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ABSTRACT: 

A beverage is a fluid or a substance that is intended to be consumed by humans. 

Asidefrom that, the beverage's basic task is to quench human thirst. Organic refreshments 

such ascow's milk, curd, butter milk, soft coconut and palm beverages used to be the principal 

way toquench one's thirst. These beverages quench thirst while also enhancing the immune 

systemand elevating hyperglycemia in the human body. People are very happy with non-

organicdrinks such as coffee, tea, and other health mix beverages such as Boost, Bournvita, 

Horlicks,and cool drinks such as Coca-cola, Pepsi, Bovanto, and Fanta after a few decades. It 

merelyquenches the thirst of the mammalian larynx, but it is harmful to our health and 

incompatiblewith our climate patterns. As a consequence, the study's impact is to learn about 

participants ’knowledgeof organic beverages. 

Keywords:-Beverage,quenchofthirst,refreshmenttohumanbod,hyperglycemia,climaticcondition. 

1.1.INITIATION 

"Organic" refers to beverage that has been grown without the use of synthetic 

pesticides,insecticides,herbicides,fungicides,hormones,fertilizers,orotherhazardouschemicals.

Inthemanufactureof biological beverage, noartificial flavorsorcolorsare employed. 

In India, the natural market is growing substantially. Differences in consumer 

choicesare the most major factor that influences expanded supply and demand of organic 

products.Duetovariousconcernsaboutbeveragesustainability,consumersareturningtoorganicdri

nks.Duetothegeneralsafetyissues,consumersarereadytopaya5-

7percentpremiumfororganicbeverage. 

"Organicagricultureisanecologicalproductionmanagementapproachthatfostersandincre

ases biodiversity, biological cycles, and soil biological activity," according to the 

USDANationalOrganicStandardsBoard(NOSB).Itisfoundedontheuseofminimaloff-

farminputsand management approaches that restore, maintain, and improve ecological 

equilibrium."Consumers who choose to buy or eat organic items or drink organic drinks 

should be able 
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totrustthatorganicbeverageismorenutritiousthanconventionalproduceandmayhelp 

individuals live longer and disease-free lives. Organic goods are held to high 

standards.Organic beverage has a pungent flavour. It also lowers the threats to one's health. It 

alsogenerateshealthysoilandmakesefficientuseofwaterresources.Italsocombineswithnatureand

conductscutting-edgeresearch.Thefabricationcontributestothehealthofruralcommunities. 

"Organicveggiesandfruitshaveantioxidantpropertiesandalsoaidtodiminishcancerandhea

rtdiseaserisk,"accordingtoaEuropeanUnionresearch.Fruitsandvegetablesalsoaidinthedevelopm

entofastrongerimmunesystemandhealthiersleepingpatterns.It'salsolesslikelytomakeyoufatthan

consumingregularmeals.Organicbeveragesarealsomoreflavourfulandnutritiousthancommercial

meals.Organicbeveragehelpstosavetheenvironmentbyavoidingtheuseofsyntheticssuchaschemi

calfertilisersandpesticides.Italsoenhancesanimalwelfarebyavoidingtheuseofsyntheticssuchasa

grochemicals.Thisalsoresultsinreducedwaste.Moreuseofchemicals,fertilisers,andpesticidesinc

onventionalbeverageproductioncauseslong-

termharmtothesoilandmakesitlessproductive,whereasorganic beverage production uses fewer 

substances, agricultural chemicals, and insecticides.1.2.PROMINENCEOF 

ORGANICFARMING IN INDIA 

Thereare44926organicingredientsfarmsonthetotallandareaunderorganicfarming.This 

corresponds to around 0.3 percent of all farmland. The sustainable farm sector in India 

isworth approximately 78 millions of dollars and is almost entirely output. There are 

differentkindsoforganicbeverage,accordingtostudies:certifiedanduncertified.Aauthorizedagen

cyassurestheproductionsystemoflicensedcommodities.Thewrappingofthemerchandisemustbeo

fexcellentquality.Certificationisprohibitivelyexorbitant,pushingsmallfamilyfarmsoutof 

trade.IMO Certification and FKAL Worldwide are two bodies inIndia that 

conductinvestigationsandawardaccreditationfornaturalbeverages.TheOrganicConsumersAsso

ciation(OCA)hasinitiatedarangeofNationalCampaignstodefendstandardsBeverage.The 

greatest degree for health and sustainability is beverage designated "USDA organic." 

ThefarmingprocessinancientIndiawaschemicalfree.Agrochemicalswereonlyobtainablefromlivi

ng organisms products at the time. The Indian economy was built on organic farming. 

Thefindingsindicatethelotofinterestsandideologieswhichdeterminepeopleschoicesprocurement

of organicbeverages. 

1.3. INTENTION OFTHE ISANALYSIS: 

• Researchingthesocioeconomicinformationaboutthetargetmarket. 

• Toexplorecustomerperceptiontowards organic drinks. 

• Tobecognizant thepiecesofknowledgeabout organicbeverages. 
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1.4. SPANOFTHEREPORT: 

The poll's task is to know more about Tirunelveli's customers' requirements 

andknowledgeoforganicrefreshments.Asasample,100individualswereselected.Thisresearchwil

llook at awidevarietyof organicbeverageenthusiasts. 

1.5. TIRALSKETCH: 

Theinvestigatorhaveusedsimplerandomstrategyforthelatestresearch.Thehandysamplingtechniq

ue is employed in the random sampling method. For this analysis, the researchersgathered100 

samples. 

1.6.SUPPOSITIONOFTHERESEARCH: 

H0:Thereisnodistinctioninviewonwhetherorganicbeveragesaredevoidofchemicalpres

ervativesbased on gender. 

Ha:Thereisadistinctioninviewonwhetherorganicbeveragesaredevoidofchemicalprese

rvativesbased ongender. 

1.7.TECHNIQUEOFANALYSISANDTOOLS: 

To gather primary data, a survey interview and statistical techniques are utilised. 

Thequestionnaire is considered to be the optimum approach for obtaining credible 

information.The questionnaire comprises multiple choice questions to fulfil the research aim, 

and theanalysiswas performed usingSPSS forChi-Squareanalysis. 

Tools:-Simplepercentagemethodisusedforthedemographicfactors. 

Chi-Square analysis is for the supposition frame 

workPROCEDUREOF DATA ACQUISITION: 

 Primary data: Primary data was sought to determine the organic refreshments and 

itsrecognitionlevels.Theprocedureofquestionnaireswasusedtoobtainprimarydataforthef

ace-to-facechat. 

 Secondary data: All pertinent secondary sources of data is obtained from a variety 

oflocations,includingthe website,libraries,tabloids,andpublications,amongothers. 

2.1. REVIEWONLITERATURE:- 

"Ifyoucanaffordthem,purchasethem,"saidNewYorkUniversityprofessorMarionNestle.Organ

icbeverageintakemightberegardedtheconsequenceofaconnectionbetweenconsuminganutritious

diet,carefortheenvironment,andtheindividual'ssociability,accordingtoROlivasandRBernabeu

(2012).Healsodemonstratesthedisparity insentiments regarding organic refreshments 

consumption in Spain between men and womenconsumers. 
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WELLBEINGDRIVE 

WORTHDRIVE 

SPONTANEOUSWISDOM 

CRAZE 

ENLIGHTENINGOCCASION 

CUSTOM ASPECT 

BROADCASTINGTRAILERS 

2013 Tomsik&KutnohorskaDiscover that consumers of organic beverages 

havediverse attitudes, beliefs, and behaviours when it comes to health care. The majority 

ofcustomers consider their health to be an essential aspect of their lives, and they believe 

thatorganicbeverages arehealthierthan conventionalbeverages. 

According to K. Sudhalakshmi and K.M. Chinnadorai (2014), as consumers 

andmarketers become more aware of the consequences of global warming, non-

biodegradablesolidwaste,andtheharmfuleffectsofpollutants,bothmarketersandconsumersaresw

itchingto eco-friendly products, and many businesses have accepted their responsibility not to 

harmtheenvironment or wastenatural resources. 

People are aware of what is happening to the environment and ecological 

concerns,accordingtoS.SuganyaandDr.S.Aravinth(2014),andmostcustomersbelievethatorga

nicbeverageproducts and beveragesarehealthier. 

According to Dr. Nilima Varma (2016), the primary motivation for buying 

organicbeverage and beverage products is the desire for a healthier and more ecologically 

friendlymethod of manufacturing. Organic shoppers are often older and more educated than 

non-organicshoppers. 

2.2. THEORETICALBLUEPRINT: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The foremost purpose is to increase public awareness about organic drinks and 

refereshers.Sourcesofrecognitionincludeconsumers'ownenvironmentalconsciousness,healthco

nsciousness,oranyotherinformationfromtelevisionandnewspaperadvertisements,aswellasorgan

icusers'feedbackandmedicalpractitioners'recommendations.Somepeoplemayalsogaininsight 

through educational events. 

NATURALDRIVE 

NATURALREF

RESHNERREC

OGNITION CLINICIANPROPOSAL 

MANIPULATORCOMMENT 



 

             IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES 

ISSN PRINT 2319 1775 Online 2320 7876 
                                                        Research paper       © 2012 IJFANS. All Rights Reserved,  Volume 11, Iss 12, 2022 

 

9449  
  

 

3.1. SOCIOECONOMICFINDINGS: 

As per the current analysis, optimum 40% of people polled are over 50 years old, greatest 

69percent of those surveyed are male, highest 32 percent of participants are 

professionals,optimum 71 percent of those polled live in urban areas, highest 82 percent of 

those surveyedare married, and peak 27 percent of those polled have a monthly income of 

more thanRs50000. 

Chart3.1.VARIATIONSOFORGANICBEVERAGESFAVOUREDARESHOWNINGR

APH 

 
According to chart 3.1, fizzy squash are desired by 56 percent of those surveyed, soft 

coconutisfavouredby20percentofthosepolled,andvegetablenectars 

arepreferredbyjust4percentof thosepolled. 

3.2. OUTCOMESABOUTTHATORGANICBEVERAGEISSAFE,PREFERENCEFORO

RGANIC BEVERAGE, ENERGETIC. 

The simple percentage analysis indicated that the proportion of 78 percent of the subjects 

areeffectively approved that organic fluids are potable, that the majority of 68 percent of 

thosesurveyedarefavouringaffinityoforganicbeverageorfluidsandthatthemajorityof31percentof

theparticipantsareeffectivelyapprovedthatorganicbeveragesarerevitalisingandindependentof 

adverse effects. 

TABLE3.3:PROCUREMENTINNATURALSTORES,TASTE,SOURCEOFINFORMA

TION, FREE FROMCHEMICALS 

 

S.No PROCUREMENTIN

NATURALSTORES 

No 

ofresponde

nts 

Percent 

1 Approved 15 15 

2 Effectivelyapproved 34 34 

3 Unbiased 0 0 

4 Opposed 31 31 

5 Effectivelyopposed 20 20 

Total 100 100 

Preferenceinorganicbeveragevarieties 

56 
60 
 

40 
20 

20 4 6 8 6 

0 

vegetable   Fruitjuice 
juice 

Sugarcane  Health mix 
juice beverages 

Tender Palm 
coconut beverages 
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S.No THE 

FLAVOURSUPERIORTHAN 

THAT OF A NON-

ORGANICBEVERAGE. 

No 

ofresponde

nts 

Percent 

1 Approved 4 4 

2 Effectivelyapproved 40 40 

3 Unbiased 0 0 

4 Oppose 52 52 

5 Effectivelyopposed 4 4 

Total 100 100 

S.no INFORMER OF 

NATURALFLUIDS 

No 

ofresponde

nts 

Percent 

1 Friendsand relatives 33 33 

2 Doctor'srecommendation 34 34 

3 Healthmagazines 23 23 

4 Televisionandpaper 
advertisements 

4 4 

5 Othereducationalevents 6 6 
 TOTAL 100 100 

S.no OFFEREDVALUEFORO

RGANIC BEVERAGE 

ISEXACT 

No 

ofresponde

nts 

Percent 

1 Notconsciousness 18 18 

2 Slightlyconsciousness 33 33 

3 Broadconsciousness 49 49 

Total 100 100 

S.No SUBSTANCESARENOTI

NCORPORATED 

INORGANICBEVERAG

ES 

No 

ofresponde

nts 

Percent 

1 Approved 32 32 

2 Effectivelyapproved 34 34 

3 Unbiased 0 0 

4 Oppose 22 22 

5 Effectivelyopposed 12 12 

Total 100 100 

According to table 3.3, the highest 34 percent of those surveyed are effectively approved 

thatorganicbeverages 

maybeacquiredatnaturalstores,andthehighest40percentofparticipantsareeffectivelyacceptedtha

ttheflavouroforganicbeveragesis superiortothatofnon-

organicbeverages,Themajorityof34percentoftheparticipantsknowledgegainedaboutnaturalfluid

sfrom their near and dear ones, the majority 49 percent of the participants are well-

informedabout the offered value for organic beverages, and the majority 34 percent of the 

respondentswereeffectivelyapproved thatsubstances not incorporatedin organic beverages. 

4.1. RESULTS: 

According to the data, approximately 40% of the interviewees are above the era of 
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40.Theyarequitewell acquainted that organicbeverages do not includeanytoxicadditives. 

Organic beverages are preferred not just by those over the age of 40, but also by women of 

ayounger generation. 

Chi-SquareTests 

  
 

Value 

 
 

df 

 

Asymp.

Sig.(2- 
sided) 

Exact

Sig.(2

- 
sided) 

Exact

Sig.(1

- 
sided) 

PearsonChi-Square 100.000
a
 1 .000  

 
 

.000 

 
 
 

.000 

Continuity 
Correction

b
 

95.380 1 .000 

LikelihoodRatio 123.820 1 .000 

Fisher'sExactTest    

NofValidCases 100   

a. The anticipated count in 0 cells (.0 percent) is fewer than 5. 

Therecommendedminimum count is 9.61. 

ThecolumnindicatesthattheOverallismorethanpredictedcount9.61>5whenconductingSPSSc

hi-squaretesting.Asaresult,thealternatehypothesisisaccepted,andthenullhypothesis is rejected 

since there is a difference in gender and mentality regarding whetherorganicbeverages 

arechemical-free. 

The statistics reveal that some of the respondents consume both organic and non-

organicbeverages. In terms of beverages, they believe that both organic and non-organic 

beveragesareequivalent. 

INTIMATION: 

Nowadays,peopleschoicesbeverageintakeisdeterminedbytheirdemographiccharacteristics.T

heybelievethatorganicandnon-

organicbeveragesarethesameandthatthereisnodifferencebetweenthetwo.Today'scommercialsd

onotpersuadepeopletodrinkorganicbeverages; instead, they persuade people to drink non-

organic beverages that are mostly 

madeupofmethaneandexplosives.Organicbeverageintakeisapopularandattractivetrend.Peoplea

re prioritisingflavour above anything else. Some individuals believe that organic beveragesare 

more expensive than non-organic beverages. Some individuals are unaware of the benefitsof 

organic beverages. Drinking a non-organic beverage has negative consequence. Due 

tovarioustheirilliteracy,someconsumersavoidvisitingwebsitespromotingorganicrefreshments. 

The proportion of individuals are reluctant to drinking organic beverages suchas vegetable 

juices and health mix beverages. Only a tiny percentage of individuals prefer tobuyorganic 

beverages from organicstores. 
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5.SUPPOSITION: 

Organic refreshments seemed to have a prominent influence in past centuries, but 

theirreputation is dwindling among some of the youth demographic. They are 

unintentionallyswallowingnon-organicbeveragesfordietaryreasons.Dueto“non-

organicdrinkscorporations'promotionsonbroadcastandinpublications,peoplehaveforgottenabou

torganicbeveragetypes,reducingawarenessconcerningorganicintakeamongthemillennialpopula

tion.Theymight not want to debate about theprotracted ramifications. 

Tasteisgivenprimeemphasisbythenewergenerations.Somenon-

organicdrinkshavenumerousadverseeffects.Asaresult,theymustabstainfromconsumingnon-

organicdrinks.They must recollect that our India is an agriculture based country that is also hot 

and 

muggy.Asaconsequence,peoplemustdrinkorganicrefreshmentssuchasvegetablejuice,fizzydrinks

,tendercoconut,palmbeverages,andhealthmixbeveragessuchasvariousgraingranules,amongmany

others.Wemustnotemulatetheconventionsofcertainothercountries.Ourbeveragepatternmustbefoc

usedontheimpactofclimateinourcountry.Onlythencanwebefreeofawiderangeofailmentsandharm

fulimpacts.Ourpredecessorsandparentsexclusivelydrankorganicrefreshments,andasaresult,theyh

adlonglifestylesdevoidofailmentsanddetrimentalconsequences.Organicintakeisthehealthsecreto

fourforefathersandmothers.Asacorollary,theyoungergenerationmustconsumeorganicfluidsinthe

upcoming,and onlythenwilltheIndiangeneration bestrongand robust. 
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