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ABSTRACT

POWER PLAY presents a comprehensive case study that scrutinizes the intense
competition between PepsiCo's Sting and Coca-Cola's Charged. The study focuses on three
key dimensions: the ongoing price war, the strategic innovations taken by Charged to
secure market dominance, and its new innovative advertising campaign featuring Amir
Khan & how it will impact the landscape of the energy drink segment in India. Through a
meticulous analysis of pricing structures, promotional tactics, and market responses, this
case study aims to unravel the intricate power dynamics driving the success and resilience
of Charged in the competitive landscape of India's energy drink sector. This case provides
valuable insights into the competitive strategies employed by Charged, offering a

comprehensive understanding of the forces steering India's high-energy drink evolution.
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1. INTRODUCTION

The energy drink market in India has emerged as a highly competitive and rapidly evolving
sector. Since its inception, it has seen an influx of various global and local brands striving
to capture the attention of a growing consumer base. This case study focuses on two major
players in this market: PepsiCo's Sting and Coca-Cola's Charged. The purpose of this study
is to explore the competitive dynamics between these two brands, emphasizing the price

war, strategic innovations, and advertising campaigns that have defined their rivalry.

In recent years, the Indian energy drink market has experienced significant changes, driven
by a combination of evolving consumer preferences, increasing health consciousness, and
the growing popularity of fitness and sports. The 2007 victory of the Indian cricket team
in the T-20 World Cup sparked a nationwide interest in sports and fitness, setting the stage

for the introduction of energy drinks as a mainstream product category.

Red Bull, the pioneer in the energy drink market, entered India in 2009 with a premium
pricing strategy, positioning itself as a high-end product. This move created a niche market
and set the benchmark for future entrants. PepsiCo's Sting launched in 2017, aiming to
disrupt the market with a more affordable pricing strategy. Coca-Cola's Charged also
entered the market in 2017, introducing a variety of packaging options to appeal to different

consumer segments.

The study delves into the strategic pricing approaches of both Sting and Charged, analyzing
how these strategies have influenced consumer behavior and market dynamics. It also
examines the promotional tactics employed by both brands, highlighting their use of
celebrity endorsements, particularly focusing on the impact of Aamir Khan and Darsheel

Safari in Charged's recent ad campaigns.

By analyzing consumer feedback, market trends, and social media campaigns, this case
study provides a comprehensive understanding of the competitive landscape in India's

energy drink sector. The findings offer valuable insights into the factors that drive success
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in this high-energy segment, helping to illuminate the strategic maneuvers that have shaped

the market and continue to influence consumer behavior.

2.

PROBLEM STATEMENT

“What are the key dynamics at play in the competition between Sting and Charged, and

how do these factors influence consumer behavior within the energy drink market?”

3.

RESULTS AND DISCUSSION
3.1 Market Entry and Initial Strategies

Red Bull's Entry: Red Bull entered the Indian market in 2009 with a premium
pricing strategy, positioning itself as a high-end product at INR 110 for a 250 ml
can.

Sting's Entry: PepsiCo launched Sting in 2017 with a more affordable pricing
strategy at INR 50 for a 250 ml can. Its tagline, "Energy Bole Toh Sting," aimed to
resonate with younger, cost-conscious consumers.

Charged's Entry: Coca-Cola launched Charged in 2017 with various packaging
sizes ranging from 180 ml to 500 ml in both cans and PET bottles, promoting
flexibility and targeting different consumer segments. Its tagline, "Take Charge,"

was designed to inspire consumers to seize the day.

3.2 Strategic Pricing

Sting's Mass-Affordable Strategy: In 2020, Sting introduced a 250 ml PET bottle
priced at INR 20, making it almost as affordable as regular soft drinks. This strategy
significantly broadened its consumer base by targeting price-sensitive customers.
Charged's Response: Charged responded with competitive pricing and a focus on
product differentiation through varied packaging and aggressive marketing
campaigns.

3.3 Promotional Tactics
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Sting's Promotion: PepsiCo emphasized affordability and accessibility in its
marketing. Sting's campaigns targeted a wide audience, leveraging its lower price
point to attract a broad consumer base.

Charged's Promotion: Charged employed celebrity endorsements and innovative
advertising campaigns. The 2023 campaign, "Charger Dena," and the 2024
campaign, "Mind Charged Body Charged," featured Aamir Khan and Darsheel
Safary, leveraging their popularity to enhance brand recall and consumer
engagement.

STRATEGIC USE OF CELEBRITY ENDORSEMENTS
4.1 Aamir Khan's Brand Influence:

e Coca-Cola: Khan's association in the early 2000s with memorable
campaigns like "Coca-Cola ho jaaye" significantly boosted Coca-Cola's
market penetration and sales in India.

e Tata Sky: His endorsement helped establish Tata Sky as a household name,
emphasizing trust and innovation.

e PhonePe: Partnering with Alia Bhatt, Khan's campaigns with PhonePe
drove significant consumer adoption, emphasizing ease of use and
reliability.

New Ad Campaign - "Mind Charged Body Charged":
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e Campaign Overview: The ad features Khan and Safari, combining Khan's
authoritative and trustworthy persona with Safari's youthful energy, aimed
at portraying Charged Energy Drink as both reliable and invigorating.

e Message: The campaign emphasizes mental and physical rejuvenation,
aligning with the product's core benefits.

e Expected Impact: Leveraging Khan's credibility, the campaign is expected
to enhance brand recall, drive consumer trials, and foster loyalty.

4.2 Dynamics of Aamir Khan's Brand Endorsements

¢ Reliability and Trust: Khan's selective approach to endorsements, focusing on
quality and values, resonates well with Indian consumers.

e Market Shifts: Historical data shows significant market shifts post-Khan's
endorsements, with brands witnessing increased market shares and brand
equity.

e Campaign Integration: Effective integration of Khan's persona with the
brand's messaging can create a strong emotional connection, crucial for

consumer engagement.

4.3 Product Development and Innovation

e Sting's Product Development: Focused on affordability and widespread
availability (PepsiCo already well-established Distribution System), appealing
to a broad demographic.

e Charged's Product Development: Emphasized quality, taste, and varied
packaging options. The involvement of celebrities in its campaigns added a

premium appeal to the brand.
4.4 Market Dynamics and Consumer Behavior

e Consumer Needs: The demand for energy drinks in India is driven by work
pressure, social gatherings, and sports activities. Consumers seek products that

offer convenience, affordability, and a quick energy boost.
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Health-Conscious Trends: An increasing number of consumers are becoming
health-conscious, preferring energy drinks with natural ingredients, lower sugar
content, and regional flavors. Both brands are adapting to these preferences by

developing new variants.

4.5 Market Analysis

Industry Overview: The energy drink sector in India has seen significant
growth, driven by increasing health consciousness and a youthful demographic.
Major players include Red Bull, Monster, and indigenous brands like Sting and
Cloud 9.

Consumer Behavior: Indian consumers show strong brand loyalty, influenced
heavily by celebrity endorsements. The youth demographic, which forms the
core market for energy drinks, is particularly swayed by relatable and
aspirational figures.

Competitive Landscape: Charged Energy Drink competes against well-
established brands with substantial market share and strong brand recognition.
Effective differentiation and visibility are crucial for gaining market traction.
Current Market Size: The Indian energy drink market is estimated to be worth
USD 5.7 billion in 2023.

Growth Projections: The market is expected to grow at a CAGR of 9.98%
from 2024 to 2029, reaching a market volume of 1.9 billion liters by 2027.
Consumer Segments: The primary consumers include young adults, fitness

enthusiasts, professionals with high work pressure, and social party-goers.

4.6 Consumer Analysis

Health Trends: The growing health consciousness among Indian consumers is
leading to a demand for healthier energy drink options. This includes drinks
with natural ingredients, reduced sugar content, and functional benefits.

Regional Preferences: Consumers' preferences vary regionally, prompting

brands to consider localized flavors and culturally relevant marketing strategies.
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5. CONCLUSION
The competition between Sting and Charged is characterized by strategic pricing,
innovative marketing, and a deep understanding of consumer preferences. Charged's use
of celebrity endorsements and diverse product offerings has given it an edge in the market.
However, Sting's affordability and accessibility continue to attract a significant consumer

base.
5.1 Future Outlook and Strategic Recommendations

Market Trends:

e Health-Conscious Products: The trend towards health and wellness is likely to
continue, with consumers favoring energy drinks that offer health benefits without
compromising on taste.

e Innovative Flavors: There is potential for introducing innovative and region-

specific flavors to cater to diverse consumer tastes across India.
Strategic Recommendations:

e Natural Ingredients: Use botanical extracts and natural flavors to appeal to health-
conscious consumers.

e Sugar-Free Options: Offer sugar-free and low-calorie variants to attract health-
conscious consumers.

e Regional Flavors: Develop flavors that cater to regional preferences, enhancing
local appeal.

e Strategic Pricing: Introduce competitive pricing strategies to attract new consumer
segments and retain existing ones.

e Cause Marketing: Engage in marketing campaigns aligned with social causes to
build brand loyalty and appeal to socially conscious consumers.

e Portion Control: Provide smaller, more convenient packaging options to cater to

on-the-go consumption and new users.
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