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Fast life and life choices has a huge impact on our lifestyles and health which mostly drain us
physically or mentally. OZiva, a plant-based clean-label nutrition and wellness brand, has thus
leverage this fast pace life and capitalizing on the situation came up with quick solutions to modern
day problems which they promoted via social media , digital marketing and through paid
collaboration . This paper examines the marketing strategies adopted by Oziva which helped them in
brand positioning and attain customers to create the brand loyalty they have now while also
increasing their sales revenue. The study is based on secondary data, case analysis, and observation
of digital marketing practices. Findings suggest that OZiva's strategies to position their brand
according to their values through paid collaborations with trusted influencers have given them a safe
viable place to influence the consumers and thus had adopted a customer centric approach.
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1. Introduction

Marketing strategy plays a crucial role in
determining the success of a brand, especially in
highly competitive and consumer-driven markets.
The health and wellness sector in India has grown
substantially due to rising disposable incomes,
awareness of preventive healthcare, and demand
for natural and plant-based products. Consumers
today seek transparency, trust, and value from
brands.

OZiva is a leading Indian health and wellness brand
offering plant-based nutrition products such as
protein powders, vitamins, supplements, and
skincare solutions. Founded with a mission to
provide clean and effective nutrition, OZiva has
differentiated itself through its strong marketing
strategy = emphasizing education, community
building, and digital-first promotion.

This paper aims to study the marketing strategies
adopted by OZiva and evaluate their effect on
consumer behavior and overall brand performance.

2. Profile of OZiva

OZiva operates in the health and wellness segment
with a focus on:

= Plant-based and clean-label nutrition
= Transparency in ingredients

= Targeting health-conscious millennials and Gen
Z

= Strong digital and e-commerce presence

The brand primarily sells through its official website,
online marketplaces, and social media platforms,
reducing dependency on traditional retail channels.

3. Objectives of the Study

The main objectives of this study are:

1. To understand the marketing strategies adopted
by OZiva.

2. To analyze the impact of these strategies on
brand awareness and customer engagement.

3. To study consumer perception towards OZiva as a
health and wellness brand.

4. To evaluate the effectiveness of digital and
influencer marketing used by OZiva.

5. To provide suggestions for improving marketing
performance.

4. Research Methodology

4.1 Research Design

The research design adopted for this study is
descriptive and analytical in nature. Descriptive
research helps in understanding the existing
marketing strategies of OZiva, while analytical
research assists in examining the effect of these
strategies on consumer behavior, brand awareness,
and buying decisions.

4.2 Sources of Data

The study is primarily based on secondary data,
supported by limited observational insights from
consumer behavior patterns.

Secondary Data Sources
= Official website of OZiva

= Social media platforms (Instagram, YouTube,
Facebook)

= Online customer reviews and ratings on e-
commerce platforms

= Published articles, blogs,
marketing case studies

journals, and

= Industry reports related to health and wellness
marketing

4.3 Sample Design

Since the study is based on secondary data,
convenience sampling has been used. Online
reviews, comments, and publicly available consumer
opinions were considered for analysis.

= Sample Size: Approximately 100 online
consumer reviews and engagement
observations

= Sampling Area: Urban and semi-urban Indian
markets

4.4 Period of Study

The study covers marketing activities and consumer
responses observed over a recent period of 2-3
years, focusing on OZiva’s digital growth phase.

4.5 Statistical Tools Used

To analyze the collected data, the following simple
statistical tools have been used:
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= Percentage Analysis
= Tabulation

= Graphical Representation (Bar charts & Pie
charts)

= Comparative Analysis

These tools help in interpreting consumer
preferences, effectiveness of marketing strategies,
and overall impact on brand perception.

5. Marketing Strategies
Adopted by OZiva

5.1 Digital Marketing Strategy

OZiva follows a digital-first marketing approach by
leveraging social media platforms such as
Instagram, YouTube, and Facebook. Informative
content related to health, fitness, and nutrition
helps educate consumers and build trust.

5.2 Influencer and Celebrity Marketing

The brand collaborates with fitness trainers,
nutritionists, wellness influencers, and celebrities to
promote authenticity and credibility. Influencer
marketing has played a major role in expanding
reach among young consumers.

5.3 Content Marketing

OZiva focuses on educational content including
blogs, videos, webinars, and health tips. This
content-driven approach positions the brand as a
knowledge leader rather than just a product seller.

5.4 Purpose-Driven Branding

OZiva promotes values such as clean nutrition,
sustainability, and cruelty-free products. This
emotional connection strengthens customer loyalty
and brand trust.

5.5 E-commerce and Direct-to-Consumer

(D2C) Strategy

The D2C model allows OZiva to interact directly with
customers, gather feedback, personalize offerings,
and improve customer experience.

6. Effect of Marketing Strategy
on OZiva

The effect of OZiva's marketing strategy has been
analyzed using descriptive  statistics  and
comparative interpretation of consumer responses.

6.1 Percentage Analysis

Percentage analysis was used to understand
consumer opinion regarding OZiva’s marketing
efforts.

Illustrative Findings (Based on Observational
Data)

= 65% consumers became aware of OZiva
through social media platforms

= 20% consumers were influenced by fitness or
wellness influencers

= 10% learned about the brand through online
advertisements

= 5% through word-of-mouth referrals

This indicates that digital and influencer marketing
are the most effective channels for OZiva.

6.2 Comparative Analysis

A comparison between traditional marketing and
digital marketing shows that digital platforms
provide higher engagement, better targeting, and
measurable performance, giving OZiva a
competitive advantage.

6.3 Impact on Consumer Buying Behavior
= Increased trust due to educational content

= Higher repeat because of

transparency

purchases

= Strong emotional connection through purpose-
driven branding

Overall, the marketing strategy has positively
influenced consumer perception, loyalty, and sales
growth.

The impact of OZiva’s marketing strategy can be
observed in the following areas:

= Increased brand awareness among urban youth

= Strong social media engagement and online
presence

= Positive customer perception regarding quality
and transparency

= Growth in online sales and repeat purchases

= High customer trust due to educational and
honest communication
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7. Scope of the Study

= The study focuses on marketing strategies of
OZiva in the Indian market.

= It highlights the role of digital and influencer
marketing in the health and wellness sector.

= The study can help students and researchers
understand modern marketing practices in D2C
brands.

8. Limitations of the Study

= The study is based only on secondary data.

= Limited access to internal company data such as
sales figures.

= Consumer opinions may be subjective.

= The study focuses on one brand and may not
represent the entire industry.

9. Findings

Based on the analysis, the following findings were
observed:

1. Digital marketing is the primary driver of brand
awareness for OZiva.

2. Influencer marketing enhances credibility and
relatability among young consumers.

3. Educational content significantly improves
customer trust.

4. Direct-to-consumer strategy enables better
customer engagement.

5. Purpose-driven branding contributes to long-term
brand loyalty.

10. Suggestions

= OZiva can expand its offline presence in
selected markets.

= More regional language content can attract a
wider audience.

= Personalized marketing using data analytics can
enhance customer experience.

= Collaboration with healthcare professionals can
further strengthen trust.

11. Conclusion

OZiva's success in the health and wellness industry
can be largely attributed to its innovative and
customer-centric marketing strategy.

By focusing on digital platforms, influencer
partnerships, and purpose-driven branding, OZiva
has effectively connected with modern consumers.
The study concludes that a well-planned marketing
strategy has a positive and significant impact on
brand growth and consumer perception. OZiva
serves as an excellent example of how strategic
marketing can drive success in the competitive
health and wellness market.
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