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This study examined the relationship between
age group and various factors influencing
beverage preferences, focusing on attributes
such as social media influence, health
consciousness, taste, and customization. Using
descriptive methods, ten hypotheses were tested
to determine whether age significantly
influences preferences for beverage type,
ingredients, and consumption behavior. The
results showed no statistically significant
relationship at the 0.05 level between age and
the factors studied, although strong correlations
were observed for preferences such as natural
ingredients, customization, and situational
relevance, indicating universal appeal across
demographics. Future research could explore
other demographic factors, lifestyle influences,
and cross-cultural comparisons to deepen
insights into beverage preferences

http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Harsh, Pinkal, Vidani

626

INTRODUCTION
In recent years, there has been a greater turbulence in the beverage field,

especially with the increasing attractiveness of non -alcoholic and cocktails (Vidani,
2015 Vidani & Solanki, 2015). This development reflects broader cultural trends and
consumer preferences, especially in the younger generation (Vidani, 2015). The
dominant group in this revolution is Generation Z, defined as people born roughly
between 1997 and 2012(Vidani, 2015). The Z generation is known for its unique views
of sustainability, social responsibility and health (Vidani, 2015). It introduces new
insights on beverage business and affects how cafes, restaurants and bars create menu
(Solanki & Vidani, 2016).

This change is the most obvious in the bustling cities and other areas of Kogarat,
India Ahmedabad has undergone massive urbanization and cultural change over the
past decade, combining its rich history with contemporary international influences
(Vidani, 2016). As urban dining and consumption grows, so does the market for
drinks and cocktails (Vidani, 2016). The entertainment environment changes With
social media, people are increasingly understanding global trends (Bhatt, Patel, &
Vidani, 2017).

Cocktails and milkshakes are more than just drinks. They have become
representative of lifestyle and identity, especially among Generation Z (Niyati &
Vidani, 2016). To meet this growing demand, companies are using creative
presentation, creative menus and unique flavor combinations (Niyati & Vidani, 2016).
This presentation will cover the basics of Ahmedabad's growing beverage industry,
the importance of cocktails and smoothies, and the influence of Gen Z on these trends
(Pradhan, Tshogay, & Vidani, 2016).
RESEARCH OBJECTIVIES
The main objective of this study is to investigate the consumption preferences of
shakes and shakes among generation Z consumers in Ahmedabad. The purpose of
this study is to: Identify popular taste profiles: Understanding the tastes of this
demographic can provide insight into their preferences when choosing cocktails and
cocktails. Analyse social influences: Examine how social media, peer
recommendations and cultural trends influence their consumption patterns. Health
Survey: Evaluate health awareness that affects the degree of choice of smoothie on
smoothies. Evaluate Price Sensitivity: Analysis of how the price affects its choice,
especially the market that plays the most important role in the burden.

LITERATURE REVIEW
The alternating landscape of beverage fusion has a newly received a lot of
observations, mainly from younger groups. As cocktail is more favorable to the
customer specially in gen Z ,this thinks are noticeable here, the research idea of
alcohol is affected to the regulation, including the capability on hearing the flow in my
analysis the literature , I will concentrate on two primary topics :- how alcohol affect
the auditory regarding & how generation Z is increased of the use of mocktail impact
on the beverage business (Modi, Harkani, Radadiya, & Vidani, 2016) (Vidani, 2016).

1. Generation Z and the Rise of Mocktail Consumption
While Harvey & Beaman study noticed the reaction of alcohol on cognitive
function, from the current research suggest that the non-alcoholic cocktail is on
the proceed mainly included in this generations (Singh, Vidani, & Nagoria,
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2016). This type of people are born from 1997 to 2012, and it was converted to
the beverage company, prioritizing to consider health & alcohol. Out of the
alternatives are in the social environment.

1.1 Mocktails Are Gen Z's Favourite Drink
18% of millennials are less than 10% of people over 45 those how have created
or purchased a mocktail in the last 30 days, while 33% of generation Z (18-24)
have done some factors like general desire for a good life, the impact on social
media and the flourishing “fashion-curiosity” , the change can be assigned by
the growing trend (Modi, Harkani, Radadiya, & Vidani, 2016). The crazy
curious means that type of people who doesn’t want to stop drinking, may be
not because they are dependent on it, but because of their personal heath
preference. The consequence number of people, mainly young people , vote in
this group. Cocktail be an alcohol-free alternative that permit you to enjoy the
social good of drinking alcohol without changing the negative health effect of
alcohol(Sukhanandi, Tank, & Vidani, 2018).
1.2 Consumption Patterns and Influence
The trend of cocktail ore gone in the hands with changing habits of moderate
drinkers & sober curious explores. Here, the civic science, is 56% of “highly
awake & curious” in the past month Americans had purchased it. Another 21%
are intrested in trying it, considering that large part of people (adult) who are
preferring non-alcoholic option only. Generation Z are leading to shift in the
young people. For example:- 42% of millennials survey tell us that they are
intrested in ordering all alcoholic cocktail in the restaurant, as compared to 26%
of people. These create the dynamic environment for those who want to enjoy
the social nights without drinking and ordering soft drinks in the bars,
restaurants and other creation, these soft drinks are began from typical menu
item & mocktail are also mare popular drinks are satisfy by the sober market
(Singh, Vidani, & Nagoria, 2016)
(Mala, Vidani, & Solanki, 2016).
1.3 Ready-to-Drink (RTD) Mocktail Market Growth
In the upcoming year, there will be increase In the mocktail industry in the
finished drinking (RTD) has be planned all our the world. The market of the
year 2023 was rating of $8.26 billion from 2024 to 2030 it was planned to evolve
the annual growth rate of (5.7%) there are so many factors which are increasing
on health & healthcare changing in the social trends and blocking products. In
generation Z the consumers habits, discount and younger generation, are
fueling its expansion towards the mocktail(Vidani, Chack, & Rathod, 2017).
For consumer, cocktail without wine is way suitable and they actively find it
healthy alternative of the alcoholic beverages. These types of drinks are less
sugar, calories & artificial ingredients are a delicious without any drawback of
the alcohol. Here, social trends are driving more to the customer for the alcohol
free products, such as reconsidering the place of alcoholic in the social
connection (Biharani & Vidani, 2018).
1.4 The Impact of Social Media on the Adoption of Mocktails
Internet site in social media, such as Instagram, YouTube have a consequence
impact on the non-alcoholic use of generation Z, rich people & celebrities are
supporting the non-alcoholic life style. Mainly among the young people who
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are more worried about their health & public image, these social media events
helps in normalize abstinences (Biharani & Vidani, 2018).
Mainly, the shakes are popular for their visual appeal in there own personal
health decisions. The drinks are vastly ‘insta gameable’ and thanks to their
original looks and eye catching huge, that the customer are inspiring the post
about their experiences online & boosting demand for something unique,
visually appealing drinks(Vasveliya & Vidani, 2019).

2. Comparison of Generation Z's Preferences for Alcohol and Mocktails
While generation Z is choosing cocktail because it is health conscious

and sober curiosity, research also shows that this generations in totally refuse
from alcohol. As per alcohol recovery handbook, about 50% of students
preferring alcohol and 80% of them are massive drinkers. This shows that the
generation Z is seeing the alcohol in two different ways :- from that they are
choosing sober or moderations, while other experience especially at a social
gathering like parties(Sachaniya, Vora, & Vidani, 2019).

Bar keeper & industry executive are already seeing the change in
generation Z alcohol drinking patterns, this is including the tendency of drink
light or low alcohol beverages, such as sprinkled sodas because they are lighter
due to their low calorie content. The regular beer are healthier, next they are
proving & understanding that what they are eating, from that some customers
have choose a mixed drink with as content of alcohol including mixed wine
with water (Vidani, 2019).

The appearance of alcohol free is based on mocktail which is wide social
advice. It display that there is a change in the social interaction. Because it was
no longer be in good time or a fulfilling night. The centre of the non-alcoholic,
is trivial nights, point & friendly concerts, which is another sign of this
transition. From the view point of business, the increasing interest in alcohol is
less and can provide with the appropriate beverage producers & hotel
institution are using this trend (Vidani, Jacob, & Patel, 2019).

3. Price Analysis for Cocktail and Mocktail per visit in Bar & Café
3. 1 Consumption per inhabitant
Cocktails: The price of an average cocktail in Ahmedabad ranges from Rs 300 to
Rs 800 depending on the recipe and complexity of the drink. Mocktails: The
average price of a Mocktail ranges from Rs.150 to Rs.400 (Vidani & Dholakia,
2020).
3. 2 Frequency of consumption
Young people (18-35 years): on average, these residents go to bars or
restaurants 23 times a week to drink cocktails and soft drinks. 3. Calculation of
monthly consumption Cocktail price: - Assuming an average price of INR 500
per visit and 2 visits per week: Monthly cocktail fee = INR 500 x 2 visits x 4
weeks = INR 4000.
Mocktail consumption: - Assuming an average cost of INR 250 per visit and 2
visits per week
Monthly mocktail charge = Rs 250 x 2 visits x 4 weeks = Rs 2000. 4. Total
monthly expenses Together:
Total monthly expenditure on milkshakes and shakes = Rs 4000 (milk shake) +
Rs 2000 (milk shake) = Rs 6000. 5. Factors affecting spending
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Type of establishment: High-end venues typically charge more, which affects
overall spending. Special Promotions: Happy hours and special events can
increase your spend at lower prices (Vidani, Meghrajani, & Siddarth, 2023).
Peer influence: Going out in groups can increase consumption, especially if you
order a few drinks

4. Statistical Survey
Fastening preference: - Among the information, 65% priority are no alcoholic cocktails.
Social media, about 70% participants says that the major impact on their chosen drinks.
Health conscious 60% participants says that they want to prefer smooth for health,
and it should be of natural ingredients only (Vidani J. N., 2018). Price sensitivity 55%
respondents say that their decision is based in the price and its important factors.
From the consumer experiences topics in the focus group interviews are related. The
unique drinks are more participants because the alien adoption & social commitments,
the idea of DIY drinks and mocktail was also very popular (Vidani & Dholakia, 2020).
RESEARCH GAP
Existing studies on alcohol use, especially around the cocktail and cocktail consumer,
provide a valuable insight into consumer behavior, but there is still a significant
difference in understanding the special wishes of the Ahmed Bad Z generation.
Although studies look at global trends related to cocktails and cocktail consumption,
including culture, health and social effect, in a particular regional environment (such
as Ahmamad Bath), less focus is unique to generations taste and taste. Born between
1997 and 2012, this group grew up in a rapidly changing cultural and technological
environment that greatly affected their drinking choices. However, there is a lack of
localized studies to investigate how these factors play out in drinking in Ahmedabad,
a city that combines traditional Indian values ​ ​ with modern, cosmopolitan
influences. First and foremost, although existing research emphasizes the increase in
health -related trends and the increase in global soft drinks, the understanding of
these trends in Ahmedabad ​ is limited. As we all know, groups of this age pay more
attention to health and prefer plant-based, low calorie or alcohol alternatives.
Understand how local cultural preferences, social neighborhoods and ingredients in
the Ahmedabad Impact Generation Z prefer mocktails compared to cocktails is an
important research gap that guarantees attention.
In addition, social media plays an important role in shaping beverage choices,
especially among younger consumers. While global studies have examined the impact
of social media and online trends on beverage choices, there is limited research on
how these platforms specifically influence the decision-making process of Generation
Z in Ahmedabad. The influence of social media, especially platforms such as
Instagram, Facebook and TikTok, can shape preferences for cocktails and mocktails by
highlighting trends, recipes or lifestyle descriptions. the concept of cocktails and
mocktails is growing in popularity, little research has focused on how this choice
plays out specifically in the cultural context of Ahmedabad\'s growing café and bar
scene. As a generation in the field, you can use DIY drinks, a homemade cocktail
menu with homemade wine, or digital customization for applications that will not be
enough.

As there is a good research on beverage preference in western cultural there is a
huge gap in research that influence the regional factor for eg:- local cuisine,
socioeconomic status & traditional drinking habits for generation Z choice.
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Ahmedabad. The city's rich culinary heritage, combined with rising urbanization and
Western lifestyle, provides a unique context to explore how traditional Indian
drinking preferences intersect with modern global trends in alcoholic and non-
alcoholic beverages. Solving these research holes will provide a more subtle
understanding of the preferences of Ahmedabad cocktails and non -alcoholic cocktails.
By paying attention to the influence of the local culture, the influence of social media,
the trend of health and the needs of customized, future research can provide targeted
insights for beverage brands, marketers and hotel business to meet the continuous
development needs of this dynamic population Essence As Gen Z becomes an
increasingly important consumer group in India, understanding their specific
beverage preferences will be key to successful marketing and product development
strategies going forward.

HYPOTHESIS
H₁: There is an association between age groups and the frequency with which social
media platforms influence beverage choice.
H₂: There is an association between age groups and the frequency of consuming
beverages like cocktails or mocktails.
H₃: There is an association between age groups and the preferred type of beverage
(e.g., mocktails vs. cocktails).
H₄: There is an association between age groups and preference for citrus-flavored
beverages.
H₅ : There is an association between age groups and the factors that most influence
their choice of cocktails or mocktails.
H₆ : There is an association between age groups and preference for beverages made
from natural ingredients.
H₇ : There is an association between age groups and preference for choosing
mocktails over cocktails due to lower calorie or alcohol content.
H₈ : There is an association between age groups and the influence of branding or
packaging on beverage choice.
H₉ : There is an association between age groups and preference for beverages that
offer a unique, customizable experience.
H₁₀ : There is an association between age groups and the preferred setting for con
suming beverages (social settings vs. at home).
Table 1: Validation of Questionaire

Statements Citation
Give your opinion about the following statement.
[How often do social media platforms (Instagram,
Facebook, Snapchat, etc.) influence your choice of
beverages?]

(Vidani & Das, 2021)

Give your opinion about the following statement.
[How often do you consume beverages like cocktails
or mocktails?]

(Vidani J. N., 2022)

Which type of beverage do you prefer more (Sharma & Vidani, 2023)
What flavor profiles do you prefer in your cocktails or (Mahajan & Vidani, 2023)
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mocktails? [Citrus (e.g., lemon, lime)]

What flavor profiles do you prefer in your cocktails or
mocktails? [ Herbal (e.g., basil, rosemary)]

(Saxena & Vidani, 2023)

*Source: Author’s compilation

METHODOLOGY
Table 2: Research Methodology
Research Design Descriptive
Sample Method Non-Probability - Convenient Sampling method
Data Collection
Method

Primary method

Data Collection
Method

Structured Questionnaire

Type of Questions Close ended
Data Collection
mode

Online through Google Form

Data Analysis
methods

Tables

Data Analysis
Tools

SPSS and Excel

Sampling Size 171
Survey Area Ahmedabad
Sampling Unit Students, Private and government Job employees,

Businessmen, Home maker, Professionals like CA, Doctor
etc.

*Source: Author’s compilation

DEMOGRAPHIC SUMMARY
The demographic information shows that the most of responds are between age of 18 -
25, from that 52.6% are consider in this following sample. The age group of 25-30 are
29.8% and age group of 30-35 are only 17.5%. In terms of gender, 62% of the
respondents were male and 38% female. In terms of occupation, the largest group are
students, who make up 40.4% of respondents, followed by those in business (25.1%)
and employed (23.4%). Pensioners make up a small part of 2.3%, while another 8.8%
do not specify an occupation. This summary is aimed at a young, predominantly male
audience, with many students and professionals.
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Table 3: Results of Hypothsis Testing
Sr.
No

Alternate Hypothesis Result
p =

>/<
0.05

Accept/ Reject
Null hypothesis

R value Relationship

1 H₁: There is an
association between age
groups and the frequency
with which social media
platforms influence
beverage choice.

0.444 > H01 Accepted
(Null Hypothesis
Accepted)

0.107 Weak

2 H₂: There is an
association between age
groups and the frequency
of consuming beverages
like cocktails or
mocktails.

0.930 > H02
Accepted (Null
Hypothesis
Accepted)

0.663 Strong

3 H₃: There is an
association between age
groups and the preferred
type of beverage (e.g.,
mocktails vs. cocktails).

0.527 > H03
Accepted (Null
Hypothesis
Accepted)

0.278 Weak

4 H₄: There is an
association between age
groups and preference
for citrus-flavored
beverages.

0.171 > H04
Accepted (Null
Hypothesis
Accepted)

0.255 Weak

5 H₅ : There is an
association between age
groups and the factors
that most influence their
choice of cocktails or
mocktails.

0.997 > H05 Accepted
(Null Hypothesis
Accepted)

0.623 Strong

6 H₆ : There is an
association between age
groups and preference
for beverages made from
natural ingredients.

0.616 > H06 Accepted
(Null Hypothesis
Accepted)

0.576 Strong

7 H₇ : There is an
association between age
groups and preference
for choosing mocktails
over cocktails due to
lower calorie or alcohol
content.

0.546 > H07
Accepted (Null
Hypothesis
Accepted)

0.274 Weak

8 H₈ : There is an
association between age
groups and the influence

0.131 > H08 Accepted
(Null Hypothesis
Accepted)

0.047 Weak
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of branding or packaging
on beverage choice.

9 H₉ : There is an
association between age
groups and preference
for beverages that offer a
unique, customizable
experience.

0.713 > H09
Accepted (Null
Hypothesis
Accepted)

0.803 Strong

10 H₁₀ : There is an
association between age
groups and the preferred
setting for consuming
beverages (social settings
vs. at home).

0.129 > H10
Accepted (Null
Hypothesis
Accepted)

0.080 Weak

*Source: Author’s compilation

DISCUSSION
This research shows that how different factors attracts the beverages choice which
relate different age group. The null hypotheses shows that there is no statically
significant link at 0.05 level so it can be accepted for each hypotheses. This effect
shows that drinking vales is R which shows the relationship of strengths.
1. Social media's impact
There was a weak correlation (R = 0.107) but no significant correlation (p = 0.444)
between age group and the influence of social media on beverage choice. This means
that although social media influences consumer behavior, it has only a small effect on
beverage choice across all age groups.
2. Frequency of beverage consumption
There was no similarity found between age group and frequencies of drinking cocktail
(P=0.930) and there was powerful co-relation (R=0.663) which significant the trend. It
shows that frequency of age can be vary, which is not significant to show that
different patterns and age.
3. Choose the type of drink
The relation between cocktail & mocktail choice is weak (R=0.278) and not relevant to
p-value (P=0.527) ,showing small and nominal difference of age group it shows that
age did not continuous affect the choice of drink also there may be some of the
prejudgment.
4. Citrus flavor preference
Citrus taste choice gives very week preference (p=0.171) and weak relation (R=0.255).
this research shows that citrus flavored drink have no relation with age group in
universal appeal
6. Favorite natural ingredients
However the relation (R=0.576)gives a clear trend, there is no proper relation between
age group and choice of natural ingredients (p=0.616). This may reflect some changes
in health consciousness that appeal to consumers across age groups.
7. Low calorie/alcohol selection
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Chicken and cocktail choices without alcohol and alcohol are not important (P = 0.546)
and the correlation is weak (R = 0.274). These discoveries show that age is not an
important factor in alcohol consumption based on calories or alcohol considerations.
8. Brand and packaging effects
The effects of brand and packaging were not significantly related to age (p = 0.131)
and the correlation was very weak (R = 0.047), suggesting that these factors are not
related to drink driving.
9. A unique and customizable experience
The appeal of unique and customized drinks was not related to age (p = 0.713) but
was highly correlated (R = 0.803), indicating general appeal. This highlights the
opportunity for brands to emphasize customization.
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10. Consumption settings
No significant correlation was found between age group and preferred environment
(p = 0.129) and the correlation was weak (R = 0.080). This shows no significant
differences in preferences for the social or family environment across age groups.
Although age did not significantly determine or influence beverage choice, strong
associations with factors such as unique experiences and natural ingredients
suggested general appeal. This opinion can help the brand pay attention to the
resonance properties of the New Age rather than customized based on statistical data
of the era. Further research can explain the understanding of age -based drinks.
THEORETICAL IMPLICATIONST
The causes of study which give valuable theoretical implications to understand
consumer behaviour for beverage preferences. Mostly regarding the impact of
demographic factors such as age. Even though age is not shown as statically
significant association with different aspects of beverage preferences. The study notice
the relationship of behavioural trends which can provide theoretical base for
consumer in research for marketing, consumer psychology & health behaviour.
1. Social Media Influence and Age Independence
The poor relationship between social media influence & beverage choice across age

group which recommended the digital engagement cannot be a dominant factor for
influencing beverage preference. The common theory emphasizes that the general
impact of social influence of consumer behaviour for cross population statics may be a
big challenge.` Here, the internal factor which influences the choice for taste
preference & health awareness is compare to external influence of digital marketing.
2. Health Consciousness and Cross-Age Appeal of Natural Ingredients
The healthy relation between choice of natural ingredients and consumption
frequency, despite non-significant age-based associations, points to a growing, cross-
generational trend regarding health-conscious consumption. This discovered
corresponds with theoretical perspectives of the universal appeal of health-driven
behaviours, here the finding suggest the understanding of natural ingredients and
wellness increases, health-conscious choices increase the age-specific groups.
3. Universal Appeal of Customizable Experiences
This allows the theory of consumer psychology that enlarge the human desire for
sovereignty and individuality in consumption, this advice the customization and
identical to the ages. This help to discover the expand theoretical awareness of
positing customization on the basis of the specific age duration of consumer
satisfaction and fitting the various consumer demographics.
4. Taste and Occasion as Primary Motivators Beyond Age Differences
Even though causes like taste and occasion were not specific age in their influence,

their component relationships of beverage choice indicate that the elements are major
incentive across age groups. Which help the existing theories that posit taste and
situational factors as critical determinants in food and beverage selection. The
discover the suggestion of the age which may play a secondary role, with taste and
occasion-related preferences holding more substantial influence universally, despite of
demographic differences.



Harsh, Pinkal, Vidani

636

5. Preference for Low-Calorie or Low-Alcohol Options
A weak correlation between age and the choice of mocktails, not cocktails for lower
calorie or alcohol content means that this motivation is not particularly older. It
challenges theories that combine calories or alcohol, which mainly refers to health or
parental demography, which instead suggests that a wider spectrum of consumers
may consider these attributes when choosing drinks.
6. Minimal Role of Branding and Packaging in Age-Based Differentiation
This recommend that packaging demand can be general or secondary feature, such as
taste or health benefits. the theoretical significance of this study gives that age is not
the determined factor in choice beverages, for example:- natural ingredients, customs
and health motivations. The results show that a broader system, general preferences
(such as health awareness and taste, more than age differences). These insights
provide a new point of view, explaining how the population factors such as age
interact with universal consumer motivations, and encourage researchers to consider
the cross -generation attraction of certain product characteristics in consumer
behaviour theory.

PRACTICAL IMPLICATIONS
This study is important for practical insights in businesses, marketers and beverage
industry. As age giving is limited significance in determining preferences and
influences on beverage choices, brands can be concentrate on universally appealing
aspect rather than specific age strategies. There are some key practical implications:
1. Focus on Health and Natural Ingredients
The solid relationship between choice of natural ingredients and consumption

behaviour suggests that the broad demand of health-conscious choices across all age
groups. Beverage company should give healthy natural, organic, or low-sugar
ingredients to fascinate a wide range of customer.
2. personalized beverage and Extraordinary Experiences
The tough bond is between age groups and preference for extraordinary,

personalized beverage skills which indicates an opportunity for company to
distinguish them by giving unique options. Giving customer to customize Flavors,
levels of sweetness, or mix-ins can attract customer to drink the cocktail & mocktail.
This perspective will not only enhances consumer satisfaction but also give a
unforgettable brand experience will a build brand loyalty across diverse age groups.
3. Personalized Taste and celebration-Based Marketing
Many factors like taste and celebration are found to be strong influence of age

groups, focus of brands should be on these factors in the message. For example,
encouraging beverages as ideal for specific celebration —while relaxing at home,
social gatherings, or celebratory events—could appeal significantly. Spotlighting
flavour profiles that coordinate with different seasonal or event-based themes can
influence consumer interest without giving any type of the message specifically to
age demographics.
4. Leverage Social Media with Broader, Health-Oriented Content
According to beverage choice in the influence of social media for certain age group

is very less. Every brand should not make only target the age group in social media.
They should also focus on worldwide theme like health, wellness, sustainability, and
taste may be most important factor using social media to aware customers for product
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benefits or share user generated content that give extraordinary product enjoyment
among the age group could be more impressive.
5. multi-Generational Marketing proposal
The limited influence of age on beverage choice allows companies to adopt a cross-

generational marketing strategy, focusing on universal appeals rather than segmented
campaigns. Messaging that emphasizes lifestyle benefits, like relaxation, social
connection, or health, could resonate with a diverse audience.

CONCLUSION
The research examined the comparison of age group and certain factors for

choosing the beverage but there was no statically proper comparison between the
hypotheses which was tested. Also we found healthy relation between many factors
giving important insight in consumer behaviour this research says that age is not the
important factor in beverage choice. But that wide theme such as health awareness,
customization and context appropriateness are much important

Major finding gives that the choice of natural ingredients unique customizable
experiences and health oriented options as less-calorie or low-alcohol options to
people of all ages. In some factors such as taste and cases have also become the main
inspiration which shows that the brand have personalized the things to their
developing the product and marketing strategies. The inspiration of certain age group
on social media brands & packing choice are limited which further highlight the
universal nature of the consumer.

These understanding have theoretical and practical importance theoretically all
the factors of the statical population such as the most important for the particular
consumer wishes , but pointed to the model that gives out the quality of internal
products and the inspiration of universal customers. In this research the motivation of
beverage brands give attention to the many generational appeal by highlighting
health benefits, taste and personalization in the products and marketing by taking
more specific and goal oriented approach. Brand can build heathy connection with
diverse audience

Generally, the research gives a understanding of beverage choice suggesting
and recognize general motivation may be most important than to be age specific
strategies further research have future explore other demographics or psychological
factors influence beverage choice at last providing additional value to the consumer
behaviour in different market segment
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RECOMMENDATIONS FOR FUTURE RESEARCH/ FUTURE SCOPE OF THE
STUDY
1. Examine Other Demographic Factors
While this study focused on age, future research could examine the impact of other

demographic factors, such as gender, income level, education, and cultural
background, on beverage preferences. Understanding how these variables interact
with beverage choice could provide more comprehensive insights into consumer
behavior and allow for more targeted marketing strategies.
2. Incorporate Psychographic and Lifestyle Variables
Exploring psychographic variables such as lifestyle, values, personality traits, and

health consciousness could yield deeper insights into consumer motivations beyond
demographics. For instance, studying how lifestyle factors like fitness orientation or
dietary preferences influence beverage choices could help brands cater to more
specific consumer needs.
3. Expand the Range of Beverage Types and Influencing Factors
Future studies could expand the range of beverages studied, including non-alcoholic

options, functional drinks, and alternative beverages (e.g., kombucha or plant-based
drinks). Additionally, analyzing other influencing factors, such as price sensitivity,
peer influence, and environmental considerations, could provide a more complete
picture of beverage preferences.
4. Examine Digital and Social Media Influence in More Detail
Given the minimal role social media influence played in this study, future research

could examine the types of social media content or platforms that have a greater
impact on beverage choices. Studies could also explore how digital trends, such as
influencer marketing or user-generated content, affect specific demographic groups’
preferences.
5. Investigate the Role of Health Claims and Ingredient Transparency
As consumers become increasingly health-conscious, future studies could

investigate the impact of health claims and transparency around ingredients on
beverage choices. Understanding how different age or lifestyle groups respond to
claims like "low sugar," "organic," or "natural" could guide product labeling and
branding strategies.
6. Examine Post-Purchase Satisfaction and Brand Loyalty
Future research could look at the relationship between beverage preferences and

post-purchase factors such as satisfaction, repeat purchase behavior, and brand
loyalty. Understanding what drives long-term consumer engagement with a brand
could help companies develop more effective retention strategies.
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