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Abstract

In our study, we used consumer behavior to study the buying and consuming
patterns for milk and dairy products for households in Kosovo. The study
uses data collected from consumers of milk and dairy products. Data obtained
from the field were recorded and analyzed with the SPSS statistical program.
The results of this study show that the date of production and the content of
milk and dairy products are the most important factors that consumers con-
sider when purchasing milk and dairy products. Moreover, supermarkets are
the favorite place of supply for milk and dairy products for consumers. Con-
sumers are most likely to buy milk and dairy products twice a week.
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1. Introduction

Based on data from the Ministry of Agriculture, Forestry and Rural Develop-

ment in Kosovo, milk and dairy production is mostly based on milk production

and dairy products from cows, which is the most important sector in livestock
production in Kosovo (MAFRD, 2015) [1]. With the current number of dairy

cows, it is estimated that Kosovo is able to cover 84% of the domestic market

demand, and to meet local needs continues to import about 16% of milk and

dairy products. In Kosovo, yearly consumption of milk and dairy products is es-
timated to be around 215 kg/per capita (MAFRD, 2015) [1]. The total market for
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milk and dairy products in Kosovo is estimated at 441 thousand tons per year,
including fresh milk, which includes all domestic production, import and export
of milk and dairy products (MAFRD, 2015) [1]. Domestic production is esti-
mated to be around 369,000 tons of cow’s milk. In Kosovo, the total dairy con-
sumption per capita is estimated to be 0.59 liters per day (MAFRD, 2015). Dairy
products are one of the most important products of livestock and it can affect
people’s health (Rahnama & Rajabpour, 2017) [2]. Recommendations for con-
sumption of dairy products are 2 to 3 servings or cups of milk or other dairy
products per day (Weaver, 2014) [3]. Energy, proteins, calcium, vitamins, cho-
lesterol, riboflavin, carbohydrate and other useful nutrients are provided by
dairy products (Dror & Allen, 2013) [4]. The study of consumer behavior, helps
dairy processing companies and organizations to improve their marketing strat-
egies by the understanding of the issues such as consumers thinking, influence of
the consumer by the environment or consumers shopping behavior (Kapsdorfe-
rova & Nagyova, 2005) [5]. Consumer behavior involves the use and the disposal
of products as well as the study of how they are purchased (George & Michael,
1997) [6]. Consumer behavior is a study of the processes involved when indi-
viduals or groups select, purchase, use, or dispose of products, services, ideas, or
experiences to satisfy needs and desires (Solomon, 1996) [7]. Consumer buying
behavior was a relatively new field in the late 60s. This scientific discipline has
emerged from other disciplines such as economics, marketing and behavioral
sciences (Engel, Blackwell, & Miniard, 1995) [8]. Consumer behavior has bor-
rowed its concepts from the development of other scientific disciplines, such as
psychology (study of the individual), sociology (study of groups), social psy-
chology (study of how an individual operates in social groups), and anthropolo-
gy (the impact of society on the individual) and economics (the study of patterns
of spending in society) (Smith & Rupp, 2003) [9]. The study of consumer beha-
vior is quite complex, due to the many (variables) variables involved and their
tendency to interact and influence one another (Gajjar, 2013) [10]. The family is
considered to be one of the most important consumer buying groups in society
(Ford, LaTour, & Henthorne, 1995) [11]. For the behavior of consumers towards
different products, different authors in several studies (Verbeke & Viaene, 1998)
[12], show that there are significant differences between the behaviors of con-
sumers in different countries. Consumer behavior research enables better un-
derstanding and forecast not only of the subject of purchases, but also of the
motives and frequency of purchasing (Stavkova, Stejskal, & Toufarova, 2008)
[13]. Consumers often use the image and economic development of a country as
an indicator of product features that are difficult to visualize, the psychological
factor is also a factor influencing consumer behavior (Ford, LaTour, & Hen-
thorne, 1995) [11]. It is important to study factors stimulating and influencing
consumers when purchasing milk products in order to support their consump-
tion as well as to study factors that prevent consumers in their purchasing and

consumption in order to deal with them and eliminate them if possible (Kuraj-
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dova, Taborecka-Petrovipova, & Kaspakova, 2015) [14].

2. Materials and Methods

The basis of this study was interviews and data collection with consumers of
milk and dairy products, with the method of meeting directly with consumers,
also by consulting the relevant literature of the similar field (consumer beha-
vior). In the framework of the working methodology for the design of the study,
we have used these methods: the method of analysis, the method of comparison,
the descriptive method as well as the empirical method. This study is based on
699 interviews conducted with consumers of milk and dairy products. The data
received from the interviewers were recorded at the time of the questionnaire at
the same time. After conducting all interviews with consumers, their data were

recorded in a database and were analyzed with statistical package SPSS.

3. Results and Discussion

The data in Table 1, present the effects of factors influencing consumer behavior
when purchasing milk and dairy products. Referring to these data, product qual-
ity is shown to be a very important factor with 60.7% of the impact on consum-
ers when consuming milk and dairy products, followed by product safety and
price of product as a moderately important factor with 47.2% of influencing.
While factors such as: brand (82.2%), packaging (88.2%), origin (80.7%) and
product content (88.1%) have not been shown to be important factors affecting
consumers, in the purchasing determination and consumption of milk dairy
products.

The results from Table 2, show that 85.2% of consumers claim that the date of
product production is the factor that mostly cares consumers when buying milk
and dairy products, followed by the product composition, as a factor important
with 40.3% of estimates of consumers when buying milk and dairy products.
Brand and the origin of the product, did not have shown any particular attention
to consumers as important factors, when buying milk and dairy products.

The most favored places from consumers, for the purchase of milk and dairy
products are supermarkets with 55.7% of their preferences, followed by their pre-

ference for buying in the green market by 18.8% of the consumer’s declarations.

Table 1. Influencing factors of consumers, when buying milk and dairy products.

Quality Safety Price Brand Packing Origin Product

Description % % % % % %  composition %
Very important 60.7 21.8 7.1 0.7 0.4 8.2 8.8
Important 18.7 47.2 9.7 3.3 2.9 4.8 1.9
A little bit important 3.6 6.3 47.2 13.8 8.5 6.3 1.2
Not important 17.0 24.7 36.0 82.2 88.2 80.7 88.1
Total (%) 100 100 100 100 100 100 100
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While stores with 3.9% and outpatient retailers 4.6% are less favored by con-
sumers when buying milk and dairy products (Figure 1).

In Figure 2, the results show that 55.5% of consumers prefer to buy milk and
dairy products, twice a week, followed by 22.0% of consumers to prefer to buy
milk and dairy products once a week. From these results, we can point out that
consumers in rare cases decide to buy milk and their products at least twice a
month (3.2%).

Hypothesis testing has been analyzed with the Che-Square test, results have
shown that the effects of factors affecting consumers in buying and consuming
milk and dairy products have given very significant results, which are presented in

Table 3. The quality of milk and dairy products, show sensitive results compared

Table 2. The impact of factors on consumer care when purchasing milk and dairy products.

L. Production data Product compositions Brand Origin
Description
% % % %
Not care 0.9 0 5.4 0.7
Careful 1.0 12.0 31.1 35.7
Average care 3.5 25.0 36.6 19.9
Good care 9.4 40.3 12.1 21.4
Very careful 85.2 22.7 14.8 22.3
Total (%) 100 100 100 100
55.7%
S
1 .
s 18:8%
£
& 101%
i 4.6 % 6.9 % 3.9%
From farmers ~ Green market Random sellers Retail Stores Wholesale Supermarkets
(producer) Stores

Figure 1. The place where consumers buying milk and dairy products.

55.5%
S
g
2] 22.0 %
8 19.3 % °
|
Every day Twice a week Once a week Twice a month

Figure 2. Frequency of purchasing milk and dairy products from consumers.
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Table 3. Level of significance, when consumers buying milk and dairy products.

Description Quality Safety Price Brand Packing
Gender of consumers 0.949* 0.188* 0.317* 0.272* 0.469*
Employment 0.161* 0.082* 0.716* 0.185* 0.933*
Education 0.003** 0.012** 0.304* 0.001** 0.739*

The average income in the family 0.001%** 0.172* 0.459* 0.030** 0.096*
The age 0.004*** 0.086* 0.765* 0.120* 0.611*
Number of members in the family 0.504* 0.257* 0.489* 0.030** 0.074*

Number of members employed
. . 0.044%** 0.005*** 0.720* 0.004*** 0.027*
in the family

*P < 0.05 No significant, **P < 0.01— Significant and ***P < 0.001—Very Significant, Chi-square test.

to the level of consumer education with 0.003 (P < 0.001) significant level. Av-
erage consumer income relative to the quality of milk and dairy products in rela-
tion to quality of product, have shown significant level with 0.004 (P < 0.001).
The quality of milk and dairy products has also shown a level of significant in
relation to the number of family members employed with 0.044 (P < 0.01) sig-
nificant levels. The ratio between the number of family members with the brand
of product has yielded significant results of 0.030 (P < 0.01). The number of
family members employed in relation to the brand of product has given a signif-
icant result of 0.004 (P < 0.001) sensitivity level. All this data on the level of
consumer sensitivity in relation to the factors affecting the consumption and
purchase of dairy and dairy products have been confirmed according to the hy-

potheses raised in this study.

4. Discussion of Results

Based on the data in this study, proved that of milk and dairy products prefer to
consume to all families Kosovar. Results of this study (Table 1), show its factors
such as quality, safety and price are very important factors impacting the pur-
chase of milk and dairy products from consumers. While factors like the brand,
packaging, product composition, are not shown to be very important factors af-
fecting to consumers, in the purchasing determination and consumption of milk
and dairy products, therefore the influence of these factors (brand, packaging,
product composition) is moderately influential on consumers in the purchase of
milk and dairy products. The date of production and the content of dairy prod-
ucts have been shown to be the most important factors that consumers pay at-
tention when buying milk and dairy products for consumption in their families.
Results are comparable with a study of Bytyqi et al (2008) [15], where factors
that are considered to be very important are: quality, safety, price and origin of
the product. While other factors such as brand name, packaging, and packaging
were rated as minor, and in most cases not significant. Consumers pay more at-

tention to milk and dairy products, the date of manufacture and the origin of the
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products, which are valued more carefully, whereas the contents of the packag-
ing of the product and the name of the manufacturer do not pay much attention.
The location most frequented/preferred by consumers to buy milk and dairy
products has been shown to be a supermarket (55.7%). The results show that the
frequency of consumers buying milk and dairy products is: twice a week, once a

week and twice a month.

5. Conclusion and Recommendations

The concept of consumer behavior in the Kosovo market has begun to be used
by traders as an instrument to offer consumers desirable, quality, safe and com-
petitive products on the market. Influences of factors on consumer behavior,
such as quality, safety and price, presented in our study, have given significant
effect to this scientific discipline in the Kosovo market. Consumer behavior
during purchasing and consumption of dairy and dairy products in Kosovo is
influenced by a large number of factors such as employment, education, age,
household income, number of family members. These factors directly affect

consumer’s behavior when buying milk and dairy products.
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