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Abstract: Soft drinks are enormously popular beverages consisting primarily of carbonated water sugar and 

flavourings. Nearly 200nations enjoy the sweet, sparkling soda with an annual consumption of more than 34 

billion gallons. Soft drinks is becoming as India’s favourite beverage segment, total revenue of US $9.88bn in 

2024 of the total beverage market. The Soft Drinks market is expected to show a volume growth, at home of 2.4% 

in 2025. The success of the organization is mainly depending on the Satisfaction of customers. This study is 

undertaken with a view to understand the effectiveness of taste and health provide to the customers with 

reference. This study helps analyzing about recent trends exist in the market due to change in customers’ 

preference and to trace out the reasons of the trend. 
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1. Introduction 

The soft drink industry comprises companies that manufacture non-alcoholic beverages and carbonated mineral waters 

or concentrates and syrups for the manufacture of carbonated beverages. The industry is regulated by FFSAI regulations. 

According to the latest beverage forecasts from Canadian, the carbonated soft drinks market currently amounts to228 

billion litres of consumed volume globally, and will grow to 243 billion litres by 2018. While not experiencing the rapid 

growth of other markets such as spirits of energy drinks, it remains the second largest market after water. Additionally, 

lifestyles and different life stages are fast evolving in developing economies.in China and India, the migration of 

younger people to urban areas for work will continue to result in busy lifestyles and drive preference for convenient 

goods that acts as lifestyle enablers. The first change has been launching of zero, low and no sugar lines. This has the 

dual benefit of removing sugar as an obstacle to the drink with less guilt about its potentially harmful effect 

Significance of study 

• Product quality and improvements.  

• Find out the marketing problems faced by companies.  

• Giving specific and dynamic guidance 

• Find out the customer satisfaction 

Objectives of study 

➢ To find out problems with respect to safety and health measures 

➢ To know whether the ingredients used by the organization to increase the safety and health of the customers 

➢ To understand the reasons for change in trends of drinks  

Scope of the study 

1.Understanding the customer’s needs and wants. 

2. Study of buyer’s behaviour. 

3. Product planning and development  

4. customers satisfaction  
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Limitations of the study 

The study suffers from the following limitations. 

 

➢ Companies restricted to distribute the questionnaire to customers on behalf of them 

➢ Busy schedule of the company also affected the proper gathering information. 

➢ Lack of access to certain information due to the confidential nature. 

➢ The secondary data is limited.  

Content Scope  

The study is conducted among the domestic manufacturing companies and customers to find out the customer 

satisfaction and revisit intention.  

 Geographical Scope  

The study is conducted on domestic soft drinks manufactures in Kerala. 

RESEARCH METHODOLOGY 

     This study analyses the overall trends of soft drink industry. The source of data is divided into two, primary data 

and secondary data.    

1. PRIMARY DATA           

 

The primary data were collected from the respondents by administering a structured questionnaire and also through 

observation, interview and discussion with various departments at the organization and customers.  

2. SECONDARY DATA  

Secondary data are collected from: 

• Government data from official website 

• Company documents 

• Company websites &reports prepared by other students. 

SAMPLING DESIGN 

• Sample Size: 

The sample size covered for the purpose of the study is 50.   

 The company has mainly 3 products. Such as  

1)Soft drinks 

    -Lemon 

 -orange 

 -cola 

2)Pet soda  

3)aerated water  

 Raw materials required 

 Raw material means the material used to manufacture a product. Following are the materials used to manufacture the 

products of the company. 

Soft drinks 

1. Water 

2. Essence 
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Type of essence 

Soft Drinks Type of essence 

Lemon • Clear lemon 26161 

• Cardomn Narda 

• Lime v 5805 

• Food preservatives 

Orange • Oraange p 

• Orange p 

• Orange booster 

• Oraaangge Naarda 

• Food preservatives 

• Orange 20439 

Cola • Cola paste  

• Cola paste  

• Food preservative 

 

SWOT ANALYSIS  

STRENGTH  

• High demand in rural aewa 

• Consumer approach 

• Quality products  

• Commission and discount scheme  

• Time supply. 

• Location 

• Efficient workers  

WEAKNESS 

• Law production capacity  

• Semi-automated plant  

• Increase of production capacity. 

• Market expansion. 

OPPORTUNITIES 

• Growth and prosperity  

• Fully automated 

• Increase production capacity 

• To be market leader 

THREATS: 

• Competition from global soft drink industry. 

• Complementary schemes of competitors.  
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DATA ANALYSIS 

RESPONDENTS BY THEIR GENDER  

 

Interpretation 

                       From the table and chart 15%of them are male respondents and are 5% of them are females. 

CUSTOMERS RESPONSE ABOUT THE CHANCES OF CHANGE THEIR PREFERENCES BY THEIR 

QUALIFICATIONS. 

 

Satisfaction of Customers with sugar free soft drinks Provided 

opinion respondents percentage 

Satisfied 30 60 

Medium 15 30 

Not stisfied 5 10 

Total  50 100 

Customer Suggestion to Steel Furniture Manufacturers 

Make it innovative respondents percentage 

Reduce price 10 20 

Make advertisement  5 10 

Stop sale 35 70 

Total  50 100 
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FINDINGS 

• 60% of the survey covered is satisfied with margin provided and 10% of the survey covered is not 

satisfied with the margin. 

• Only 20% customers are satisfied with the innovative products 

•  Discounts or price deductions are very less, only 5 customers responded to it 

• 15%of them are male respondents and are 5% of them are females. 

 

SUGGESTIONS  

The companies should take timely feedback from customers to understand the level of satisfaction, and modification 

of the product. 

Reduce the price of soft drinks Companies must use capital intensive techniques to benefit from economies of scale 

CONCLUSION 

The changing structure of homes, for example in developed and developing economies like will have an impact. Brands 

should therefore look to target the individual rather than the family, centring product design around solo consumption 

occasions and smaller packs. Product advertising should also reflect the shifting needs and desires that arise in the 

household of one. There will also be a rise in the number of alternative family units in developed economies, meaning 

that brands will need to change their concepts of what the family is in their advertising and marketing strategies. 

Adopting inclusive outlooks will help brands present themselves as progressive and responsive to the needs of groups 

such as single or same-gender parents. Companies have changed their marketing criteria from selling unhealthy to 

healthy and sugar free drinks which influences other competitors to follow. However, customers taste varies from people 

to people and geographically.  
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