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ABSTRACT 

	Dairy products play a vital role in every individual of the Indian country. Everyone may consume the dairy knowingly and unknowingly in different ways and in different consistency like solid, semi-solid and liquid forms. Despite the benefits of dairy products, their consumption has dropped over the past decade. It may be attributed to changes in consumer behavior and the low shelf life of fresh dairy. The main objective of this study is to analyze the factors that influence consumer preferences for dairy products. This study was conducted during the years 2020 to 2021 to find out the major objectives, and the data was collected from the 120 sample respondents through random sampling method during the months of November and December of 2020. Tools such as percentage analysis and factor analysis were used to analyse the factors influencing the consumers’ choice preferences of dairy products, and twenty-eight statements were used related to consumer choice. The factors influencing the consumer choice and preferences are emotional factor, nutrient factor, promotional, packaging factors, affordable price factor, conditional factor, taste factor, diet factor, social factor and self-motivational factor. Emotional and nutritional factors are the most influential components, explaining why people are most concerned about their health. It is highly important for increasing all the nutrients in the dairy product.  This study provides useful information for dairy producers and marketers to frame strategies that align with evolving consumer preferences. Understanding key influencing factors enables stakeholders to enhance product formulation, packaging, and promotional efforts to attract and retain consumers.
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1. INTRODUCTION 

The dairy sector is one of the agriculture-related business ventures for collecting and manufacturing milk, basically from cattle like cows, goats, sheep, etc. Dairy products such as fresh milk, milk powder, curd, butter, cheese, ghee, paneer, yoghurt, ice cream, etc. are essential for nutritious dietary intake. Milk and curd are among the dairy products that every household needs to consume on a daily basis. One of the primary products of dairy farms was milk, which contains proteins, vitamins such as vitamin B12 and riboflavin, calcium, and minerals (Guetouache et al. 2014). Production has increased from 187.30 million tonnes in 2018-19 to 230.58 million tonnes in 2022-23. India's total production of milk during 2022-23 was 230.58 million tons. India is the world's largest producer of total milk, accounting for about 23% of global production. Even dairy products had a positive impact on various types of diseases like obesity, bone health, heart diseases, etc. Most of the health organisations recommended two to three servings of dairy per day per person in order to get calcium for keeping bones healthy. Rearing dairy animals was one of the most important income sources for small and medium farmers, which provided not only liquidity cash but also healthy nutrition, food safety, and security. Hence, it was a major problem-solving sector for those weaker sections due to providing immediate and enough cash for their standard of living. The dairy industry was developed fast after the formation of the Tamil Nadu dairy development department in the year 1958. Aavin was the primary and significant contributor of milk in Tamil Nadu, and it was a leading company for consumers throughout the state. 
Dairy products play a major role for every individual in the Indian country. Because everyone may consume the dairy knowingly and unknowingly in different ways and in different consistency, like solid, semi-solid, and liquid forms. Despite the fact that dairy provides many benefits, consumption has declined over the past decade. It might be attributed to changes in consumer behaviour and the short shelf life of fresh milk. Consumer choice and preference is an independent variable that we could not predict instantly. Human decision-making regarding dairy products is influenced by both internal and external emotions. Understanding consumer choice is one of the more complicated and difficult tasks because it involves heterogeneous and critical types of individuals who may choose the products as per their own wishes. Regarding the aforementioned problem focus, the primary objective of this study is to analyze the factors that influence consumer preferences for dairy products. This study was focused mainly on consumer choices and preferences which help the marketers and case firm to identify the exact needs and wants of consumers.
2. Review of Literature
According to Rekha and Maruthamuthu's (2024) findings, the key factors affecting the consumers' purchasing decision on dairy products are availability, price, quality, and health consciousness. Age, monthly income, and family size all had a significant relationship with milk consumption.
Fasakin et al. (2024) findings reveled that there is significant consumer interest in immune-enhanced dairy-based products, and also consumers value them highly. Moreover, the existence of children under the age of fifteen in a family significantly improved customer receptivity to the products.
Sedík et al. (2024) revealed that dairy products are perceived as healthy by many consumers, with older generations having a higher consumption rate. Functional dairy products are becoming more prevalent, particularly among younger people. As well, freshness, quality, flavor, health benefits, and product type are significant considerations while purchasing and consuming functional dairy products.
According to Balaji et al.'s (2021) study, women are more fond of fruity ice cream than men. Similarly, traditional ice cream is preferred by men over women. Premium pricing influences consumers' choices for both types of ice cream. Customers were drawn to the ice cream by its taste, quality, and other product features as well as by marketing campaigns and sales promotions.
Balaji et al. (2022) concluded that there is a significant association between family income and dairy expenditure, dairy consumption expenses and frequency of purchases per month, consumer choices and some socio-demographic characteristics such as marital status, having children, family size, and family annual income. It showed that customers' preferences vary depending on their marital status, the number of adults and children in their family, and their income.
Based on a study conducted by Parasuraman et al. (2021), the quality and nutritional value of dairy products were the main factors influencing consumer preferences towards them. In addition, consumer choices to purchase dairy products are heavily influenced by price, which is followed by promotion in the marketing mix.
Ahmadi et al. (2019) found that yogurt, milk, and cheese were the most popular dairy products, with consumers preferring low-fat dairy products over full-fat products. The study indicated that price and family expense decreased the probability of purchasing dairy products, but age, education, and attention to exercise brought up the probability. Marketing mixed variables (4P) had a substantial effect on dairy product selection.
Kiruthiga et al. (2019) studied consumer behavior in the Namakkal district toward the Amul brand. Based on the findings, they concluded that customer purchasing patterns change regularly in response to fashion and recent developments. In addition, consumers favored Amul products because of their quality and taste. Regardless of price, flavor was a crucial factor in purchasing decisions.
Kumar et al. (2018) examined the leading factors on customer satisfaction towards dairy industry in Indian perspective. Due to dynamic demographic patterns, rapid urbanization and dynamic consumption there was a gap between demand and supply in the dairy industry. The factors such as customer services, customer problem solving capacity, product quality, value for money offer; product & service reliability would lead to the satisfaction of customer. Hence, supply chain member should concentrate these leading factors to attain the customer satisfaction. 
Rahnama et al. (2018) examined factors influencing consumer choices in Iraq for dairy-related products. They examined factors such as emotional value, social value, conditional value, epistemic value, and functional value, which includes flavor, price, health, and body weight. Their findings revealed that consumers were emotionally attached to dairy food products, implying that emotional value had the greatest influence on consumer preferences for dairy. Similarly, functional value (price, taste, health, and body weight), as well as social and epistemic worth, played an important part in consumer choice of dairy products. However, conditional value had no effect on consumer preferences of dairy products.
Ahila and Boopathi (2015) studied the consumer behavior on Aavin milk and dairy products especially in Pollachi taluk of Tamil Nadu. They assessed the level of satisfaction among consumers in Pollachi. She concluded that Aavin Company satisfied their consumers in providing good quality milk and milk products. 
Kumar et al. (2018) measured the consumption trends of dairy and dairy products in India. This study revealed that decreasing trends of traditional milk products such as butter & ghee and there was an increasing trend in value added dairy foods such as ice cream, etc., Milk consumption continues to rise due to its significantly higher income elasticity of demand in rural areas compared to metropolitan areas.
3. material and methods 

The research was focused on consumer preferences towards dairy-based products. The respondents who were consuming all types of dairy products and also who had the purchasing experience of more than two years were selected randomly. The random sampling method was followed in selecting sample respondents. Tirupur district was purposefully selected among the districts of the western zone of Tamil Nadu for this study. Because the average milk procurement of Tirupur District Cooperative Milk Producers Union (6.75%) was the highest among the western peak districts cooperative milk producers’ unions. The well-organised and pre-analysed interview schedule was equipped with the help of a structured questionnaire. This study was conducted during the years 2020 to 2021 to find out the major objectives, and the data was collected from the 120 sample respondents during the months of November and December of 2020. For analysis tools such as percentage analysis and factor analysis were used in this study. The factor analysis was analysed using the SPSS 16.0 software. It was used to analyse the factors influencing the consumers’ choice preferences of dairy products, and twenty-eight statements were used related to consumer choice. 

4. results and discussion

The demographic details of the sample respondents include gender, age, educational background, occupation, family type, family size, and family income. The demographic data collected among the sample respondents was analyzed, evaluated, and described in the following section for ease of understanding. The demographic profile of sample respondents is given in Table 1.
Table 1: Socio demographic characteristics of the sample respondents
N=120
	S. No
	Particulars
	No of Sample Respondents
	Percentage

	
	Gender
	
	

	1
	Male
	50
	41.70

	2
	Female
	70
	58.30

	
	Age category (Years)
	
	

	3
	<25
	21
	17.50

	4
	25-45
	77
	64.20

	5
	>45
	22
	18.30

	
	Educational Qualifications
	
	

	6
	Illiterate
	6
	5.00

	7
	Primary
	9
	7.50

	8
	Secondary
	17
	14.20

	9
	Diploma
	6
	5.00

	10
	Graduated
	62
	51.70

	11
	PG
	20
	16.60

	
	Occupational Status
	
	

	12
	Home maker
	22
	18.30

	13
	Business
	20
	16.70

	14
	Government Employee
	17
	14.20

	15
	Private Employee
	38
	31.70

	16
	Farming
	14
	11.60

	17
	Others (Students)
	9
	7.50

	
	Family income (Rs.)
	
	

	18
	1,20,000 to 3,90,000
	48
	40.00

	19
	3,90,000 to 6,60,000
	46
	38.40

	20
	6,60,000 to 9,30,000
	13
	10.80

	21
	9,30,000 to 12,00,000
	13
	10.80

	
	Marital Status
	
	

	22
	Married
	85
	70.80

	23
	Unmarried
	35
	29.20

	
	No of Children in Family
	
	

	24
	Yes
	65
	54.20

	25
	No
	55
	45.80

	
	Family Size 
	
	

	26
	<3
	49
	40.80

	27
	3-6
	61
	50.90

	28
	>6
	10
	8.30



 In table 1, it is inferred that among the sample respondents, majority of the respondents were female 58 per cent. On the subject of age category, majority of the respondents 64 per cent were fall under 25-45 years followed by the age of above 45years (18.3 per cent) and age of below 25 years (17.5 per cent) of sample respondents. It was very clear that people who preferred the different kind of dairy products were falling under the age category 25 to 45 years in Tirupur district. Regard with marital status, married people (71 per cent) were more when compared with unmarried people. Related to children, 54.20 per cent of respondent had children in one to three numbers. With respect to family size, 50.9 per cent of respondents had 3-6 numbers in their family followed by <3 members (40.8 per cent). 
With the respect of education level, 52 per cent of respondents were graduated followed by Post Graduate (16.6 per cent) and secondary school education completed (14.20 per cent). Regard with occupation, 32 per cent of respondents was under private employment followed by home maker (18.30 per cent), Business (16.70 per cent), Government employee (14.20 per cent), and others. Nearly 67 per cent of the respondents were engaged in private employment, home maker and business activities because of Tirupur district were very familiar with private companies and large number of industries. Among the sample respondents, 40 per cent of sample respondent’s average annual family income comes under between Rs 1, 20,000 to 3, 90,000 followed by those of family income Rs 3, 90,000 to 6, 60,000 (38.40 per cent). 
4.1 Factors influencing the consumers’ choice and preferences of dairy products
The tables below demonstrate the factors that influenced consumer choices and preferences of dairy-based products. The SPSS 16.0 software had been employed to conduct factor analysis. 
4.2 Reliability Statistics
Table 2 illustrates the reliability statistics that were used to determine whether the data collected was valid or not.
Table 2: Reliability Statistics
	Cronbach’s Alpha
	Cronbach’s Alpha Based on Standardized Items
	Number of Items

	0.758
	0.796
	28



From table 2 as per reliability statistics, the Cronbach’s alpha was .758 which is above 0.7 and the Cronbach’s Alpha Based on Standardized Items was .796 for 28 statements. Hence the data is valid for further analysis. 
4.3 KMO and Bartlett’s Test
For testing the adequacy of data for factor analysis, the Kaiser-Meyer-Olkin Measure of Sampling Adequacy and Bartlett's Test of Sphericity were performed and given in table 3..
Table 3: KMO and Bartlett’s Test
	Kaiser-Meyer-Olkin Measure of Sampling Adequacy
	0.693

	Bartlett’s Test of Sphericity Approximate Chi-Square
	1.27E+03

	                                             df  
	378

	                                            Sig.
	.000***


(*** Significant at 1per cent)
The Kaiser-Meyer-Olkin Measure of Sampling Adequacy calculated the variance proportion for each factor, indicating that the data was appropriate for study. Bartlett's Test of Sphericity examines the hypothesis that the correlation matrix represents the identity matrix, indicating that variables are connected and appropriate for factor analysis. The KMO test resulted in a value greater than 0.500 (0.693), and the substantial value of Bartlett's test suggests that the factor analysis result can be done for further examination.

4.4 Total Variance Explained
Table 4 shows the variance for initial solutions, extracted components and rotated components.
Table 4: Total Variance Explained
	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	Variance %
	Cumulative %
	Total
	Variance %
	Cumulative %
	Total
	Variance %
	Cumulative %

	1
	5.408
	19.314
	19.314
	5.408
	19.314
	19.314
	3.490
	12.464
	12.464

	2
	3.076
	10.987
	30.301
	3.076
	10.987
	30.301
	3.313
	11.833
	24.297

	3
	2.132
	7.614
	37.914
	2.132
	7.614
	37.914
	2.082
	7.435
	31.732

	4
	1.757
	6.275
	44.190
	1.757
	6.275
	44.190
	2.018
	7.207
	38.939

	5
	1.563
	5.580
	49.770
	1.563
	5.580
	49.770
	1.950
	6.965
	45.904

	6
	1.489
	5.319
	55.089
	1.489
	5.319
	55.089
	1.612
	5.759
	51.663

	7
	1.305
	4.660
	59.749
	1.305
	4.660
	59.749
	1.497
	5.345
	57.008

	8
	1.173
	4.188
	63.937
	1.173
	4.188
	63.937
	1.403
	5.010
	62.018

	9
	1.060
	3.785
	67.722
	1.060
	3.785
	67.722
	1.383
	4.939
	66.957

	10
	1.007
	3.596
	71.317
	1.007
	3.596
	71.317
	1.221
	4.360
	71.317

	11
	.964
	3.443
	74.760
	
	
	
	
	
	

	12
	.841
	3.003
	77.763
	
	
	
	
	
	

	13
	.732
	2.616
	80.379
	
	
	
	
	
	

	14
	.658
	2.348
	82.727
	
	
	
	
	
	

	15
	.616
	2.200
	84.927
	
	
	
	
	
	

	16
	.570
	2.035
	86.962
	
	
	
	
	
	

	17
	.467
	1.666
	88.628
	
	
	
	
	
	

	18
	.436
	1.557
	90.185
	
	
	
	
	
	

	19
	.419
	1.497
	91.682
	
	
	
	
	
	

	20
	.390
	1.394
	93.076
	
	
	
	
	
	

	21
	.368
	1.314
	94.389
	
	
	
	
	
	

	22
	.328
	1.173
	95.562
	
	
	
	
	
	

	23
	.261
	.932
	96.495
	
	
	
	
	
	

	24
	.253
	.904
	97.399
	
	
	
	
	
	

	25
	.219
	.784
	98.182
	
	
	
	
	
	

	26
	.200
	.713
	98.895
	
	
	
	
	
	

	27
	.188
	.673
	99.568
	
	
	
	
	
	

	28
	.121
	.432
	100.00
	
	
	
	
	
	


Extraction: Principal component analysis

The first group of columns provides the initial eigenvalues. The total column describes how each factor's initial eigenvalues contribute towards the total amount of variance; percent of variance refers to the number of changes in variance; and the cumulative percent of each row reveals the added sum of preceding factors' percent of variance. The second set of columns explained extracted components, which accounted for 71.32 percent of the variability in the original 28 statements with only a small loss of information. The third set of columns provided the information while still maintaining the same cumulative percent as the second set of columns.
4.5 Rotated Component Matrix
The rotated component matrix of the factor analysis is represented in table 5. The statements used for factor analysis were mentioned in the following table.
Table 5 Rotated Component Matrix
	Statements
	Component

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Consuming dairy gives me pleasure
	.839
	
	
	
	
	
	
	
	
	

	Consumption of dairy products for enjoyment
	.826
	
	
	
	
	
	
	
	
	

	Makes me feel too good
	.803
	
	
	
	
	
	
	
	
	

	It makes me to feel relax and cool
	.792
	
	
	
	
	
	
	
	
	

	Good for individuals’ skin, bones, teeth, etc.,
	
	.849
	
	
	
	
	
	
	
	

	Rich in vitamins and proteins.
	
	.733
	
	
	
	
	
	
	
	

	Rich in energy and calcium.
	
	.716
	
	
	
	
	
	
	
	

	Healthy One.
	
	.709
	
	
	
	
	
	
	
	

	To maintaining diet.
	
	.689
	
	
	
	
	
	
	
	

	Subsidy for dairy related products.
	
	
	.835
	
	
	
	
	
	
	

	Promotion of dairy products.
	
	
	.828
	
	
	
	
	
	
	

	I prefer branded dairy products.
	
	
	
	.776
	
	
	
	
	
	

	Attractive packing
	
	
	
	.731
	
	
	
	
	
	

	Price is affordable.
	
	
	
	
	.862
	
	
	
	
	

	not expensive in nature
	
	
	
	
	.849
	
	
	
	
	

	Availability
	
	
	
	
	
	.691
	
	
	
	

	For regularly consuming 
	
	
	
	
	
	.659
	
	
	
	

	Dairy food is the taste
	
	
	
	
	
	
	.821
	
	
	

	Dairy value added products are good in taste
	
	
	
	
	
	
	.784
	
	
	

	Consumption of dairy increasing my weight of the body.
	
	
	
	
	
	
	
	.765
	
	

	A dairy product helps me for maintain my health
	
	
	
	
	
	
	
	.713
	
	

	Specialists recommendations 
	
	
	
	
	
	
	
	
	.818
	

	Friends, News, information, advertisement, etc., motivates me to buy dairy products
	
	
	
	
	
	
	
	
	.627
	

	Dairy products are favorite for me
	
	
	
	
	
	
	
	
	
	.931


Extraction Method: Rotation Component Analysis
Rotation Method: Varimax with Kaiser Normalization
Rotation converged in 8 iterations.

4.6 Factor Analysis
The factor statements along with their factor loadings and the appropriate name for the new factor were explained in the table given below.
Table 6: Factor Analysis
	S. No
	Statements
	Factor loadings
	Component name

	1
	Consuming dairy related products gives me pleasure.
	0.839
	Emotional Factors

	2
	Consumption of dairy products is somewhat enjoyment
	0.826
	

	3
	Consuming dairy products makes me feel too good
	0.803
	

	4
	Consumption of dairy based products makes me to feel relax and cool
	0.792
	

	5
	Consuming Dairy products good for individuals’ skin, bones, teeth, etc.,
	0.849
	Nutrient factors

	6
	Dairy products are rich in vitamins and proteins.
	0.733
	

	7
	Dairy products are also rich in energy and calcium.
	0.716
	

	8
	Dairy products help to keep individuals healthy.
	0.709
	

	9
	I would prefer dairy for maintaining diet.
	0.689
	

	10
	I would like to buy dairy products when there is a subsidy for dairy related products.
	0.835
	Promotional factors

	11
	I would like to buy when there is a discount for dairy products or promotion of dairy products.
	0.828
	

	12
	I would prefer dairy products because of brand.
	0.776
	Quality factors

	13
	I would prefer dairy products because of their attractive packing
	0.731
	

	14
	Price of milk is basically affordable.
	0.862
	Affordable Price

	15
	Dairy related products are not expensive in nature
	0.849
	

	16
	Our family members prefer dairy products each and every day, because it is our habitual
	0.691
	Conditional factors

	17
	Consumption of dairy products is regular thing.
	0.659
	

	18
	Most significant thing in dairy food is the taste
	0.821
	Taste factors

	19
	Dairy based products are good in taste
	0.784
	

	20
	Consumption of dairy products helps to keep increasing my weight of the body.
	0.765
	Diet factors

	21
	A dairy product helps me for controlling my body weight
	0.713
	

	22
	Specialists recommended me to buy dairy products
	0.818
	Social factors

	23
	Friends, News, information, advertisement, etc., motivates me to buy dairy products
	0.627
	

	24
	Dairy products are favorite for me
	0.931
	Self-motivational factors



Factor analysis was used to reduce the factors, which means that related components were grouped together in table 6. Making use of factor analysis reduced roughly 28 statements to ten components. Factors with eigenvalues more than one were used for further analysis. The total variance explained by all covariates was 71.32%. The factors influencing consumer choice and preferences comprise the emotional factor, which includes four factor loadings; the nutritional factor, which consists of six factor loadings; the promotional factor, which consists of two factor loadings; the packaging factors, which consist of three factor loadings; the affordable price factor consists of two factor loadings; the conditional factor, which consists of three factor loadings; the taste factor, which is composed of two factor loadings; the diet component, which has two factor loadings; the social factor, which has two factor loadings; and self-motivational factor has two factor loadings.

5. Conclusion

In this study, the most influential factors for consumer preferences were determined. The following components influence consumer choices and preferences: emotional, nutritional, promotional, packaging, affordable price, conditional, taste, diet, social, and self-motivational factors. As a result, flavour has been determined as the major factor influencing consumer decisions. It is essential for maintaining the taste of the dairy product without fail. The self-motivational component ranks second, and it suggests that dairy products were essential to every individual. Nutrient considerations rank third, indicating that consumers are most concerned about their health. As a result, it is essential to improve the nutritional value of dairy products. By boosting advertisement activities, improving package quality, and offering nutritionist recommendations based on individual health to increase sales effectively. Similarly, consumers are not yet ready to purchase dairy products wherever they are readily available. Individual emotions and motivation also play an important influence in their choices.
6. SUGGESTION
Enrichment of nutrition in dairy product encourages consumers towards dairy products. Promotional activities such as attractive advertisement, discount, offers, etc., should be improved. Creating awareness about functional dairy products and their benefits may attract the consumers. Introducing new type of varieties in dairy products may influence the consumers to purchase. Innovating the new type of flavors in milkshake, ice cream, lassi, yogurt, etc., to attract the customers. Eco friendly and good quality package material should be used to attract the consumers. Increase the large number of ice cream Parlors at convenient location attract the consumers. Provide seasonal offers to satisfy the consumers. Provide door delivery services may attract the consumers towards dairy products.
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