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CONSUMER PREFERENCE TOWARDS YOGURT OF BOGURA IN SELECTED AREAS OF BANGLADESH


ABSTRACT
Aims: This study was conducted to assess the preference for the exceptional yogurt from the Bogura area based on their socio-economic characteristics.
Study Design: The research utilized primary data collected from consumers through face-to-face interviews.
Place and Duration of study: Data were gathered from 150 consumers from May to July 2022 in three specific locations -Bogura sadar Upazilla, Mymensingh sadar Upazilla and Dhaka city.
Methodology: A probit model was used to analyze the factors affecting consumers' decisions to purchase yogurt.
Results: The study found that most consumers were female and in the young age group. Married consumers were more inclined to choose yoghurt from Bogura. Business professionals were more likely to consume yoghurt than individuals in other professions. Most consumers were drawn to the unique taste, flavour, freshness, nutritional content, and thickness of Bogura’s yogurt. A significant portion of consumers was health-conscious regarding their yoghurt intake. The highest mean score was achieved by the statement “various flavours available. " More than fifty percent of consumers perceived Bogura’s yogurt to be overpriced and considered it a seasonal treat for summer. 
Conclusion: Consumers with higher income levels and those in younger age groups tend to consume more varieties of Bogura yoghurt hence, it is recommended to ensure an adequate supply at fair prices and to improve the packaging and preservation of the yogurt, which will drive GDP growth and the popularity of Bogura’s yogurt. 
Keywords: consumer preferences, socio-economic characteristics, taste, perception, consumer buying behavior.

1. INTRODUCTION
Yogurt is a traditional and essential food that holds deep cultural significance, especially in regions such as Western Asia and the Middle East. The English word "yogurt" originates from the Turkish term “yoğurt,” meaning thickened or curdled milk (Fisberg et al., 2015). Fermented dairy products like yogurt are widely enjoyed worldwide, and a global survey across 16 countries ranked yogurt among the top 15 most-consumed dairy items, with the highest intake noted in Western Asia and the Middle East. In Bangladesh, yogurt is valued for its health-enhancing probiotics, pleasant taste, and long shelf life, making it a common part of everyday meals or special occasions. While various flavored yogurts are produced commercially around the world, the Bangladeshi market primarily offers sweet and sour varieties (Aryana et al., 2017). Yogurt is rich in vitamin B, lactic acid, potassium, calcium, and sodium, and it is low in fat, typically served cold as a dessert following meals (Rule et al., 2015). Bogura is known for producing four main types: sweet, shahi, sour, and ghole yogurt (https://bogrardoi.wordpress.com/2015/). On June 25, 2023, Bangladesh's Ministry of Industries granted Geographical Indication (GI) tags to four traditional products: Bogura yogurt, Langra mango and Ashwina mango from Chapainawabganj, and the Tulshimala rice (aman variety) from Sherpur. Importantly, the GI certification for yogurt is exclusive to products made in Bogura, as its unique taste is attributed to the local soil. Yogurt made elsewhere—even using the same techniques—cannot claim GI status unless the factory is located in Bogura, underscoring the regional significance acknowledged by the Ministry. Notably, Bogura yogurt is now officially recognized as a GI product (https://www.tbsnews.net/). The yogurt of Bogura has attracted admiration over the years, even from historical figures. During the era of Ayub Khan, the then-leader of Pakistan, he reportedly disliked Bengalis but appreciated their yogurt, prompting a visit to Bogura. The British, too, were captivated by it, and legend has it that Queen Elizabeth II sampled the yogurt in the 1960s. The yogurt-making tradition in this region stretches back over two centuries. Sherpur, an upazila of Bogura, holds particular historical importance, with its yogurt first gaining official recognition in 1938 when the Nawab of Bogura hosted British Governor Sir John Anderson and served him the delicacy. Previous research has explored consumer attitudes toward dairy products, including their willingness to consume functional foods, the associated health benefits of yogurt, and the socioeconomic factors influencing consumption choices (Hasler, 2002; Sandholom Sarrela, 2003; Kusumastuti, 2012; Donovan et al., 2014; Siegrist et al., 2015; Haas et al., 2016; Bimbo et al., 2017). Studies have shown that including the right portions of milk and dairy products in a balanced diet can help prevent several diseases (Sandholom Sarrela, 2003), and numerous consumer perception studies using various approaches have been conducted in recent years (Gurnert et al., 1996, 2000). Despite its simplicity, yogurt serves as a compelling case for studying consumer behavior, particularly factors influencing repeat purchases and satisfaction. To better understand what drives consumer loyalty, reviewing research on similar food products is insightful. However, this study is among the first to focus specifically on Bogura's unique yogurt and its distinct ingredients. Therefore, the objective of this research is to examine consumer preferences for Bogura yogurt by analyzing a) the socio-economic background of local consumers, b) their specific preferences for this yogurt, and c) the main factors that influence its consumption.

2. METHODOLOGY
The research was carried out to fulfill the study’s objectives. The consumer survey was conducted in three specific locations: Sadar Upazila in Bogura district—intentionally selected due to its current and anticipated high demand for yogurt—along with Mohammadpur in Dhaka and Sadar Upazila in Mymensingh. These areas were primarily chosen because of their high population density. Moreover, many residents in these regions have rising disposable incomes, making them suitable for analyzing consumption trends. Insights gathered from these locations are expected to provide a basis for understanding the current and future demand and supply of yogurt across other regions of the country.
2.1 Sampling and data
Interviews were conducted from May to July 2022 in three locations: Bogura Sadar Upazila, Dhaka, and the campus of Bangladesh Agricultural University (BAU) in Mymensingh. Participants were approached while purchasing yogurt at local markets and were asked if they were willing to take part in the study. Eligibility for participation required individuals to be at least 18 years old and generally involved in household food purchasing decisions. A total of 50 yogurt consumers were interviewed at each of the three sites. Before beginning each focus group discussion, the lead researcher provided a brief overview of the study’s goals and objectives. Following this, participants introduced themselves, and at the conclusion of the session, each was asked to complete a brief demographic questionnaire.
2.2 Analytical Techniques
We used statistical software (MS Excel and Stata) to perform an analysis of the data. It was very much a conventional descriptive statistics analysis, using means, averages, percentages, and a lot of good old frequency tables and ranking that you might expect in a straightforward business-type project. There was also some ranking and graphical analysis that you might expect in a straightforward business-type project.
2.2.1 Descriptive analyses
Socio-economic features of the respondents were explored using descriptive analyses. The objective of these analyses was to categorize the respondents in a different way and identify their preferences for yogurt.
2.2.2 Likert scale analysis
To assess attitudes or opinions, Likert scales and frequency scales use fixed choice response forms.
In this five-point continuum, weights of 5, 4, 3, 2, 1 for favorable items to yogurt consumption and 1, 2, 3, 4, 5 for unfavorable items to yogurt consumption were assigned. The direction of weighting being determined by the favorableness or unavoidableness of the scale items used in the frame. 
Weighted total =∑ (Score of the response * Number of respondents who provided the response)
Weighted mean= Weighted total/Number of consumers in the group
DP=Q1—Q2
Q1=Range above the upper quartile
Q2=Range below the lower quartile 
Then finally the 11 scale items were used for the analysis. Statement used in the five-point Likert scale is showed in table
2.2.2.1 Mean score value of each statement:
Mean= Score value of each statement / Number of total respondents
Sample standard deviation:


Where σ = Standard Deviation of response for each statement 
 = Score of individual response for the statement 
 = Mean value of that statement
 = Numbers of the respondents
2.2.3 Probit model
A probit model was selected for its simplicity to determine the factors affecting the consumption decision of yogurt. The cumulative normal distribution for a random variable z∼N (μ,σ2) is: 
F(z)=∫−∞z12πσ·exp(−(z−μ)2/2σ2) With, −∞≤z≤∞ 0≤F(z)≤1 
Our random variable z can also be a linear function of several input explanatory variables such as: 
z=b0+b1x1+b2x2+…+bkxk 
Then, the probability of the event y being observed is then computed from the inverse of the normal distribution. This is: 
Prob(y)=F−1(z) Pi=Prob [ Yi dt = (𝑥𝑖′β) 
Where, represents the cumulative distribution of a standard normal random variable. The relationship between a specific variable and the outcome of the probability is interpreted by means of the marginal effect, which accounts for the partial change in the probability. The marginal effect associated with continuous explanatory variables Xk on the probability P(Yi=1│X), holding other variables constant. Probit regression, also called a probit model, is used to model dichotomous or binary outcome variables. In the probit model, the inverse standard normal distribution of the probability is modeled as a linear combination of the predictors(https://stats.oarc.ucla.edu/stata/dae/probit-regression/.

3. RESULT AND DISCUSSION
3.1 Socio-economic Characteristics of Consumers
The analysis of consumer perception during yogurt purchases was closely linked to their socio-economic backgrounds. Among the 150 respondents, noticeable segmentation was observed, which appeared to influence yogurt consumption decisions. A slight majority of participants were women (52%), aligning with findings by Luckow et al. (2005), who also reported that yogurt consumption is more prevalent among females. The respondents were predominantly young, with 66.67% aged between 18 and under 38, 26.66% aged between 38 and 58, and only 6.67% over the age of 58. Most of them were married (53.33%) and had completed at least higher secondary education (91.33%). In terms of income, 42.67% had a monthly household income ranging from BDT 20,000 to BDT 90,000, while 38.67% earned below BDT 20,000—these lower-income individuals were mostly students at the BAU campus. Approximately 18.67% of the participants had household incomes above BDT 45,000, with the majority being business professionals. Regarding household size, 39.33% lived in households with fewer than two members, 26.67% in households of 2–4 members, and 34% in households with 5–6 members. Both nuclear and extended families were found to enjoy yogurt and tended to consume it on various occasions (Table 1).
Table 1 Socio-economic characteristics of consumer
	Variables
	Variables breakdown
	Percentage

	Gender
	Male
	48

	
	Female
	52

	Age
	Between 18 and below 38
	66.67

	
	Between 38 and 58
	26.66

	
	Above 58
	6.67

	Marital status
	Married
	53.33

	
	Unmarried
	46.67

	Education
	Basic education (up to class V
	5.33

	
	Secondary Education (Up to class X)
	3.33

	
	Higher education
	91.33

	Monthly income
	Below BDT. 20000
	38.67

	
	Between BDT. 20000 and BDT. 45000
	42.67

	
	Above BDT. 45000
	18.67

	Occupation


	Businessman
	 52.33

	
	Others

	47.67

	Family members
	Less than 2 members
Between 2-4 members
Between 5-6 members
	39.33
26.67
34



The majority of respondents, approximately 52.33%, were engaged in business, indicating that individuals in this profession consume more yogurt than those in other occupations. This finding partially aligns with Raza et al. (2020), who reported that 62.96% of their respondents were under the age of 40, 81.48% were married, and 63.64% had attained higher education—closely matching the current study’s results. However, their study found that 66.67% of yogurt consumers were male and that 40% of respondents were scientists, which contrasts with the demographic trends observed in the present research.
The study considered a range of descriptive variables to analyze the characteristics and perceptions of yogurt consumers. These included socioeconomic factors such as gender, age, income, education level, and occupation. In terms of perceptual variables, the analysis focused on consumers’ awareness of the product’s origin, whether a lack of information created challenges during the purchase, knowledge of the yogurt production system, awareness of more perishable varieties, frequency of consumption, and any losses before consumption. Additionally, preferences regarding production methods, average shelf life, favored yogurt types, methods used to prevent spoilage, and the primary criteria influencing the decision to purchase minimally processed yogurt were all considered.
3.2 Food Habit Distribution of Yogurt Consumer
Food habits play a significant role in consumption of yogurt. Food habit mainly two types one is awareness of food nutritive value and another is non-awareness of food nutritive value. A person who aware of food value takes sour yogurt to reduce weight. In Bangladesh food habit variation is not much seen. Few educated families may have seen found as nutritious mind. Food habit distribution of yogurt consumer is shown in Table 2.
Table 2 Food habit segmentation of the sampled consumers
	Food habit segmentation
	No of consumer
	Percentage 

	Aware people
	113
	76

	Non-Aware people
	37
	24


The results revealed that 76percent of them took yogurt as sweet lover and they consumed yogurt for its unique taste. They bought fresh yogurt and they also aware about the quality, color and price. Remaining 24percent didn’t take yogurt as sweet lover and they were not aware about of yogurt’s color, price freshness etc. Van Loo et al,. (2013) found that Yogurt's taste, quality, and dependability are its most crucial characteristics; they are followed by its nutritional content, cost, accessibility, and environmental friendliness.
3.3 Consumer Preference towards yogurt of Bogura
3.3.1 Likert scale aggregation
To examine the consumer’s attitude, a five-point Likert scale was used here along with 7 positive and 4 negative statements (Table 3). The Likert scale is used to allow the individual to express how much they agree or disagree with a particular statement.
Table 3 Consumer Preference Using Likert Scale
	SL no.
	Statement
	Response
	Total

	
	
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly disagree
	

	
	
	
	
	
	
	
	

	1
	It has health benefits
	25
(16.67)
	40
(26.67)
	45
(30)
	25
(16.67)
	15
(10)
	485

	2
	Taste is good
	56
(37.33)
	59
(39.33)
	10
(6.67)
	15
(10)
	10
(6.67)
	586

	3
	Price is high
	60
(40)
	35
(23.33)
	34
(22.66)
	10
(6.67)
	11
(7.33)
	607

	4
	Various flavor available
	34
(22.67)
	26
(17.33)
	20
(13.33)
	22
(14.67)
	48
(32)
	426

	5
	Packaging is attractive
	27
(18)
	29
(19.33)
	28
(18.67)
	26
(17.33)
	40
(26.67)
	431

	6
	Habitual factor
	33
(22)
	31
(20.67)
	22
(14.67)
	29
(19.33)
	35
(23.33)
	448

	7
	Not available to everywhere
	100
(66.67)
	35
(23.33)
	15
(10)
	0
	0
	215


	8
	It can be good choice for occasions
	29
(19.33)
	36
(24)
	28
(18.67)
	30
(20)
	27
(18)
	460

	9
	Yogurt is socially acceptable for any religion
	79
(52.67)
	71
(47.33)
	0
	0
	0
	679

	10
	Long time preservation spoils the taste
	49
(32.67)
	40
(26.67)
	36
(24)
	25
(16.67)
	0
	337

	11
	The processing system of yogurt is complex
	54
(36)
	36
(24)
	38
(25.33)
	12
(8)
	10
(6.67)
	338

	Total
	
	
	
	
	530
	302
	-


Source: Field Survey, 2022
Notes: Figures in parenthesis indicates percentage

Table 3 presents the responses of all surveyed consumers, classified into five categories: strongly agree, agree, neutral (neither agree nor disagree), disagree, and strongly disagree. To ensure consistency in measuring attitudes toward the yogurt from Bogura district, the scale was adjusted so that higher scores always indicated a more favorable perception. For this reason, the weights for negatively worded items—specifically statements 3, 7, 10, and 11—were reversed during analysis to maintain alignment with the overall favorability scale.

According to Table 3, the third statement—"it has a high price"—garnered the highest number of “agree” responses at 40%, reflecting that a significant portion of consumers perceive Bogura yogurt as expensive. The seventh statement—"it is not available everywhere"—had the strongest “agree” response rate overall, with 66.67% of participants concurring, suggesting that limited availability is a common concern. For the tenth statement ”long-term preservation of yogurt damages the original taste"-32.67% of respondents agreed, indicating noticeable concern about taste degradation over time. Lastly, the eleventh statement—"the processing system of yogurt is difficult"—had the highest “strongly agree” response at 36%, showing that over a third of consumers perceive yogurt processing as complex.

Among the seven positively worded statements, the first highlighted the health benefits of yogurt consumption, with 26.67% of respondents agreeing. The second statement focused on the taste of Bogura’s yogurt, receiving the highest agreement at 39.33%, indicating strong consumer appreciation for its unique flavor. The fourth statement, which addressed the availability of yogurt in various flavors, saw the highest agreement at 48.57%, showing consumer interest in flavor diversity. Regarding the fifth statement, 19.33% of respondents appreciated the traditional clay packaging of Bogura’s yogurt. The ninth statement, which emphasized yogurt’s social acceptability across all religions, was agreed upon by 52.67% of respondents, highlighting its broad cultural acceptance.

Hlédik et al. (2016) also used a Likert scale to assess consumer preferences for yogurt based on brand, flavor, and fat content. Their findings revealed that 67% preferred the Jogobella brand, 64% favored peach flavor, and 51% chose low-fat yogurt for health reasons. These results align closely with the present findings, underscoring that brand recognition, flavor preference, and health considerations are key factors influencing yogurt consumption.


3.3.2 Mean score value of each statement
Table 4 shows the level of consumer’s behavior towards yogurt for each statement and the mean score value of their attitudes. 


Table 4 Mean scores for consumer perception
	Statement no.
	Mean
	Standard deviation
	Ranked by mean

	           4
	3.05
	1.49
	1

	           8
	2.85
	1.23
	2

	           6  
	2.59
	1.22
	3

	           3
	2.39
	1.21
	4

	           5
	2.30
	1.06
	5

	          1   
	2.22
	0.98
	6

	          11
	2.21
	1.09
	7

	          2    
	2.14
	1.10
	8

	          10
	1.89
	0.77
	9

	          7    
	1.76
	0.53
	10

	          9
	1.66
	0.68
	11




The fourth statement, “Various flavors available,” received the highest mean score, indicating that this aspect had the most favorable and influential perception among consumers. The second-highest mean score was associated with statement 8, “It can be a good choice for occasions,” followed by the third-highest for statement 6, “Habitual factor,” reflecting regular consumption habits. Conversely, the ninth statement, “Yogurt is socially acceptable for any religion,” recorded the lowest mean score, suggesting that while still positive, it was the least influential factor in consumer perception.

As shown in Table 4, nine individual statements had a weighted score above 2, which suggests that consumers generally expressed a favorable attitude toward yogurt across various factors in the study area. These findings indicate that overall consumer preference for yogurt was positive.

Similarly, Allen et al. (2012) conducted a survey analyzing demographic and psychological factors influencing food choices, including willingness to pay (WTP) for milk and yogurt with various nutritional attributes. Their findings revealed that consumers were willing to pay $0.22 to avoid fat in milk and $0.58 in yogurt. Although the WTP for probiotic yogurt was slightly negative at -$0.16, it was not statistically significant. Consumers were willing to pay $0.62 for vitamin-enhanced yogurt and $0.18 for yogurt labeled with a Health Check™ symbol. Additionally, they were willing to pay $0.25 more for yogurt with a more detailed nutrition facts panel. These results reinforce the importance of health, labeling, and flavor as influential factors—mirroring the preferences observed in this study.

3.3.3 Determination of the Discriminative Power (DP)
After calculating the total score for each respondent, DP value was calculated for the purpose of “item analyses”. With item analyses each item is subjects to a measurement of its ability to separate the high from the low. This is called discriminative power (DP) of the item.
Table 5 Computing DP value
	Positive statements
	Group
	No. of consumers in a group
	5
	4
	3
	2
	1
	Weighted total
	Weighted mean
	DP (Q1-Q2)

	It has health benefits
	High
(25 percent)Q1
	38
	19
	19
	0
	0
	0
	171
	4.5
	0.7

	
	Low
(25 percent) Q2
	38
	9
	17
	8
	4
	0
	145
	3.8
	

	Taste is good
	High
(25 percent) Q1
	38
	37
	1
	0
	0
	0
	189
	4.97
	1.32

	
	Low
(25 percent) Q2
	38
	1
	28
	6
	1
	2
	139
	3.65
	

	Various flavor available
	High
(25 percent) Q1
	38
	34
	4
	0
	0
	0
	186
	4.89
	2.15

	
	Low
(25percent) Q2
	38
	10
	0
	4
	18
	6
	104
	2.74
	

	Packaging is attractive
	High
(25 percent) Q1
	38
	13
	15
	10
	0
	0
	155
	4.07
	-0.06

	
	Low
(25 percent) Q2
	38
	12
	20
	5
	1
	0
	157
	4.13
	

	Habitual factor
	High
(25 percent) Q1
	38
	10
	17
	4
	4
	3
	141
	3.71
	-0.65

	
	Low
(25 percent) Q2
	38
	22
	8
	8
	0
	0
	166
	4.36
	

	It can be good choice for occasions
	High
(25 percent) Q1
	38
	10
	16
	12
	0
	0
	150
	3.94
	-0.86

	
	Low
(25 percent) Q2
	38
	1
	18
	6
	9
	4
	117
	3.07
	

	Yogurt is socially acceptable for any religion
	High
(25 percent) Q1
	38
	4
	26
	0
	7
	1
	138
	3.63
	0.08

	
	Low
(25 percent) Q2
	38
	4
	19
	9
	6
	0
	135
	3.55
	



	Negative statements
	Group
	No. of consumers in a group
	1
	2
	3
	4
	5
	Weighted total
	Weighted mean
	DP (Q1-Q2)

	Price is high
	High
(25 percent) Q1
	38
	17
	15
	6
	0
	0
	65
	1.71
	-0.66

	
	Low
(25 percent) Q2
	38
	16
	5
	8
	5
	4
	90
	2.36
	

	Not available to everywhere
	High
 (25 percent) Q1
	38
	0
	38
	0
	0
	0
	76
	2
	-0.16

	
	Low
 (25 percent) Q2
	38
	6
	32
	0
	0
	0
	70
	1.84
	

	Long time preservation spoils the taste
	High
(25 percent) Q1
	38
	4
	26
	0
	7
	1
	138
	3.63
	0.08

	
	Low
(25 percent) Q2
	38
	4
	19
	9
	6
	0
	135
	3.55
	

	The processing system of yogurt is complex
	High
(25 percent)Q1
	38
	1
	37
	0
	0
	0
	75
	1.97
	0.27

	
	Low
(25 percent) Q2
	38
	7
	15
	16
	0
	0
	85
	2.23
	



3.3.4 Arranging Statements on the Basis of DP Value
Each item on the scale was assigned a DP (Differential Perception) value, with those having the highest DP values being selected. These items were more effective in distinguishing between the top 25% and bottom 25% of respondents, as they displayed stronger agreement (strongly agree) and disagreement (strongly disagree) responses, resulting in greater bipolarity. The statements are listed in descending order in Table 6, where all DP values are shown. In cases where two or more statements had the same DP value, the ranking was determined based on the weighted mean of quartile one (Q1). Among statements with identical DP values, the one with the higher Q1 weighted mean was ranked higher. According to Table 6, the highest DP value recorded was 2.15.

Table 6 Statements ranked according to DP value
	Sl no.
	Statement
	DP  value
	Rank by DP value

	4
	Various flavor available
	2.15
	1

	2
	Taste is good
	1.32
	2

	9
	Yogurt is socially acceptable for any religion
	0.76
	3

	1
	It has health benefits
	0.7
	4

	5
	Packaging is attractive
	- 0.06
	6

	7
	Not available to everywhere
	- 0.16
	7

	10
	Long time preservation spoiled the taste
	- 0.27
	8

	6
	Habitual factor
	- 0.65
	9

	3
	Price is high
	- 0.66
	10

	8
	It can be good choice for occasions
	- 0.86
	11

	11
	Processing of yogurt is complex
	- 1.26
	12



Table 6 reveals that the highest DP value was 2.15 for the statement "Various flavors available," signifying that this statement had a greater influence on consumers compared to others. The significant difference between the "strongly agree" and "strongly disagree" endpoints indicates a higher concentration of "strongly agree" responses in the top 25% of the respondents, compared to the lowest 25% of responses. This higher DP suggests that the statement received stronger agreement from a larger portion of consumers.
On the other hand, the statement "Processing of yogurt is complex" had the lowest DP value of -1.26. This indicates that there was minimal variability between the top 25% and bottom 25% of the responses, meaning that consumers were less polarized in their opinions about this statement.
Overall, the Likert scale results show that all eleven statements significantly influenced consumers' acceptance of yogurt, either positively or negatively. Some statements garnered a higher proportion of "strongly agree" responses, while others had more "strongly disagree" responses. Statements with higher DP values indicated more variability in consumer responses, while those with lower DP values reflected more consistent, less polarized opinions.

3.4 Factor’s influencing consumer buying decision of yogurt
3.4.1 Perception about Price of Yogurt
[bookmark: _heading=h.2u6wntf]Price is a key factor influencing consumers' purchasing decisions. Approximately 14.34% of consumers considered the price to be moderate and expressed no dissatisfaction with the current market price. This finding, however, was not generalized, as most of these respondents were affluent enough to afford the cost without concern. In contrast, 63.33% of respondents, mainly students, felt the price was too high. Around 22.33% of the respondents were neutral and didn't express a strong opinion about the price. These individuals generally followed a balanced diet and preferred sour yogurt, which is considered beneficial for health, rather than sweet yogurt. A similar finding was reported by Carlucci D et al. (2013), where yogurt retail prices in Italy ranged from 0.9 Euro/kg to 9.6 Euro/kg.
Table 7 Consumers perception toward yogurt price
	Price
	No. of consumer
	Percentage 

	High
	95
	63.33

	Moderate
	33
	22.33

	Low
	22
	14.34


It was also revealed from the survey that the price of yogurt does not vary from season to season. In winter season, the demand remains low but, in another season, especially summer, the demand of yogurt becomes high but the price is same all over the year. Raza et al. (2020) found that the perception of respondents about price depicted high satisfaction level (72.73%) of yogurt buyers from outside Nation Agriculture Research Center (NARC) as compared to NARC employees with (62.50%) satisfaction level.
3.4.2 Seasonal Influence on Consumption of Yogurt
Yogurt is primarily consumed cold and is often enjoyed as a dessert on various occasions in our country. The yogurt from Bogura is renowned across the nation, and people from other areas eagerly seek the opportunity to try it. However, the demand for Bogura yogurt tends to be lower in the winter season compared to other times of the year. During religious celebrations like Eid and Puja, the demand for yogurt increases significantly, with people consuming more than usual. This seasonal pattern aligns with findings by Raza et al. (2020), who also noted that yogurt consumption is higher in summer than in winter.
Consumer purchasing behavior is influenced by a range of physical, psychological, socioeconomic, and behavioral factors. In this context, psychological factors were explored. Around 26.66% of consumers stated that they consume yogurt for its health benefits, while 36.19% mentioned that taste was their main motivation, particularly those who prefer sweet yogurt. Most of these consumers were older and female. Additionally, 12.38% of respondents indicated that eating yogurt was a habit they followed during lunch or dinner, and 24.76% consumed sour yogurt for weight loss purposes (Table 8). A study by Luckow T. et al. (2005) identified similar trends, with 33% of consumers seeking healthy yogurt but not willing to compromise on taste, 24% driven by health benefits, 36% focused on taste and texture, and 7% loyal to their brand due to endorsements from health agencies.
Table 8 Factors influencing buying decision
	Pattern
	No. of consumers
	Percentage

	Consuming for nutritious purpose
	40
	26.66

	Consuming as sweet lover
	54
	36.19

	Consuming for habitual factor
	19
	12.38

	Consumer who follows  diet chart
	37
	24.76



3.4.2 Factors Influencing Purchase Decision of Yogurt for Consumers using Probit model
To assess the influence of explanatory variables on the dependent variable—specifically, consumer purchasing decisions regarding yogurt—various econometric models can be applied, such as linear, semi-log, log-linear, and double-log models. However, these models are not universally appropriate for all types of data. Moreover, regression models are not a complete substitute for descriptive tabular analysis; rather, they serve as complementary tools.
In this study, a multiple regression model was initially estimated to analyze the impact of selected factors on consumers' purchasing decisions for yogurt. The probit model was ultimately chosen for interpretation, as it is well-suited for binary dependent variables.
The primary objective was to identify the factors influencing yogurt purchase decisions. Six independent variables were included in the regression analysis. Table 9 presents the iteration logs, indicating the convergence rate of the model. The log-likelihood value of -58.107546 can be used for comparisons between nested models. All 150 observations in the dataset were utilized in the analysis. The likelihood ratio chi-square value of 39.29, with a p-value of 0.00, confirms that the model is statistically significant overall.
The output provides the regression coefficients, standard errors, z-statistics, and corresponding p-values. Among the variables, family type, monthly income, and yogurt type were statistically significant at the 1% and 5% significance levels.
A one-unit increase in family type (e.g., from nuclear to extended) reduces the z-score by 0.79 units. A one-unit increase in monthly income increases the z-score by 0.0177 units. A one-unit increase in type of yogurt (e.g., from clay-pot to packaged) decreases the z-score by 1.537 units. Additionally, the margins command was used to compute the predicted probability of yogurt consumption preferences, with all other variables held at their mean values.

3.4.3 Probit Analysis

            Table 9: Estimated coefficients and related statistics of probit regression on preference of yogurt consumption (Yes = 1, No = 0)

	Variable
	Coef.
	Std. Err.
	z
	P>z

	Age
	.0022716
	.0128014
	0.18
	0.859

	Gender
	-.1224037
	.2928702
	-0.42
	0.676

	Education level
	-.0924317
	.1717501
	-0.54
	0.590

	Family type
	-.7957459***
	.3101384
	-2.57
	0.010

	Monthly income
	.0177683**
	.0075051
	2.37
	0.018

	Yogurt type
	-1.53717***
	.3069611
	-5.01
	0.000

	Constant
	3.831916
	1.139707
	3.36
	0.001



Number of obs.	=	150
LR chi2(5)		=	39.29
Prob> chi2		=	0.0000
Pseudo R2		=	0.2526
Log likelihood	= -58.107546
Note: *** and ** for statistically significant at 1% and 5%, respectively.
Source: Field survey, 2022.


Table 10 : Probit margins effects estimate for preference of yogurt consumption

	
	dy/dx
	Delta-method
Std. Err.
	Z
	P>z

	Age
	.0004828
	.0027196
	0.18
	0.859

	Gender
	-.0260148
	.0621569
	-0.42
	0.676

	Education level
	-.0196448
	.0364186
	-0.54
	0.590

	Family type
	-.169122***
	.0364186
	-2.66
	0.008

	Monthly income
	.0037763***
	.0015352
	2.46
	0.014

	Yogurt type
	-.3266988***
	.049693
	-6.57
	0.000


Note: *** for statistically significant at 1%.
Source: Field survey, 2022.
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In consideration,
to marginal eﬀects the consumers who believe that packed
milk is hygienic and healthy are by 55.15% more likely to
Meral et. Al. (2012) found that in consideration to marginal effects, the consumers who believe that packed milk is hygienic and healthy are by 55.15% more likely to prefer packed milk instead of unpacked milk. Milk price was determined as other main factors affecting household’s packed and unpacked milk consumption behavior. Price was the primary reason mentioned in the survey for not purchasing packed fluid milk, as it was perceived as being quite expensive compared to unpacked milk. This variable was found out to be significant at 1percente level was related negatively. This sign indicated that consumers who were sensitive to price were less likely to consume packed milk. The results support the hypothesis that household milk consumption is related to price. When milk price increased the probability of packed milk consumption decreased 8.58%.

4. CONCLUSION
In Bangladesh, males are typically the main earners and decision-makers in food purchases, yet yogurt consumption was found to be higher among females. Younger and married consumers, particularly businessmen and housewives, showed a strong preference for Bogura’s yogurt. Educated individuals, especially those concerned about health and weight, preferred sour yogurt for its nutritional benefits.
Key factors significantly influencing yogurt consumption included family size, age, income, gender, yogurt type, and occupation. The most influential statement was that yogurt is available in “various flavors,” while the least influential was its “social acceptability for any religion.” Although popular, many respondents considered Bogura’s yogurt overpriced due to its high demand, taste, and limited availability. Seasonal trends showed consumption doubled in summer compared to winter.
Probit regression revealed that increases in monthly income, family type, and yogurt type positively affected yogurt consumption. High sugar, high price, and unavailability were main reasons for disliking yogurt. The study concludes that improving availability, pricing, packaging, and reducing market control by intermediaries could boost demand, especially beyond Bogura, where famous shops like Asia and Akbaria dominate the market.
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