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CONSUMERS ATTITUDE AND PREFERENCES TOWARDS DAIRY PRODUCT: A STUDY OF MILMA MILK WITH 

SPECIAL REFERENCE TO NALLEPILLY PANCHAYATH 
 

DR. P. S. CHANDNI 

HEAD 

PG & RESEARCH DEPARTMENT OF COMMERCE 

SREE NARAYANA GURU COLLEGE 

K. G. CHAVADI 

 

SARANYA .S 

RESEARCH SCHOLAR 

PG & RESEARCH DEPARTMENT OF COMMERCE 

SREE NARAYANA GURU COLLEGE 

K. G. CHAVADI 

 

ABSTRACT 
Learning the behaviour of consumers remains imperative for marketers to device marketing strategies. Consumer perception and satisfaction is an undermined 
human psychology that marks a particular human behaviour. The study focuses on consumers Milma milk product Attitude and preference towards Milma milk 
products. The study definitely ensures development in the field of co operative diaries that ultimately results into rural development. 
 

KEYWORDS 
Consumer attitude, dairy products, Milma milk, Nallepilly Panchayath. 

 

MILK PRODUCTION IN INDIA 
ndia is the highest milk producer in the entire globe. India is well known as the 'Oyster' of the global dairy industry, with opportunities galore for the 

entrepreneurs globally India is the largest producer of milk producing more than 100 million tons of milk per annum. Yet, her per capita milk consumption is 

around 250 g per day. India has a population of more than 1 billion with diverse food habits, cultures, traditions and religions. Regional variations within the 

country can be mind boggling. On one hand, the country has plains with long tradition of milk production and consumption. India had tremendous milk production 

in 40 years and has become the world's largest milk-producing nation with a gross output of 84.6 million tons in 2001. The Indian Dairy Industry has achieved this 

strength of a producer-owned and professionally-managed cooperative system, despite the facts that a majority of dairy farmers are illiterate and run small, 

marginal operations and for many farmers, selling milk is their sole source of income. 

 

REVIEW OF LITERATURE 
CHRISTINE M. BRUHN (1992) studied on the topic “Consumer Attitudes and Market Potential for Dairy Products Utilizing Fat Substitutes”. He examined about the 

impact of diet on health has led consumers to reduce the consumption of foods perceived as being high in fat. This study quantifies consumer concern about 

dietary fat, identifies foods perceived as being high in fat, and explores attitudes toward, and interest in, purchasing dairy foods in which the fat has been reduced 

by a fat substitute.  

SOHAIL AYYAZ, HAMMAD BADAR AND ABDUL GHAFOOR (1993) their study examines the level and determinants of consumer perception of packed milk in 

Pakistan. In order to seek the objectives of the study, primary data were collected through intercept interviews of 120 consumers of packed milk from three major 

cities of Pakistan i.e. Lahore, Faisalabad and Multan. The results of the study indicate that consumers mostly perceive packed milk relatively better due to its 

various quality attributes. The estimated ordered logistic regression model reveal that younger, married and male consumers irrespective of education level have 

greater preferences for packed milk 

RICH PIROG (2004) studied on the topic “Consumer Perceptions of Pasture raised Beef and Dairy Products: AN INTERNET CONSUMER STUDY”. He study perceptions 

that Iowa consumers have regarding pasture-raised beef and dairy products, Gauge the level of awareness Iowa consumers have regarding a set of perceived 

benefits of pasture-raised beef and dairy products, and determine the level of interest that Iowa consumers have in receiving information about how and where 

their food products are raised.  

RAVINDER FRANK FULLER, JOHN BEGHIN AND SCOTT ROZELLE (2006) Their paper analyzes demographics, cultural factors, and purchasing behaviours influencing 

the consumption of fresh milk, yogurt, ice cream, and powdered milk in Beijing, Shanghai, and Guangzhou, China. Results from estimation of a double-hurdle 

model of consumption show that income and marketing channels are the key determinants of milk consumption levels; however, education, advertising, and 

convenience play a more important role in consumption of other dairy products.  

V. S. JONES & M. A. DRAKE (2015) they conducted study on the topic “Consumer perception of soy and dairy products A cross-cultural study”. The purpose of this 

research was to collect consumer views and opinions from New Zealand (NZ) and U.S. consumers about the health benefits and product claims associated with 

soy and dairy products and to determine if there were any cross-cultural differences.  

 

IMPORTANCE OF THE STUDY 
Based on the above reviews an attempt is made to undergo a study focusing on the consumer attitude and preferences towards Milma Diary products. The results 

and suggestions of this study will facilitate the manufacture to improve their product. This study useful to the manufactures to take decision and to identify the 

present consumer trends and problems. It helps to take appropriate decision for improving their performance. 

 

STATEMENT OF THE PROBLEM 
Learning the behaviour of consumers remains imperative for marketers to device marketing strategies. Consumers perception and satisfaction is an undermined 

human psychology that marks a particular human behaviour. In India, dairy industry is a rapidly flourishing industry in FMCG sector. India stands first in its share 

of dairy production in the international scenario. Contribution of Kerala dairy products to GDP of India is 80%. Milma’s share to kerala’s contribution is 45%. The 

role played by the Milma in catering to the needs of rural people and providing live hood are very much imperative. Study on consumer perception on Milma 

Brand will definitely ensure development in the field of cooperative diaries that ultimately results in to rural development. 

 

OBJECTIVES OF THE STUDY 
1. to know the consumers perception on dairy product 

I 
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2. To study the attitude of consumers towards Milma milk products. 

3. To study the preference of consumers towards Milma milk products. 

 

RESEARCH METHODOLOGY 
Nallepilly panchayath is selected as a sample area for the research in which a population of 13839 survives. It is comprised of 19 wards. Disproprotionate stratified 

random sampling method is applied. A pilot study was conducted with 50 respondents. Based on the data collected the irrelevant questions are removed and 

necessary changes are made to the interview schedule. Thus the sample size is finalised with 200 respondents. 

 

TOOLS FOR ANALYSIS 
In this research work the following tools are applied 

� Chi-square and 

� Correlation 

CHI-SQUARE 

In this research the chi- square test is used to find out whether there is any association of variables namely age, monthly income, educational qualification with 

purchase behavior opinion, volume of consumption and satisfaction of respondents. 

CORRELATION 

This tool is used to assess the correlation between age and monthly income and total consumption of milk by the respondents. So that it will be thriving relevant 

information related to the objectives framed.  

 

RESULS 
ATTITUDE OF CONSUMERS TOWARDS MILMA MILK PRODUCTS 

H0: There is no significant association between Opinion about Milma milk products and educational qualification 

 

TABLE NO. 1: OPINION ABOUT MILMA MILK PRODUCTS AND EDUCATIONAL QUALIFICATION 

Educational qualification Opinion about Milma milk  products 

Very Good Good Neutral Poor Very poor Total 

Uneducated 24 12 2 2 0 40 

School level 15 42 26 8 5 96 

Graduate 2 33 2 3 2 42 

Post graduate 3 8 6 3 0 20 

Others 0 1 0 0 1 2 

Total 44 96 36 16 8 200 

INTERPRETATION 

As the chi squqre value being 77.04 at 5% level of significance when degrees of freedom remains 16 is greater than the table value 27.587, The null hypothesis is 

rejected. 

H0: There is no significant association between Gender and practice of watching ingredients of Milma milk product 

 

TABLE NO.2: GENDER AND PRACTICE OF WATCHING INGREDIENTS OF MILMA MILK PRODUCT 

Gender Practice of watching ingredients of Milma milk product 

Yes No Total 

Male 86 30 116 

Female 26 58 84 

INTERPRETATION 

At 5% level of significance, the computed value of chi square is 37.647 at degree of freedom 1 is greater than the table value 3.841and hence the null hypothesis 

is rejected. 

PREFERENCE OF CONSUMERS TOWARDS MILMA MILK PRODUCTS 

As Milma milk is brand as the most popular item among all other Milma products the following hypothesis are framed and analysed. 

H0:  Monthly income of respondents does not have significant association with total consumption of milk in a day 

 

TABLE NO. 3: MONTHLY INCOME AND TOTAL CONSUMPTION OF MILK IN A DAY 

Total consumption of milk in a day Monthly income 

5000-10000 10001-20000 20001-30000 30001-40000 Above 40000 Total 

250ml-500ml 22 8 14 4 2 48 

500ml-1litre 89 29 2 0 1 122 

1litre-2litre 5 2 4 0 0 12 

Above 2 litre 4 9 1 4 0 18 

Total 120 48 21 8 3 200 

 

TABLE NO. 4: CORRELATION BETWEEN MONTHLY INCOME AND TOTAL CONSUMPTION OF MILK IN A DAY 

Monthly income Total consumption of milk in a day 

21 120 

55 48 

38 21 

2 8 

60 3 

200 200 

The correlation co-efficient, r value is 0.38 which shows that monthly income of the respondents is positively correlated with total volume of milk consumption 

per day. 

INFERENCE 

The null hypothesis is rejected. Hence it may be concluded that there exists significant association between monthly income and total consumption of milk in a 

day.  
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H0: There is no significant association between age and volume of consumption of milk 

 

TABLE NO. 5: AGE AND VOLUME OF CONSUMPTION OF MILK 

Age Volume of consumption of milk 

250ml-500ml 500ml-1litre 1litre-2litre Above 2 litre Total 

Below 20 years 29 18 2 9 58 

21-30 3 27 2 0 32 

31-40 11 26 1 0 38 

Above 41 5 51 7 9 72 

Total 48 122 12 18 200 

INTERPRETATION 

At 5% level of significance, when the degree of freedom is 9, the chi square value is 56.12 which is greater than the table value 16.919 

INFERENCE 

The null hypothesis is rejected.  

H0: There is no significant association between Gender and practice of watching manufacturing date of Milma milk product 

 

TABLE NO. 6: GENDER AND PRACTICE OF WATCHING MANUFACTURING DATE OF MILMA MILK PRODUCT 

Gender Practice of watching manufacturing date of Milma milk product 

Yes No Total 

Male 86 30 116 

Female 26 58 84 

INTERPRETATION 

As the computed value of chi square at 5% level of significance when the degree of freedom is 1is 37.647 which is greater than the table value 3.841. 

INFERENCE 

The null hypothesis is rejected.  

 

FINDINGS  
1. There exists significant association between opinion about Milma milk products and educational qualification. Though majority of the respondents have very 

good or good opinion on Milma milk products, the respondents educated at school level have very poor opinion on Milma milk products. 

2. There exists significant association between Gender and practice of watching ingredients of Milma milk product. Most of the women are not bothered about 

reading the ingredients of the Milma milk product. whereas men are more alert about reading the ingredients of the Milma milk product. 

3. It is inferred from table no.3 that the consumers’ preference towards for the quantity of milk consumption has positive correlation with income earned by 

the respondents. Majority among 120 respondents whose monthly income is Rs.5000-Rs.20000 consume half to one litre of milk per day. 

4. Age of the respondents is significantly associated with volume of consumption of milk. It is inferred that respondents categorised under below 20 years and 

above 41 years consume above two litres of milk in a day. We therefore can derive a conclusion that the age level of consumers is an important factor 

determining the volume of consumption of milk. Respondents at middle age group namely 21-40 years generally do not prefer consuming greater volume of 

milk consumption. 

5.  There exists significant association between gender of respondents and their practice of watching manufacturing date of Milma milk product. Most of the 

women are not much concentrated about watching the manufacturing date of Milma milk product whereas more men have an attitude to notice the 

manufacturing date of Milma milk product. 

 

SUGGESTIONS 
• Milma group has to take necessary efforts to attract consumers at age group towards their milk products. 

• It has to grab the attention of people at all educated groups initiating effective promotional campaign and impart positive attitudes among them towards 

their various products. 

• They can revise pricing strategy to capture market segmented for higher income group which will fruitfully improve their returns and profitability. 

 

CONCLUSION 
In the recent trend the consumption pattern of the consumer has been changing due to their vast exposure to global market. Nallepilly panchayath which already 

is an established market for Milma milk can also turn as into a successful market for other Milma products provided the company execute right programs towards 

it. 

 

LIMITATIONS OF THE STUDY 
• The research findings are confined to the Nallepilly panchayath and hence may not apply universally. 

• The analysis was based on the data collected with help of the designed questionnaire for interview schedule and this might have its own limitation 

 

SCOPE FOR FURTHER RESEARCH 
This study provides scope for further research on the advertisement effectiveness and distributors’ satisfaction and problems, brand loyalty etc, of Milma products. 
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ANNEXURE 
INTERVIEW SCHEDULE 

PART I: DEMOGRAPHIC VARIABLES 

1. Name 

2. Age 

a. Below 20 years �        b.21-30 �                       c. 31-40 �          d. above 41 � 

3. Gender 

a. Male �                         b. Female � 

4. Educational Qualification 

a. Uneducated  �                   b. School level �            c. Graduate  �          d. Post Graduate   �                e. Others �   

5. Occupation 

a. Home Maker �             b. Business\Agriculture  �     c. Employee  �         d. Professional �                 e. Others   � 

6. Monthly Income 

a. Rs.5000-10000 �        b. Rs .10001-20000 �       c. Rs .20001-30000   �       d. Rs .30001- 40000 �           e. above Rs. 40000 �  

TO STUDY THE PREFERENCE AND ATTITUDE 

7. Your opinion on Milma milk products? 

a. Very Good �           b. Good �          c. Neutral  �         d. Poor  �       e. very poor � 

8. Do you read ingredients of dairy products? 

a. Yes  �          b. No �  

9. Did you have the practice of watching manufacturing date? 

a. Yes �           b. No � 

10. What is the total consumption of milk in a day? 

a. 250ml-500ml �        b.500ml- 1 litre  �        c.1 litre-2 litre �          d. Above 2litre � 

11. How do you feel about the price of milk products? 

a. Very high �           b. High �          c. Normal �            d. Low  �          e. Very low � 

12. Your Monthly expenditure in Milma milk products? (in Rs.) 

a. 100-250  �          b. 250-500  �        c.500-750 �          d. 750-1000 �        e. Above 1000 � 

THANK YOU 
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