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ABSTRACT

In many cultures of the world, especially the Wéstmans continue to consume milk beyond infancinguthe
milk of other animals (especially cattle, goats ahdep) as a food product. Initially, the abilibydigest milk was limited
to children as adults did not produce lactase, reayrae necessary for digesting the lactose in nMlitk was therefore

converted to curd, cheese and other products teceetthe levels of lactose.

Milk and dairy products since birth always denietbke in ensuring the physical health of human piatil no
consumption or low consumption of its way on theidence of many physical illnesses opens. Howeaerording to
statistics available per capita consumption of thitrient among Indian is well below the world sage that this rate of
prevalence of diseases such as osteoporosis, mattdficiency and many other diseases among Indgahgnces the
frequency of losses and losses for the countryu@hovery heavy losses and calculate an integrargels physical and

mental growth can be accounted for essentially not.

Due to this short introduction to the need for agtee research in order to check the effects abuarfactors on
consumer behavior mechanism dairy products is fablé. In line with this study it was felt necegstr do. This research
attempts to answer this question is the impact afketing milk factors (income, familiarity with vaus types of dairy
products, easy access to milk, packaging and tperitaince of awareness of the benefits of milk)lerechanisms and

behavioral mechanisms people use this product what.

This research on the topic above 250 were citizams consumers of milk in the city of mysore in adfor
example) that were selected by stratified randoas axamined. The results showed that the aboverfaahd determine

the main factors in the marketing and consumptiostedry products are.
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INTRODUCTION

Today, changes like increased production, expandiagkets, geographic dispersion of the human ptipala
and monopolies, has led manufacturers to speciigswio get the market and recognize the consuneansnents. It has
created intense competition between large and stoalbanies to capture the market. Such competifitam to sell for
large and small companies have created a diffi€altthe compression of the competitions, companiastrhave the
possibility that predict their future prospects aftivities More accurate prediction market conditio More accurate

prediction of market conditions allow productivenis that set the size of your Activity and In thigy ensure the survival
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and economic operation of its institutions. Markgtis a set of business activities that guide v bf goods or services
from final producer. These activities includes aga of measures such as Buying raw materials, ptimsh) quality

control, transportation and warehousing,

Prepared for consumption, freezing, packaging,mgiccustomer identification, advertising, saled after sales
service. Production, sales and marketing must wagkther to lead to the best results. Marketingsponsive process for
identifying, prediction and satisfy customer prafiie needs. With this approach organizations wileao put their
products or services according to customers needstmroduce something and expect to achieve cuwste in the
manufacturing industries, especially dairy industryerms of Frequency and multiplicity about dotieand international
markets.

Competitors, customers and manufactured produetspis managers and marketing for make a ever faster
more principled decisions That is proportional tarket conditions and environmental events, needhe update,
comprehensive and accurate information. Since thattask of a marketing information system, is ggdtiy such

information, It is essential that these industdes equipped with such a comprehensive system too.

In rural India, milk is home delivered, daily, bychl milkmen carrying bulk quantities in a metahtainer,
usually on a bicycle. In other parts of metropalitadia, milk is usually bought or delivered in gti@ bags or cartons via

shops or supermarkets.

The current chain flow chain in India of milk isofn Milk producer to Milk collection agent. Then i

transported to milk chilling center .Then it is Bukansported to Processing plant Then to salestagyed finally to
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Figure 1: Shows the Relationship of Marketing Infomation System of Milk Industries
Research Method and Data Collection

Library and field methods will be used for thisduThus for the first preliminary study and Pregiam of the
research literature done from available resouncexientific databases, libraries, global netwbrternet, publications

and previous research ,The desired materials witldllected and developed.

In order to test hypotheses, in the field methadgiestion paper and with distribution among coressrof milk

in mysore, is collected, classified and analyzed.
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Statistical and Data Method

In the present study, Statistical community isttital of consumers of milk in Mysore city. Also determine the
volume of the sample study for the present studg, dample size formulas will be used. First Staistcommunity
divided into five class of center, North, SouthsEand West and from any group or class as a mrgample, The
Desired Number Will Be Selected

Descriptive statistics are used in the analysipudflic questions. Frequency, percentage, cumuldteguency
and the mean tables are descriptive factors thttasfually use. In order to hypothesis test, Paarsorrelation test,

Friedman test, two tests, and Cochrane test willdesl. That all the above will be used Spss softwar

In the field of Marketing about the accuracy ofes¢éd variables for the questionnaire are recearsd their
confirmation has been taken. Reliability also meaaging the characteristics of repeatability in theasurement tool. In
this study, for the questionnaire reliability medsg was used Cronbach's alpha method. Which mutzkd through the

following?

Which is equal to the number of questionnaire qoaestSi2 is equal to Q Variance St2, is equal ® tibtal
variance of the questionnaire. The coefficient floe present questionnaire has been calculated @h@udR2 that is

appropriate.
Milk Production and Expenses in the World
The following table shows milk consumption ratadifferent continent

Table 1: Per Capita Milk Consumption in Different Regions of the World in 2012

. Milk Consumption | Consumption of Dai Total Milk
DS Sl (Kg) i PI‘OdFI.)JCtS (Kg) i Consumption (Kg)

Developed countries 99/3 129/2 228/5
Developing countries 30/6 16/2 46/2
North America 130/2 127/5 25717
South America 92/2 31 123/2
Africa 25/4 8/6 34
Asia 28/1 17/2 45/3
Europe 94/8 166/2 261

The following table shows a per capita consumptibfiesh milk in different countries

Table 2: Per Capita Milk Consumption in Different Countries on 2010

Country Per Capita Consumption Of Milk (Kg) Country Per Capita Consumption Of Milk
Brazil 69.6 Romania 163
Argentina 65.9 Australia 98.2
Mexico 53.2 United States 89.1
Japan 40.1 Iran 88.6
India 37.8 Russia 87.5
South Korea| 32.3 New Zealand 84.3
Egypt 20.8 Canada 87.3
China 7.7 Europe 85.6
Ukraine 72.2
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Nowadays, everyone knows that milk and dairy prtslace one of the main elements of the diet invtbdd.
Hence Extensive research necessary In order tk ¢heeffects of various factors on behavioral nagitms of consumer

dairy products is inevitable.

Statistics show per capita consumption of dairydpots in India is less than half amount of inteioral
standards, A quarter of consumption in developedntées And one-sixth of consumption in a countike|the
Netherlands. Osteoporosis is now age 70 yearseimtbrld that this figure is less than 50 to 55 gearindia. And all
these factors indicate the need to increase mitlswmption among all ages in the community that agrtbem milk price

and dairy products and dairy consumer behaviorghaseisms cannot be ignored.
Research Method
The aim is analysis of the data collected via qaesaires. This section includes two parts:

» Inthe first part has been proceed the demogr&piaitis to get people accountable for age, sexatidual level,

occupation, regional location.
* Residence, household income and the number.

* Inthe second part according to the Spearman etioalcoefficient tests, binomial test, Friedmast te rank the

importance.
* Indices have been discussed from the perspectikespbndents.
Test Hypothesis
The First Hypothesis Test:"consumers Income on milk consumption is effective
In the table below consumption of each of dairydoicis set against the income test that resultstarenarized:

Table 3: Consumers Income on Milk Consumption is Héctive

Spearman Milk Yogurt Butter Cheese
Test Results Ll Consumption | Consumption | Consumption | Consumption Ot
Correlation
coefficients 1/00 0/537* 0/260* 0/471* 0/272* 0/079
with income
number 250 250 250 250 250 25(

Mark * means there is strong correlation betweem ¥ariables and the minus sign is inverse cor@tati

As can be seen, between income and consumptioiilofsnseen a significant direct correlation.

we calculated the test statistics:

N 0 —
z—rvyn—1->» —+v250-1-9/500

573

The Second Hypothesis Test!Near to the place milk supply (easy access) endbnsumption of this product is

effective".
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Here, the respondents have divided into two grotips. first groups are those who responded the itapoe of

access "Trivial" and "less important”. The secoralgs are those that "high" and "too much" havpaeded.

We obtain that:
Table 4: Near to the Place Milk Supply (Easy Acce¥én the Consumption of this Product is Effective

0/0 0/ 0
235 0/9

[
a1

The first group Trivial+ less important
The second group High+ too much

The statistics are computed as follows:
P-P, 0/94-0/5
Z=——=-—=14/75
Third hypothesis test: "Awareness of the benefitsitk consumption in this preparation is effective

The obtained that:

Table 5: Awareness of the Benefits of Milk Consumjpdn in this Preparation is Effective

The first group Trivial+ less important 36 0/1 0/
The second group High+ too much 214 0/8

The statistics are computed as follows:

_ P-P, _ 0/84-0/5 ~11/398

pa 0/5+0/5
n 250

Fourth hypothesis test: " milk packaged Featueffective in the process of consumption.”

To obtained that:
Table 6: Milk Packaged Feature is Effective in thd”rocess of Consumption

Trivial+ less important 37 0/1 0/

The first group
High+ too much 213 0/8

The second grou

The statistics follow:

P-DPo — 0/83-0/5 — 11/06

pa 0/5%0/5
n 250

7Z =

Friedman Test

Test procedures using the software SPSS is dofud@ss:
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Table 7
Variables Aver_age
Rating
Price 4197
impact
Table 8
Price Impact 4/69
Impact of packaging 3/9

Ads impact of radio, television 3/0
Environmental impact of Ads| 3/2
Effect of awareness of benefits  4/40

5o o

CONCLUSIONS

Today, milks company provided best quality for tieaustomers, the Consumer market is consistsddfiduals
and households that purchase goods and servicésdfgidual uses. Consumers differ in terms of aggnder, education
and income levels. This consumers are buyersvafrsi2 goods and services. therefore how they cHoetseeen various
goods and services, are under the influence obffactuch as cultural factors, social, personality @sychological

characteristics.
The Psychological Character

In daily life, consumers are being affected by masyes that are unique to their thought procesgt®logical
factors can include perception of a need or sitmatthe person's ability to learn or understandrimition, and an
individual's attitude. Each person will respondatmarketing message based on their perceptionatitdies. Therefore,

marketers should consider psychological factorsnvithey to attract customers.
The Personality Character

Personal factors are characteristics that are fapézia person and may not relate to other peuwjitlein the same
group. These characteristics may include how aopensakes decisions, their unique habits and ingrasd opinions.
When considering personal factors, decisions ae iafluenced by age, gender, background, cultumd, other personal

issues
The Social Character

The social factor that has a significant impactconsumer behavior is social characteristics. Sanfhlencers
are quite diverse and can include a person's fasulgial interaction, work or school communitiesaay group of people
a person affiliates with. It can also include aspets social class, which involves income, livingditions, and education
level. The social factors are very diverse andlmauifficult to analyze when developing marketingns. However, it is
critical to consider the social factors in consurbehavior, as they greatly influence how peopl@aad to marketing

messages and make purchasing decisions.

The consumer behavior has many activities contaihconsumers have differences with together imigrof
thoughts, feelings, and decisions , Marketers shbel figure on to Activity of the consumer, Soma&samer activities

include: buying decision, make decisions about tmpay the costs (cash or card).
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