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ABSTRACT: This study explores consumer brand preference in the growing health drink market, focusing on the 

socio-demographic factors, brand attributes, and marketing strategies influencing purchasing decisions. With the rise in 

health consciousness post-pandemic, demand for nutritional beverages has surged. Data was collected from 73 

respondents via structured questionnaires using various question types including Likert scales, ranking, and open-ended 

responses. The findings reveal that taste, nutritional value, brand trust, pricing strategies, and advertisement 

significantly affect consumer choice. Additionally, socio-demographic factors such as age, gender, and income levels 

were analyzed to determine their impact on brand preference. This research provides practical implications for 

marketers to improve product positioning and engage target audiences more effectively. 

 

I. INTRODUCTION 

 

In today’s health-conscious consumer landscape, the demand for wellness-oriented products has surged, particularly in 

the beverage segment. Health drinks, once a niche category, have emerged as a dynamic and competitive market 

influenced by increasing awareness of fitness, nutrition, and preventive healthcare. These beverages—ranging from 

protein shakes and energy boosters to probiotic and vitamin-fortified drinks—are favored for offering functional 

benefits alongside taste and convenience. 

 

The global health drink market has expanded rapidly, with notable growth in emerging economies such as India. Indian 

consumers, especially in urban and semi-urban areas, are shifting from traditional beverages to specialized health 

drinks. Brands like Horlicks, Bournvita, Complan, Boost, and newer entrants such as Ensure, ProteinX, and 

MuscleBlaze have shaped the industry’s evolution. E-commerce and digital platforms have further boosted accessibility 

and consumption. 

 

Consumer preference in this sector is shaped by both tangible factors (taste, price, nutritional content, packaging) and 

intangible factors (brand image, perceived health benefits, endorsements). Social influences, personal health goals, and 

lifestyle choices also play key roles. For instance, while a working adult might choose a protein supplement for fitness, 

a parent may select a traditional brand for their child’s growth. 

 

Understanding these preferences is essential for marketers to position their brands effectively. As competition 

intensifies, differentiation through product innovation, branding, and customer engagement becomes crucial. 

Additionally, millennials and Gen Z consumers, known for their health consciousness and reliance on digital feedback, 

are driving demand for clean-label products and ethical practices. 

 

II. REVIEW OF LITERATURE 

 

M. Chithirai Selvan & M. Sobika (2018) The study investigates consumer awareness and preference towards selected 

health drinks in Pollachi, Tamil Nadu. It identifies taste, quality, and price as the most influential factors in brand 

preference. Using statistical techniques such as the Friedman rank test, the study reveals that "Boost" is the most 

preferred health drink, followed by "Horlicks" and "Bournvita". 

 

M. Nithya & Thirumagal Vijaya (2019) This study examines brand preference for health drinks in Coimbatore City. 

It finds that marketing strategies, consumer awareness, and nutritional benefits play a key role in shaping preferences. 
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Using Garrett’s Ranking Method, the study suggests that taste and quality are the most important factors driving brand 

loyalty. 

 

Sibichan Thomas & S. Rajendran (2020) This study investigates consumer preferences for health drinks in Thanjavur 

Town. It reveals that affordability, nutritional value, and brand reputation are the key determinants of consumer 

choices. The study also suggests that media advertisements and promotional offers strongly influence purchasing 

decisions. 

 

Shiny Blessis Gunaseeli A. & Madhiyarsi S. (2023) This research analyzes consumer buying behavior towards health 

drinks. It emphasizes the changing preferences of consumers due to increasing health awareness. The study highlights 

that factors like taste, convenience, and brand image significantly impact purchasing decisions. 

 

NEED FOR THE STUDY 

Studying consumer brand awareness of health drinks is essential for understanding market dynamics, evaluating brand 

visibility, and identifying consumer preferences. It helps companies benchmark against competitors, refine marketing 

strategies, and develop products that align with consumer demands. High awareness often leads to stronger brand trust 

and loyalty, while low awareness signals areas needing improvement. Additionally, it reveals opportunities for market 

expansion and serves as a measure of marketing effectiveness. Overall, this study supports informed decision-making 

and strategic growth in a competitive and evolving industry. 

 

OBJECTIVES OF THE STUDY: 

PRIMARY OBJECTIVES 

⮚ To analyze consumer brand preference towards health drinks and identify the key factors influencing their purchase 

decisions. 

 

SECONDARY OBJECTIVES 

1. To study the demographic influence (age, gender, income) on brand preference for health drinks. 

2. To examine the impact of brand image, trust, and reputation on consumer choices. 

3. To evaluate the role of taste, flavour variety, and product quality in shaping consumer preferences. 

4. To analyze the effectiveness of marketing channels such as advertisements, social media, and celebrity 

endorsements in consumer decision-making. 

 

SCOPE OF THE STUDY 

The study on brand preference towards health drinks aims to examine the various factors influencing consumer choices 

and brand positioning in a competitive market. It explores how demographics such as age, gender, income, and lifestyle 

affect preferences, while identifying key consumer groups like children, adults, and fitness enthusiasts. The research 

evaluates popular brands like Horlicks, Boost, Bournvita, Complan, Protinex, and PediaSure, focusing on trust, 

reputation, and market presence. Key purchase drivers—including taste, nutritional value, price, packaging, advertising, 

and social influence—are assessed, along with consumer buying behavior patterns such as brand loyalty, switching 

tendencies, retail preferences, and the role of convenience. Additionally, the study highlights emerging trends like the 

demand for organic, sugar-free, protein-rich, and clean-label health drinks, as well as interest in sustainable packaging 

solutions. 

 

III. RESEARCH METHODOLOGY 

 

Research methodology constitutes a systematic approach to problem-solving, serving as the scientific framework for 

conducting research. It encompasses the study of how research is conducted, outlining the procedures researchers 

employ to describe, explain, and predict phenomena. Essentially, it's the exploration of methods through which 

knowledge is acquired, aiming to provide a structured blueprint for research endeavors. 

 

RESEARCH DESIGN 

The research design serves as a fundamental structure that offers direction for the entirety of the research endeavor. It 

outlines the methodologies for both data collection and analysis. Given that the research employs primary data, it aligns 

with a descriptive research approach. 
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DESCRIPTIVE RESEARCH 

Descriptive research aims to outline the features of a population or phenomenon under examination. It doesn't delve 

into the specifics of how, when, or why these features emerged; instead, it focuses on addressing the "what" question—
identifying the characteristics of the population or situation in question. These characteristics, often organized into 

categorical schemes, serve to depict the situation or population being studied. 

 

IV. DATA COLLECTION 

 

PRIMARY SOURCES 

Primary sources of data require personal efforts for collection and are not readily accessible. They constitute one type 

of data source used in research. Primary data are typically gathered through structured questionnaires. 

 

SECONDARY SOURCES 

Secondary sources are significant resources utilized for data collection. These sources offer readily available data that 

doesn't require extensive effort to collect, as it has already been gathered and organized by experts in the field. 

Secondary data is typically sourced from various mediums such as the internet, journals, and research papers. 

 

QUESTIONNAIRE 

The primary data was collected using a structured questionnaire. The structured questionnaires that were framed and 

designed consists of  

● Likert 5-point scale  

● Multiple choice questions  

● Ranking question.  

● Open ended question  

 

SAMPLE DESIGN 

Sampling is the method of understanding a population through a sample extracted from it. This approach involves 

selecting a small subset of the entire population to serve as a representative of the whole, from which conclusions are 

derived. In essence, a statistical sample acts as a scaled-down representation or snapshot of the complete group or 

collection from which it is derived. 

 

SAMPLE SIZE 

Sample size pertains to the quantity of items chosen from the population to form a sample, and an ideal sample size 

meets criteria for efficiency, representativeness, reliability, and flexibility. Through the simple random sampling 

technique, respondents are chosen for the study's objectives. In this instance, data is gathered from 73 respondents via a 

questionnaire. 

 

TOOLS USED FOR ANALYSIS 

● Chi Square Test 

● Mann-Whitney U Test 

 

Mann-Whitney U Test 

The Mann-Whitney U Test is a non-parametric statistical test used to compare differences between two independent 

groups on a continuous or ordinal dependent variable, especially when the data does not follow a normal distribution. 

 

DATA ANALYSIS AND INTERPRETATION 

STATISTICAL ANALYSIS 

CHI SQUARE TEST 

To find the relationship between the Income level and Preferred place to buy health drinks. 

 

HYPOTHESIS 

NULL HYPOTHESIS: There is no association between Income level and Preferred place to buy health drinks. 
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ALTERNATIVE HYPOTHESIS: There is an association between Income level and Preferred place to buy health 

drinks. 

 

TABLE SHOWING THE RELATIONSHIP BETWEEN INCOME LEVEL AND PREFERRED PLACE TO 

BUY HEALTH DRINKS. 

 

 Value df Asymp. Sig 

(2-sided) 

Pearson Chi-Square 

Likelihood Ratio 

Linear-by-Linear 

Association 

N of Valid Cases 

3.295a 

3.547 

1.323 

 

73 

6 

6 

1 

 

.745 

.738 

.250 

 

INTERPRETATION 

The p-value (0.745) is greater than the significance level (0.05), we accept H0 and reject H1. There is no statistically 

significant association between income level and preferred place to buy health drinks. This suggests that income level 

does not significantly influence consumers’ preferred place to buy health drinks, indicating that purchasing decisions 

may be driven more by convenience or personal preference than by income-related factors. 

 

MANN-WHITNEY U TEST 

To find the relationship between the gender and Nutritional Benefit. 

 

HYPOTHESIS 

NULL HYPOTHESIS: There is no significant difference between gender and Nutritional Benefit. 

 

ALTERNATIVE HYPOTHESIS: There is an significant difference between gender and Nutritional Benefit. 

 

TABLE SHOWING THE RELATIONSHIP BETWEEN GENDER AND NUTRITIONAL BENEFIT. 

 

 Gender 

Mann-Whitney U 

Wilcoxon W 

Z 

Asymp. Sig. (2-tailed) 

Exact Sig. [2*(1-tailed Sig.)] 

1.000 

7.000 

-.577 

.564 

1.000a 

 

INTERPRETATION 

The Mann-Whitney U test result shows a p-value of  0.564, which is greater than the significance level of 0.05. 

Therefore, we fail to reject the null hypothesis. 

 

FINDINGS 

⮚ Brand Loyalty: Horlicks remains the most preferred brand due to trust and nutritional claims. 

⮚ Retail Preference: Majority buy from supermarkets due to convenience and availability. 

⮚ Key Purchase Drivers: Taste, health benefits, and brand trust lead consumer preferences. 

⮚ Marketing Influence: Advertisement, packaging, and influencer marketing moderately shape decisions. 

 

SUGGESTIONS 

⮚ Enhance Product Experience: Focus on improving taste and offering new flavors to retain engagement. 

⮚ Transparent Branding: Clearly communicate nutritional benefits and ingredient sourcing. 

⮚ Promotional Activities: Implement strategic discounts and bundle offers to attract price-sensitive consumers. 
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⮚ Targeted Campaigns: Design age-specific marketing campaigns and include regional influencers to maximize 

reach. 

V. CONCLUSION 

 

Based on the analysis, the health drink market is shaped by a complex interplay of demographic factors, brand 

perceptions, product attributes, marketing efforts, and consumer behavior. The primary consumer segment comprises 

young adult males aged 18–24, often from lower income groups, who typically purchase health drinks less than three 

times a week, mainly from supermarkets. Brand trust, reputation, and long-standing market presence heavily influence 

consumer choices, alongside effective marketing through advertisements, promotions, endorsements, and social media. 

Key product attributes such as taste, flavor variety, and clear labeling significantly impact purchase decisions, with 

growing interest in sugar-free and low-calorie options. Therefore, a well-rounded strategy focusing on brand strength, 

product appeal, smart pricing, and broad market reach is essential for sustained success in the health drink industry. 
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