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Mahakumbh 2025: The world's largest spiritual gathering is coming after 144 years! With 250+ million

attendees, it's a game-changing marketing opportunity for top brands to connect with a diverse

audience.

The festival's massive scale and spiritual significance make it an ideal platform for brands to showcase

their products and services. But what makes Mahakumbh unique is its ability to offer both scale and

depth, providing an emotional and almost sacred context for brands to engage with their audience.

This is what sets Mahakumbh apart from other marketing platforms, and why top brands are clamoring

to be a part of it.

Several top brands, including Coca-Cola, ITC, Dettol, and Patanjali, are gearing up to make their mark

at Mahakumbh 2025. These brands are blending purpose-driven campaigns with creative strategies

to stand out amidst the sea of saffron and devotion. For instance, Coca-Cola is setting up hydration

zones to offer chilled beverages to millions of pilgrims, subtly associating the brand with care,

refreshment, and shared moments of joy. ITC, on the other hand, is positioning itself as the ultimate

companion for the spiritual journey, offering snacks, hygiene essentials, and eco-friendly packaging

initiatives.

As the Mahakumbh 2025 has begun, it is clear that the festival is poised to become a benchmark for

innovative Marketing strategies that seamlessly integrate with the event's ethos. Mahakumbh 2025 is

not just a confluence of rivers; it's a convergence of faith and commerce. The festival provides brands

with an unprecedented chance to engage not just with customers but with communities, creating

goodwill that transcends the commercial realm. As the world watches, it is going to be an

unforgettable event for people and brands across the globe.
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Digi-Buzz 
THE RISE OF CUSTOMER BEHAVIOR ANALYTICS IN

BRAND STRATEGY
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In today's fast-paced digital era, understanding customer behavior has become

the cornerstone for a brand's success. With consumer preferences evolving

rapidly, leveraging advanced analytics to decode these shifts can be the

difference between flourishing and fading into obscurity.

Customer behavior analytics isn’t just a buzzword; it’s a game-changer. By

leveraging tools like AI and machine learning, brands can unearth meaningful

patterns in purchasing behavior, allowing for more personalized marketing

strategies. For instance, Manyavar, an Indian ethnic fashion brand, has

successfully employed these analytics to gauge festive and wedding season

demands, tweaking their inventory and promotions accordingly. This data-driven

approach ensures they are always in tune with their customers, leading to

increased sales and brand loyalty.

Similarly, brands like Nike and Sephora have shown the power of analytics by

offering personalized recommendations, experiences and aligning products with

individual customer preferences. The use of data allows Nike to suggest fitness

products based on user activity, while Sephora uses customer data to

personalize beauty product recommendations, enhancing the overall shopping

experience.

In essence, customer behavior analytics empowers brands to make informed

decisions, tailor products and services to meet customer needs and foster

deeper connections with their audience. As exemplified by brands like

Manyavar, tapping into these insights can fuel growth, drive engagement, and

secure market leadership in a constantly evolving consumer landscape. The key

is in the data understanding and leveraging it can propel brands to new heights.
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GOVT NEWS 

The government has given small and

medium pharma firms three months

to submit plans to meet WHO’s Good

Manufacturing Practices (GMP) by

2025. Those failing to do so will face

closure. To help these businesses,

extensions will depend on their

commitment to upgrading. Can

MSMEs meet these stringent

standards? The answer lies in their

ability to file action plans and ensure

quality control in production.

This move highlights the marketing

concept of product quality

assurance. It stresses that quality is a

critical factor in meeting customer

expectations and staying

competitive. Ensuring adherence to

GMP not only builds trust but also

differentiates products in global

markets.

By linking GMP compliance to

business survival, the government

pushes MSMEs to align with this

principle. Quality products ensure

better customer retention, making

the strategy vital for success. For

small businesses, it’s a wake-up call

to meet global standards.
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Rural India is becoming the next big opportunity for FMCG companies, driven by increased

disposable incomes, improved infrastructure, and evolving consumer preferences. Once

considered a secondary market, rural areas are now witnessing significant growth, outpacing

urban consumption in recent quarters. In the September quarter alone, rural FMCG

consumption rose by 6%, while urban markets lagged at 2.8%.

Companies like ITC and Zydus Wellness are stepping up their efforts to cater to this emerging

market. ITC has introduced premium products like Dark Fantasy cookies in smaller, more

affordable Rs 10 packs, ensuring accessibility for rural consumers. Similarly, Zydus is expanding

its product range in rural areas by offering affordable packaging for household names like

Complan and Glucon-D. According to Zydus CEO Tarun Arora, rural consumers aspire to the

same high-quality products as their urban counterparts, highlighting the growing

sophistication of this market segment.

Interestingly, rural shoppers are showing a preference for slightly premium options, like Rs 10

packs instead of Rs 5, signaling increased purchasing power and changing aspirations. This

trend reflects a maturing market where rural buyers seek not just affordability but also value

and quality.

As FMCG giants adjust their strategies to meet the demands of this evolving market, rural

India is no longer an afterthought. It’s the new epicenter of growth. With innovative product

offerings and clever distribution channels, the future of FMCG in India is clearly set in motion

and the question now is, who will dominate this expanding horizon?
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Reliance Industries is again making waves, this time by taking its iconic Campa Cola
to international markets. Initially disrupting the Indian soft drink market with
aggressive pricing and higher trade margins, Campa Cola is now set to quench
consumers' thirst in the Middle East.

The Mukesh Ambani-led conglomerate has commenced the export of Campa Cola
to Bahrain, with plans to expand to Oman, Saudi Arabia, and other Middle Eastern
countries in phases. This move strategically aligns with the rising tide of sentiment in
the region to boycott American products, providing a perfect moment for Campa-
Cola's entry as Coca-Cola and PepsiCo face declining sales due to geopolitical
tensions.

Reliance Consumer Products (RCPL) aims to establish a local bottling partnership in
the Middle East, enhancing its operational efficiency and expanding its footprint.
Campa Cola has aspirations to enter Africa due to its geographical proximity, and
its journey envisages broader horizons.

Despite its popularity, Campa’s cut-throat pricing strategy has raised sustainability
concerns. Tata Consumer Products CEO, Sunil D’Souza, remarked that selling at
such low prices is unsustainable and incurs losses for the company. Yet, Campa
continues to captivate value-focused consumers in India and possibly beyond.

Campa Cola's global venture, led by Isha Ambani, signifies Reliance's innovative
push to redefine the soft drink market. It empowers consumers with exciting local
choices and challenges global giants with value-driven strategies.
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India’s recovery after the pandemic has

become a hot topic, and there’s a new

term making waves “K-shaped recovery.”

Imagine a capital “K” The top arm

represents sectors and people bouncing

back strongly, while the bottom arm shows

those still struggling to recover. This

picture explains how uneven the rebound

has been.

On the brighter side, industries like

technology, finance, and medicine have

flourished. These are the people and

businesses climbing the upward arm of

the “K” thanks to booming demand and

innovation. Meanwhile, sectors like

tourism, small businesses, and hospitality

are stuck on the downward arm,

still grappling with challenges left behind

by the pandemic.

This uneven recovery affects everyone.

Wealthier families and big companies are

doing better, with access to savings and

government help. But small shop owners

and low-income workers are facing rising

prices and shrinking earnings, making it

harder for them to move forward. If this

gap keeps growing, it could weaken the

entire economy over time.

For businesses, this creates a tricky puzzle.
There’s a chance to cater to wealthier
customers who are spending more on
premium products. But there’s also a big
opportunity to help struggling groups by
offering affordable and creative solutions.
Companies that can balance these two
needs could stand out as winners.

To make sure the recovery reaches
everyone, India needs strong steps.
Supporting small businesses, creating jobs,
and providing training for new skills can
help those at the bottom of the “K” rise.
Meanwhile, businesses can innovate to
connect with both ends of the spectrum.

India’s story right now is a mix of highs and
lows. The challenge is to turn this uneven
growth into a shared success, so everyone
gets a fair shot at recovery.

INDIA’S K-SHAPED RECOVERY: A TALE OF CONTRASTS
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STRENGTH

Dependency on

Domestic Market:

Heavy reliance on

India l imits global

growth

opportunities.   

Limited Premium

Offerings: Weak

presence in the

premium car

segment,

compared to

global

competitors.  

 

Slow EV Progress:

Behind rivals l ike

Tata Motors in the

electric vehicle

(EV) market in

India.   

Raw Material

Dependency:

Vulnerable to price

fluctuations of raw

materials.

WEAKNESSES THREATS

Intense

Competit ion:  Rivals

l ike Hyundai,  Tata

Motors,  and Kia

are gaining market

share.   

Economic

Slowdowns:

Affects demand,

especially in price-

sensitive

segments.   

Regulatory

Changes: Stricter

environmental

norms and BS6

emissions

standards may

raise production

costs.   

Raw Material

Supply Issues:

Disruptions in

availabil ity can

impact production

and pricing.   

Technological

Disruptions:  Rapid

advancements in

EVs and

autonomous

technology by

competitors.  

Market Leadership:

Holds a dominant

41.7% market share

in the Indian

passenger vehicle

market.   

Extensive

Distribution

Network:  Largest

dealership and

service network in

India,  ensuring

easy accessibil ity.   

Affordable and

Reliable:  Known for

cost-effective and

fuel-efficient

vehicles,  making it

a household name.  

Diverse Product

Range: Offers a

wide range of

vehicles,  from

entry-level  cars to

SUVs.  

Strong Brand

Loyalty:  Long-

standing trust and

goodwil l  among

Indian customers.  

Growing Demand

for EVs: Rising

focus on electric

and hybrid vehicles

in India and

globally.   

Expanding Rural

Market:  Rural  areas

present untapped

potential  due to

increasing

disposable

incomes.  

Global Expansion:

Potential  to capture

a larger share in

international

markets.   

Sustainabil ity

Focus: Growing

demand for eco-

friendly and fuel-

efficient vehicles.   

Digital

Transformation:

Opportunities to

leverage e-

commerce

platforms for

vehicle bookings

and customer

engagement.  

OPPORTUNITIES

Model
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