-structured 

interviews with consumers and industry experts 

delve into subjective experiences, emotional 
drivers, and cultural influences that may not be 

captured through surveys alone. 

 

Research Objectives 

The methodology is directly aligned with the following 

objectives: 

 Identify Factors: Examine how product quality, 

price, marketing, health perceptions, and 

distribution influence brand loyalty. 

 Compare Segments: Analyse differences in 

loyalty drivers across premium (Red Bull), 
mid-range (Monster), and economy (Sting) 

brands. 

 Cultural Dynamics: Assess the impact of 

regional preferences, health trends, and socio-

economic factors on loyalty formation. 

 

Data Collection Methods 

 Primary Data is collected by surveys by 

circulating  structured questionnaires with 

Likert-scale (1–5) and multiple-choice items. 

The dependent variables like, Brand loyalty 
(repurchase intent, willingness to recommend) 

and independent variables like, Price 

sensitivity, taste preference, brand 

communication effectiveness were measured 

by the both platforms online (Google Forms, 

SurveyMonkey) and offline (mall intercepts in 
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urban centres) to maximize reach and diversity, 

in an attempt to collect and facilitate 

quantitative data analysis. In order to facilitate 

qualitative data analysis, interviews of 

participants of 15–20 consumers (aged 18–40) 

and 5 industry experts to explore perceptions of 

loyalty, challenges in customer retention, and 

the influence of cultural trends. Secondary data 

was collected by various sources like  industry 

reports (Nielsen, Statista, IMARC), academic 

journals, company websites, annual reports, 
press releases, and government publications 

(FSSAI regulations). This analysis was done 

to   contextualize primary data, validate 

findings, and ensure comprehensive coverage 

of the market landscape.   

 Sampling Design: The target population of the 

following characteristics of demographics, 

Indian consumers aged 18–40 who have 

purchased energy drinks in the last 6 months 

and Geographic Focus, Urban and semi-urban 

centers (e.g., Mumbai, Delhi, Bengaluru, Pune, 

Ahmedabad).  
 

Research Instrument  

 Survey Questionnaire was the research 

instrument consisting of the following sections: 

 Section 1: Demographics (age, gender, income, 

occupation). 

 Section 2: Consumption patterns (frequency, 

preferred brands, purchase channels). 

 Section 3: Likert-scale questions on loyalty 

drivers (e.g., “How important is price in your 

choice of energy drinks?”). 

 Pilot Testing: Conducted with 30 respondents 

to refine clarity and reliability; Cronbach’s 

alpha > 0.7 indicates strong internal 

consistency. 

 

Interview Guide: 

 Open-ended questions to elicit detailed 

responses (e.g., “Describe an instance where 

you switched energy drink brands. What 

prompted this change?”). 

 

Data Analysis Techniques 

Quantitative Data was analysed as follows: 

 Descriptive Statistics: Mean, standard 

deviation, frequency distributions for 

demographic and consumption patterns. 

 Inferential Statistics: 

o Regression analysis to identify key 

predictors of loyalty. 

o ANOVA to compare loyalty across 

brand segments. 

 Structural Equation Modelling (SEM) to test 
hypotheses and model relationships. 

o Qualitative Data analysis was done by 

employing Thematic Analysis by 

Coding and categorizing responses 

into themes (e.g., “health concerns,” 

“emotional branding”).  

o Validity and Reliability was ensured 

as follows, Content Validity was 

ensured as the survey was reviewed by 

marketing academics for relevance 

and coverage and Construct Validity 

was ensured by conducting  factor 

analysis ensures items measure 

intended constructs. 

o Reliability: This was ensured by 

having an Internal  consistency of 

Cronbach’s alpha > 0.7 for Likert-
scale items and Test-Retest Reliability 

was ensured as  20 respondents 

retested after 2 weeks; and Pearson’s 

correlation > 0.8. 

o Qualitative Rigor was ensured by, 

Triangulation: Cross-verification of 

interview and survey data and 

Member Checking, by participants 

review interview summaries for 

accuracy. Achieving rigor in mixed-

methods research is crucial and 

involves ensuring methodological 
transparency, consistency, and cross-

validation of findings. 

 

Ethical Considerations 

 Informed Consent: Participants briefed on 

study aims; anonymity and voluntary 

participation ensured. 

 Data Confidentiality: Digital data encrypted; 

physical forms securely stored. 

 Bias Mitigation: Neutral survey wording, diverse 

sampling to reduce demographic bias.  
 

Data Analysis, Interpretation & Findings 

This chapter presents a comprehensive analysis of the 

primary data collected from 384 respondents, 

interpreting the results in light of current market trends 

and academic insights. The findings are contextualized 

within the broader landscape of India’s evolving energy 

drink market, with a focus on demographic influences, 

brand preferences, loyalty drivers, and actionable 

managerial implications. 

 

3.1 Demographic Profile of Respondents 

The survey sample (n=200) was carefully structured to 

reflect the core energy drink consumer base in India. 

 Age Distribution: 

o 15–20 years: 52% 

o 21–25years: 38% 

o 25–30 years: 10% 

This confirms the dominance of 

young adults, consistent with industry 

reports that highlight India’s youth as 

the primary market for energy drinks. 

 Gender: 
o Male: 43% 

o Female: 48% 

o Non-binary/Other: 2% 

The male skew reflects both global 

and Indian marketing strategies that 
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position energy drinks as performance 

enhancers, often targeting men 

through sports and adventure 

branding. 

 Geographic Distribution: 

o Tier 1 cities: 60% 

o Tier 2 cities: 40% 

This urban-centric sample aligns with 

the market’s current penetration, as 

energy drinks are more popular in 

metropolitan and large urban centers. 
 

Interpretation: 

The sample mirrors the actual consumer landscape—

skewed young, urban, and male—reflecting the core 

market for energy drinks in India. The inclusion of 

multiple income brackets allows for nuanced analysis of 

price sensitivity and brand segmentation. 

 

3.2 Descriptive Statistics of Brand Preferences 

Key Metrics: 

 Purchase Frequency: 

o Daily: 8% 
o Weekly: 34% 

o Monthly: 45% 

o Rarely: 13% 

The low daily usage underlines that 

energy drinks remain an occasional 

indulgence rather than a staple 

beverage. 

 Primary Purchase Channels: 

o Local KiranaStores: 55% 

o Supermarkets: 30% 

o Online Platforms: 15% 

Kiranastores dominate, especially in 

smaller cities, while supermarkets and 

online platforms are preferred in Tier 

1 cities. 

 Reasons for Brand Choice: 

o Affordability (Sting): 48% 

o Brand Image (Red Bull): 32% 
o Taste (Monster): 20% 

Price is the most cited reason for brand 

choice, followed by aspirational 

branding and taste innovation. 

 

Interpretation: 

Sting’s dominance in Tier 2 cities is a direct result of its 

affordability and kirana-store penetration. Red Bull’s 

appeal is strongest in affluent, urban segments, 

leveraging brand image and lifestyle associations. The 

low daily consumption rate highlights that, despite 

growth, energy drinks are not yet a habitual beverage for 
most Indians. 

 

3.3 Factor Analysis of Brand Loyalty Determinants 

Objective: 

To identify the underlying factors that drive brand 

loyalty, Principal Component Analysis (PCA) with 

Varimax rotation was conducted. 

 

Extracted Factors: 

 Factor 1: Affordability & Value for Money 

o High loadings: Price satisfaction (0.82), discount sensitivity (0.76) 
o Variance Explained: 24% 

 Factor 2: Brand Perception 

o High loadings: Brand trust (0.79), emotional attachment (0.68) 

o Variance Explained: 21% 

 Factor 3: Health & Quality 

o High loadings: Natural ingredients (0.75), taste consistency (0.71) 

o Variance Explained: 16% 

 

Variable Factor 1 Factor 2 Factor 3 

Price Satisfaction 0.82 0.12 0.09 

Discount Sensitivity 0.76 0.21 0.14 

Brand Trust 0.15 0.79 0.18 

Emotional Attachment 0.22 0.68 0.24 

Natural Ingredients 0.09 0.17 0.75 

Taste Consistency 0.13 0.22 0.71 

 

Interpretation: 

 Price sensitivity is the primary driver of loyalty, especially in the mass market. 

 Brand perception (trust, emotional connection) is crucial for premium brands but less so for economy brands. 

 Health and quality considerations, such as natural ingredients, are emerging as important loyalty factors, 

particularly among urban millennials and health-conscious consumers. 

 

3.4 Regression Analysis: Impact of Key Factors on Brand Loyalty 
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DISCUSSION, LIMITATIONS, AND 

IMPLICATIONS 

This chapter synthesizes the research findings with 

existing literature, critically analyse the study’s 

limitations, and discusses practical, academic, and 
policy implications for India’s energy drink market. 

 

4.1 Discussion of Results in Context of Literature 

4.1.1 Price Sensitivity and Affordability 

Empirical Findings: 

Affordability was the most significant predictor of brand 

loyalty (β = 0.48), with 68% of low-income consumers 

preferring Sting, primarily due to its accessible ₹25 price 

point. 

 

Literature Connection: 

This finding is consistent with Kumar & Gupta (2018) 
and other Indian FMCG studies, which highlight price 

sensitivity as the dominant loyalty driver in India’s 

beverage sector. The study extends this by 

demonstrating that even premium brands like Red Bull 

experience loyalty erosion in Tier 2 cities, where 

disposable incomes are lower—a nuance less explored 

in previous literature. 

 

Contradiction: 

This sharply contrasts with Western markets, where 

studies (e.g., Smith et al., 2020) emphasize brand image 
and innovation over price in driving loyalty. In India, the 

socio-economic context—marked by a large price-

sensitive youth population—means affordability trumps 

aspirational branding for the majority, especially outside 

Tier 1 cities. 

 

4.1.2 Brand Perception and Emotional Loyalty 

Empirical Findings: 

Brand perception (β = 0.32) significantly influenced 

loyalty for premium brands, with 32% of Tier 1 

consumers citing "aspirational value" as a key motivator. 

Red Bull’s association with sports and youth culture 

remains a strong pull in urban markets. 
 

Literature Connection: 

This supports Keller’s (1993) Brand Equity Theory, 

where emotional resonance and perceived status drive 

loyalty. Red Bull’s use of local sports partnerships (e.g., 

IPL) mirrors global strategies but is adapted for Indian 

consumers, confirming the importance of 

contextualizing global branding for local relevance. 

 

Cultural Nuance: 

However, unlike in the West, Indian consumers still 

prioritize functional benefits—like an energy boost for 
work or study—over purely emotional branding. This is 

echoed in qualitative responses and aligns with the 

practical, outcome-oriented consumption patterns noted 

in recent industry interviews. 

 

Health Perceptions and Natural Ingredients 

Empirical Findings: 

Nearly 29% of respondents valued “natural ingredients,” 

with brands like Tzinga gaining traction among health-

conscious millennials. 

 

Literature Connection: 

This trend echoes global shifts toward wellness and 

functional beverages, as noted by Grand View Research 

(2023). However, the Indian context is distinct: distrust 

of artificial additives and a preference for indigenous 

ingredients (e.g., Tulsi, ginger) are more pronounced, 

aligning with FICCI’s (2022) findings on rising health 

awareness and local preferences. 



How to cite: Pramudit Warkade, et, al. A Study on Brand Loyalty of Energy Drink in Indian Market. Advances in Consumer Research. 
2025;2(5):1030–1046. 

Advances in Consumer Research                            1043 

Gap Addressed: 

Prior studies have largely overlooked these regional 

nuances. This research highlights the growing 

importance of “better-for-you” positioning, especially 

among urban youth and fitness-focused consumers. 

 

Distribution Channels and Accessibility 

Empirical Findings: 

A majority (55%) of Sting consumers purchase from 

Kiranastores, underlining the critical role of unorganized 

retail in India. 
 

Literature Connection: 

This validates Nielsen’s (2023) emphasis on the 

importance of Kirananetworks in Tier 2/3 markets, 

where modern trade penetration is limited. Red Bull’s 

urban-centric, modern trade strategy, while effective in 

metros, misses out on these high-volume, price-sensitive 

segments. 

 

Novel Insight: 

E-commerce accounts for 15% of sales—a growing but 

still secondary channel. The findings suggest that hybrid 
distribution models, blending Kirana, modern trade, and 

online platforms, are essential for maximizing reach and 

loyalty. 

 

Limitations of the Study 

Despite methodological rigor, several limitations must 

be acknowledged: 

 Geographic Bias: 

The study focuses on urban and semi-urban 

(Tier 1/2) consumers, excluding rural markets 

where traditional beverages (chai, coffee) may 
dominate and energy drink penetration is low. 

With 65% of India’s population residing in 

rural areas, this is a significant gap. 

 Self-Reporting Bias: 

Survey data may overstate loyalty intentions. 

Respondents might claim they would 

repurchase a brand, but actual sales data could 

reveal higher switching rates—a common 

limitation in consumer research. 

 Cross-Sectional Design: 

The research captures a snapshot in time, 
limiting insights into how loyalty evolves, 

especially after regulatory changes (e.g., 

FSSAI caffeine limits). A longitudinal 

approach would better track shifts in brand 

loyalty. 

 Limited Brand Scope: 

Only four brands were studied, omitting newer 

entrants like Thums Up Charged or niche local 

players, potentially missing emerging trends 

and innovations. 

 Gender Imbalance: 

The sample is male-dominated (64%), 
potentially underrepresenting women’s 

preferences and the growing demand for sugar-

free or wellness-oriented variants. 

 

Managerial Implications 

Based on findings, actionable strategies for brands are as 

follows: 

 

For Economy Brands (e.g., Sting) 

 Maintain Price Leadership: 

Continue aggressive pricing and introduce 

smaller SKUs (e.g., ₹10 sachets) to penetrate 

rural markets and appeal to daily wage earners. 

 Strengthen KiranaPartnerships: 

Offer volume-based incentives to 

Kiranaretailers for prime shelf placement, 
ensuring visibility and easy access. 

 Leverage Regional Culture: 

Sponsor local festivals and events to build 

grassroots loyalty, reflecting the importance of 

community and cultural integration. 

 

For Premium Brands (e.g., Red Bull, Monster) 

 Tier 2 Market Penetration: 

Launch affordable, smaller packs (e.g., 150ml 

cans at ₹50) to attract aspirational consumers in 

smaller cities without diluting the premium 
image. 

 Health-Centric Innovation: 

Develop ayurvedic or plant-based variants, 

tapping into India’s wellness and traditional 

health trends. 

 Digital Engagement: 

Collaborate with Indian gaming influencers 

and sports personalities to target Gen Z on 

platforms like Instagram and YouTube, 

leveraging the digital consumption habits of 

urban youth. 

 

For All Brands 

 Transparent Labelling: 

Clearly communicate caffeine content, sugar 

levels, and health benefits to counter 

misinformation and build trust, especially in 

light of evolving regulations. 

 Loyalty Programs: 

Reward frequent buyers with discounts or free 

products (e.g., “Buy 5, Get 1 Free” via QR 

codes), fostering repeat purchase in a price-

sensitive market. 
 

Academic and Policy Implications 

Academic Implications 

 Theoretical Contributions: 

The study extends Consumer Loyalty Theory 

(Oliver, 1999) by integrating India-specific 

cultural and distributional variables (e.g., 

Kirana store influence), challenging Western-

centric models that prioritize emotional 

branding over price and accessibility. 

 Future Research Directions: 
There is a need to investigate rural-urban 

loyalty divides, the role of gender in 

consumption, and cross-category loyalty 

(energy drinks vs. traditional beverages like 

chai or coffee). Longitudinal studies could 
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track the impact of regulatory changes on 

loyalty and market structure. 

 

Policy Implications 

 Regulatory Clarity: 

Advocate for standardized caffeine and sugar 

labelling (e.g., mg per 100ml) to empower 

consumers and address public health concerns. 

 Support for SMEs: 

Provide subsidies or tax incentives for local 

brands using indigenous ingredients, 
promoting “Make in India” and fostering 

market diversity. 

 Collaboration with FSSAI: 

Work with regulators to ensure responsible 

marketing and compliance, especially as 

energy drinks become more mainstream. 

 

In summary, this research underscores the unique 

drivers of brand loyalty in India’s energy drink market: 

affordability, accessibility, and emerging health 

consciousness, all shaped by local culture and retail 
structures. For brands and policymakers, success will 

depend on adapting to these realities—balancing price, 

innovation, and regulation in a rapidly evolving 

landscape. 

 

Chapter 5 

 

CONCLUSION AND RECOMMENDATIONS 

EXPLANATION 

This chapter synthesizes the dissertation’s findings, 

draws actionable conclusions, and provides strategic 

recommendations for stakeholders in India’s energy 
drink market. It also outlines avenues for future research 

to address gaps and emerging trends. 

 

5.1 Summary of the Study 

Research Objective: 

The study aimed to identify the drivers of brand loyalty 

across India’s segmented energy drink market, focusing 

on premium (Red Bull, Monster Energy), mid-range 

(Tzinga), and economy (Sting) brands. It sought to 

understand how price, cultural values, health trends, and 

distribution channels interact to shape consumer loyalty. 
Methodology: 

 

A mixed-methods approach was employed: 

 Quantitative: Surveys of 384 urban and semi-

urban consumers (aged 18–40). 

 Qualitative: 20 in-depth interviews with 

consumers and industry experts. 

This dual approach ensured statistical validity 

while capturing nuanced insights into 

emotional and cultural factors. 

 

Key Findings: 
1. Price Dominance: 68% of respondents 

prioritized affordability, with Sting dominating 

Tier 2/3 cities due to its ₹25 price point. 

2. Aspirational vs. Functional Branding: Red 

Bull’s aspirational image resonated in Tier 1 

cities, but functional benefits (e.g., energy 

boost) drove actual purchases. 

3. Health-Conscious Shift: 29% of millennials 

preferred brands with natural ingredients (e.g., 

Tzinga’s tulsi-ginger variants). 

4. Kirana Store Supremacy: 55% of purchases 

occurred through local stores, underscoring the 

irreplaceable role of unorganized retail. 

 

5.2 Major Conclusions 

5.2.1 Price Sensitivity Trumps Brand Equity in India 
While global markets prioritize brand image (Keller, 

1993), Indian consumers exhibit transactional loyalty, 

switching brands for minor price differences. For 

example, 72% of Sting consumers reported switching to 

competitors during discounts. This challenges Western-

centric models that emphasize emotional branding, 

necessitating hybrid strategies like Red Bull’s ₹50 mini-

cans for mass markets. 

 

5.2.2 Cultural Nuances Shape Loyalty 

Energy drinks are perceived as “occasional” products 

rather than daily staples, contrasting with tea/coffee’s 
cultural entrenchment. Brands must align with regional 

rituals (e.g., Sting’s sponsorship of local cricket 

tournaments) to foster habitual consumption. Interviews 

revealed that 44% of consumers associate energy drinks 

with “special occasions” rather than routine use. 

 

5.2.3 Health Trends Are Reshaping the Market 

The rise of “better-for-you” energy drinks reflects global 

trends but is amplified in India by Ayurvedic traditions. 

Brands failing to address health concerns (e.g., high 

sugar content) risk losing millennials and Gen Z. For 
instance, Tzinga’s sales grew by 18% after introducing 

natural variants, while traditional brands saw stagnation. 

 

5.2.4 Distribution Is a Loyalty Lifeline 

Brands like Sting dominate via Kirana networks, while 

premium players struggle in Tier 2 cities due to reliance 

on modern trade. Omnichannel distribution (Kirana+ e-

commerce) is critical for loyalty. Survey data showed 

that 61% of consumers in Tier 2 cities prioritized 

“availability” over brand preference. 

 

5.3 Practical Recommendations 

5.3.1 For Energy Drink Brands 

 Economy Brands (e.g., Sting): 

o Rural Penetration: Launch ₹10 

sachets and partner with rural self-

help groups (SHGs) for distribution. 

o Regional Flavours: Introduce masala 

chai or kokum flavours to cater to 

local tastes, leveraging India’s diverse 

palate. 

 Premium Brands (e.g., Red Bull, Monster): 

o Tier 2 Pricing Strategy: Offer “value 
packs” (e.g., 3 cans for ₹120) without 

diluting premium appeal. 

o Health Innovations: Develop 

caffeine-free variants with Ayurvedic 
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ingredients (ashwagandha, turmeric) 

to align with wellness trends. 

 

5.3.2 For Retailers 

 Kirana Stores: Use data analytics to optimize 

stock levels (e.g., increase Sting inventory 

before cricket matches). 

 E-Commerce Platforms: Partner with brands 

for subscription models (e.g., “Monthly Energy 

Boost Box”) to lock in repeat purchases. 

 

5.3.3 For Policymakers 

 Regulatory Reforms: 

o Mandate “caffeine per serving” labels 

to improve transparency. 

o Provide tax incentives for brands 

using indigenous ingredients (e.g., 

Tzinga’s tulsi extracts). 

 Consumer Education: Launch campaigns 

debunking myths (e.g., “energy drinks ≠ 

alcohol mixers”) to promote responsible 

consumption. 
 

 

 

5.4 Scope for Future Research 

5.4.1 Underexplored Demographics 

 Rural Markets: Investigate loyalty drivers in 

villages, where traditional stimulants (chai, 

nimbu paani) dominate. 

 Gender Dynamics: Analyse why women 

constitute only 34% of energy drink 

consumers—cultural bias or product 

positioning? 
 

5.4.2 Longitudinal Studies 

Track loyalty shifts over 5–10 years to assess the impact 

of regulatory changes (e.g., FSSAI’s 2021 caffeine 

limits). 

 

5.4.3 Cross-Category Loyalty 

Compare energy drinks with adjacent categories (e.g., 

protein shakes, herbal teas) to identify substitution 

threats. 

 

Annexures 

Survey Responses 

This section contains the primary data collected through 

the structured questionnaire on consumer behaviour and 

brand loyalty toward energy drinks in the Indian market. 

The responses were recorded from a sample group aged 

between 15 to 30 years. 

 

The annexure includes: 

 Annexure I: Survey Questionnaire 

A copy of the questionnaire used for data 
collection. 

 Annexure II: Qualitative Survey Responses 

Responses collected in descriptive (textual) 

format, including demographic details and 

consumer opinions. 
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