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Abstract: 

 

Purpose: The aim of this study was to try to define the basics and various factors that 

determine the purchasing behavior of consumers on the modern milk and milk products 

market. 

Design/Methodology/Approach: The study used the results of the author's empirical 

research in which 464 respondents were selected for the study in a purposeful manner. The 

main selection criterion was the respondents' declaration of regular purchase and 

consumption of dairy products in households. The research tool was a standardized 

questionnaire, which consisted of closed questions, both single and multiple choice, and it 

was fully anonymous. The obtained results allowed to draw conclusions and compare them 

with the general market trends taking place in the analyzed sector as well as with the results 

of research published by other authors dealing with related issues. 

Findings: The obtained results show that most of the purchasing decisions of dairy 

consumers are routine decisions. The main reason for consuming dairy products is the fact 

that they are suitable for direct consumption without their prior preparation, as well as the 

fact that the respondents have long become accustomed to the dairy diet in their households. 

In the hierarchy of factors determining the purchase of dairy products, the most important 

were sensory and functional impressions and the use-by date, but also various marketing 

stimuli are an important element. 

Practical Implications: The article contains information as well as guidelines for producers 

of dairy products, both for production and marketing. Thanks to the conducted research, the 

main directions of changes in the interests of buyers following contemporary consumer 

trends on the global market, which will become increasingly important in the future, have 

been shown. 

Originality / Value: The study contains significant findings regarding the variables affecting 

the direction of future consumption of dairy products on the market. 
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1. Introduction 

 

The dairy market is one of the most dynamically developing markets for food 

products, and milk and dairy products are widely consumed by consumers 

(Bórawski et al., 2021). They are valued not only for their taste, but also for their 

special nutritional and prophylactic properties.  

 

Despite the huge variety of dairy products, as well as milk processing companies, 

there are still opportunities for further development of this segment on the domestic 

market (Ioanid, 2020). In such a situation, it becomes extremely important for 

entrepreneurs to get to know the consumer, his needs, preferences and criteria that 

guide him when choosing specific products, since the purchase of dairy products can 

be influenced by various factors, including: economic, psychological, social factors, 

etc. In order to function and be successful on the market, a company should look at 

its products through the eyes of buyers. It is also necessary to constantly evaluate 

and analyze the offer of enterprises and continuously improve it. Nowadays, a 

manufacturer, in order to be able to compete effectively on the market, is forced to 

encourage consumers to buy through various forms of promotion. Moreover, the 

market situation forces producers to diversify their product offer more and more, and 

to introduce various innovations to the market, both of a product and marketing 

nature (Meimankolova, 2018). One of the main directions of market changes, 

including changes in the commercial strategies of enterprises, is the modernization 

of existing distribution channels, as well as the launch of new ones with the use of 

modern sales techniques. 

 

Although the conditions influencing consumer behavior on the dairy products 

market have been the subject of many studies, the factors influencing purchasing 

decisions are constantly changing. Therefore, research on this problem should be 

repeated and updated on an ongoing basis, so that enterprises can adapt their offer as 

accurately as possible to the current purchasing preferences. 

 

2. Research Objectives and Methodology 

 

The aim of this study was an attempt to define the basics determining the purchasing 

behavior of consumers on the milk and dairy products market. Based on the 

available literature, an interpretation was made of the factors influencing purchasing 

decisions on the dairy market. The theoretical considerations were supported by 

empirical research. 

 

The study, thanks to the conducted research, was aimed at indicating, among others: 

What factors are the buyers driven by during their daily purchasing decisions on the 

dairy products market? What is the assortment structure of dairy products purchased 

by consumers? In addition, determining the role of the brand and marketing 

(promotional) activities carried out by enterprises in purchasing decisions. Defining 

the perception of product and marketing innovations and their impact on the 
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purchasing process as well as the speed of acceptance of these novelties by 

consumers. 479 respondents took part in the study, of which, after the initial 

selection, responses obtained from 464 people were sent for further analysis. The 

selection of the research sample was deliberate. The main selection criterion was the 

respondents' declaration of regular purchase and consumption of dairy products in 

households. The research tool was a standardized questionnaire, which consisted of 

closed questions, both single and multiple choice, and it was fully anonymous. The 

obtained results made it possible to draw conclusions and compare them with the 

general market trends taking place in the analyzed sector. Moreover, they were 

compared with the results of research published by other authors dealing with related 

issues. 

 

3. Review of Conditions Influencing Consumer Purchasing Attitudes  

 

Due to the development of the theory of consumer behavior, the assumptions of the 

concepts related to the process of making purchasing decisions are becoming more 

and more adequate to the current market situation, and the diversity of goals and 

approaches is reflected in different definitions, thus indicating different types of 

purchasing behavior (Smyczek and Sowa, 2003). Consumer decisions may be 

conditioned by many different factors that come from both the broadly understood 

external environment and the internal conditions of the consumer himself. These 

factors interact and are constantly evolving.  

 

The basic factors determining consumers' purchasing decisions include: economic, 

psychological, social and cultural factors (Haiyan, 2018). 

 

Economic factors are among the most noticeable and easily measurable determinants 

of consumer behavior. In their analysis, attention is paid mainly to the impact of the 

economic environment in which the consumer functions. The most important 

economic factors determining the possibilities of satisfying consumer needs include, 

among others price level, individual income, demand, product type, product 

distribution method and savings. The above-mentioned factors indicate the so-called 

the consumer's standard of living, i.e., his potential purchasing power and 

preferences. They determine the behavior of customers in the selection and purchase 

of food products on the market (Maciaszczyk, 2014). 

 

Another group of described factors are social factors. Social relations are a 

dynamically developing area of life in the modern world, as well as an important 

factor conditioning purchasing behavior. Consumption has become a means of 

emphasizing social status and belonging to specific groups (Eckhardt and Giana, 

2020). Consumers are sensitive to the show effect, which, on the one hand, allows 

them to feel belonging to a specific reference group, and on the other hand, allows 

them to stand out and emphasize their individuality. It is visible in the consumption 

of products of certain brands, as well as in making purchases in appropriate places 

and circumstances. The purchase process itself has gained a social dimension and 



   Consumer Determinants of Purchasing Decisions on the Dairy Products Market 

 

 984  

 

 

often goes hand in hand with meeting the needs, which include, among others, 

making interpersonal contacts or spending free time with family and friends 

(Schiffman and Kanuk, 2004), (Mirońska, 2010). Each consumer functions in a 

specific social environment, belongs to a specific class or social group. Participation 

in a given social group obliges to comply with the standards in force in it (Manstead, 

2018). The elements of the social environment that are important from the point of 

view of influencing the choice of food include, first of all, the family and peer 

groups, as well as opinion leaders and model-forming groups (Cardello et al., 2000).  

 

Another group of factors are cultural factors. Culture is defined as the entirety of the 

spiritual and material heritage of society, which is passed down from generation to 

generation. These are customs, beliefs and patterns of behavior that have a large 

impact on the consumption of individual groups of buyers. The harmonization of 

consumption patterns on a global scale is the result, on the one hand, of the 

increasing mobility of consumers who, acquiring various experiences from other 

cultures, also adopt new consumption patterns.  

 

On the other hand, it can be stated that it is the result of actions of global enterprises, 

directing a unified offer to various cultural groups and thus influencing the 

experiences and purchasing preferences of these groups (Zhou et al., 2008). The 

influence of other cultures on eating attitudes is more visible among young, educated 

people, representing a higher level of wealth, and seeking innovation. Older, less 

educated and usually lower-income people show ethnocentric attitudes (Gutkowska 

and Ozimek, 2005). 

 

The marketing policy currently pursued by the companies (Wongleedee, 2015) is of 

particular importance on the food products market. Due to the increasing level of 

customer orientation towards the quality and brand of the product, various pro-

innovative activities are gaining importance (Iyer and Pramod, 2019). They concern 

the introduction of new techniques of product production, changing the composition, 

improving the sensory attractiveness and packaging of the product, etc., (Tonkova, 

2017). The importance of innovative products is much greater in the case of 

expensive brands than in the case of standard products, where the consumer is 

usually influenced by a low price (Szwacka, 2007; Tourilla, 2001). The brand plays 

an important role in the process of selecting products from among those available on 

the market. The loyalty of buyers to the brand has a significant impact on increasing 

its reputation and sales, it also contributes to the further development of the 

company.  

 

Enterprises operating in the food market are forced to constantly monitor changes in 

the marketing environment and to adapt activities to the prevailing conditions (Erdal 

2020). Adapting the product offer to the changing expectations of customers is the 

most important from the point of view of creating value for the customer and 

achieving the goals set by the company (Mirońska 2010). 
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4. Research Results and Discussion 

 

The study population was 69% female and 31% male. The most numerous group 

among the respondents were people aged up to 25 (54%), those aged 26-40 were 

21%, 41-50 (14%), over 50 (11%). Taking into account the level of education, more 

than half of the respondents (55%) were people with higher education, 34% had 

secondary education, and 11% had vocational education. The respondents living in 

the countryside accounted for 21% of the respondents, 34% of the respondents 

represented residents of a city with over 500,000 inhabitants. Among the opinion 

makers, 18% stated that they lived in the city from 20,000 to 100,000 inhabitants. 

Residents of cities from 100,000 to 500,000 inhabitants constituted 19% of the 

respondents, while the least numerous group, i.e. 8%, were people living in cities up 

to 20,000 inhabitants. The most numerous group were schoolchildren/students who 

constituted 68% of the respondents. 

 

Among the respondents, 33% declared that they eat dairy products even several 

times a day (these were mostly female people). 29% consume them several times a 

week. Slightly less, because 27% chose the answer once a day, while 5% of the 

respondents stated that they eat dairy products once a week. Only 3% of the 

respondents chose the answer once a month and less often. The same number of 

people only buy dairy products for other family members, but do not consume them 

regularly. The obtained results show that dairy products play a significant role in the 

daily diet of the respondents. 

 

Figure 1. Frequency of consumption of dairy products 

 
Source: Own elaboration based on research results. 

 

According to the research, it was women who more often than men declared to make 

a purchase decision, and also showed a greater frequency of consumption of dairy 

products, especially due to their pro-health and dietary values. Taking into account 

the criteria differentiating consumers' attitudes towards the features of purchased 

dairy products, it can be concluded that it is women (Szwacka-Mokrzycka and 

Kociszewski, 2013) who attach more importance to the various features of food 

products taken into account during the product selection (purchase) process 

(Uberiziova and Iveta, 2019). They buy them, as a rule, not only for themselves, but 

also for other members of households with which they live together. Thus, they very 
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often impose the type of products consumed on a daily basis, thus taking on a 

specific role of a "household leader" and following the current market trends 

(Boaitey and Kota, 2020). 

 

Analyzing the responses to the frequency and type of assortment of the groups of 

dairy products purchased, it can be concluded that the surveyed consumers most 

often bought traditional milk (most often UHT containing more than 2% fat) (75%) 

and various types of yoghurts (67%). Consumption of products from the group of 

yoghurts and various types of milk delicatessen, such as breakfast cheese or drinking 

yoghurts, was more often declared by people aged 18-25 (53%), most often singles 

or still living in shared households with parents. The most frequently consumed 

highly processed products in this age group were natural products without additives, 

and products enriched with various types of additives, such as fruit or muesli, etc. Of 

the respondents, 47% of women declared regular consumption of probiotic products, 

believing in their health-promoting and dietary properties. The importance of 

respondents is also growing in terms of purchasing organic products (27%), as well 

as lactose-free products (13%).  

 

A large proportion of the respondents (64%) declared that they usually buy products 

such as: cream, butter, cottage cheese, and processed cheese several times a month 

when making larger purchases for the whole family. In the case of buttermilk, kefir 

and blue cheese, more than half of the respondents declared that they buy and eat 

them incidentally. Products such as natural kefir or natural or flavored buttermilk are 

eaten more often in the summer, e.g., to quench thirst, or as a supplement to the daily 

diet with dairy products during a break at work on hot days, when the demand for 

other food products decreases. When it comes to yellow cheese, more than 40% of 

respondents said that they buy it once a week, and only 7% of people said that they 

did not buy it at all, most often they were from the oldest part of the study group and 

who often suffered from food intolerances. and dietary related to the composition of 

these products.  

 

As many as 55% of the respondents mentioned super- and hypermarkets as their 

preferred place of purchase due to the rich and varied assortment offer. Discount 

stores (15%) were next. From among the respondents, only 4% stated that they shop 

for dairy products in local stores, and 3% obtained their supplies in sponsored stores, 

if of course there was such a possibility in their place of residence.  

 

On the other hand, the importance of making everyday purchases via the Internet is 

growing nowadays (23%), given the circumstances in which the research was 

conducted (COVID 19). Moreover, it should be remembered that the study involved 

young people in most large cities for whom this type of shopping is not a problem. It 

should be presumed that the tendency to make this type of shopping will continue to 

deepen (Seth, Jagdish, 2020) due to the ease and possibility of making them without 

leaving home and wasting time on traditional shopping. Purchases of the vast 

majority of dairy products are routine purchases due to their high frequency, as well 
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as their relatively low unit value and the universality of physiological needs satisfied 

in this way. The conducted research shows that consumers very often decide to eat 

dairy products because, according to them, it is a food that is convenient to use (eat). 

Most of these products are suitable for direct consumption, without the need to put 

effort into preparing them before consumption. 

 

Figure 2. Place of purchasing dairy products 

 
Source: Own elaboration based on research results. 

 

Therefore, these products can be eaten freely regardless of the buyer's location 

(44%). Many of the respondents buy dairy products out of a habit they learn from 

family homes (42%), and this process is in many cases closely related to the current 

model of their household functioning, based in many cases on an easily digestible 

diet, also in line with the current market trends created by incl. nutritionists and 

opinion leaders or celebrities.  

 

The research also shows that the most important in the process of choosing a specific 

type of dairy product are, apart from the above-mentioned factors (technical), also 

their functional and quality values, such as taste, smell, texture, color (80%) and 

nutritional values of the product ( 27%), moreover, an important factor in making 

decisions about the purchase of a dairy product was also the use-by date (64%) due 

to the fact that, as it is commonly known, these products are perishable. Almost half 

(45%) of the respondents stated that their decisions are also influenced by long-term 

habituation to the purchased product, as well as brand loyalty (37%). Another factor 

that should be considered in the process of selecting a specific product is the ratio of 

the price of a given product to the prices of competing brands (38%) within the same 

product category. Moreover, the important role of advertising activities related to 

brand promotion was emphasized. 

 

Due to the fact that, as declared by the respondents in making everyday purchasing 

decisions, one of the most important factors is the role of the brand in making a 

purchase decision (Kusz, 2020), the study also attempted to clarify what the 

respondents associate a branded product with. Most of the respondents answered that 

the brand of a dairy product is closely related to a specific price (60%) and a specific 

(i.e. acceptable in many respects) quality of the products of a given brand preferred 

by consumers (57%). For 29% of respondents, satisfaction with use is extremely 
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important, and for 20% the sense of security of the purchased product and the 

comfort of its use. 9% of respondents take into account the opinion of friends about 

a given brand of a product, while 6% suggest the prestige resulting from the 

purchase and use of a given product brand.  

 

Figure 3. Influence of selected factors on the dairy product selection process 

 
Source: Own elaboration based on research results. 

 

Figure 4. Features of a branded dairy product in the opinion of buyers 

 
Source: Own elaboration based on research results. 

 

Fixing the brand in the minds of buyers usually reflects the great commitment of 

producers to all kinds of promotional activities. Advertising is one of the forms of 

promotion by which enterprises communicate with the client by providing him with 

valuable messages (e.g., place, time of promotion, introduction of a new product, 

reminder of an existing product brand, etc.).  

 

The directions of development and diversification of the dairy products market result 

from the consumption trends mentioned in the theoretical part of the study, as well 

as from the constantly changing needs and preferences (Kowalczuk and Szymański, 

2017) of consumers. In addition to traditional dairy products, the consumption of 

which is deeply rooted in the daily diet of many households, there are also 

completely new or significantly changed products on the market, referred to as 

innovative (Burzińska and Kaczyński, 2016). The innovativeness of such products 

may be perceived in various ways by consumers (Naspetti, 2021).  
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Therefore, the survey asked consumers about the features of an innovative dairy 

product and the respondents' approach to the speed of acceptance of these novelties. 

Over 60% of respondents stated that such a product has a new taste (new, natural 

additives), and according to 39% of respondents, that it has an additional pro-health 

effect (extending the functional properties of products, often reflecting contemporary 

nutritional trends). According to 24% of respondents, an important feature of the 

new product is the reduced fat content or its better use of its culinary possibilities 

(21%). In the opinion of 16% of respondents, an innovative product should 

necessarily have a new, more recognizable packaging and a new design. 

 

Figure 5. Features of an innovative dairy product in the opinion of buyers 

 
Source: Own elaboration based on research results. 

 

The declarations of the respondents regarding the approach to the speed of 

acceptance and the purchase process of innovative dairy products are varied. Almost 

half said that they buy such products when someone recommends them to them. 

Although the purchase of dairy products, due to the relatively low unit value of these 

products, is not very risky, especially for the richest part of the respondents, it turns 

out that it obtains faster approval when the product is recommended by other buyers 

or opinion leaders. Among the respondents there are people who are open to new 

products and buy them right after they appear in the store (12%), or buy them 

relatively quickly (27%). A significant part of the respondents, almost a quarter, 

declared that they do not buy innovative products in the first stage of their 

appearance on the market. Such an answer was given by people who are 

traditionalists, with many years of habits and prefer to buy proven products. 

 

5. Conclusions 

 

Consuming dairy products and making choices when buying them is a phenomenon 

conditioned by many factors, both external and internal. Systematic observation of 

changes in consumer behavior is extremely important from the perspective of 

adjusting the offer of enterprises to the diverse requirements of buyers. 

 

The analysis of the conducted survey relating to consumer behavior on the dairy 

products market allowed for the formulation of the following statements and 

conclusions: 
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Dairy products are widely consumed by respondents, with most consuming them 

several times a day, once a day or several times a week. 

1) Among the dairy products, the most popular among the respondents are milk 

and yoghurt. On the other hand, the least frequently purchased dairy 

products are buttermilk, kefir, blue cheese and dairy desserts. The 

respondents buy these products mainly in super- and hypermarkets, which 

offer a wide range. 

2) The purchasing decisions of dairy consumers are mostly routine decisions 

due to the high frequency of purchasing this type of product. The main 

reason for consuming dairy products is that they are suitable for direct 

consumption and from the point of view of long-term habits of the 

respondents. 

3) In the hierarchy of factors determining the purchase of dairy products, the 

most important were sensory and functional impressions and the use-by 

date, but also marketing stimuli turned out to be an important element. 

4) The brand of a dairy product plays an important role for the respondents in 

the selection process, albeit diversified for various reasons. More than half 

of the respondents declare that the brand is of great and great importance. 

When choosing a specific brand, respondents take into account the price and 

high quality guaranteed by a specific brand. 

5) Promotional activities, and in particular advertising, constitute an important 

element in making everyday purchasing decisions, in combination with the 

product's functional features, habits and a brand that has been established in 

the minds of buyers for years. 

6) Most of the respondents associate an innovative dairy product with a new 

taste and an additional pro-health effect. The respondents are willing to buy 

new products, but mainly after they have been tried and recommended by 

friends or opinion leaders. 
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