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ABSTRACT 

In the past few months, we have witnessed a countless number of empty shelves in the grocery stores. There is a growing demand in food 

and beverage industries during this pandemic, and the supply chains were not prepared to handle the same. An attempt was made to study 
the change in consumption level of beverages during the course of COVID 19 pandemic by the salaried employees in Chennai city, 

depending on the demographic conditions. The change in consumption levels was tested using a variety of procedures, including the paired 

sample test, ANOVA, and Chi square test. 
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I. INTRODUCTION 

 Beverage is a portable liquid, which plays an important role in satisfying the thirst. The word beverage is derived 

from Latin word ‘Beivre’ which means ‘to drink’. There are two types of beverages – Alcoholic and Non-alcoholic beverages. 

In today’s world, tea is considered as second most beverage that is consumed by people. The change in demographics creates 

a huge opportunities for industries. The changes in competitive dynamics and progress of consumers taste and desire made a 

several way for new brands to enter into a market and challenge the existing players. In India, the average thought process of 

people is to drink a beverage whenever they are stressed. The COVID-19 lockdown has created circumstances for people to 

consume more beverages than their usual ones. The road side beverage shops were asked to shut temporarily for a period of 

more than 6 months. But the demand was kept on increasing and so as the price too. The consumption level depends on the 

individual’s demographics, occupation and it could turn out to be an addiction too.   

 

II. LITERATURE REVIEW 

GALAXY CHAKMA, SHRIYA SINGH, NISHI RANI [1] The purpose of this study is to look at consumer purchase 

intentions for tea brands in India's North-Eastern area. Assam, Arunachal Pradesh, and Meghalaya are among India's eight 

north-eastern states. Tea is regarded as one of the most common drinks consumed around the world. Tea is also used in large 

quantities in Indian families. India accounts for a considerable share of the world's total tea production. India saw an increase 

in tea production and consumption from 2010 to 2018. In India, the beverage industry has seen significant changes in the first 

half of the year. In 2018 and 2019, the beverage industry witnessed a modest decline. When comparing the first six months of 

2018 and 2019, it can be seen that a large portion of India's North-Eastern area saw a significant increase in tea production 

during that time. Consumer purchases are the outcome of a variety of preferences, qualities, intentions, and decisions made 

by customers prior to purchasing a product in a store. Consumer purchase intent is influenced by a variety of elements (cultural, 

social, psychological, and demography), all of which influence a buyer's decision. A total of 1095 people were surveyed in 

order to better understand and analyse consumer behaviour toward tea and their consumption habits across various 
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demographics. More essential approaches to separate and comprehend diverse customer sections and to focus on each section 

with more well-developed marketing techniques include profiling the choice of tea by their decision of consumer inclinations. 

 

D. SAPUTRA, INDARINI & S. MARGARETHA [2] The goal of this study is to see if Coffee & Tea Leaf Surabaya or Maxx 

Coffee Subaraya's consumer-based brand equity (physical quality, staff behaviour, self-compatibility, and lifestyle 

congruence) has a beneficial impact on customer happiness. The study looked at 150 Maxx Coffee customers and 150 Coffee 

and Bean & Tea Leaf customers who had purchased coffee. The constructs and overall model were examined using structural 

equation modelling. Customer satisfaction is influenced by staff behaviour, ideal self-congruence, and lifestyle congruence, 

according to the findings of this study. Meanwhile, consumer happiness is influenced by physical quality and worker 

behaviour. Customer happiness is unaffected by ideal self-congruence, brand affiliation, or lifestyle congruence. Customer 

satisfaction, on the other hand, has no bearing on brand loyalty. 

 

DR.M.GURUSAMY, K ASWIN RAJ PREETHI, A.ATHISHTALEKSHMI, R.SWATHI SRI [3] The consumer behaviour 

toward coffee brands in Paavai Educational Institution in Namakkal was investigated in this article. The study's goals are to 

determine the relationship between brand experience, customer satisfaction, and brand loyalty, to describe the brand 

experience on consumers, to determine the effect of brand experience and customer satisfaction on brand loyalty, to determine 

the difference between consumer expectations and preparation in coffee brands, and to determine customer satisfaction in 

coffee brands. This study employs a descriptive research design. This study makes use of both primary and secondary data. 

In this investigation, a non-probability sampling strategy was applied. The primary data is collected through a questionnaire. 

The study's sample size is 55 people. The data is analysed using percentage analysis and the Henry Garret Ranking Method. 

The study's data was analysed using SPSS 16.0 and Microsoft Excel 2007. 

 

MAHAVIR SINGH DR. ANITA [4] The purpose of this study is to look into the buying habits of customers when it comes 

to brand teas. According to the report, tea is by far the most popular beverage in India. The study looked at the differences 

between branded and local tea. According to the study's findings, tea penetration averaged 77.2 percent across India. The 

findings show that price, gift, schemes, brand, quality standard, packing, consumption periods, appealing facilities, and 

consumer awareness are all essential aspects that influence customers' buying behaviour when it comes to brand teas. In 

addition, a variety of issues that customers experience are highlighted and examined in this study report. 

 

P. BHUVANESHWARI, DR.V.S. KANCHANA [5] The food and beverage business is a major revenue generator in the 

hospitality industry. The beverage sector has one of the largest and most diverse client bases in the world. In India, the beverage 

industry has changed dramatically during the last 15 years. The establishment, preservation, or strengthening of consumer 

loyalty to a company's products or services is frequently considered as the fundamental thrust of its marketing activities. A 

measure of a customer's attachment to a brand loyalty among the response for beverages is brand loyalty. The study makes 

use of descriptive statistics. The convenience sampling method was used to choose a sample size of 300 respondents. Simple 

percentage analysis, Rank analysis, ANOVA, and T-Test were the statistical tools employed in the study. The study's main 

finding is that the most chosen brand of tea is 3 Roses, and the most preferred brand of coffee is Bru, both of which are 

reasonably priced, and the quality of the beverages is regarded the most essential aspect when purchasing the same brand of 

beverages. 

 

 

III. OBJECTIVES AND METHODOLOGY 

A. Objectives of the study 
 

 The main purpose of the study is to see how beverage consumption has changed among paid employees before and 

after the COVID outbreak. 

 To have a better understanding of the consumer's devotion to beverages. 

 

B. Methodology 

From November 2021 to January 2022, respondents were asked to complete an online survey. The respondents were salaried 

individuals who worked in a variety of organisations throughout Chennai. 1200 employees were polled for their opinions. 

Only 85% of the completed replies were suitable for further investigation. As a result, samples of replies from 1024 paid 

employees were utilised for further study. In SPSS software, tools such as percentage analysis, correlation, regression, 

ANOVA, and 't-test' were used. 
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C. Hypothesis tested 

 There is no difference between beverages consumed before and after COVID pandemic. 

 There is difference in consumption levels of beverages before and after COVID pandemic. 

 There is no difference in amount spent for beverages before and after COVID pandemic. 

 There is no difference amount spent for beverages after COVID pandemic to the influence of people who are working 

from home over others to consume more beverage 

 There is no relationship between gender and impact of beverages regarding motivation. 

 Repeated advertisement does not motivate the consumption of beverages 

 

 

IV. ANALYSIS AND FINDINGS 
 

Table 1: Gender of the respondents 

Gender 

Number of 

respondents 

Percentage of 

respondents 

Female 463 45.21% 

Male 561 54.79% 

Grand 

Total 1024 100.00% 

 

On sample of 1024 salaried employees 45.21% were women and 54.79% were men.Here, 79.30% of our respondents 

are from Urban. 46.39% of the respondentshave chosen as tea beverage before COVID. 41.89% of the respondents have 

chosen as tea as beverage after COVID.An opinion was asked to the people where they belonged, the majority of the 812 

respondents were from Urban areas which is showed as the percentage of 79.30%. We infer that the consumption of beverages 

before COVIDpandemic the majority of 475 respondents say Tea which is 46.39% and the consumption after COVID 429 

respondents say Tea which is 41.89%. A maximum of 55.96% respondents have spent Rs.300 for monthly expenses on 

consumption of beverages before COVID.The majority of 261 respondents which is 25.49% of the respondents have spent 

Rs.300 for monthly expenses on consumption of beverages after COVID. The majority of respondents 38.18% have opted 

that the repeated advertisement will not influence them to purchase the product. 55.47% of respondents get motivated after 

consumption of beverage. 

 

 

Table 2: City and Place 

City and Place Number of respondents Percentage of respondents 

Rural 117 11.43% 

Semi-Urban 95 9.28% 

Urban 812 79.30% 

Grand Total 1024 100.00% 

 

 

Table 3: Consumption of beverages before COVID 

Which beverage you 

consume the most? 

[Before COVID] 

Number of 

respondents 

Percentage of 

respondents 

Coffee 323 31.54% 

Fresh Juice 146 14.26% 

Soft Drinks 80 7.81% 

Tea 475 46.39% 

Grand Total 1024 100.00% 
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Table 4: Consumption of beverages after COVID 

Which beverage you 

consume the most? 

[After COVID] 

Number of 

respondents 

Percentage of 

respondents 

Coffee 310 30.27% 

Fresh Juice 108 10.55% 

Soft Drinks 177 17.29% 

Tea 429 41.89% 

Grand Total 1024 100.00% 

 

 

Table 5: Consumption scale of beverages before COVID 

Kindly denote your 

consumption scale before 

and after COVID 

Pandemic. [Before 

COVID Pandemic] 

Number of 

respondents 

Percentage of 

respondents 

0 36 3.52% 

1 384 37.50% 

2 292 28.52% 

3 187 18.26% 

4 55 5.37% 

5 53 5.18% 

6 17 1.66% 

Grand Total 1024 100.00% 

 

Table 6: Consumption scale of beverages after COVID 

Kindly denote your 

consumption scale before 

and after COVID 

Pandemic. [After COVID 

Pandemic] 

Number of 

respondents 

Percentage of 

respondents 

0 36 3.52% 

1 187 18.26% 

2 238 23.24% 

3 266 25.98% 

4 117 11.43% 

5 107 10.45% 

6 69 6.74% 

8 4 0.39% 

Grand Total 1024 100.00% 
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Table 7: Average monthly expenses for beverages before COVID 

What are your average 

monthly expenses for 

beverages consumed by 

you and your family before 

and after COVID 

pandemic? (in Rupees) 

[Before COVID pandemic] 

Number of 

respondents 

Percentage 

of 

respondents 

300 573 55.96% 

500 304 29.69% 

800 87 8.50% 

900 28 2.73% 

1000 8 0.78% 

1100 8 0.78% 

1200 8 0.78% 

1300 8 0.78% 

Grand Total 1024 100.00% 

 

 

 

Table 8: Average monthly expenses for beverages after COVID 

What are your average monthly expenses for beverages consumed by you 

and your family before and after COVID pandemic? (in Rupees) [After 

COVID pandemic] 

Number of 

respondents 

Percentage of 

respondents 

300 261 25.49% 

400 152 14.84% 

500 158 15.43% 

800 257 25.10% 

900 40 3.91% 

1000 128 12.50% 

1100 12 1.17% 

1200 12 1.17% 

1300 4 0.39% 

Grand Total 1024 100.00% 

 

Table 9: Repeated advertisements influence to buy the product 

Does the repeated advertisements influence you to buy the 

product? 

Number of 

respondents 

Percentage of 

respondents 

Maybe 310 30.27% 

No 391 38.18% 

Yes 323 31.54% 

Grand Total 1024 100.00% 
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Table 10:  Regarding motivation after consuming beverage 

Which of the below impact do you have regarding motivation after 

consuming beverage? 

Number of 

respondents 

Percentage of 

respondents 

Demotivated 4 0.39% 

Highly Motivated 328 32.03% 

Motivated 568 55.47% 

No Effect 124 12.11% 

Grand Total 1024 100.00% 

 

CONSUMPTION PREFERENCE ANALYSIS 

The beverages consumed before and after COVID pandemic have been tested using paired sample test. The results 

of the test are given in Table 11. Since p value is greater than 0.05, we accept the null hypothesis that there is no difference 

between beverages consumed before and after COVID pandemic. Then, the consumption scale of beverages before and after 

COVID pandemic has been tested using paired sample test. The results of the test are shared in Table 12. Since p value is less 

than 0.001, we reject the null hypothesis and conclude that there is difference in consumption levels of beverages before and 

after COVID pandemic. The amount spend for beverages before and after COVID pandemic have been tested with paired 

sample test. The results are given in Table 13. Since p value is less than 0.001, we neglect the null hypothesis and we conclude 

that there is difference in amount spent for beverages before and after COVID pandemic. 

ANOVA was used to test the amount spent for beverages after COVID pandemic to the influence of people who are 

working from home over others to consume more beverage. The results are shown in Table 14. Since p value is less than 

0.001, we reject the null hypothesis and confirm that there is difference between amount spent for beverages after COVID 

pandemic and the influence of people who are working from home over others to consume more beverage. ANOVA was used 

to analyse the advertisements in large amount to amount spent for beverages before and after COVID pandemic. The results 

are shown in Table 15 and Table 16. Since p value is 0.006 in before COVID pandemic, we conclude that there is difference 

between amount spent for beverages before COVID pandemic and advertisements in large amount. Since p value is more than 

0.005 in after COVID pandemic, we conclude that there is no difference in amount spent for beverages after COVID pandemic 

and the advertisements in large numbers. 

Chi square test was used to analyse the relationship between motivation on consumption of beverages and repeated 

advertisements. The results are given in Table 17. Since the asymptotic significance is less than 0.001, we reject the null 

hypothesis and conclude that a repeated advertisement on beverages motivates its consumption. Similarly the relationship 

between gender and impact of beverages regarding motivation was analysed using chi square test. The results of the test are 

given in Table 18. Since the asymptotic significance value is less than 0.05, we conclude that there is relationship between 

the gender and the impact of beverages regarding motivation. The relationship between city and motivation of consumption 

of beverages were analysed. The results are given in Table 19. Since the asymptotic significance is less than 0.001, we 

conclude that there is relationship between city and motivation on consumption of beverage. 

 

VI. CONCLUSION 

It appeared helpful to investigate beverage consumption preferences in order to explore potential health consequences, not 

just for mental well-being but also for general health. There was no discernible trend in coffee and tea consumption, but there 

was a shift in fresh juice and soft drink consumption. However, we found no difference between beverages consumed before 

and after COVID pandemic but the there is a significant difference in consumption levels of beverages before and after COVID 

pandemic. Similarly there was a considerable difference in amount spent for beverages before and after COVID pandemic. 

Advertisements and city, too plays a major role in motivating the consumption of the beverages. Hence a considerable change 

in the consumption preferences was identified among male and female consumers. 
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APPENDICES 

Table 11: Beverages consumed before COVID vs Beverages consumed after COVID 

Paired Samples Test 

 

Paired Differences 

t df 

Significance 

Mean 

Std. 

Deviatio

n 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference 
One-

Sided p 

Two-

Sided p Lower Upper 

Pair 

1 

Beverages 

consumed 

before COVID 

– Beverages 

consumed after 

COVID 

-

.0654

3 

1.16759 .03649 -.13703 .00617 -

1.793 

1023 .037 .073 

Source: Output from SPSS 

 

Table 12: Consumption scale of beverages before COVID vs Consumption scale of beverages after COVID 

 

Paired Samples Test 

 

Paired Differences 

t df 

Significance 

Mean 

Std. 

Deviatio

n 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference One-

Sided p 

Two-

Sided p Lower Upper 
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Pair 

1 

Consumption 

scale of 

beverages 

before COVID 

– 

Consumption 

scale of 

beverages after 

COVID 

-

.7753

9 

1.99274 .06227 -.89759 -.65319 -

12.45

1 

1023 <.001 <.001 

Source: Output from SPSS 

 

 

 

Table 13: Amount spent for beverages before COVID vs Amount spent for beverages after COVID 

 

Paired Samples Test 

 

Paired Differences 

t df 

Significance 

Mean 

Std. 

Deviatio

n 

Std. 

Error 

Mean 

95% Confidence 

Interval of the 

Difference One-

Sided p 

Two-

Sided p Lower Upper 

Pair 

1 

Amount spent 

for beverages 

before COVID–

Amount spent 

for beverages 

after COVID 

-

161.13

281 

301.986

07 

9.43706 -

179.651

03 

-

142.614

60 

-

17.07

4 

1023 <.001 <.001 

Source: Output from SPSS 

 

Table 14: Influence of work from home people vs Amount spent for beverages after COVID 

 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

Amount spent for 

beverages after 

COVID 

Between Groups 1157725.129 2 578862.565 8.031 <.001 

Within Groups 73595936.980 1021 72082.211   

Total 74753662.109 1023    

Source: Output from SPSS 

Table 15: Advertisements in large numbers vs Amount spent for beverages before COVID 

 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

Amount spent for 

beverages before 

COVID 

Between Groups 556406.750 3 185468.917 4.160 .006 

Within Groups 45476161.609 1020 44584.472   

Total 46032568.359 1023    

Source: Output from SPSS 
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Table 16: Advertisements in large numbers vs Amount spent for beverages after COVID 

 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

Amount spent for 

beverages after 

COVID 

Between Groups 183708.683 3 61236.228 .838 .473 

Within Groups 74569953.427 1020 73107.797 
  

Total 74753662.109 1023 
   

Source: Output from SPSS 

 

Table 17: Test results of Influence of repeated advertisements vs Impact regarding motivation 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 65.399a 6 <.001 

Likelihood Ratio 70.872 6 <.001 

Linear-by-Linear 

Association 

52.741 1 <.001 

N of Valid Cases 1024   

a. 3 cells (25.0%) have expected count less than 5. The minimum 

expected count is 1.21. 

Source: Output from SPSS 

 

 

Table 18: Results of Gender vs Impact of beverages regarding motivation 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 14.133a 3 .003 

Likelihood Ratio 15.713 3 .001 

Linear-by-Linear 

Association 

9.368 1 .002 

N of Valid Cases 1024   

a. 2 cells (25.0%) have expected count less than 5. The minimum 

expected count is 1.81. 

Source: Output from SPSS 
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Table 19: Results of City vs Impact of beverages regarding motivation 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance (2-

sided) 

Pearson Chi-Square 48.290a 6 <.001 

Likelihood Ratio 45.506 6 <.001 

Linear-by-Linear 

Association 

5.669 1 .017 

N of Valid Cases 1024   

a. 3 cells (25.0%) have expected count less than 5. The minimum 

expected count is .37. 

Source: Output from SPSS 
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