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Abstract

Growth in marketing of milk had brought a new avenue of considering milk as a “product with brand 
distinction”. Marketing of fluid milk is different when compared to other consumer goods. Unlike other 
products, it has limited shelf life even after processing. The milk market in India comprises of unorganized 
sector’s milk vendors selling unpasteurized milk without brand name and the organized sector consists of 
cooperative and private owned dairies selling branded pasteurized milk with variants namely toned milk, 
standardized milk and full cream milk. Comparing to all the market segments, the urban household segment 
provides a stable market with respect to demand for fluid milk. Even though majority of this segment is 
catered by milk vendors of unorganized sector, understanding the buyer behaviour of the urban household 
with respect to fluid milk purchase would provide a sound basis for all the marketing efforts of the organized 
dairies. Thus, the study is aimed to investigate pasteurized branded milk and unpasteurised fluid milk 
consumption and preferences among households. The stratified sampling method was followed to select a 
sample size of 300 households from Coimbatore district in Tamil Nadu. Primary data was collected through 
personal interviews with meal planners of the household by using interview schedule and data reliability 
was ensured. The logit fluid milk choice model revealed the significant variables influencing the preference 
for branded pasteurized milk of the households with members below 19 years of age, non-vegetarian food 
habit, reference group influence, fluid milk price and sources of milk purchase are the significant variables 
influencing the preference for unpasteurized milk such as marital status, education, household income, 
household consumption expenditure and expenditure on milk.

Keywords: Pasteurized Milk, Branded Milk, Milk Variants, Unpasteurized Milk and Consumer Choice

JEL Classification: M31

Paper Classification: Research Paper

Introduction
The ultimate objective of business is to create customers. Satisfaction of the consumer is 

the most important goal of business. Till now, the dairy business in India merely means milk 
production. To sustain and enhance dairy business, firms need to focus its efforts on marketing. 
The rules of marketing are so frequently changing as it has never been expected by the companies. 
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This shift in marketing can be attributed to factors like emergence of competitive marketing 
environment in the wake of process of deregulation, privatization, globalization and also the 
fast changing customers’ profile. These profiles were in terms of increase in their buying power, 
change in buying pattern and advancement in information technology which has shifted the 
power of marketer to customer by providing greater amount of information practically about 
anything which makes customer more active, cautious and informed (Kumara, 2010).  

  Milk Marketing 
 Growth of marketing of milk had also brought about a new avenue of considering milk as a 

“product with brand distinction”. Milk is the most essential food to humans and contains calcium, 
proteins, vitamin A and vitamin D (De, 1988). Marketing of fluid milk is different when compared to 
other consumer goods due to a number of reasons namely, product  characteristics, variants, usage 
patterns, consumer perception and behaviour, distribution practices and retailers profile. Fluid milk, 
a primary commodity is highly perishable and also has a limited shelf life even after processing. 
In terms of usage, milk is an item of daily consumption and perceived to be essential involving 
routinized response behaviour with low involvement and risk. The understanding of consumer 
behaviour is sine-qua-non for any marketing programme. 

In the words of Madan, Mittal and Verma (2010), consumer is different from buyer. Consumer 
refers to ultimate consumers who purchase products for personal or household use, not for business 
purpose. In case of goods meant for ultimate consumption, the prospective consumer and the person 
making purchase are often two different people. In the present study, the term “buyer” refers to 
household fluid milk buyer as well as user.

India is one of the largest producers of milk in the world with total production of about140 
million tonnes in 2013-14 (NDDB, 2014). The dairy development in India has been acknowledged 
all over the world as one of the country’s most successful developmental programs based on the 
principles of co-operation (Sharma & Sharma, 2002). The milk market in India is still predominantly 
unorganized. Of the total milk produced in India, only about 20 percent is channelized through 
organized sector and the marketable surplus constitutes 60 per cent. To reap the benefits for the 
efforts indulged in dairy development, the focus has to be shifted on marketing efforts for which 
understanding of consumer behaviour forms the basis. 

Of all the market segments, the urban household segment provides a stable market with respect 
to demand for fluid milk. In several marketing situations, it is the family or household and not the 
individual that should be considered as a unit of consumption while developing the marketing plan 
particularly when goods are of common usage. The knowledge of family or household influence is 
often very important for developing appropriate marketing strategies (Paul & Jerry, 1989). 

The profile of retailers is largely composed of roadside vendors, owned milk booths (let on lease) 
and a small portion of mainstream grocery retailers. The dominant presence of unorganized sector 
milk vendors in the fluid milk market who handle comparatively small quantity of unpasteurized 
raw milk are the biggest challenge to the organized sector co-operative and private dairies who 
market branded pasteurized milk (Rathore, 2002). Liberalization of trade paved way for the birth 
of numerous private sector regional milk brands. The co-operative sector dairies, to pool brand 
equity among their member federations and to initiate joint marketing, has adopted the famous 
operation flood logo – mnemonic symbol, though they have established regional brand names. In 
this transition stage of dairy development, the firms marketing fluid milk need to focus on market 
segmentation so that they could identify the profile of distinct buyer groups who may require 
variants in milk. 
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Literature Review
The important determinants of dairy product choice among consumers were promotion, 

price, availability of product, attractive packaging and product quality (Chimboza & Mutandwa, 
2007). Trends in demand and milk consumption by type of packaging (glass, plastic, container and 
carton) and type of end products (sterilized, pasteurized and ultra-heat treated (UHT)) showed 
that Belgium’s consumers were clearly inadequately informed about the product and hence 
regarded its purchase as routine rather than involving a choice (Ackermann & Callier, 2008). 
The co-operative sector brand of milk, Aavin was preferred for its purity, quality and price but 
the advertisement campaign, non-availability in retail outlets were the points of dissatisfaction 
when compared to the private sector milk brands like Arokya and Sakthi (Thiagarajan, 2009). 
Households with educated head consumed packed milk. As the household size increased, the 
household tended to consume unpacked fluid milk instead of packed fluid milk (Yayar, 2012). 
Most of the customers purchase milk which is available easily and don‘t think about the brand or 
quality of the product. In many cases, the retailers are also influencing consumer while purchasing 
milk (Poranki, 2015). According to Mila and Raha (2012), the monthly income of the family, milk 
price, taste, fat content, nutritional value and attitudes towards processed milk of the consumers 
were significantly related with their preferences of processed milk. The customers are more 
attracted by Nandini brand of products for providing quality milk products and recommended to 
others (Aluregowda, 2013). From consumer’s point of view, advertisement, reasonable price, taste, 
brand name and packaging have prominent implication on marketing of pasteurized packaged 
milk (Kumar & Sumathy, 2011). Majority of consumers are using the same brand for reason of easy 
availability. A particular brand of milk was also preferred by consumers for its taste, package and 
price (Sivasankaran & Sivanesan, 2013). According to Geeta (2015) among various factors, brand 
loyalty of respondents is most influenced by easy availability, quality of the packed milk and 
health related standard. 

The seasonal variations were observed in the consumption pattern of weaker section of 
households namely, landless laborers marginal farmers and small farmers. Expenditure elasticity 
in different seasons were in the order of greater to lower in summer, rainy and winter for ghee 
and  summer, winter and rainy for milk and milk products (Sharma & Ram, 2013). The quality 
of milk was the major factor considered in selecting a particular brand followed by taste and 
brand name of that pasteurized milk. Younger and middle aged group preferred pasteurized 
milk than the age group of above 55 years. Education of the respondents had greater influence in 
preferring pasteurized milk than the illiterates who never used pasteurized milk (Paramashivaiah 
& Kulkarni, 2003). 

The studies reviewed mainly concentrated on consumption pattern of milk and milk products 
by the households both in urban and rural communities. The studies abroad on milk purchase 
behaviour emphasized income, awareness of milk types, consumer preference and perceptions. 
Further it also indicates the prominent existence of unorganized sector milk market. The studies 
on brand preference for milk revealed that consumers are unsatisfied due to non- availability of 
particular milk type in retail stores. Thus a study on consumers’ choice of fluid milk in organized 
and unorganized sector milk market is highly beneficial.

Statement of the Problem
On the demand side, consumer awareness and their knowledge on rationale of processing of 

milk and milk variants with different fat levels are essential for right purchase and usage. In this 
transition stage of dairy development, the firms marketing fluid milk need to focus on market 
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segmentation so that they could identify the profile of distinct buyer groups who may require 
variants in milk. The mass markets are to be de-massified. Firms can also understand the product-
wise buying behaviour of their consumers in the fast changing socio-economic environment and 
plan their production and marketing programmes accordingly. In consumable markets like fluid 
milk market consumers show little preference for any brand or even any milk type. Consumers 
easily shift between milk types for the reason of price and availability and unfamiliar with the 
ingredients that makeup milk. The advantage of segmentation in a competitive and mature market 
is also seen in milk marketing and it is important for the firms to assess its committed customer base.

Objectives of the Study
The objectives of the study are:

1. To analyze the fluid milk consumption by the sample households;  and

2. To identify the determinants of choice of milk type purchased by the households.

Research Methodology
The methodology adopted in this research includes the following aspects:

Type of Study
The study is empirical in nature.

Location of the Study 
Coimbatore district was selected as the location of the study owing to the reason that the 

district has fairly rich cattle wealth and ranks third among the highest annual milk producing 
districts in the state of Tamil Nadu, India. 

Sample 
The Stratified sampling method was followed to arrive at a sample size of 300 households. 

According to this plan, total number of households in each of the nine wards was obtained from 
urban administration authority. Only milk buying households were included for the study. The 
sample households from the list were selected at random using Tippet’s table of random numbers. 
During the initial visit, non-milk buying households were identified and alternate households 
were included.  

Method of Data Collection
Primary data was collected through personal interviews with meal planners of the household 

during the month of May-June, 2014. The secondary data was collected from various journals, 
books, magazines, newspapers, Government publications and reports. 

Instrument for Data Collection 
Interview schedule was used for collecting primary data. Three interview schedules meant 

for the households buying exclusively branded milk, unbranded milk and both branded and 
unbranded milk were administered according to the category the households belong to.
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Data Reliability
The reliability test applied on the data collected using interview schedules meant for 

households buying branded milk, resulted with a Cronbach Alpha co-efficient of 0.8526. 

Statistical Tools Used 
The primary data thus collected was analyzed statistically using descriptive statistics, chi-

square test, analysis of variance and logit regression model.

Logit Regression Model. Logit regression model was used for analysis of households’ choice of 
fluid milk namely branded pasteurized milk and unpasteurized unpacked milk. The logit model 
has been used in earlier studies to determine consumer behaviour when exposed to variety of 
goods (Pulina, 2010; Chirstopher, Glynn & Nicole, 2011; Moser & Raffaelli, 2012; and Caputo & 
Nayga, 2012). In this model, predicted value for the dependent variable will never be less than or 
equal to zero or greater than or equal to one, regardless of the value of independent variables. This 
is obtained by applying the following regression equation.

Y = exp (b0 + b1* x1+ ….bn*xn) /{1+exp(b0 + b1* x1+ ….bn*xn)}

If binary dependent variable y interims of underlying continuous probability P, ranging from 
0 to 1, then transformation of that probability P as 

P’ = loge {p/(1-p)}

Thus, the logit model could be obtained as

Dummy Variable. In functional analysis, some of the influencing variables are qualitative in 
nature. These qualitative variables are dummy variables assigned with the values 1 and 0 for the 
presence or absence of these variables respectively.

Maximum Likelihood Method. This method is used to minimize the loss function in the 
estimation. The likelihood is the geometric sum of probabilities for each individual observation (i) 
to occur, given the respective model and parameters for x values.

The loss function for logit model is computed as the sum of the natural log of the logit L1

Where Yi is observed value of for case i

Pi is the expected probability between 0 and 1

The chi-square test was applied to ensure the P are statistically significant.

The probability model estimated to understand the determinants of branded and unbranded 
milk purchased by the households was in the form 
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Variables identified 
Based on the reviews of past studies (Yayar, 2012; Raja, Kannan & Selvam, 2011; Adamczyk, 

2005) the following variables were identified.

Dependent variable. Choice of pasteurized branded or unpasteurized unbranded milk.

Independent variables. Sixteen selected variables used in the model to determine the choice 
of fluid milk type by the households were the independent variables of this study. These were 
age of the meal planner, gender, marital status, education of respondent and spouse, food type, 
monthly income of the family, household consumption expenditure, household expenditure on 
milk, household age composition- with members up to 10 years, 11-18 years, 18 - 65years and 
above 65 years, reference group influence, exposure to milk advertisement, price of fluid milk, and 
sources of milk purchase.  Measurement of these independent variables is given below:

Age of the meal planner. Age of the meal planner measured in terms of actual years at the 
time of interview. A score of one was assigned for each years of his or her age.

Gender of the meal planner. Dummy variable of one, if female; zero, if male.

Marital status of the meal planner. Dummy variable of one, if married; zero, otherwise. 

Combined education of respondent and spouse. Dummy variable of one, if education 
attainment is graduation and above, zero, otherwise.

Food type.  Food habit of the members of the household either vegetarian or non-vegetarian-
dummy variable one if vegetarian food habit; zero, otherwise.

Household income. Total monthly earnings of all the family members gains importance in 
buying decisions. A score of one assigned for each Rs.1000.

Household consumption expenditure. The expenditure incurred by the household on the 
consumption of food, clothing and miscellaneous goods and services. A score of one assigned for 
each Rs.1000.

Household expenditure on milk. The expenditure incurred by the household per month on 
milk purchase. A score of one assigned for each Rs.100.

Household age composition. Household age composition refers to the age of the members 
of household and to the group to which they belong to any of the four categories namely child, 
adolescence, adult and elders; (i) Households with persons upto 10 years; (ii) Households with 
persons 11 – 18 years; (iii) Households with persons 18 – 65 years; and (iv) Households with 
person above 65 years 

Reference group influence. Dummy variable of one, if yes; zero, otherwise.

Exposure to Advertisement of fluid milk.  Dummy variable of one, if yes; zero, otherwise. 

Price of fluid milk. Actual price paid for purchase of fluid milk.

Sources of milk purchase. Door step delivery or buying from stores.
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Results and Discussion
The results of data analysis are discussed under the following headings.

Profile of the Respondents
The Table 1 presents the socio-economic profile of the sample respondents. Of the total 

respondents 2.47 per cent were males and 97.53 per cent were females who dominated in their 
role as meal planners of the household. Of the total respondents, 42.22 per cent were buying 
unbranded milk, 40.48 per cent were buying branded milk and the remaining 17.26 per cent were 
buying both branded and unbranded milk. 

Table 1: Socio-economic status of the respondents and milk purchased

Variables
Branded milk

( % of 
respondents)

Unbranded milk
( % of respondents)

Branded and 
unbranded 

milk
( % of 

respondents)

Total 
respondents

(in %)

Milk Purchased 40.48 42.22 17.30 100

Age(in years) Below 33 21.43 15.73 32.65 21.74

33-50 61.76 46.06 58.16 52.21

Above 50 16.81 38.21 9.19 26.05

Marital status Married 99.00 99.63 100 99.50

Unmarried 1.00 0.37 - 0.50

Education of the 
Respondents

Primary 33.61 33.71 41.63 32.34

Higher Secondary 44.54 40.45 33.67 42.96

Graduate 14.29 16.10 18.37 14.75

Post Graduate 7.56 9.74 6.33 9.95

Education of the 
spouse

Primary 17.65 27.72 12.24 21.22

Higher Secondary 36.55 26.59 47.96 34.00

Graduate 34.88 34.83 21.43 32.67

Post Graduate 10.92 10.86 18.37 12.11

Occupation of the 
Respondents

Profession 2.00 5.24 1.02 3.32

Employment 11.19 9.36 12.24 10.95

Casual work 7.98 1.75 4.08 52.31

Business 5.72 4.12 2.02 4.64

Agriculture 0.53 2.00 1.05 0.33

Homemaker 72.58 77.53 79.59 75.1

Monthly household 
income(inRs.)

Upto 5000 31.10 16.10 14.07 20.55

5000-10000 32.35 42.32 44.90 39.82

Above 10000 36.55 41.58 44.84 39.63

Monthly 
consumption 
expenditure(in Rs.)

Upto 2000 42.00 34.08 20.41 34.83

2000-5000 50.00 56.93 65.31 55.55

Above 5000 8.00 8.99 14.28 9.62
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Age structure of the respondents who were the meal planners of the household assumes 
importance since it had bearing on their decision to purchase and use the fluid milk. In all, 52.21 
per cent of the respondents belong age group of 33 – 50 years, 21.74 per cent were below 33 years 
and 26.05 per cent were 50 years and above. The respondents in the age group of 33 – 50 years 
had purchased all the three categories of milk. All the respondents purchasing milk were married 
except 0.50 per cent. Majority of the respondents (90 per cent) follow Hindu religion and the 
remaining (10 per cent) follow religion other than Hinduism. 

Education is a crucial input for development as it enables a person to understand his 
surroundings and environment in particular and to acquire information for promotion of his 
or her interest. Education is considered as an important explanatory variable in milk purchase 
as it involves an understanding of nutritional knowledge and dietary fat intake. Of the total 
respondents, 42.96 per cent had educational attainment upto higher secondary level and 32.34 per 
cent with primary level and 14.75 per cent were graduates and 9.95 per cent were post graduates. 
The spouses of the respondents whose educational attainment consisted of 34 per cent upto 
higher secondary level, 32.67 per cent graduates, 21.22 per cent primary education and 12.11 per 
cent were post graduates. In all milk purchase categories, three-fourth of the respondents had 
education up to school level and the remaining were graduates and post graduates. 

Occupation-wise classification of the respondents showed that three-fourths of the 
respondents were housewives and one fourth were either in employment, casual work, engaged 
in business, profession or in agriculture and others. Of the respondents who bought branded milk, 
72.58 per cent were housewives, 11.19 per cent were in employment, 7.98 per cent in casual work 
and 5.72 per cent were in business and about two per cent professionals and less than a percentage 
in agriculture. Among the respondents buying unbranded milk, 77.53 per cent were housewives, 
9.36 per cent were in employment, 5.24 per cent were in profession, 4.12 per cent in business, 
3.37 per cent in casual work and less than a percentage in agriculture. Of the respondents who 
bought both branded and unbranded milk, 79.59 per cent were housewives, 12.24 per cent were 
in employment, 4.08 per cent in casual work and in profession, business were of about one per 
cent each and two per cent were in other occupations. The occupation breakup of the spouses 
showed that one-third engaged in business who formed majority in both branded and unbranded 
milk purchase category, another one-third were in employment who constituted major percentage 
in branded milk purchase and both branded and unbranded milk purchase category and the 
remaining one-third included profession, agriculture, casual work and others. 

Rundle and Bennet (2001) reported, that income elasticity of demand emerged as an important 
finding in their study relating to purchase of fluid milk. Household income gains importance in 
household decision regarding monthly consumption expenditure and expenditure on milk. Of 
the total households, 20.55 per cent were having monthly household income up to  5,000, 39.82 
per cent have monthly household income of  5,000- 10,000, 39.63 per cent of the households 
have monthly income of  10,000 and above. The household allocation of monthly consumption 
expenditure was up to  2,000 by 34.83 per cent of the households and they bought branded milk 
in maximum, whereas other income groups bought all the three categories of milk. The monthly 
consumption expenditure of  2,000 – 5,000 were incurred by 55.55 per cent of the households and 
above  5,000 by 9.62 per cent of the households. The 2001-2002, 57th Round of National Sample 
Survey data revealed that “for urban areas milk is the most important live-stock product from 
the lowest income level onwards. At all subsequent income levels, milk clearly dominates. 
At the mean level, it is over four times more important than any other livestock product. Thus, 
milk dominates the consumption of livestock products across the income levels. Its importance 
in consumption expenditure grows as income increases. It was observed that with the increased 
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average household income, consumption expenditure and expenditure on milk, the respondents 
purchased two categories of fluid milk. The mean expenditure on fluid milk was found to be 
equal, in case of the households buying either branded milk or unbranded milk.

Consumption of Fluid Milk by the Sample Households 
According to Prof. Ropeman of Harvard Medical School, “Milk is an item of food which 

represents the complete diet” (Prasad, 2005). Milk is always an ideal food for all age group 
of people. Milk is not only a source of good quality protein, but also of calcium and riboflavin 
besides some other nutrients. The buffalo milk contains a higher content of fat expressed on 
moisture free basis when compared to cow milk.

Milk is an integral part of Indian foods for both vegetarians and non-vegetarians. An adult 
diet should have at least 150 ml of milk a day whereas the children, pregnant and lactating 
women should consume at least 250 ml milk a day. Although milk production in the country 
increased in the past decade or so, per capita availability still remains at 140 ml a day. The average 
consumption of milk among urban middle class is around 250 ml per consumption unit. Vigorous 
efforts must be made to further increase milk availability in the country at least to meet the 
nutrition goals (Gopalan, Sastri & Balasubramanian, 2009). 

The present study also aims to understand the market potential in terms of quantity of fluid 
milk purchased per day per household in the urban household segment rather than the quantity 
of fluid milk consumed by each consumption unit at the household level. Table 2 describes the 
fluid milk consumption by the sample households in terms of quantity of fluid milk purchased by 
categories and milk types.

Table 2: Fluid Milk Consumption by  the  Sample Households

Categories in milk purchase Number of consuming 
households

Mean Standard 
deviation

Co-efficient of variance 
(in percentage) 

Pasteurized Milk

Toned milk   43 1.2500 0.8437 67.50

Standardised milk  72 1.2010 1.0028 83.50

Full cream milk    3 1.9722 1.3604 69.00

Overall milk consumption 118 1.2479 0.9703 77.75

Unpasteurized Milk

Cow milk 122 1.3207 0.6608 50.03

Buffalo milk    5 1.7300 0.8967 51.83

Cow and buffalo milk    7 1.2692 0.6411 50.52

Overall milk consumption 134 1.3335 0.6715 50.36

Both Pasteurized Milk and Unpasteurized Milk

Toned milk 10 1.9891 1.0348 52.02

Standardised milk 19 1.4526 0.5784 39.82

Full cream milk 2 1.3750 0.6124 44.54

Cow milk 16 1.4609 0.4573 33.83

Buffalo milk 1 0.2500 - -

Overall milk consumption 48 1.5663 0.7440 47.50

(Continued...)
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Toned milk 53 1.2784 0.8053 63.00

Standardised milk 91 1.1582 0.6109 52.75

Full cream milk 5 1.8462 1.2142 65.77

Cow milk 138 1.3342 0.6567 49.22

Buffalo milk 13 1.5306 0.7788 50.88

Overall milk consumption 300 1.2881 0.7002 54.36

The fluid milk purchased for at home consumption was analyzed by grouping the milk 
consuming households into households buying only branded milk (39.33 per cent), only 
unbranded milk (44.67 per cent) and both branded and unbranded milk (16 per cent). The 
differentiation has been made between five milk types namely toned milk, standardized milk and 
full cream milk under branded milk category and the cow milk and buffalo milk under unbranded 
milk category. 

The households which purchased branded milk, had purchased any one type of milk, with 61 
per cent of the household purchased standardized milk with a mean purchase of 1.201 litres per 
day, 36.44 per cent purchased toned milk with mean purchase of 1.250 litres per day and about 
three per cent purchased full cream milk with mean purchase of 1.972 litres per day. The mean 
monthly purchase by household was 37.436 litres and mean monthly expenditure on milk was  
465.15. The households which bought any one type of branded milk had the household size of 4.05 
members consisted of mean number of children of 0.4328, adolescents 0.4790, adults 3.0294 and 
elders 0.1176 with the mean purchase of 1.2479 litres per day. 

Among the households that purchased unbranded milk, one milk type namely cow milk was 
purchased by maximum of 91.04 per cent of the households with mean purchase of 1.321 litres 
per day and 3.74 per cent of the households purchased buffalo milk with mean purchase of 1.730 
litres per day. The two types of milk, cow and buffalo milk, were purchased by 4.87 per cent of 
the households with the mean purchase of 1.269 litres per day. The average monthly purchase per 
household was 40.007 litres and average monthly expenditure was  464.49. Mean household size 
of the households consuming unbranded milk was 4.03 members with mean number of children 
of 0.2884, adolescents 0.4644, adults 3.1648 and elders 0.1124 with the average milk purchase of 
1.3335 litres per day. 

The households which purchased both branded and unbranded milk had purchased two 
types of milk, that is, a milk type from each category. The average fluid milk consumption per 
day by these households worked out to be 1.989 litres of toned milk, 1.453 litres of standardised 
milk, 1.375 litres of full cream milk, 1.461 litres of cow milk, 0.250 litres of buffalo milk. The 
overall monthly average, fluid milk consumption of these households was 46.989 litres with 
mean expenditure of  600.41. Mean household size for the households consuming both branded 
as well as unbranded milk categories was 4.15 members with mean number of children of 0.6633, 
adolescents 0.4490, adults 2.9694, elders 0.0714 with average milk purchase of 1.566 litres per day. 
By and large the households with more number of children had bought two type of milk – one 
within the pasteurized milk types and the other one was the raw milk. In contrast to these findings 
Gould (1996) concluded in his study that households with more number of children bought only 
one milk variety of pasteurized milk. With small household size, it was observed that average 
fluid milk purchase by households buying unbranded milk was more (1.333 litres per day) than 
the households buying branded milk (1.247 litres per day). The households buying both branded 
and unbranded milk had purchased still larger quantities of milk (1.566 litres per day) than the 
households buying any one category of milk. 
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The standard deviation worked out for each category and each type of fluid milk purchase 
indicated that a small variation exists with respect to quantity of milk purchased by the 
households. The average quantity of milk purchased per day by the households was around the 
mean value of overall consumption of fluid milk by all the sample households. The co-efficient 
of variance calculated for each type of milk and also the milk purchase categories resulted in 
higher percentages. The higher percentages of co-efficient of variance are due to the variations in 
the mean values of each milk type. It further indicates that there was a vast range of difference 
between the minimum and maximum quantity of milk purchased by these households. 

The overall fluid milk consumption by all the households resulted with mean fluid milk 
purchase of 1.2881 litres per day meant to be shared among the household size of 4.06 members. 
The per capita availability of fluid milk per day per member worked out to be 0.317 litres which 
was higher than all India average of 223 grams a day and the world average of 283 grams a day. 
But larger percentages of co-efficient of variation indicated a wide range between minimum and 
maximum quantity in the fluid milk purchased by the households and was also reflected in the 
mean values of each milk type purchased. Thus, there exists greater scope to manufacturers and 
marketers to increase the quantity of fluid milk purchased by the households in terms of milk 
types. In branded milk category, the standardized milk purchase showed a higher percentage of 
co-efficient of variance (83.50 per cent) compared to full cream milk (69.00 per cent) and toned 
milk (67.50 per cent). The co-efficient of variance for branded milk category was 77.75 per cent 
whereas it was 50.36 per cent of variance in unbranded milk category. In case of households 
buying both branded and unbranded milk, toned milk and full cream milk showed much 
variation than the standardized milk and cow milk. Comparatively, lesser variations in the 
unbranded milk purchase category implied that households which bought unbranded milk, 
purchased the quantity required without considering the importance of pasteurization of milk 
and difference in fat contents of branded milk types. The greater variations in quantity purchased 
among branded milk types led to the inference that the organized sector dairies marketing toned 
milk, standardized milk and full cream milk have greater scope for improving the quantity of fluid 
milk marketed under each type by designing suitable marketing strategies.

Logit Analysis of Household Choice between Branded and Unbranded Milk 
The probability model estimated to understand the determinants of branded and unbranded 

milk purchased by the households was of the form 

Y = a0 + a1 X1 +... + a16 X16 + U 

Where Y = is a dependent binary dummy variable taking the value one if branded milk, zero 
otherwise. 

X1 = Age of the meal planner (current age in years) 

X2 = Gender dummy one, if female; zero, if male

 X3 = Marital status dummy one, if married; zero otherwise. 

X4 = Combined education of respondent and spouse 

X5 = Food type dummy one, if vegetarian food habit; zero otherwise

X6 = Household income (actual income) 

X7 = Household consumption expenditure (actual expenditure) 
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X8 = Household expenditure on milk (actual expenditure) 

X9 =   Households with persons up to 10 years 

X10 = Households with persons 11 – 18 years 

X11 = Households with persons 18 – 65 years 

X12 = Households with person above 65 years 

X13 = Reference group influence 

X14 = Advertisement dummy one; zero otherwise 

X15 = Price of fluid milk (actual price) 

X16 = Sources of milk purchase 

U = Error term

The personal and family characteristics of the respondents namely age, gender, marital 
status, combined education of the respondent and spouse, food type, household age composition, 
household income, household consumption expenditure and expenditure on milk were expected 
to have a positive effect on the probability of buying branded milk. The reference group influence, 
advertisement, fluid milk price and sources of milk purchase were expected to increase their 
probability of buying branded milk. Against these apriori expectations, maximum likelihood 
estimates of the logit model are reported in Table 3.

Table 3: Logit Estimate of Household Choice of Fluid Milk

Independent variables Coefficients Standard error 
t-statistic 

Age 0.0034 0.1239 0.026

Gender 0.7592 0.7330 1.174

Marital status -1.4912 1.5699 -0.956

Combined education .0924 0.2404 0.384

Food type -0.7548 0.2207 -3.420***

Household income 0.000283 0.000319 0.8867

Household consumption expenditure 0.000624 0.001430 0.436

Household expenditure on milk -0.005703 0.008348 -0.683

Household age composition

Persons upto 10 years -46.6423 89.1727 -0.523

Persons 11 – 18 years 110.2717 56.8698 1.916*

Persons 18 – 65 years -0.01023 0.01690 -0.605

Persons above 65 years -0.08689 0.07010 -1.239

Reference group -0.1498 0.0628 -2.363**

Advertisement 0.0139 0.5256 0.026

(Continued...)
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Fluid milk price 0.6777 0.0650 10.403***

Sources of milk purchase 0.9675 0.1524 6.326***

Sample size 300

Log likelihood 158.4568

Chi-square 217.0070***

*** Significant at one per cent level ** Significant at five per cent level * Significant at 10 per cent level.

The estimated co-efficient indicated the effect of the explanatory variables on the likelihood 
of choosing branded fluid milk (pasteurized milk) over unbranded milk (raw milk). The model 
showed that out of sixteen variables, five variables were significant. 

Though the co-efficient of the variable food type emerged highly significant, it resulted with 
an inconsistent negative sign. The apriori expectation for the co-efficient would turn out positive, 
implying the probability of buying branded milk was higher among vegetarian food habited 
households when compared with non-vegetarian food habited households. The vegetarian 
food habit was assigned the values of one whereas the non-vegetarian food habit was assigned 
the value of zero. The households with persons up to 10 years of age revealed higher values of 
negative sign co-efficient which indicates the preference for unbranded milk indicating statistically 
insignificant likelihood of choosing branded milk. The households with persons of 11-18 years 
resulted with higher values of co-efficient showing probability of purchase of branded milk and 
statistically significant 10 per cent level, indicating probability of choosing branded milk. All the 
households with persons older than 18 years predispose the households in choosing unbranded 
milk over branded milk. 

There was a significant influence of reference group on branded milk purchase, implying 
that the reference group will increase the probability of purchase of unbranded milk as against 
branded milk by the households. The co-efficient of the fluid milk price had positively influenced 
the probability of purchase of branded milk and shown statistically significant positive co-
efficient in the estimation. Thus, the likelihood of influencing household choice between branded 
and unbranded milk was highly significant with respect to the variable fluid milk price. The co-
efficient of sources of milk purchase had a non-linear relationship with the probability of branded 
milk purchase. It is a positive expected magnitude in the estimation, implying that the households 
prefer to choose branded milk over unbranded milk.

The personal variables such as age, gender, marital status, education, household income, 
household consumption expenditure and expenditure on milk except food type, were found 
to be insignificant, implying preference towards unbranded milk. But the variables age, gender, 
education and household consumption expenditure revealed preference over branded milk. The 
variables marital status and food type revealed preference over unbranded milk. The economic 
variables revealed the preference of the households over branded milk. 

In contrary to the expectation, the variable ‘advertisement’ resulted as, not a significant 
variable among the variables influencing the purchase of branded milk. The findings of Tharen, 
Hahn and Wu (1991) are contrary to the findings of this study which shows that an advertising 
campaign aimed at changing the consumer attitudes toward milk taste and would be most 
effective in increasing consumer frequency of milk consumption. 

The logit fluid milk choice model suggests that the household preference for branded milk 
is conditioned  by the socio-economic and demographic variables such as households with 
members below 19 years of age, non-vegetarian food habit, reference group influence, fluid milk 
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price and sources of milk purchase. The study remarked that the most dominant aspiration for 
the respondents, covered under the study in low fat milk purchase were the socio-economic and 
demographic variables. It also consisted of highly significant variables like provincial location of 
the households, in urban areas, price of low fat milk, and number of persons above four years 
in the household. The welfare assistance received, education, income of the respondents and the 
variable ‘advertisement’ emerged as insignificant variables.

 In this analysis, determinants of household choice of fluid milk indicate the existence of non-
linear relationship among the five highly significant coefficients in the purchase of branded milk.

Managerial Implications
Product mix expansion with innovative milk types like additional nutrition for school going 

children, adolescence, pregnant mothers, the aged and the infants, could be concentrated and 
low fat milk for calorie conscious needs to be developed. Unorganized sector’s milk trade need 
to be regulated and all milk processors and suppliers should be brought under the ambit of Chief 
Quality Control Officer of the State. Packing should come in varied quantities to suit buyers’ 
requirements. Information should be disseminated to the consumers about the rationale behind 
milk processing, milk varieties, reading and understanding the label. Organisations should ensure 
uninterrupted availability of branded milk in the retail stores, as out of stock situation would 
induce brand switching

Conclusion
Product mix expansion with innovative milk types like nutrient enriched milk, low or no fat 

milk and consumer education activities are inevitable. Socioeconomic profile of the customers 
influence decision on the milk type purchased. The household preference for branded milk 
was influenced by age, gender and education attainment of the respondents and household 
consumption expenditure whereas marital status and food habits influenced preference towards 
unbranded milk. Thus, the dairies marketing pasteurized branded milk need to segment the 
market based on the above variables for each variant in milk. The unorganized sector channels in 
milk market should be brought under formal channel in order to achieve competitive advantage.

Limitations of the Study
The study focused only on the decision to purchase fluid milk as against the consumption 

decision of each individual in the household.  

Scope for Future Research
A household study of similar nature could be attempted at semi-urban and rural areas to 

understand the acceptability of pasteurized branded milk. Perception analysis on innovative 
milk varieties among consumers should be conducted. A study on changing role of regulatory 
authorities in ensuring quality of milk marketed and public policy interventions in promoting 
consumer welfare can also be undertaken.
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