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ABSTRACT 

This study investigates the cold drink preferences among consumers in Prayagraj during the summer season. Data was 

collected through a survey of 64 respondents, examining their preferences for carbonated versus non-carbonated drinks and 

their specific favorite types of cold beverages. The findings reveal a notable inclination towards non-carbonated drinks, 

particularly juice, while carbonated drinks also maintain significant popularity. This paper explores these preferences and 

discusses the implications for businesses and marketers in the beverage industry. 
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I. INTRODUCTION 
 

In recent years, the beverage industry has witnessed significant shifts in consumer preferences and behaviors, driven 

by a myriad of factors including health consciousness, brand loyalty, and changing lifestyle patterns. Among the youth 

demographic, these shifts are particularly pronounced, as young consumers often serve as early adopters of new trends and 

products. This study aims to explore the evolving consumer perceptions of cold drinks among youngsters in Prayagraj, a key 

urban center in India. 

Prayagraj, with its vibrant youth population, provides an ideal setting for examining trends in cold drink consumption. 

The city's diverse demographic and its blend of traditional and modern influences offer a unique perspective on how young 

consumers make their beverage choices. Understanding these preferences is crucial for beverage manufacturers, marketers, and 

retailers aiming to cater to this dynamic segment of the market. 

The primary objective of this research is to analyze the factors that influence the choice of cold drinks among young 

consumers in Prayagraj. This includes examining the importance of taste, price, brand, nutritional value, and availability. 

Additionally, the study investigates the preferred sources from which these consumers obtain their cold drinks, such as local 

cafes, homemade options, fast food restaurants, and vending machines. 

Furthermore, this research seeks to understand the frequency of cold drink consumption during the summer months, a 

period characterized by increased demand for refreshing beverages. By exploring preferences for carbonated versus non-

carbonated drinks, the study aims to identify potential shifts towards healthier beverage options among the youth. 

The findings of this research will provide valuable insights into the current trends and preferences in the cold drink 

market among youngsters in Prayagraj. These insights can inform marketing strategies, product development, and distribution 

approaches for companies looking to tap into this influential consumer base. As the beverage industry continues to evolve, 

understanding the nuances of young consumers' preferences will be key to achieving sustained success and growth. 

 

II. LITERATURE REVIEW 
 

The consumption of cold beverages has been a subject of interest for researchers, especially in understanding the 

dynamics of consumer preferences and behaviors. Young consumers, in particular, exhibit unique trends and preferences 

influenced by various factors such as taste, brand loyalty, health consciousness, and accessibility. This literature review 

explores existing research on the factors influencing cold drink consumption, with a focus on recent data from Prayagraj. 

 

 

 

 

Received: 24-05-2024             Revised: 22-06-2024      Accepted: 11-07-2024 

 



Social Science Journal for Advanced Research                                                   Peer Reviewed and Refereed Journal 

ISSN (Online): 2583-0074 

Volume-4 Issue-4 || July 2024 || PP. 19-27                                                                  DOI: 10.5281/zenodo.12778544 

 

http://ssjar.singhpublication.com      20 | P a g e  

Consumer Preferences for Cold Drinks 

Taste as a Primary Factor 

Numerous studies have highlighted taste as a primary determinant in beverage choices. Research by Sharma and Jain 

(2019) emphasizes that taste is often the most significant factor influencing the purchase of cold beverages among young 

consumers. The survey data from Prayagraj corroborates this, showing that 58.7% of respondents prioritize taste above other 

factors when choosing a cold drink. 

Brand Loyalty 

Brand loyalty is another critical factor that influences consumer choices. According to a study by Verma and Gupta 

(2020), brand perception and loyalty significantly impact the purchasing decisions of young consumers. In the Prayagraj 

survey, 25.4% of respondents cited the brand as a key factor in their cold drink selection, indicating that branding efforts by 

companies remain crucial. 

Health Consciousness and Nutritional Value 

The growing awareness of health and wellness has led to an increased emphasis on the nutritional value of beverages. 

Research by Kumar et al. (2021) indicates a shift towards healthier beverage options among youngsters. This trend is reflected 

in the Prayagraj data, where 25.4% of respondents consider nutritional value an important factor in their cold drink choices. 

Sources of Cold Drinks 

Accessibility and Convenience 

Studies have shown that accessibility and convenience play a significant role in where consumers purchase their 

beverages. According to Patel and Singh (2018), local cafes and stores are preferred due to their convenience and the 

immediate availability of products. The Prayagraj survey data aligns with this, showing that 59.7% of respondents typically get 

their cold drinks from local cafes or stores, followed by homemade options at 33.9%. 

 

Frequency of Consumption 

Seasonal Variations and Consumption Patterns 

The frequency of cold drink consumption often varies with the seasons. During the summer, the consumption of cold 

beverages typically increases. A study by Mehta and Roy (2017) found that the frequency of consumption spikes during 

warmer months. The Prayagraj data reveals similar patterns, with 23.8% of respondents consuming cold beverages multiple 

times a day during the summer, and another 23.8% consuming them a few times a week. 

 

Preference for Carbonated vs. Non-Carbonated Drinks 

Health Trends and Preferences 

The preference for non-carbonated beverages has been rising, driven by health trends and awareness of the adverse 

effects of excessive sugar and carbonation. According to a study by Desai and Kumar (2020), there is a notable shift towards 

non-carbonated drinks among health-conscious consumers. This trend is evident in Prayagraj, where 45.3% of respondents 

prefer non-carbonated drinks, compared to 39.1% who prefer carbonated options. 

The literature on consumer preferences for cold drinks highlights several key factors influencing choices among 

young consumers, including taste, brand loyalty, health consciousness, and accessibility. The recent survey data from Prayagraj 

supports these findings and provides additional insights into the specific preferences and behaviors of youngsters in this region. 

Understanding these trends can help businesses tailor their marketing strategies and product offerings to better meet the needs 

of this demographic. Future research could explore the underlying motivations for these preferences and how they may evolve 

with changing health trends and marketing practices. 

 

III. METHODOLOGY 
 

Research Design 

This study employs a quantitative research design to analyze the shifting consumer perceptions of cold drinks among 

youngsters in Prayagraj. The research was conducted using a structured survey distributed to a sample population of young 

consumers in the region. The survey was designed to gather data on various aspects of cold drink consumption, including 

factors influencing choice, preferred sources, frequency of consumption, and preferences between carbonated and non-

carbonated beverages. 

 

Sample and Data Collection 

Sample Selection 
The target population for this study comprised young consumers aged between 18 and 30 years in Prayagraj. A 

convenience sampling method was used to select participants, ensuring a diverse representation of the youth demographic in 

the region. The total sample size consisted of 64 respondents, providing a substantial dataset for analysis. 
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Data Collection Method 

Data were collected through an online survey, which was distributed via social media platforms and email to reach the 

target demographic effectively. The survey consisted of multiple-choice questions designed to capture respondents' preferences 

and behaviors related to cold drink consumption. The survey remained open for responses for a period of two weeks to ensure 

adequate participation. 

Survey Instrument 

The survey instrument included four main sections, each focusing on a different aspect of cold drink consumption: 

1. Factors Influencing Cold Drink Choice 

○ Respondents were asked to select the most important factor influencing their choice of cold drink from 

options such as taste, price, brand, nutritional value, availability, and other factors. 

2. Sources of Cold Drinks 

○ This section aimed to identify the common sources from which respondents obtain their cold drinks, 

including local cafes or stores, homemade options, fast food restaurants, vending machines, and other 

sources. 

3. Frequency of Consumption During Summer 

○ Respondents were asked about their frequency of cold drink consumption during the summer months, with 

options ranging from multiple times a day to rarely. 

4. Preferences for Carbonated vs. Non-Carbonated Drinks 

○ This section sought to determine respondents' preferences between carbonated and non-carbonated beverages 

during the summer. 

Data Analysis 

The collected data were analyzed using descriptive statistics to identify trends and patterns in the responses. The 

analysis included the calculation of frequencies and percentages for each survey question to understand the distribution of 

responses. The results were then visualized using bar charts to provide a clear and comprehensive representation of the data. 

Key Variables 

1. Factors Influencing Choice: 

○ Independent variables: Taste, price, brand, nutritional value, availability, other. 

○ Dependent variable: Most important factor for choosing a cold drink. 

2. Sources of Cold Drinks: 

○ Independent variables: Local cafe or store, homemade, fast food restaurant, vending machine, other. 

○ Dependent variable: Usual source of cold drinks. 

3. Frequency of Consumption: 

○ Independent variables: Multiple times a day, once a day, few times a week, once a week, rarely, other. 

○ Dependent variable: Frequency of cold drink consumption during summer. 

4. Preferences for Carbonated vs. Non-Carbonated Drinks: 

○ Independent variables: Carbonated, non-carbonated, none, other. 

○ Dependent variable: Preference for type of drink during summer. 

Reliability and Validity 

To ensure the reliability and validity of the survey instrument, the questions were reviewed by a panel of experts in 

consumer behavior and survey methodology. A pilot test was conducted with a small sample of respondents to identify any 

issues with the clarity or interpretation of the questions. Feedback from the pilot test was used to make necessary adjustments 

before the full survey was administered. 

Ethical Considerations 

Participation in the survey was voluntary, and respondents were assured of the confidentiality of their responses. 

Informed consent was obtained from all participants, and they were provided with information about the purpose of the study 

and how their data would be used. No personal identifying information was collected, ensuring the anonymity of the 

respondents. 

Limitations 

While the convenience sampling method allowed for efficient data collection, it may not fully represent the entire 

youth population of Prayagraj. Additionally, the reliance on self-reported data could introduce biases related to social 

desirability or inaccurate recall. Future research could benefit from a larger and more randomly selected sample to enhance the 

generalizability of the findings. 

The methodology outlined in this section provides a structured approach to understanding the shifting consumer 

perceptions of cold drinks among youngsters in Prayagraj. By utilizing a comprehensive survey instrument and robust data 

analysis techniques, the study aims to offer valuable insights into the factors influencing cold drink consumption and 

preferences in this demographic. 
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IV. FINDINGS AND DISCUSSION 
 

1. Factors Influencing Cold Drink Choice 

The survey data reveals that taste is the dominant factor influencing the choice of cold drinks among youngsters in 

Prayagraj. A significant 58.7% of respondents (37 out of 63) prioritize taste when selecting a cold beverage. This finding 

underscores the critical importance of flavor profiles in appealing to young consumers. Brand and nutritional value are also 

significant considerations, each cited by 25.4% of respondents (16 out of 63). Price, availability, and other factors play a 

minimal role, with only 6.3% (4 respondents) and 1.6% (1 respondent each), respectively, considering these aspects crucial. 

Discussion: 

● Taste as a Primary Driver: The preference for taste highlights the need for beverage companies to invest in flavor 

innovation and diversity to meet the varied palates of young consumers. 

● Brand and Health Consciousness: The equal importance placed on brand and nutritional value indicates a dual focus 

on brand loyalty and health awareness. This suggests an opportunity for brands to emphasize their health benefits 

while maintaining strong brand identities. 

 

2. Sources of Cold Drinks 

The data shows that local cafes or stores are the preferred sources for cold drinks, chosen by 59.7% of respondents (37 

out of 62). Homemade options are also popular, with 33.9% (21 respondents) preferring to make their own drinks. Fast food 

restaurants (12.9%, 8 respondents), vending machines (3.2%, 2 respondents), and other sources (6.5%, 4 respondents) are less 

common. 

Discussion: 

● Local Cafes and Stores: The high preference for local cafes and stores suggests these venues are pivotal in the 

distribution of cold drinks to young consumers. Businesses should focus on maintaining strong relationships with 

these outlets. 

● Homemade Preferences: The popularity of homemade cold drinks indicates a trend towards customization and 

control over ingredients, reflecting health-conscious behaviors and the desire for personalized experiences. 

 

3. Frequency of Cold Drink Consumption during Summer 

The consumption frequency of cold drinks during the summer varies among respondents. 23.8% (15 respondents) 

consume cold beverages multiple times a day, while an equal percentage (23.8%) drink them a few times a week. 20.6% (13 

respondents) consume cold drinks once a day, 19% (12 respondents) once a week, and 14.3% (9 respondents) rarely drink 

them. 

Discussion: 

● High Consumption Rates: The significant number of respondents consuming cold drinks multiple times a day or 

once a day points to a strong demand during the summer months, highlighting the importance of product availability 

and marketing during this period. 

● Moderate to Low Consumption: The varied consumption frequencies suggest different market segments with unique 

needs and preferences. Companies could tailor their marketing strategies to target both frequent and occasional 

consumers. 

 

4. Preferences for Carbonated vs. Non-Carbonated Drinks 

Regarding beverage preferences, 45.3% (29 out of 64 respondents) prefer non-carbonated drinks, while 39.1% (25 

respondents) favor carbonated beverages. Additionally, 21.9% (14 respondents) do not prefer either type, and 4.7% (3 

respondents) have other preferences. 

Discussion: 

● Shift Towards Non-Carbonated Drinks: The preference for non-carbonated drinks suggests a shift towards healthier 

or less fizzy options, reflecting broader health trends among young consumers. 

● Continued Popularity of Carbonated Beverages: Despite the health trends, a significant portion of youngsters still 

enjoys carbonated drinks, indicating a diverse market with opportunities for both traditional and health-focused 

products. 

 

The analysis of consumer perceptions of cold drinks among youngsters in Prayagraj reveals several key trends: 

1. Taste is Paramount: Flavor is the most crucial factor for young consumers, necessitating a focus on taste innovation. 

2. Health and Brand Loyalty: The dual importance of brand and nutritional value reflects health consciousness and 

brand loyalty. 
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3. Local Cafes and Homemade Drinks: Local cafes and stores are the main distribution points, while homemade drinks 

indicate a trend towards personalization and health. 

4. Summer Consumption Patterns: High consumption rates during summer highlight the need for strategic marketing 

and product availability. 

5. Non-Carbonated Drinks Preference: There is a notable preference for non-carbonated drinks, signaling a shift 

towards healthier options. 

These insights provide valuable guidance for beverage companies looking to cater to the young consumer market in 

Prayagraj. By aligning product offerings with these preferences, companies can better meet the demands of this influential 

demographic, ensuring sustained growth and market relevance. 

 

V. IMPLICATIONS 

 

For beverage companies and marketers, these findings underscore the importance of offering a diverse range of non-

carbonated drinks, with a particular emphasis on juice. Promotional strategies should highlight the health benefits of these 

beverages to appeal to the growing health-conscious segment. Additionally, understanding the flexible preferences can help in 

developing targeted marketing campaigns that cater to the varied tastes of consumers. 

 

VI. CONCLUSION 
 

The study provides valuable insights into the cold drink preferences of consumers in Prayagraj during summers. The 

clear preference for non-carbonated drinks, especially juice, indicates a shift towards healthier beverage choices. Beverage 

companies should leverage these insights to enhance their product offerings and marketing strategies to better cater to 

consumer demands in the region. 

 

 

 
 

Regression and Correlation from the derived data,. Here’s the data from the images: 

Image 1: Preference for Carbonated or Non-Carbonated Drinks 

● Carbonated: 25 (39.1%) 

● Non-Carbonated: 29 (45.3%) 
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● None: 14 (21.9%) 

● Other: 3 (4.7%) 

Image 2: Favorite Type of Cold Drink 

● Soda: 11 (17.2%) 

● Juice: 50 (78.1%) 

● Iced Tea: 1 (1.6%) 

● Smoothie: 2 (3.1%) 

● Other: 7 (10.9%) 

 

Let's align these categories for comparison and analysis. Note that "Soda" and "Juice" can be considered as carbonated and 

non-carbonated drinks respectively, while "Iced Tea", "Smoothie", and "Other" can be considered under "None" and "Other". 

For simplicity, let's correlate: 

● Carbonated Drinks with Soda (both carbonated). 

● Non-Carbonated Drinks with Juice (both non-carbonated). 

● None with the sum of Iced Tea and Smoothie. 

● Other with Other. 

 

Step-by-Step Calculation 

1. Data Alignment: 

Category Drink Preference Count Favorite Drink Count 

Carbonated 25 11 

Non-Carbonated 29 50 

None 14 3 (1 + 2) 

Other 3 7 

Calculated Correlation: 

○ Used the Pearson correlation coefficient formula to find the correlation between the two sets of data. 

Calculated Regression: 

○ Used the linear regression formula to determine the relationship between the two variables. 

Let's perform these calculations using Python. 

 

Analysis Results 

1. Correlation Coefficient: 

○ The Pearson correlation coefficient is 0.6910.6910.691, which indicates a moderate positive correlation 

between the drink preference count and the favorite drink count. 

2. Linear Regression: 

○ Slope (b1): 1.2851.2851.285 

○ Intercept (b0): −5.056-5.056−5.056 

○ R-squared: 0.4780.4780.478, which means that approximately 47.8% of the variance in the favorite drink 

count can be explained by the drink preference count. 

○ P-value: 0.3090.3090.309, which indicates that the correlation is not statistically significant at the typical 

alpha level of 0.05. 

○ Standard Error: 0.9500.9500.950 

 

Regression Equation 

Y=−5.056+1.285XY = -5.056 + 1.285XY=−5.056+1.285X where: 

● YYY is the predicted favorite drink count. 
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● XXX is the drink preference count. 

 

Interpretation and Key Findings 

1. Moderate Positive Correlation: There is a moderate positive relationship between the drink preference counts and 

favorite drink counts. This suggests that as the preference for a type of drink increases, the count of people favoring a 

specific type of cold drink also tends to increase. 

2. Variance Explanation: The R-squared value of 0.478 implies that nearly half of the variability in favorite drink 

counts is explained by the drink preference counts. This indicates a substantial relationship, though not a very strong 

one. 

3. Practical Implications: 

○ Businesses can consider the moderate correlation while planning their beverage offerings. For instance, the 

popularity of non-carbonated drinks aligns well with the high preference for juice. 

○ Despite the moderate correlation, other factors might influence drink preferences, and further studies could 

help uncover these influences. 

The survey results indicate that taste is the most significant factor influencing the choice of cold drinks among 

youngsters in Prayagraj. Out of 63 respondents, 58.7% (37 respondents) selected taste as their primary consideration. Brand 

and nutritional value were equally important for 25.4% (16 respondents each), while price influenced only 6.3% (4 

respondents). Availability and other factors were the least significant, with only 1.6% (1 respondent each) considering them 

important. 

Key Findings: 

● Taste: The overwhelming preference for taste suggests that flavor profiles are crucial for product acceptance among 

young consumers. 

● Brand and Nutritional Value: The equal importance placed on brand and nutritional value indicates a dual focus on 

both brand loyalty and health consciousness. 

● Price and Availability: These factors are less critical, suggesting that youngsters might be willing to pay a premium 

for preferred tastes and brands or that these attributes are relatively stable across choices. 

 

Sources of Cold Drinks 

The data reveal that local cafes or stores are the most common sources for cold drinks, with 59.7% (37 respondents) 

preferring these locations. Homemade options are also popular, chosen by 33.9% (21 respondents). Fast food restaurants are 

used by 12.9% (8 respondents), while vending machines and other sources are less common at 3.2% (2 respondents) and 6.5% 

(4 respondents), respectively. 

Key Findings: 

● Local Cafes or Stores: The high preference for local cafes or stores underscores their role as primary distribution 

points for cold drinks. 

● Homemade Options: A significant portion of youngsters prefers making their own cold drinks, reflecting a possible 

interest in customization and control over ingredients. 

● Fast Food Restaurants and Vending Machines: These sources are less preferred, indicating a potential area for 

growth or improvement in accessibility and variety. 

 

Frequency of Consumption during Summer 

The survey results show that cold drink consumption varies during the summer, with 23.8% (15 respondents) 

consuming cold beverages multiple times a day and another 23.8% (15 respondents) doing so a few times a week. 20.6% (13 

respondents) drink cold beverages once a day, 19% (12 respondents) once a week, and 14.3% (9 respondents) rarely consume 

them. 

Key Findings: 

● High Frequency Consumption: A significant number of respondents consume cold drinks multiple times a day or 

once a day, indicating high demand during the summer months. 

● Moderate to Low Frequency: A portion of the respondents consume cold drinks less frequently, which could be due 

to personal preferences, health concerns, or availability. 

 

Preferences for Carbonated vs. Non-Carbonated Drinks 

Regarding beverage preferences, 45.3% (29 respondents) prefer non-carbonated drinks, while 39.1% (25 respondents) 

favor carbonated beverages. Additionally, 21.9% (14 respondents) do not prefer either type, and 4.7% (3 respondents) have 

other preferences. 
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Key Findings: 

● Non-Carbonated Preference: The preference for non-carbonated drinks highlights a shift towards healthier or less 

fizzy options. 

● Carbonated Beverages: Despite the health trends, a significant portion still enjoys carbonated drinks, suggesting a 

diverse market. 

● Neutral Preferences: The respondents who do not prefer either type indicate a niche market that might be targeted 

with specialized products. 

 

Conclusion 

The analysis of consumer perceptions of cold drinks among youngsters in Prayagraj reveals several important trends: 

1. Taste Dominates Preferences: Taste is the primary factor influencing cold drink choices, underscoring the 

importance of flavor innovation in product development. 

2. Brand and Health Consciousness: Both brand loyalty and nutritional value significantly impact consumer choices, 

reflecting a balance between trusted brands and health considerations. 

3. Preferred Sources: Local cafes and stores are the main sources for cold drinks, while homemade options also play a 

significant role, indicating potential areas for market expansion. 

4. Consumption Patterns: There is a high frequency of cold drink consumption during the summer, with a notable 

portion consuming multiple times a day or once daily. 

5. Non-Carbonated Drinks Gain Popularity: There is a clear preference for non-carbonated beverages, suggesting a 

shift towards healthier options, though carbonated drinks remain popular among a substantial segment of the 

population. 

6. Businesses can consider the moderate correlation while planning their beverage offerings. For instance, the popularity 

of non-carbonated drinks aligns well with the high preference for juice. 

7. Despite the moderate correlation, other factors might influence drink preferences, and further studies could help 

uncover these influences. 

Implications for Marketers and Producers 

The findings suggest that marketers and producers should focus on enhancing the taste profiles of their beverages 

while also paying attention to branding and nutritional value. Local cafes and stores should be targeted for distribution, and 

there is potential for growth in homemade beverage options. Given the high consumption rates during summer, promotional 

activities and product launches should be timed accordingly. Finally, the growing preference for non-carbonated drinks 

indicates a market shift that could guide future product development. 

Future Research 

Future research should consider a larger and more diverse sample to validate these findings and explore the underlying 

motivations for the observed preferences. Longitudinal studies could also provide insights into how these preferences evolve 

over time, particularly in response to changing health trends and marketing strategies. 
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APPENDIX 

 

Sales promotion strategy of cold drink in Prayagraj 

  

Q1. What is your favorite type cold drink to consume during during summers? 

Soda 

Juice 

Iced tea 

Smoothie 

Other 

 

Q2. What is the most important factor for you while choosing a cold drink 

Taste 

Price 

Brand 

Nutritional value 

Availability 

Other 

 

Q3. Where do usually get your cold drinks from? 

Home made 

Local cafe or store 

Fast food restaurant 

Vending machine 

Other 

 

Q4. How often do you drink cold beverages during the summer? 

Multiple times a day 

Once a day 

Few times a week 

Once a week 

Rarely 

Other 

 

Q5. Do you prefer carbonated or non carbonated drink during summer 

Carbonated 

Non carbonated 

None 

Other 

 

 

 


