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INTRODUCTION

The soft drink industry was a seasonal business in the early days, operating primarily during
the summer months. Sales were limited to few outlets for the new carbonated beverages and
the consumer’s restricted mobility. Gradually the demand grew for soft drinks to be
consumed in the home. The invention of “Hom-Paks”, the first six-pack cartons, made it
more convenient to carry products back to the house. Their use resulted in the increase
availability and the growing popularity of soft drinks across America. New technology
helped soft bottles meet growing consumers demand by significantly increasing the product
availability. The mushrooming demand for product resulted in the growth of the soft drink
industry, in America. Inventors of soft drinks spread their product across America by
opening a few strategically placed bottling facilities through franchise agreement. As a result
of it, the soft drink industry of America entered in the era of mass production and national
marketing.

In India the soft drink market till early 1990’s was in the hands of domestic players
like Campacola, Thumps Up, Limca etc. As a result of globalization, Coke reentered (they
were thrown out in 1977, by the then Central Government) in 1993 and Pepsi entered in
Indian market in 1991. Since then, both the players are struggling hard to establish and
expand their market scope in different directions.

THE STUDY
Company loyalty and brand name are governed by consumer’s socio-economic environment.
Consumers being the rational decision makers consider those purchase choices and
preferences that provide them maximum satisfaction for the amount of money they spend.
Therefore, the cut throat competition among the companies to offer something “special and
extra” than that of their competitors, vis-à-vis attending to the changing needs, desires and
preferences of the customers. Rapidly changing socio-economic environment makes
customers a dynamic entity. In developing countries like India, the socio-economic status of
the people is rapidly improving which is resulting in a shift in people preferences from
traditional to modern products in terms of quality, price and attractiveness. Hence, there is a
considerable change in the life style of an average person. In addition to it, the present
globalization policies are resulting into the increase in consumption of process foods and fruit
drinks. Therefore, in the light of fast changing pace of consumerism it become necessary to
study the changes in the consumption pattern and consumer behaviour especially in the
business of soft drinks. It is in this backdrop, that the present study seeks to fill the gap to
some extent for making humble contribution to the understanding of some emerging
dimensions of consumer behaviour towards soft drinks in Shimla town of Himachal Pradesh.

OBJECTIVES OF THE STUDY
The study was undertaken with the following objectives:

1. To analyze the factors which influence the buying behaviors of consumers for soft
drinks.
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2. To analyze the psychological analysis of soft drink brands in different situations.
3. To analyze the consumers brand association and psychological benefits derived from

consumption of soft drinks.

METHODOLOGY
The market preference for the soft drinks is highly regional based. While Cola drinks have
main markets in metro cities and northern states whereas Orange flavored drinks are popular
in southern states. Another peculiar feature of the soft drink market is that of positioning and
targeting of various brands. Cola brand is targeted at teenager, Thums up is targeted at
people in age group of 20 to 30 years, Fanta is targeted at consumers at pre teen age group,
spirit is targeted towards teenagers and Mazza is positioned as family drink whereas Coke is
targeted towards health and figure conscious people especially teenager girls. In the light of
these facts, the present study was purposively selected to undertake at Shimla town of the
State of Himachal Pradesh. Besides, Shimla as a capital of the State, the other major reasons
for the selection of this town for study were prominence of the town in the State, its high
income and literacy status and main shopping center of the State and maximum inflow of the
tourists throughout the year. The total numbers of 100 respondents were selected for the
sample on random basis. As we know the soft drink consumption varies in different age
group of people. The people in age group of 15-25 are the people who consume the soft
drinks the most. After then the small children in the age group of 10-15 also consume more
soft drinks in comparison to the age group of 30 and more. Every care was taken to ensure
that the sample selected was truly representative of the whole population to be studied. A
well-designed questionnaire was prepared for obtaining the required information from the
sample units. Further, in selecting the sample for the study, a special care was taken to cover
the respondents of all age groups. While maximum number of respondents were School,
College and University students. The information thus collected was analyzed with various
statistical tools like Averages, Percentages and Rank method. Rank method was used to find
out the most preferred brand in different situation.

RESULTS AND DISCUSSION
A question was asked from the respondents in order to know the source of information which
they uses while deciding to buy a soft drink. The most important source of information is
very important to be known because it directly affects the purchased decision of the soft
drinks. There can be many sources of information like advertisements, friends, family
members, retailers and others and the respondents were asked to tick the important sources,
which affect their purchase decision process.

Source of Information

Table-1
Source of Information

Sources Respondents
Advertisements 37%
Family Members 25 %
Friends 20 %
Retailers 11 %
Others 12 %
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With the increase clutter in the product category, there is a growing indication of
increasing felt information needed by the customers. Advertisements and social circle
(friends and family members) were found to be main source of information while making the
purchased decision of in favor of any particular brand of soft drink. Thus a part from
advertisements the word of mouth communication and opinion leaders were found to be the
major factor affecting the purchase decision and hence in promoting the brand. Realities
were revealed to be most relied upon in cases where the respondents were mainly confused
about the popularity of the brands due to a number of brands available in the market.
However, even such respondents were found to be paying a lot of emphasis on the
information gained from their friends and family members thus further emphasizing the
importance of word of mouth communication during such purchases.

Frequency of Purchase of Soft Drinks
Different customers have different frequency of purchase of soft drinks. Normally the
purchase pattern falls in line with the consumption pattern for any product and the results
obtained also indicated this fact. The customers normally buy a product in the frequency in
which they consume it. Here the respondents were given few choices and they were required
to tick mark the frequency with which they normally buy soft drinks.

Table-2
Frequency of Purchase of Soft Drinks

Frequency of Purchase Respondents
Daily 11 %
Once a week 31 %
More than once a week 37 %
Once in two weeks 21 %
Never 0 %

The results obtained were analyzed and the table-2 makes it clear that the regular
consumers of soft drinks were regular purchasers of soft drinks. About 11% of the
respondents said that they purchased soft drinks daily while 37% of the respondents said that
they purchase soft drinks more than once a week. Hence, combining them almost 48% of the
respondents could be termed as regular consumers of soft drinks which reflect on the
popularity of the soft drinks. This high percentage of consumer being regular purchaser of
soft drink make soft drink a fast moving consumer goods. About 31% of the respondents
purchased soft drinks one a week, which could be put in the category of occasional
purchasers, the result falling in line with occasional consumers. About 21% of the
respondents said that they purchase soft drinks once in two weeks which make them rare
consumer and hence consequently rare purchasers. Hence analyzing all the results we come
to the conclusion that there is definitely a great demand for soft drinks in the market and it is
increasing day by day which should be a great opportunity for the soft drinks players.

Factors Influencing Buying Behavior of the Respondents
The respondents were given a list of five major factors, which could influence the buying
behavior of any consumer. These factors were availability of soft drinks, in intrinsic instinct
of the consumer, group influence, intensity of heat and the promotion effects i.e. the
advertisements. The respondents were asked to tick as many factors as they feel have a
significant effect on the buying behavior of the soft drinks.
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Table-3
Factors influencing buying behavior for Soft Drinks

Factors Respondents
Availability 07 %
Instinct 31 %
Group influence 11%
Degree of Heat 17 %
Advertisement 34 %

It is clear from the information given in table-3 that advertisement boom has been
successful if attracting the consumers. Majorities of 34% of the consumers think that
advertisements have a considerable effect on the buying decision. Today if we see there is a
Cola war is going on between on Coke and Pepsi in respect of advertisement. There is a
battle of supremacy. 31% of the respondents also feel that it not only the external factor but
also internal instinct of a person, which urges him to buy a soft drink. They feel that as far as
moving consumer goods it is gaining popularity hence they are urged from inside to buy a
soft drink. The peer pressure or group influence may force a person to buy soft drinks
primarily to fulfill social needs. A significant 17% of the respondents feel that it is the
intensity of heat that forces a person to buy a soft drink i.e. if the intensity of heat is low he
may not buy a soft drink but if it is high then he is forced to buy a soft to quench his thrust.
A mere 07% of the respondents said that availability has a major effect on the buying
decision of soft drink. The reason for low respondent saying this is that soft drinks are today
available in every nook and corner of the country and consumers are mostly brand loyal.

Brand Preference Analysis
In the market today, there are various brand available fighting themselves for survival. The
brands have increased to such an extent that consumer today has a lot of confusion as to
which brand to buy. But as the fact goes the brand available in the market are Coca Cola,
Pepsi, Limca, Thums Up, Sprite, Fanta etc. The respondents were given an open-ended
question to write the brand they preferred the most.

Table-4
Brand Preference Analysis

Brands Respondents
Thums Up 04%
Pepsi 29%
Coca-Cola 35%
Limca 12%
Fanta 10%
Sprite 10%

Results obtained were clearly in conformity with the flavor preference given by the
respondents earlier. As it was seen earlier that Cola flavor was the undisputed choice of the
consumers hence now it was to be seen as to which brand in this Cola flavor was taking a
lead. On analyzing the results it was found that it was a severe competition going on between
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Coke and Pepsi for their survival in this rapidly changing market of soft drinks. There is a
battle of nerves going in which the results showed in table-4 that Coke has slight edge over
Pepsi. About 35% of the respondents preferred the Coke the most. Pepsi was not far being
with 29% of the respondents give their preference in favor of Pepsi. Combining them about
64% of the market share is held by these two brands. All other brands are far behind. Only
12% of the respondents were in favor of Limca and 10% said they preferred Fanta and Sprite
the most.

Hence, analyzing the results it is very clear that Coke and Pepsi have nearly captured
the Indian market, which is not good news for Indian players. They would have to pull up
their socks and bring new improvement and innovation in their brand in order to attract the
customers.

Psychological Analysis of Brands in Different Situations
Different people prefer different brands in different situation. Our main aim was to find out
that brand which was preferred by most of the consumers in maximum kinds of situations.
Brand preference is not always constant. Different brands have different kind of positioning
in different situation. We gave the consumer four different kinds of situations i.e. family
members, with friends, in marriage-parties and formal meetings and the respondents were
required to write in front of each situation the brand which they would prefer to drink in that
situation. The question also gives important inputs to the marketers in positioning their
product and targeting their target audience.

Table-5
Psychological Analysis

(N=100)
Situation Coke Fanta Pepsi Limca Sprite
With family members 40 10 25 12 13
With friends 35 10 30 11 14
In marriage/parties 36 08 30 11 15
In formal meetings 38 10 32 12 08
Total 149 38 117 46 50
Average 37.25 9.50 29.25 11.50 12.50
Rank I V II IV III

An important fact which was observed from the table-5 is that the people did not
mentioned their preferred brand name in all situation. With family members and friends the
consumer gave the brand name that they had earlier mentioned as there most preferred brand.
The reason may be that these are mostly in formal situation where the consumer has no
external pressure or external factor affecting his purchase decision. While in other situation
i.e. in marriage of in formal meetings we saw a shift in consumer preference towards Coke
and Pepsi. People would rather preferred to drink these brands than they preferred brand in
these situation may be because these are the situation where social factors effects their
consumption preference the most.

On averaging the responses for one brand in different situation the rank wise
preference of different brand were received in all the situations. The ranking stands as first
rank to Coca Cola and second rank to Pepsi whereas Fanta was ranked in fifth position.
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Brand Association with Different Features of the Brand
There are various attributes of a brand like taste, price, packaging etc. Our aim was to see
which brand was associated by maximum numbers of consumer with most of these attributes.
The respondents were given five choices as best tastes, reasonable prices, best promotion
campaign, attractive packaging and most popular and they are require to write in front of each
the brand which they preferred best and fits their attributes. This question assumes as it gives
the marketers a fairly clear positioning of different brands in the mind of the customers.

Table-6
Brand Association with Different Features of the Brand

(N=100)
Features Coke Fanta Pepsi Limca Sprite
Best Taste 35 18 28 07 12
Reasonable Price 30 20 25 10 15
Attractive Packaging 36 10 30 04 20
Most Popular 40 10 35 05 10
Best Promotional Campaign 45 08 40 03 04
Total 186 66 158 29 61
Average 37.20 13.20 31.60 5.80 12.20
Rank I III II V IV

The information obtained were analyzed where the results shown in table-6 reveales
one clear fact that the consumers did not give their preferred brand choice against all these
attributes. As regards best taste and reasonable price the consumer gave the same choice as
their preferred brand. As regards packaging the Coke and Pepsi were a head of all other
brands. The people preferring other brands also considered Coke and Pepsi to have attractive
packaging. As regards popularity and best promotional campaign it was again Coke and
Pepsi who captured the minds of the consumers. So with the exception of taste and price
which could be considered as purchase justification factors the other features were clearly
associated with Coke and Pepsi which reflect on their popularity in the market. The results
give a clear indication that Coke and Pepsi occupy a significant position in the consumers
mind and it is a hint to the other brand players to improve their market strategy in respect of
their attributes.

On averaging the responses for one band with different attributes the rank wise
preference of different brands were revealed. The ranking stands as the first rank to Coca
Cola and second rank to Pepsi followed by Fanta, Sprite and Limca respectively. Hence,
Coke followed by Pepsi was found to be associated by maximum respondents with most the
attributes.

Psychological Benefits Derived from Consumption of Soft Drinks
The psychological elements holds much importance in marketing as today consumers in
addition to rationally buying a product are also emotionally attracted to it. Consumers today
want to buy those products, which not only fulfill their physical needs but also fulfill their
social and emotional needs. Drinking soft drinks not only quenches thrust of the consumers
but also have a psychological linkage with the consumer. We look four psychological
benefits which could be derived from consumption of soft drinks and asked the consumers
whether they feel confident, acceptable, pampered or comfortable on the consumption of soft
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drinks. They were required to tick mark the most important psychological factors which
urges or pushes them to buy soft drinks.

Table-7
Psychological Benefits derived from the Consumption of Soft Drinks

Psychological Benefit Respondents
Feels Confident 31 %
Feels Acceptable 13 %
Feels Comfortable 22 %
Feels Pampered 34 %

Results obtained indicated that a majority of consumers i.e. 34% felt pampered or
boosted up on consumer soft drinks were as 31% of the respondents felt that drinking soft
drinks make them confident enough. About one fourth i.e. 22% of the respondents said that
they feel comfortable while 13% of the respondents felt that soft drink fulfill their social
needs i.e. drinking soft drinks make them acceptable to the society or to the friend circle.
Hence, analyzing the results it is very clear that soft drinks do help a lot in motivating an
individual and also boosts ones moral and self confidence and this benefit has let to a great
boom in the soft drink retail business.

CONCLUSIOS AND IMPLICATIONS
Consumption preference analysis it was Cola flavor which undoubtedly was the market
leader which was followed by Lemon and Orange flavor respectively. As regards source of
information maximum number of respondents i.e. 37% considered advertisement on soft
drinks as important source of information while 25% and 20% consumers get to know about
soft drinks from their family members and friends respectively. Purchase pattern of soft
drink revealed that about 37% of the respondents purchase soft drinks more than once a week
while about 31 percent of them purchased soft drink once a week. A relatively less 21%
purchase soft drinks once in two week, while 11% of them purchased soft drinks almost daily.
Inner instinct and advertisements were found to be the major factor influencing buying
behaviour of maximum number of consumers. About 11% of the respondents said that group
pressure influence their decision while availability as the deciding factor was considered by
only about 07% of the respondents. Rank wise Coke occupied the first position and Pepsi
second when psychological analysis base on demand association with different situation was
done. Psychological analysis relating to benefits derived from consumption of soft drinks
revealed that maximum 34% of the respondents feel pampered on drinking soft drink while
31% feel confident and 22% of them feel comfortable on consumption of soft drink.

Cola flavor is much a head than Limca and Orange flavors. Hence the soft drinks
players in these two segments must aggravate their marketing strategy to give a tuff
competition to Cola segment. As advertisements and social segments were found to be the
main source of information hence the marketers should got in for large scale advertising
campaign both mass advertisement as well as personal selling. As aggressive marketing
strategy with emphasis on existing availability and dominance in very existing retail stores
will further help to increase the sales. The dealers and retailers should be properly motivated
to push the sales by giving them incentives in the form of commissions, discounts etc.
Youngsters should be targeted by sales promotional efforts, as they basically the people who
are trend makers about brand to be purchased and are also brand conscious. As Coca-Cola
and Pepsi have nearly captured the market hence these companies should add in new products
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to gain better holds of the market while it is an indication for other soft drink players to
reassess their strategy and come out with a more focused strategy to compete with Cola
players.
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