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ABSTRACT 

This study focused on analyzing the consumer behavior and attitudes of demographic and economic 

factors that affecting dairy Aavinmilk consumption among the consumers of Chennai. Data were 

collected through a consumer survey conducted in Chennai district at randomly selected supermarkets, 

groceries,milk booths and retail shops. Factor analysis was carried out in order to weigh upthe consumer 

attitudes and factor scores were introduced to the final model as independent variables which can be 

categorized as cost and usage, nutrition, sensory factors and availability. An ordered logistic percentage 

was carriedout to find out the relationships between number of demographic and socio-economic 

characteristics of consumers such as age, gender, level of education, income, size and composition of the 

household. Results from estimation of an order consumption shown age of the respondent,cost and usage 

related attitudinal factor and Nutrition related attitudinal factors are the key determinants of milk 

consumption levels however, household monthly income, health problems affect on Aavin milk 

consumption and level of education play a more important role in consumption.Finally, these findings 

suggest the marketingstrategieswhicharemostsuitabletofitwiththeconsumerexpectations. 

Keywords: Consumerbehavior,factors,ConsumerDecisionMakingProcess,DairyIndustry. 

INTRODUCTION 

The dairy industry is one of the most important industries of the country that has tremendous potentials in 

developing the economy. Milk is a unique food item that needs to be available in the market without any 

shortage since it plays a key role in infant feeding and all eviating nutritional poverty in all other 

agegroups. It has been perceived by consumers as an importants sourceof nutrients, especially calcium for 

goodbone and teeth 

Recentmedicalresearcherhavefoundoutthattherearepositivedairymilkconsumptionandthereduction of risk 

for coronary heart diseases and strokes.Dairy freshmilk can Providebenefitsinweightmanagement.In 

Chennaidairymilkconsumptionisnotmuchsignificantbecausemajorityoftheconsumers(90%)areusedtoconsu

mefullcreammilkpowder.Dairymilkconsumption is about onepercent of the overall milk consumption of 
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the Chennai.Inspite of the fact that 

theMedicalResearchInstitute(MRI)recommendsaconsumptionlevelof60-65kg per person per year,the 

availability of fresh milk is only about 36kg per person per year. 

 

STATEMENT OF THE PROBLEM: 

Aavin product has different type such as Milk, Chocolate, Milk powder, Curd, Ice cream etc.., Aavin has 

strong network of over 3 million milk producer. Britannia industry and nestle Ltd. are competitive 

product for Aavin. Aavin is a world’s largest manufacturer of produced milk.India 

largestfoodbrandtrustedAavinproductforitsqualityandproductAavinavailableataffordableprice.Numberof 

popular milk product like Ice cream, Butter and Curd prefer to use Aavin rather than other product. This 

research is pertaining to find out the factor influencing of behavior of the present consumer of Aavin 

product. 

 

 

 

 

 

 

 

 

 


