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ABSTRACT 

The study aims at assessing factors influencing consumer-buying behaviour of milk 

consumers in Tanzania a case study of Kinondoni district. It aims at investigating 

consumers' awareness on importance of milk for their health; and determining the 

impact of quality, distance from source of supply and socio-cultural factors on milk 

consumption. The data for the study were collected and through questionnaires and 

interview to a random selected sample of 83 individuals in fourteen wards of the 

study case area. The data was analysed using SPSS where descriptive statistics such 

as graphs, frequency and cross-tabs were used. 

Results showed that consumers are aware of the benefits of milk to their health and it 

is the most preferred drink to other drinks. Also quality and distance from the source 

of supply have been found to have a significant influence on consumption. 

Furthermore, age, marital status and ethnic origin are the socio-cultural factors that 

were observed to affect milk consumption. 

Thus, increasing milk consumption requires improving and/or maintaining milk 

quality, ensures reduce the distance between consumers and source of supply. 

Also education on variety of uses of milk, functions of nutrients found in milk, 

production process, and storage. Lastly, school milk feeding program should be 

taken seriously to build long-term future milk production. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

This preliminary chapter provides an overview of the study in order to orient the 

reader to the logical presentation. It includes historical background of the dairy 

industry in Tanzania, background of research problem and statement of the problem 

that motivate the researcher to carry out this research. This part also incorporates 

research objectives, research questions, significance of the study, scope, experiences 

and limitations of the study. 

1.2 Background of research problem 

Milk is endowed with a good number of nutrients required by the body of any 

mammal including human beings. Human beings consume milk for a number of 

reasons apart from nutritive value it has including medical purposes, belief, customs 

and refreshment. Furthermore, global milk consumption varies from place to place 

due to a number of factors including cattle distribution, availability of milk and 

buying behaviour of milk consumers. Global per capita milk consumption is 200 litres 

per year as recommended by FAO (MWLD, 2005). 

Global milk consumption varies from country to country. By comparing per capita 

milk consumption in the United States, Holland, United Kingdom, Sweden and 

Ireland is 97, 110, 125 and 190 litres respectively. (Business Times, June 2-8, 2005, 

p.15). 

Milk consumption culture in Tanzania is yet to be developed. (Business Times, June 
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2-8, 2005, p.15). Per capita milk consumption in the country stands at 39 litres (Table 

I.I). It has been steadily increasing as shown in Table I.I. where per capita milk 

consumption increased from 20.4 t0 39 between 1995/1996 and 2004/2005 (MWLD, 

2005). However, this amount is still relatively low compared to Kenya's 84 litres and 

Zimbabwe's 45 litres (Business Times, June 2-8, p. 15). 

Current milk production in the country is 1,400,000,000 litres per year (Tabl I.I. 

Despite of this production and presence of several processors, it is estimated that only 

about 20% (280,000,000 litres) is sold as raw fresh milk or spoiled (MWLD, 2004). 

This unprocessed quantity of milk is an opportunity for processors which if used will 

expand market for producers hence income generation will increase in rural areas 

where most milk producers live. 

According to the theory of demand and supply, an increase in the number of buyers 

population) in the market causes the demand curve to shift rightward other things 

being equal (increase in demand) Boyes and Melvin (2002, p. 52). However, in 

Tanzania the rate of increase in consumption of milk is very low compared to the 

increase in population (Sumberg 1997 cited in Kurwijila no date). 

1.3 Historical background of dairy industry in Tanzania 

Tanzania has a land are of 945,090 square kilometers with human population of 34.6 

million (NBS, 2002). The economy of the country is heavily dependent on agriculture 

(livestock, fisheries, crops and forestry), which accounts for 48.8% of the nation 

earnings, and 66% of foreign earnings (Nation economic welfare paper, 2004). Also 

he sector accounts for 50% of the country's GDP (Mutagwaba, 2005). Tanzania is 

ranked the third country with the largest livestock population in Africa after Ethiopia 

and Sudan (Mutgwaba, 2005). Accordig to the recent estimates from Ministry of 

Water and Livestock Development (MWLD, 2005), 62% of the land in Tanzania is 

used for pasture purposes whereby cattle population is at 17.7 million out of which 
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500,000 are dairy cattle. The Ministry also reports that livestock sub sector generates 

about 30% of the agricultural GDP out of which 30% comes from the dairy sub 

sector. 

Immediately after independence in 1961, there were a few dairy farms belonging to 

European, Arab and Asian settlers mainly n Dar-es Salaam, Kilimanjaro and Arusha 

regions Tanzania Dairy Board (TDB, 2002). In 1961, Dairy Act No. 61 of 191 

Chapter 456 established Zonal Dairy Boards in Arusha/Kilimanjaro, Mara and Dar-es 

Salaam to regulate and monitor establishment of private milk processing factories. In 

1965, the Act No. 61 of 1961 ceased and was replaced by Dairy Act No. 32 of 1965 

that was established National Dairy Board (ND). Under this new Act, all milk 

producers were forced to sell their milk to the nearby authorized processing factories. 

This bureauracy created monopoly since the milk processing factories had the power 

to dictate prices to both producers and consumers. However, unprocessed milk was 

sold in the areas that lacked processing factories. 

During Arusha Declaration in 1967 all commercial Dairy farms and processing 

factories were put under government control following nationalization policy. In 

1974 the government established Livestock Development Authority (LIDA) under 

which Dairy Farm Coroporation (DAFCO) and Tanzania Dairy Limited (TDL) were 

managed. DAFCO was responsible for running dairy farms, which were nationalized 

and to establish new dairy farms. TDL owned and ran milk-processing factories, 

which were nationalized or newly built. 

Milk pricing was then shifted from NDB to TDL, which set national milk price (Pan 

Territorial Price) for both dairy farmers and consumers. It was then thought that these 

two companies took the tasks of NDB. They continued to enjoy monopoly being the 

sole mandatory institutions in the dairy sector. However their sphere of influence 

could not cover the whole country. 
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In the beginning these factories looked apparently successful, for example the DSM 

factory at Ubungo, which had processing capacity of 90,000 litres a day, never 

operated at its full capacity (MWLD, 2005). TDL and DAFCO started diminishing in 

early 1980s due to different reasons (TDB, 2002). In reality, the factories depended 

heavily on government subsidy. 

During 1980s the government realized that, the socialist mode of development was 

not delivering the intended goal. Therefore it started to withdraw subsidies to TDL 

and DAFCO that led to their gradual death. 

In 1983 the government established agricultural policy, which stressed on smallholder 

dairy farming. In 1987, agricultural policy was further amended to advocate 

involvements of small-scale dairy farming and milk processing following 

privatization policy. This was the start of market led system of development. It was 

during this time market forces, were able to determine both producer and consumer 

pnces. These changes are to date encouraging fast development in the dairy sub 

sector. 

Now Tanzania is having a number of private small and medium milk processing 

factories throughout the country. In Dar-es Salaam there are Tan Dairies Ltd located 

at Shekilango road and Royal Dairy Ltd located at Ubungo maziwa area. In iringa 

there is ASAS Dairies Ltd located at Ipogolo with Mara milk at Mkendo in Mara. In 

Arusha there is International Dairies Ltd located at Unga Ltd in Arusha while in 

Tanga there is Fresh Ltd at Mpira street. Apart from these medium scale factories, 

there are also a number of small processors such as Sado Farm in Dar-es Salaam, 

Chawakimu in Kibaha, Nronga Women Group in Kilimanjaro and Shambani 

Graduates Enterprise in Morogoro to mention a few. Current milk consumption in the 

country is at 39 litres per person per year (Table 1.1.). This amount is very low 

compared to 200 litres minimum consumption quantity advised by FAO. 
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Increase in competition has brought development in the dairy sector. Milk 

consumption promotions are increasing everyday and the government has begun to 

take several measures to promote the sector including formation of TDB to promote 

and regulate activities of dairy stakeholders. There is a saying, which says, "Unity is 

power", the processors and producers have formed their association Tanzania Milk 

Processors Association (TAMPA) in 2001 and Tanzania Milk Producers Association 

(TAMPRODA) in 2002. This is amongst reasons that is speeding up dairy industry in 

Tanzania. 

However, the development of dairy industry is limited by inadequate feeds, lack of 

support services and insufficient supply of dairy stocks. Others include inadequate 

financial and credit facilities, poorly organized marketing system, processing 

facilities, low per capita consumption of milk and animal diseases (MWLD, 2004). 

Table 1.1: Milk production and per capita milk consumption in Tanzania 

Year Milk production (,000 litres) Per capita milk production 

(litres) 

1995/96 585,000 20.4 

1996/97 600,000 20.4 

1997/98 670,000 22.1 

1998/99 687,000 21.5 

1999/00 710,000 21.6 

2000/01 814,000 24.5 

2001/02 900,500 26.5 

2002/03 980,500 28.4 

2003/04 1,180,000 33.7 

2004/05 1,400,000 39.0 

TOTAL 8,526,000 236.6 
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Source: Tanzania Dairy Board and MWLD 2001 and 2005 

1.4 Statement of the Problem 

Since time immemorial milk has been dubbed nature's best food (dairy development 

conference, 1998). It is a complete food for infants, providing valuable proteins, 

vitamins and minerals required for growth and good health. For the young and 

adolescents, milk provides proteins, minerals and vitamins required for swift growth, 

a sharp mind and strong bones. In adults, milk provides high quality proteins, 

vitamins, plenty of calcium and phosphorous requisite for body strength and vitality. 

For the body, milk is just about everything. 

Benefits of milk are not limited to a person's health; dairy stakeholders have 

numerous unutilized opportunities in the sector. The current unprocessed quantity 

(1,120,000,000 litres) is an opportunity for processors to process different types of 

milk products such as cheese, ghee, yoghurt, cream and butter which are preferred by 

consumers. This will in turn expand market to producers for milk and thus generate 

more income. In this way employment will be created, production increased, taxes 

paid and income generated that in whole will contribute to economic growth of 

Tanzania. 

However, in market oriented production, consumers influence the nature and scale of 

production. Thus, processors who provide a crucial link between producers and 

consumers must produce milk products that meet consumers' demands. This study 

aims at assessing the factors influencing the buying behaviour of milk consumers at 

Kinondoni district of Dar-es Salaam city. 
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1.5 Research Objectives 

The general objective of this study is to examine factors influencing consumer buying 

behaviour of milk in Kinondoni district of Dar-es Salaam city. 

Specific objectives are:-

(i) To assess consumers awareness on importance of milk for their health. 

(ii) To assess the impact of quality milk on milk consumption. 

(iii) To determine socio-cultural factors that influence milk consumption. 

(iv) To assess the impact of distance from source of supply on milk consumption. 

1.6 Research Questions 

(i) Whether there is a relationship between consumers' awareness on importance 

of milk for their health and milk consumption. 

(ii) Whether there is a relationship between quality of milk and milk consumption 

(iii) Whether there is an association between socio-cultural factors and milk 

consumption. 

(iv) Whether there is an association between distance from source of supply and 

quantity of milk consumed. 

1. 7 Research Hypotheses 

(i) Consumer awareness of the importance of milk is significantly associated with 

the amount (quantity) of milk taken (consumed). 

(ii) High quality of milk is likely to increase milk consumption. 

(iii) Socio-cultural factors influence milk consumption. 

(iv) Milk consumption is likely to depend on distance from source of supply. 

7 



1.8 Significance of the Study 

1.8.1 To the researcher 

This will serve as a partial fulfillment of the requirement for the award of a degree of 

a Bachelor of International Business Administration of Kampala International 

University. The study will also enable me to have practical experience on how 

consumer-buying behaviour influences consumption. Furthermore, findings from this 

research will help as a guide in conducting future researches. 

1.8.2 To the government/policy makers 

Study findings will provide useful information that may be used as guideline in 

stimulating the level of milk consumption in Tanzania. Indeed, the increase in milk 

consumption will result in increase in milk production that will contribute to the 

economic development of the country. 

1.8.3 To academicians 

The research report will serve as a reference to other researchers who will be writing 

on issues related to the topic. Also the research findings will serve as an outlet of new 

ideas to those who realize the need for further development of this study. 

1.8.4 To processors 

The study findings will of great importance to milk processors, by providing 

necessary information on the factors that determine milk consumption in this country. 

This will inspire them to develop tools to meet these factors. 
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1.9 Scope of the study 

Due to time and financial limitations the research was confined to solely 100 

respondents in Kinondoni district. I chose the study area because I am familiar with 

the area, and most dairy factories are located in that area. 

1.10 Limitations and experiences of the study 

To come up with the desired research objectives for a junior researcher is a tough 

challenge. I will encounter a number of experiences and some limitations as listed 

below:-

1 Some interviewees will be reluctant to fill the questionnaires with no strong 

reason. 

2 Some respondents demand payment for filling questionnaires. 

3 In-depth finding more time 

4 During literature review, there is inconsistence in data appearing in various 

papers. 

5 Nation data on milk consumption is relatively scarce and not well organized. 

For example there is inconsistence between milk consumption data reported by 

different government sources. 

1.11 Structure of the research report 

Chapter two of this research has focused on literature review of theories and empirical 

studies which shows the findings of other people who have done a study on the same 

or related topic. 

Chapter three gives detail of research that have been used to meet the research 

objectives. It includes methods, techniques, and procedures that have been employed 

in course of the research. 

Chapter four, deals with results and discussion of the research. SPSS program has 
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been used for analysis. Each hypothesis has been discussed and the results show that, 

consumers are aware of the importance of milk. The study has showed that, there is a 

relationship between quality of milk and its consumption. Also there is an association 

between socio cultural, distance from the source of supply and milk consumption. It 

has been seen from the results consumption is high when the source is near to 

consumers. 

The last chapter provides summary of findings, recommendations, future research 

direction, and summary of the chapter. The study shows that education on specific 

benefits of milk is required, also on how to use milk in different ways and processing 

process. Producers have to take premium product to the market since quality has been 

seen from the study that it is of great concern to consumers. Lastly is availability of 

the product to consumers by reducing distance between consumer and source of 

supply. 

1.12 Summary 

This chapter provided an introductory overview of the study. Topics covered included 

historical background of the dairy industry in Tanzania, background of research 

problem section also incorporated research objectives, research questions, 

significance of the study, scope, experiences and limitations of the study. The 

forthcoming chapter covers literature review for the study. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter focuses on the literature concerning the topic of study I have reviewed. It 

shows the project other people who have done the same or related study in different 

areas. This is important because, it helps to know if there are ce11ain gaps in the 

theories. 

2.2 Definition of terms 

There is a need to differentiate the terms consumer and customer. According to 

Cambridge International Dictionary of English (2002), a consumer is a person who 

buys goods and services for their own use. Boone and Kurtz (2001) define customer 

as both individuals who buy goods and services for final use and organization that 

buys goods and services for reselling. They state that consumer behaviour is the 

process through which ultimate buyer makes purchase decision while consumer 

buying behaviour refers to the buying behaviour of final consumers (individuals and 

households) who buy goods and services for personal consumption. 

2.3 Marketing Environment 

Market is a place where people exchange goods and services for money 

consideration. A market does not need to be a specific place, as long as there is an 

agreement of exchange. Since there is an agreement and money consideration, the 

people involved must have money to spend, with combination of willingness and the 

ability to spend it. To make a decision on what to purchase is difficult. It is 

surrounded by different factors that influence the consumer's willingness and ability, 
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and hence influence the buying behaviour process (buying decision process). The 

stages the buyer passes through in making choices about which product and service to 

buy is called the purchasing decision process or buy decision process or consumer 

decision process. 

2.4 Purchasing Decision Process 

Before deciding which product or service to consume a consumer will pass through 

stages. The time and amount of effort devoted in the process or within the process 

depends on the importance of the desired good or service to the consumer. Consumer 

behaviour varies very much depending on the type of the product and market. To 

understand the buying process behavioural science can be used such as economic 

theories, sociology, psychology and others can be used. 

Consumer decision to purchase is influenced strongly by cultural, social, personal and 

psychological characteristics. These bring some common variations in the consumer 

buying process. The consumer can withdraw at any stage, some stages may be 

skipped, the stages are generally of varying length and some stages may be performed 

subconsciously. A marketer cannot control them but need to take them into account 

because they do affect sales. 

The following are decisions that a final consumer may go through before making 

decisions on what to buy. 

2.4.1 Problem or opportunity recognition (Need recognition) 

Kerin et al (2004, p.100) says it is when a person realizes the difference between what 

she/he has and what she/he should like to have is big enough to actually do something 

about it. It can also be referred to as the difference between an actual stat and a 

desired state which is caused by internal stimuli such as hunger, thirst and a person's 
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normal needs and external stimuli such as TV, advertising, magazine ad, radio slogan 

and stimuli in the environment. Here is when a person sees that something is missing 

or wants to change for example finding empty milk carton in the refrigerator. This can 

also be referred to as recognition of an unmet need. 

2.4.2 Infonnation Search (Seeking Value) 

Here a problem has been recognized, a person begins to search information of the 

product that will satisfy the need. Hawkins et al (2004, p.524) says the search is either 

internal or external, and it is not free, it involves mental as well as physical activities 

that consumer must perform. It takes time, energy, and money can often require 

giving up more desirable activities. However, the benefits of information search 

outweight the cost of search. Kerin et al (2004, p.100) argues people have a tendeny 

of having high involvement in the product of high value and less involvement in the 

product of low value. 

2.4.3. Alternative Evaluation (Assessing Value) 

After searching process now consumer has enough information about different 

products and services to select one alternative from the list. So setting of criteria to be 

used in selecting one that will satisfy the need is important. Evans and Berman, 

(1997, p.221) says this process involves weighing features and selecting the most 

desired. A consumer sets standard for the features that ad form an attitude on each 

alternatives according to its ability to meet the standard. Kerin et al (2004, p.100) says 

sometimes this process is done in the information search stage. 

2.4.4 Purchase Decision (Buying Value) 

After selecting the best item, the purchasing decision comes into work. Kerin et al 

(2004, p.100) says a consumer looks at when and from whom to buy. Evans and 
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Berman, (1997, p.221) say there are three considerations during the purchase when 

these elements are acceptable. However, dissatisfaction with any one may cause a 

consumer to delay or not buy, even though there is no problem with the good or 

service. This decision also depends on the past experience and location of the seller. 

2.4.5 Post Purchase Behaviour 

Evans and Berman (1997, p.222) say it often embodies further buying and/or re

evaluation. Many times one purchase leads to others. A person will re-evaluate a 

purachase after making it. A consumer compares the product and repurchases the 

product after wears out. Dissatisfaction can lead to brand switching and negative 

communication. Dissatisfaction is often due to cognitive dissonance a doubt that a 

correct decision has been made. To overcome this follow up calls, extend warranties, 

and ads aims at purchasers can rescue people. 

2.5 Factors influencing consumer behaviour 

2.5.1 Cultural factors 

This exterts the broadest and deepest influence on consumer behaviour. In here we 

look on culture, subculture and social class. 

2.5.1 Culture 

Kotler and Armstrong (2001, p.172) has defined culture as the set of basic values, 

perception, wants and behaviour learned by a member of a society from family and 

other important institutions. Culture is created by people evolving over time as a 

result of human activities and move from one generation to the next. Culture 

determines the wants and behaviour of a person; this influence his/her buying 

behaviour. The national cultural environment creates social reinforcement 

contingencies that stimulate the pursuit of those individual dispositions that fit with 

the national cultural environment but restrain those dispositions that are incongruent 
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with the nation's institutional structures [Schwartz 1994; Triandis, 1989; Steenkamp 

et al (1999, p.5). 

2.5.1.2 Subculture 

In a given culture there includes numerous subcultures, there are groups with their 

own culturally, distinct modes of behaviour. This is a group of people with shared 

value system, based on common life experiences and situations. Kotler and 

Armstrong (2001, p.173), say it includes nationalities, religions, ethnic groups and 

geographical regions. High responsibility attributions increase the chance that 

personal norms will influence behaviour, as expected; conversely, low responsibility 

attribution decrease the translation of personal norms into behaviour. Translation of 

norms occurs when consumers maintain high levels of both trust and responsibility 

Osterhus (1997, p.26). 

2.5.1.3 Social Class 

Human beings can't work alone. They live and work with each other and so they 

influence one another. This happens partly because of similarities they have and also 

they want to abide their membership in their social class. This is found in almost 

every society. Kotler and Armstrong (2001, p.176) say that it is a relative permanent 

and ordered division whose member share similar values, interests and behaviours. 

And went on to say this is not determined by single factor such as income, but 

combination of income, education, wealth and other variables. To change someone's 

social position is hard, however, they can move to a high/lower social class. 

2.5.2 Social Factors 

These include small groups, family and social roles and status. These do shape the 

buying behaviour of a consumer. 

2.5.2.1 Groups 

Kotler and Armstrong (2001, p.176) define a group as two or more people who 
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interact to accomplish personal or mutual goals. People in the group can influence a 

person 'sbuying behaviour. The primary group is where a person is actively involved 

and this has high impact on consumer behaviour. Secondary group is when a person 

has slight involvements, hence does not influence much. Both serve as point of 

comparison or reference for forming a person's attitude, lifestyle, self-concept or 

behaviour. 

2.5.2.2 Aspiration group 

This group is made of people consumer loves/respects like political figures, sport 

heroes, ectcetra, or groups that they don't belong do influence but wish to belong. 

Importance of group influence varies across products and brands. When the product is 

visible to somebody whom buyer respects, it tends to be strong. So marketers have to 

use opinion leaders to influence purchase. Kotler and Armstrong (2001, p.178) have 

defined an opinion leader as a person within a reference group whom because of 

special skills, knowledge, and personality or other characteristics, exerts influence on 

others. Also, leadership capability influences others. But products for private use are 

not very much affected by group influences because others will notice neither the 

product nor the brand. 

2.5.2.3 Family 

Family members can strongly influence buyer behaviour. Kotler and Armstrong 

(2001, p.178) say marketers need to be aware of what will influence the husband, 

wife and the children on the purchase of different products. Family members do 

appear to have different interests and so their involvement varies widely by product 

categories they buy. For example a wife buys food, cloth, households and husband 

buys cars, electrical appliances. Sometimes they make joint decisions and even kids 

are involved. 
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2.5.2.4 Roles and Status 

One person can belong in many groups at a time depending on her/his interest. The 

position in each group can be defined in terms of both roles and status. A role 

consists of the activities people are expected to perform according to the persons 

aroud them and so influence the person buying behaviour. Kotler and Armstrong 

(2001, p.179) say each role caries a status reflecting a general esteem given to it by 

society. People often choose products that show their status in society. 

2.5.3 Personal Factors 

These include age and life cycle stage, occupation, economic situation, lifestyle and 

personality and self-concept. 

2.5.3.1 Age and Life cycle stage 

People do change goods and services they buy over their life times. Kotler and 

Armstrong (2001, p.180) noted that, tastes in food, furniture, music and recreation are 

often age related. Also family life cycle does shape buying decision, like unmarried 

couples, couple marrying later in life, childless couple same sex couple and others. 

Marketer studies these and develop appropriate product for each stage. 

2.5.3.2 Occupation 
Kotler and Armstrong (2001, p.180) say a person occupation affects the goods and 

services bought. For example a person working in place where there is dust is 

likelihood for them to consume milk everyday for their health. 

2.5.3.3 Economic Situation 

Kotler and Armstrong (2001, 0.181) argue that economic situation affect a product 

choice. A person can buy an expensive product if has enough money spend, saving 

and borrowing power. A person can consume a low amount of a product than the 

desired because of the economic situation of that person. 
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2.5.3.4 Lifestyle 

Kotler and Armstrong (2001, p.181) says a person's pattern of living is expressed in 

her/his interests, activities and opinions. Lifestyle will determine much, what and 

what quanity of a product to be consumed by a person. It is very possible for people 

coming from the same background to have quite different lifestyle and it defers from 

one country to another. 

2.5.3.5 Personality 

Kerin et al (2004, p.105) has defined it as people's consistent behaviour or responses 

to recurring situations. Again Kotler and Armstrong (2001, p.183) refer to it as unique 

psychological characteristics that lead to relative consistence and lasting responses to 

ones own environment. It is described in terms of traits such as confidence, 

dominance, sociability, autonomy, defensiveness, adaptability and aggressiveness. Is 

about where a person puts herself/himself or whether other put that person. 

2.5.4 Psychological Factors 

Kerinet at (2004, p. 104) says psychology helps marketers to understand why and 

how consumers behave as they do. Motivation, perception, learning, belief and 

attitude are psychological factors that influence a person to buy. 

2.5.4.1 Motivation 

Boone and Kurtz (2001) noted that, motives are inner states that direct a person 

toward the goal of satisfying a felt need. A person can have many needs at the same 

time, the person cannot be satisfy all at a time. The need to a group them according to 

the order of importance arises. 

Manslow's hierarchy of needs is a popular approach in understanding consumer 

motivation as it explains why people are driven by particular needs at a particular 

time. A person needs to satisfy his basic objectives before progressing to the next 

level, e.g. a hungry person would seek for food (physiological needs) before going for 
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a move (social needs). Kotler and Armstrong (2001, p.186). Manslow's answer is 

that, human needs are arranged in hierarchy from the most pressing to the least 

pressing as follows; Physiological needs, Safety needs, Social needs, Esteem needs 

and Self-Actualization needs. The most important is satisfied first and move to 

another need and the previous ceases to be a motivator. 

2.5.4.2 Learning 

Kerin et al (2004, p.188) defined as behaviours that result from repeated experience 

or reasoning. Again Perreault and McCarthy (2002) noted that, learning is a change in 

a person's thought processes caused by prior experience. Human behaviour is learned, 

it occurs through the interaction of drives, stimuli, cues, responses and reinforcement 

and also the environment they live. Perreautl and McCarthy (2002) have defined a 

drive as a strong stimulus that encourages action. Boone and Kurtz (2001) state that, a 

cue as any object in the environment that determines the nature of the consumer's 

responses to a drive. It also determines how, when and where it will occur. Again they 

agree that, reinforcement is the reduction in drive that results from proper response. 

2.5.4.3 Perception 

Kerin et al (2004, p.106) defined this as a process by which someone selects, 

organizes and interprets information to create a meaningful picture of the world. The 

information is gathered through influences of five senses that are sight, hearing, 

smell, touch and taste. The ways we receive, organize and interpret the information to 

differ. The translation of personal norms into behaviour is enhanced by consumer 

perceptions of responsibility. 
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2.6 Empirical study 

This provides the result of the work of others on the same or related topic. 

Association between population, demographic factors, household income and 

expenditures, cultural perception, price, education and milk consumption is shown. 

These studies provide an indication of the impact of consumer behavior on 

consumption of dairy products. 

2.6.1 Population 

Population growth mcreases the consumption of most products, and the US 

population has grown to about I% per year since 1980. Thus, if per capita 

consumption stays about the same, the total consumption of dairy products will 

increase about I% per year. Although a larger population means increased total 

consumption, changes in consumption per capita are often more important for 

understanding trends in dairy consumption and dairy demand relationships Nicholson 

and Alexnder (200 I). 

2.6.2 Demographic Factors 

From the study data have indicated that, demographic factors such as age, household 

size, household composition, ethnicity and region affect dairy consumption. 

Expenditures on both fluid milk and dairy products peak for households whose 

principal food shopper is between 25 and 44 years old. This presumably coincides 

with the time when more households have children, who tend to consume more dairy 

products, particularly fluid milk. Expenditures on dairy products are largest for 

households whose oldest child is between 6 and 17 years old. Larger households, 

again not surprisingly, spend more on both fluid milk and dairy products than do 

smaller households. A study released in the later 1980s indicated that changes in the 

age structure of the US population were likely to have the largest impact of the 

demographic changes affecting dairy consumption to 2000. although no more recent 
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study exists, it is likely that this conclusion still holds for the first decade of the 21 st 

Century, Nicholson and Alexader (2001). 

Research in Morogoro Municipality in 2002, with sample size of 46 and regression 

model used to measure the relationship. Results were found that, consumer's age is 

positively related to consumption of cultured milk. This suggests that consumption of 

cultured milk is likely to be high among people in high age category than in low age 

category. This could be because age varies with occupation, which has an impact on 

individual income and food expenditure patterns Mfinanga (2002, p.36). 

2.6.3 Household Income and Expenditures 

The consumer survey in West Africa, suggests that milk and milk products 

consumption patterns are influenced by income growth, Araudoba (1993). 

Households with different socio-economic characteristics, such as income, can use 

data from consumer surveys to compare consumption of dairy products. Data have 

indicated that households with higher incomes buy more dairy products. Expenditures 

on products other than fluid milk grow more rapidly with increasing incomes, 

households with higher incomes; consume larger amounts of low fat milk, skim milk, 

and other products. Consumption of whole milk is largest for households with the 

lowest incomes. Most statistical model of dairy demand have found that income is an 

important factor. One study found that increases in income decreased expenditures on 

whole milk, but increased expenditures on low fat milk. Another study however, 

found that income did not contribute significantly to either the decision to purchase 

fluid milk or the amount consumed, when other factors were controlled for. In 

general however, the data and analyses suggest that increases in incomes during the 

coming years should contribute to somewhat higher consumption of fluid milk, 

especially low fat and skim milk, Nicholson and Alexander (2001). 

A study on relationship between socio-economic factors and amount of money spent 

on milk by consumers conducted in India revealed that, the amount spent on milk is 
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highest (68%) in medium income group followed by 18% in high and 14% in low 

income groups. The study established that, education, and gain in income had 

significant relationship with amount spend on milk by the consumers, Vabi and 

Tambi (1995). 

A case study of Morogoro Municipality shows there is an association between 

consumer's expenditure on food and income which suggests that, an increase in 

proportion of income spent on food is likely to increase ones consumption of cultured 

milk. This can be explained by the fact that people tend to become selective in food 

items as they increase expenditure on food thus they are likely to include more 

nutritive items into their diet like milk products including cultured milk, Mfinanga 

(2002, p.36). 

2. 6.4 Cultural 

According to FAQ report (no date), food constitutes a basic element in the cultural 

identity of urban migrants. They tend to preserve some of the typical eating habits of 

their region in origin. There is, therefore, diversity in the eating habits of most 

African cities, a reflection of their cosmopolitan nature. Desire to preserve the cultural 

identity of individuals and groups is also found to influence the choice of local 

processed produce used by households in preparing traditional meals. Cheyns (1995) 

notes "eating soumbala, (a dish typical of Burkina Faso) allows people to express 

cultural identity as members of specific regions in the country". Since the method of 

preparation diffrs from region to region, "eating soumbala prepared in or by someone 

of the same ethnic or geographic origin is seen as an expression of persons' s cultural 

identity. In the case of pastoral societies, milk is a basic item in the diet. Per capita 

consumption among the Maasai can be as high as 2-3 litres per person per day, 

Kurwijila (1988). For them, milk is for home consumption first, while selling is done 

only when there is surplus above the family's dietary needs. 
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2.6.5 Perception 

According to FAO report (no date), the way some types of food are perceived 

significantly affects procurement behaviour by households. For example, many 

African women feel rightly or wrongly that frozen meat has fewer flavours and less 

healthy than that of freshly slaughtered livestock and, therefore, tend to use less of it 

in meals prepared at home. Cheyns (1995) attributes this choice of meat for its 

freshness rather than tenderness to what he describes as a "taste trajectory". Certain 

dishes are also perceived as "poor people's food" or "rich people's food". In Senegal, 

for example, rice dishes in which fresh fish is replaced with dried or smoked fish is 

considered food for poor people. Even where such dishes are more nutritious as 

argued by nutritionists, there is strong resistance to their consumption because of the 

social class perceptions attached to them. At the opposite end of the spectrum, meat 

and chicken-based dishes are considered rich people's food. The same distinctions 

can be found in Ougadougou where the consumption of noodle and tubers declines 

with falling purchasing power. 

2.6.6 Price 

The prices of dairy products influences both the amount that will be offered in the 

market and that will be purchased by the final consumer, Debrah and Anteneth 

(1991). An observation was made by Seyoum (1989) who found that in West Africa, 

the influence of price on milk consumption patter was shadowed by other factors like, 

differences in consumption habits, in milk quality, in marketing and in price policies. 

In Ethiopia, the sale of milk was not directly influenced by price but by the reliability 

of the outlet Debrah and Anteneth (1991). This means that farmers would sell more of 

their milk products when the possibility of having their products bought exists, than 

where high prices are offered but the reliability for selling the product is low. 
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2.6.7 Education 

The study done in Morogoro Municipality shows that, people with formal education 

are more likely to consume cultured milk than people with no formal education. This 

probably is brought by intensity of concern for food quality and awareness on 

nutritional importance of milk products in diets that people are likely to have, as they 

become educated. Mfinanga (2002, p.37). 

Traditional milk type products such as cultured milk enjoy a much larger market and 

tend to be far less complex to manufacture Mdoe and Nyange (1993). This is due to 

the level of production, education, inputs availability and it being the most families 

milk product to producers and to consumers in the market. However "commercial 

success of small-scale processing depends more on what people will buy and how it 

will used than whether it can be made" Scott (1995). 

2.7 Summary 

This chapter has focuses on theory and empirical studies of consumer buying 

behaviour. Whereby, factors influencing consumers buying behaviour has been 

discussed. The forthcoming chapter will on methods, technique and procedures that 

have been used during the study. 
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CHAPTER THREE 

RESEARCH METHODOLOGY AND PROCEDURES 

3.1 Introduction 

Before doing any research one needs to have a research problem and the research 

methodology that can be used to solve it. The aim of any research is to solve the 

problem at hand, so there is need to have detailed research methodology that explains 

the means that will be used to meet the research objectives. It has been noted by 

Kothari (2003, p.10) that research methodology is a way of solving research problems 

systematically. Also research methodology is said to encompass methods, techniques, 

and procedures that are employed in the process of implementing the research design 

or research plan, as well as the underlying principles and assumptions that underlie 

their use Babbie et al (2002). This chapter presents research designs, research 

approach, types of data collection methods, population, sample size, sampling frame, 

data processing and analysis and measurements. It is about setting actions that will 

have to be followed so as to meet the research objectives. 

3.2 Research Design 

In their, Ghauri and Gronhaug (2002, p.47) focus on research design as the overall 

plan for relating the conceptual research problem to relevant and practicable empirical 

research. Kothari (2003, p.39) also pointed that research design is the arrangement of 

conditions for collection and analysis of the data in the manner that aims to combine 

relevance to the research purpose with economy in procedure. In short this shows the 

structure framework of how the research problem has been tackled. This study has 

assessed buying behaviour of consumer and non-consumer of milk in Kinondoni 

District in the city of Dar-es Salaam (Tanzania). I used a cross sectional research 

design in this study. The cross-sectional research design allowed data collection at a 
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single point of the study area in one time. The design used descriptive study and for 

determination of relationships between variables Bailey (1998, p.478). The cross

sectional research design was considered to be favourable due to limitations of 

resources in terms of time and financial for data collection. 

3.3 Research Approach 

The main data collected were qualitative nature. Ghauri and Gronhaug (2002, p.85) 

defined qualitative research as a mixture of the rational, explorative and intuitive, 

where my skills and experience play an important role in the analysis of data. I used 

this because the main objective of this study fits qualitative approach. This approach 

puts emphasis on understanding and describing individual actions/behaviour in its 

usual surroundings. However, to some extent, qualitative applied approach to get 

intended information ( data). It emphasizes on understanding and describing individual 

actions/behaviour in its usual surroundings. 

3.4 Types of Data 

In order to test hypotheses and provide answers to the research questions, I will 

collect two types of data. 

3.4.1 Primary Data 

Kothari (2004, p.117) noted that primary data is that data collected afresh and for the 

first time, and thus happen to be original in character. I will collect this data because it 

is good in solving the specified problems under the study. This data is collected 

through observation, interview and questionnaire. This data will be collected from 

milk processors, in Dar-es Salaam Kinondoni District, milk consumers and non

consumers of milk, NGO' s and Tanzania Dairy Board. Examples of primary data 

obtained include age, milk consumption behaviour, education level and the like. 
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3.4.2 Secondary Data 

According to Kothari (2004, p.117) that secondary data is that which has already been 

collected by someone else and which has also been passed through the statistical 

process. This data is not fresh; someone else collected it for his/her own need. I will 

use published and unpublished materials to be acquainted with the buying behaviour 

of milk consumers from various sources such as Internet, Ministry of Water and 

Livestock, NGOs dealing with dairy development in Tanzania, milk processor, Dairy 

Board of Tanzania and Newspapers. I will use secondary data because it shows the 

situation before this research was done. They provide useful knowledge and also 

necessary given the budget assigned. Secondary data collected in this study included 

per capita milk consumption, milk production, cattle and human population in 

Tanzania and they are like. 

3.5 Data Collection method 

There are many methods of data collection. I will collect data by using questionnaires, 

interviews, documentation and observation for analysis and interpretation. 

3.5.1 Questionnaires 

Babbie et al (2002, p.242) agree that a questionnaire is a document containing 

questions and other types of items designed to solicit information appropriate for 

analysis. These enabled the researcher to collect data for analysis to predict the 

eligibility of the assumption of the researcher. The researcher has used mainly closed 

ended questions convenient in data processing and analysis. Also few open-ended 

questions to allow respondents to tell more, that the research didn't expect. The 

structured questionnaire has been used so as to know what view / knowledge the 

society has on the same question. Self-administered questionnaire and interview has 

been used to collect data. This method has been used because it is cheap in terms of 

time, money and easy to reach to some respondents who could not be reached. 
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3.5.2 Interview 

Babbie et al (2002, p.256) said that interview is a data-collection encounter in which 

one person (an interviewer) asks questions of another (respondent). It can also be said 

as powerful conversation among two or more people seeing each other at the time of 

conversation. A combination of unstructured and structured interview has been used. 

In structured interview, the researcher has used face to face type of interview to 

collect data from Tanzania dairy board, milk processors, TAMPA and NGOs working 

on the development of dairy sector, and consumers and non-consumers of milk. This 

method enabled the researcher to get clearer information by asking questions related 

to the field of study, broaden findings, and help to gather valid and reliable data that 

were relevant to the research objectives. It was the structured interview that was 

mainly used in this study. 

3.5.3 Documentation 

To have more information the researcher has used secondary data, which were 

obtained from documents. Documents are materials that have been produced in some 

written / printed form. They include newspapers, magazines, different reports and 

other things of the like. This method has assisted the researcher to have previous and 

current secondary data. 

3.5.4 Observation 

This is where the researcher collects information through direct observation without 

asking respondents anything. The researcher as a participant in the field was able to 

learn the buying behaviour of ultimate consumers without asking respondents 

anything and got empirical data. The researcher has used this method so as to come 

up with realities that representatives of populace could not tell, and the researcher 

didn't visualize earlier and also avoiding artificial behaviours of buyers if they were 

aware of being observed. 
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3.6 Sampling design 

It has been noted by Kothai (2003, p.69) that sampling design is a technique or the 

procedure the research would adopt in selecting items for the sample. Again Kayunze 

(2002, p.10) says a sample is group, hopefully representative, of the population that is 

studied and from which one derives generalizations about the population. Here the 

researcher planned on how to obtain a sample from a given population. 

3. 7 Population 

Babbie et al (2002, p.175) concluded that population is the theoretically specificied 

aggregation of study elements. A sample is actually selected from aggregation of 

elements studied population. The population in this research study has included 

consumers and non-consumers of milk residing in Kinondoni District of the city of 

Dar-es Salaam (Tanzania), NGOs dealing with dairy developments, milk processors, 

milk associations and Tanzania Dairy Board. 

3.8 Sample Size 

According to Kayunze (2002, p.10) a sample is the number of respondents selected 

for interview from a research population. The researcher has selected a sample size of 

100 respondents and distributed 120 questionnaires so as to get 100 in return in case 

of any problem arises in between. Only 83 questionnaires were returned. The sample 

size selected is because of budget constraints, limited in terms of time and money. 

Such sample size gave relatively high reliable information depending on the 

procedure adopted. However, it is a fact that much bigger sample would increase the 

quality of findings. It is the researcher's conviction, that the size of the sample so 

taken did not hinder achievement of the objective. 
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3.9 Sampling Unit (unit of analysis) 

Babbi et al (2002, p.174) concluded that sampling unit is that element or set of 

elements considered for selection in some stage of sampling. Again, Kayunze (2002, 

p.10) argues that is the basic unit whose properties are chosen for analysis. In this 

research sampling units were respondents and other interviewers (all individuals 

whose data are collectd). 

3.10 Sampling Frame 

It has been said by Babbie et al (2002, p.174) that, a sampling frame is the actual list 

of sampling units from which the sample, or some stage of the sample, is selected. It 

can be the entire population or a portion of the population. The researcher has used a 

portion of the population due to time and budget constraints. 

Milk consumers 

Milk processors 

NGOs 

Tanzania Dairy Board 

Total 

Table 3.1 Sampling Frame 

Source: primary data 

83 

1 

2 

1 

87 
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3.11 Sampling Technique 

Respondents to be included in the sample from the population need to be chosen 

without any bias whereby every member of the population has an equal chance of 

being included in the sample. Convenient random sampling such that consumers who 

were available in the identified shops were requested to participate in the study. 

Systematically sampling was used to identify the shops. The researcher used a simple 

random sample because it is not biased to any member of a population and the 

population is large and the sample selected is relatively small and purposive sampling 

technique has been used in selecting a target population of relevance to the study. 

3.12 Data Processing and Analysis 

3.12.1 Data Processing: 

After data has been collected then, the researcher will be required to process it before 

going for analysis. Kothari (2003, p.151) says that, processing implies editing, 

coding, classification and tabulation of collected data so that they are amenable for 

analysis. The researcher has used editing and coding. Also, Kothari (2003, p.151) 

stated that, editing of data is the process of examining the collected raw data 

(especially in surveys) to detect errors and omissions and to correct these when 

possible. Since there is a possibility of misunderstanding and lack of seriousness 

during the filling of questionnaires, field editing has been used to ensure data 

collected are accurate and reliable. 

Kothari (2003, p.152) has defined coding as a process of assigning numerals or other 

symbols to answers so that response can be put into a limited number of categories or 

classes. The researcher has used this because it provides efficiency; deduce the 

number of questionnaire into a small figure which allows easy analysis of data. 
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3.12.2 Data Analysis Strategy 

According to Kothari (2003, p.151) the term analysis has been referred as a 

computation of certain measure along with searching for patterns of relationship that 

exist among data groups. Researcher has used the descriptive statistics. Due to the 

nature of the study, Statistical Package for Social Sciences (SPSS) was used for data 

analysis in order to get relevant results for the study. 

3.13 Measurement Scale 

The questionnaire was developed in Swahili to make the communication easy with 

respondents. Two types of scale were used which are nominal scale and ranking / 

ordinal scale. Kothari (2003, p.88) argues ordinal scale places events in order but 

there is no attempt to make the intervals of the scale equal in terms of some rules. 

This involves data that can be measured numeral but can be either classified into sets 

according to interested characteristics or place in rank order Saunders et al (2000 

p.328). Nominal scale provides convenient ways of keeping track of people. These 

have been used in order to identify variables easily. Descriptive statistics such as 

graphs and cross tabulation were employed in data analysis and presentation of results 

included means, percentages and frequencies in order to generate information from 

the data and present it systematically. This includes assessment of relationship and 

significance between individual variables and consumption of milk. 

3.14 Summary 

This chapter has presented research designs, research approach, types of data 

collected, data collection methods, population, sample size, sampling frame, data 

processing and analysis and measurements scale. The next chapter is concerned with 

data analysis and discussion of the results. 
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CHAPTER FOUR 

RESULTS AND DISCUSSION 

4.1 Introduction 

This chapter is concerned with data analysis of the results. The SPSS program has 

been used to assist in data analysis. Each hypothesis is discussed separately based on 

results from analyses and observations made by the researcher during the course of 

the study. 

4.2 Characteristics of the Sample 

In this study, it was assumed that factors influencing consumer buying behaviour in 

milk consumption are availability, quality, understanding of importance of milk and 

social cultural factors. Therefore, it was important for that matter to describe these 

characteristics in relation to consumption of milk. To meet this objective, a total of 83 

respondents were interviewed in Kinondoni District of Dar-es SalaamCity. 
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4.2.1 Age Distribution 

In the research, respondents between the age of 18-35 were 78%, followed by the age 

above 35 with 14.5% and last is between the age 10-17 with 7.2%. This is shown in 

table 4.1. 

Variable Frequency Percent 

Age 

10-17 6 7.2 

18-35 65 78.5 

>35 12 14.5 
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Table 4.1 Ages 

Source: Primary data 

AGES 

79% 

FIGURE4.1 

1117-0ct 

■ 18-35 

0>35 
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4.2. Gender 

Table 4.2 shows the percentage of gender of respondents. 56.6% of the sample was 

male and 43.4% was female. This was because of easy reaching them. 

Variable 

Gender 

Male 

Female 

Table 4.2 Gender 

Source: Primary data 

Frequency 

47 

36 

GENDER 

57% 

FIGURE4.2 

Percent 

56.6 

43.4 

Iii Male 

■ Female 
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4.2.3 Marital Status 

In the study 59% of respondents were single and 41 % were married as it is shown in 

the table below. 

Variable 

Marital Status 

Married 

Single 

Table 4.3: Marital Status 

Source: Primary data 

Frequency 

34 

49 

MARITAL STATUS 

41% 

59% 

FIGURE4.3 

t!I Married 

11 Single 

Percent 

41 

59 
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4.2.4 Family Size 

Table 4.4 shows, the family of respondents appears to be high in the size of less than 

five with 43.4%, followed by greater than five with 34.9% and last is the one with 

equally five with 21.7%. 

Variable 

Family size 

<5 

5 

>5 

Table 4.4: Family Size 

Source: Primary data 

Frequency 

36 

18 

29 

FAMILY SIZE 

35% 
43% 

22% 

~ 
~ 

Percent 

43.4 

21.7 

34.9 
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FIGURE4.4 

4.2.5 Education level 

Education level of respondents can be seen in table 4.5 below. Where 49.4% of 

respondents were of secondary education followed by 34.9% of primary education 

and the last one is 15.7% of higher learning. 

Variable 

Education level 

Primary 

Secondary 

Higher learning 

Table 4.2.5 Education level 

Source: Primary data 

Frequency Percent 

29 34.9 

41 49.4 

13 15.7 
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EDUCATION LEVEL 

16% 35% 

Ii Primary 

■ Secondary 

o Higher learning 

FIGURE4.5 

4.2.6 Area Covered 

Areas covered during the study are shown in Table 4.6 where the highest percentage 

is seen at Kinondoni with 19.3%, followed by Mabibo with 120%. The lowest 

percentage is seen at Sinza and Mlimani with the same percentage of 2.4. 

Variable Frequency Percent 

Residence 

Ubungo 5 6.0 

Magomeni 9 10.8 

Kigogo 7 8.4 

Kimara 7 8.4 

Mlimani 2 2.4 

Mabibo 10 12.0 

Kijitonyama 2 2.4 

Mwananyamala 6 7.2 

Manzese 5 6.0 
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Tabata 5 

Kinondoni 16 

Mwenge 4 

Sinza 2 

Mburahati 3 

Table 4.6: Areas covered by the study 

Source: Primary data 

AREAS COVERED 
STUDY 

4% 

lllil Ubungo 

■ Magomeni 

oKigogo 

□ Kimara 
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8% ■ Kijitonyama 

6% 

2% 

FIGURE4.6 

8% 
□ Mwananyamala 

■ Manzese 

■ Tabata 

□ Kinondoni 

lif!Mwenge 

6.0 

19.3 

4.8 

2.4 

3.6 
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4.3 Relationship between consumers' awareness on importance of milk for their 

health and milk consumption 

During the survey respondents were asked to mention their preferred drink. As 

observed in table 4.7, 65% of respondents chose milk as their preferred drink. Also, 

when they were problem further why they prefer the drink, table 4.8 shows that 

59.0% of them responded that the drink, they were asked to mention the benefits of 

milk in their body and as it shows in Table 4.9, 42.9% said it is nutritious. Thus, 

health benefits obtained by consuming milk are a significant factor for the product 

consumption. 

Variable Frequency Percent 

Preferred drink 

Milk 54 65.1 

Soda 5 6.0 

Juice 8 9.6 

Water 10 12.0 

Alcohol 4 4.8 

Tea 2 2.4 

Table 4. 7: Pref erred Drink: 

Source: Primary data 
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PREFERRED DRINK 

12% 5% 

10% 

65% 

FIGURE4.7 

Variable Frequency 

Reason for the preferred 

drink 

Easily available 14 

Used to 16 

Imitating others 1 

Benefits to the body 49 

Affordable price 3 

Table 4.8: Reason for the preferred drink 

Source: Primary data 

m1 

■ 2 

03 

04 

111115 

1116 

Percent 

16.9 

19.3 

1.2 

59.0 

3.6 
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REASON FOR THE PREFFERED 
DRINK 

19% 

59% 1% 

FIGURE4.8 

Awareness of benefits of milk 

Good for health 

Gives energy 

Refreshing 

Nutritious 

Building body 

Builds immunity 

Medicine 

11 Easily available 

11 Used to 

□ Imitating others 

□ Benefits to the 
body 

111 Affordable price 

Frequency 

13 

8 

1 

27 

25 

5 

6 

Percent 

20.6 

12.7 

1.6 

42.9 

39.7 

7.9 

9.5 

* Data based on multiple response (percentage exceeds 100) 

Table 4.9: Awareness on benefits of milk 

Source: Primary data 
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4.4 Relationship between quality of milk and milk consumption 

Table 4.10 shows that frequency of consumption is influenced much by the quality of 

the product. Of 50 consumers who consume everyday 94% quality of the product 

influence the purchase. Of 15 consumers who consume after two days 100% quality 

of the product influence the purchase. The chi-square test results suggests that quality 

of the product has association with consumption. (x2 = 9.652, df = 4, p = 0.047). Thus 

quality seems to be related to the frequency of consumption. 

Frequency Description Price Quality Brand name Total 

of 

consumption 

Everyday Count(%) 2(4.0) 47(94) 1(2.0) 50(100) 

After 2 days Count(%) 0(0.0) 15(100) 0(0.0) 15(100) 

Once a week Count(%) 1(10.0) 7(70) 2(2.0) 10(100) 

Total Count(%) 3(4.0) 69(22.0) 3(4.0) 75(30) 
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X2 =9.652 df=4 P value= 0.047 

Table 4.10: Results between frequency of consumption and criteria used for 

purchasing milk 

Source: Primary data 

This is supported by the observation on Table 4.11 where 72.3% of respondents 

revealed they consumed processed milk and 27.3% do consume processed milk. This 

may be because by the belief that, products from factories are of high quality. 

Variable Frequency 

Consume processed milk 

Yes 60 

No 23 

Table 4.11: Consume processed milk 

Source: Primary data 

Percent 

72.3 

27.7 
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CONSUME PROCESSED MILK 

72% 

FIGURE4.10 

4.5 Association between socio-cultural factors and milk consumption 

It was presumed that sex, occupation, family size, education level, marital status, 

ethnic origin and age influence buying behaviour of milk consumers. Results from 

data analysis showed that the first four factors mentioned have no significant 

influence on quantity or frequency of milk consumption. This may be because the 

remaining factors have more influence on consumption pattern namely age, ethnic 

origin and marital status. 

4.5.1 Ethnic Origin 

Among respondents interviewed, most of them belonged to Chagga tribe. This could 

be because Kinondoni is one of the most active district in terms of business 

transactions and the tribe is well known for being aggressive in business activities. 

Thus, as shown in table 4.12 and figure 4.1 milk preference to other drinks is high 

among Chagga people (85.0%) than other tribes (46.5%). This is probably because 

they have livestock keeping custom and can afford to buy the product being actively 

involved in business activities. The chi-square test results propose that, milk 

preference is associated with Chagga tribe. (X2 = 13.504, df = 1, p = 0.01). Therefore, 
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the ethnic origin appears to be related with milk consumption. 

Tribe Preferred drink 

Other drinks Milk 

N % N 

Other tribes 23 53.5 20 

Chagga 6 15.0 34 

Total 29 65.1 54 
·L - - -X - 13.504 df - 1 P-0.01 

Table 4.12: Results between ethnic origin and milk consumption 

Source: Primary data 

% 

46.5 

85.0 

65.1 
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Figure 4.1: Milk Preference to other drinks among tribes 
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4.5.2 Marital Status 

11% 

■ % 

□ Other tribes 

Respondents who were single appeared to have a significant higher frequency of 

milk consumption than married ones as was shown in table 4.13. Daily and after two 

days consumption frequency among single respondents was 72.9% and 20.8% 

respectively, while that of married was 57.6% and 15.2% respectively. This could be 

because single people tend to have most of their meals outside home where it was 

observed that most milk consumers interviewed obtain the product from shops. 

However, once a week consumption frequency was higher among married than single 

respondents 27.3% and 6.35% respectively. This may be because some married 

respondents consumed milk by incorporating it with other food items prepared at 

home probably once a while to honour traditional customs. The chi-square test results 

suggest that marital status has an association with the frequency of consumption. (X2 

= 6.685, df = 2, p = 0.032). Hence, marital status appears to be related with frequency 

of milk consumption. 
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Marital status Frequency consumption 

Everyday After 2 days Once a week 

N % N % N 

Married 19 57.6 5 15.2 9 

Single 35 72.9 10 20.8 3 

Total 54 66.7 15 18.5 12 

2 X = 6.685, df = 2 P value = 0.032 

Table 4.13: Results between marital status and frequency consumption 

Source: Primary data 

4.5.3 Age 

% 

27.3 

6.3 

14.8 

Figure 4.2 shows that most consumers of milk belong to youth age category (18-35 

years and above 35 years) this is probably because this age is most dominant in the 

working force in the area with purchasing power and awareness to boost up 

consumption. Lower consumption observed among 10-17 years respondents can be 

explained by the fact that most of these are in primary and secondary school where 

other soft drinks like soda and juice are more popular. 

4.6 Association between distance from source of supply and milk consumption 

Results shown in table 4.14 indicate that milk consumption quantity is higher where 

milk source is near. Where the distance from the source was very far, consumption 

above one litre dropped to 0% from 85.7% recorded at near source. The same trend 

was observed where consumption quantities dropped sharply even when the source 

got just a bit far (from 82.5% to 12.7%) as the case with one glass consumers. The 

chi-square test results shows that there is a significant association between distance 

from source of supply and quantity of milk consumed (X2 = 16.078, df = 6, p = 0.13). 

therefore, the distance from the source of supply seems to be related with quantity 

consumed. 
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Quantity per Description Near A bit far Very far Total 

consumption 

One-two Count(%) 52(82.5) 8(12.7) 3(4.8) 63(100) 

glasses 

Half a litre Count(%) 7(77.8) 1(1 I.I) 1(11.1) 9(100) 

Above one Count(%) 6(85.7) 1(14.3) 0(0) 7(100) 

litre 

I don't know Count(%) 0(0) 0(0) 1(100) 1(100) 

Total Count(%) 65(81.3) 10(12.5) 5(6.3) 80(100) 
·2 X = 16.078, df = 6, p=0.13 

Table 4.14: Results between quantity of consumption and distance from milk 

location 

Source: Primary data 

Respondents were also to mention their most preferred drink. Table 4.15 shows the 

results where 65.1 % declared milk to be their preferred drink. Also from Table 4.16 

of the reason for milk consumption shows that, 49.4% of respondents said they 

because they are used to 44.6% said because it is easily available. These last two 

factors are closely linked because no one could get used to drink milk if it was not 

available. Thus, the distance from the source of supply plays a big role in influencing 

consumer buying behaviour whereas 66.3% of respondents' argued the consumption 

has increased due to availability as shown in table 4.17. 

Variable Frequency Percent 

Preferred drink 

Milk 54 65.1 

Soda 5 6.0 

Juice 8 9.6 
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Water 10 12.0 

Alcohol 4 4.8 

Tea 2 2.4 

Table 4.15: Results on preference to milk and other drinks (n=83) 

Source: Primary data 
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Variable Frequency 

Reason for milk 

consumption 

Easily available 37 

Home available 2 

Own production 3 

Used to 41 

Table 4.16: Reason for milk consumption 

Source: Primary data 
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Variable Frequency Percent 

Has consumption 

increased due to 

availability, home 

delivery, own production, 

used to 

Yes 55 66.3 

No 28 33.7 

Table 4.17: Has consumption increased due to availability, home delivery, own 

production, used to. 

Source: Primary data 
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4.7 Summary 

This chapter has given out observations on analysis of factors affecting buying 

behaviour of milk consumers. The analysis has shown that consumers are aware of 

the benefits of milk to their health and it is the most preferred drink to other drinks. 

Also quality and availability of milk have been found to have a significant influence 

on consumption. Furthermore, age, marital status and ethnic origin are the socio

cultural factors that were observed to affect milk consumption. The forthcoming 

chapter which is the last chapter on this research will base on recommendation and 

direction of future research area. 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

In view of the above findings, certain measures ought to be taken so as to correct the 

situation and thus create an environment whereby milk consumption will be a habit of 

every one in the society. This chapter will focus on recommendations to stakeholders 

and future research direction, and summary of the chapter. 

5.2 Summary of the findings 

The research findings have revealed that awareness on the importance of milk in the 

body, quality of the milk, socio-cultural factors and distance from the source of 

supply are greatly associated with milk production in Tanzania. It has been seen from 

findings that consumers are aware of the importance of milk for their health. From 

the study, quality of the milk has been seen as a factor that determines consumption 

frequency. Again socio-cultural factors have impact on milk consumption; lastly 

findings have showed that people tend to consume more milk when they are near to 

the source of supply. 

5.3 Recommendations 

The study had provided an opportunity for the researcher to highlight areas of 

strengths and weakness. The following are the researcher's recommendations. 

5.3.1 Consumers awareness on importance of milk for their health. 

From the study area it has been observed that, consumers are aware of the importance 

of milk. But they fail to mention specific benefits of milk for health. Educating them 
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on specific benefits of milk may increase consumption. 

5.3.2 Impact of quality on milk consumption 

To ensure quality products are taken to the market. As mot of the consumers are very 

sensitive to the quality of the product before they buy. Assurance of quality gives 

confidence to the consumer and is therefore willing to buy more (repurchase). Where 

milk is an issue, and at the same time food for infants and children, quality gives 

parents confidence to buy for children and babies. 

5.3.3 Influences of socio-cultural factors on milk consumption 

Milk consumption is high to the youth, followed by the old and then kids. The later 

have been neglected since they don't have money to buy for their own. This will 

have long run effect; milk drinking culture will not be build and hence constrained 

future market. School milk feeding program should be taken seriously to build milk 

drinking culture. According to personal observation most of the milk consumers 

purchase milk in the morning time they use for tea and in the afternoon they consume 

as they buy. They don't take home for their kids, and since kids don't have money 

they rarely consume milk if they do. Parents and guardians should be requested to buy 

milk for the family and not to consume as they buy their own. Milk is very important 

for kid's growth. 

It has been observed during the research that people from pastoral society and even 

those who keep cattle have bad perception on processed milk, believing it to be 

artificial; efforts should be taken to convince them that, processed milk is pure cow's 

milk. There is a need to educate people from pastoral society like the Masai, Sukuma, 

Gogo and Kuryajust to mention the few, of who believe that pure cow's milk cannot 

be found in town and/or from processors. These people account for a number of town 

dwellers: given their milk drinking culture, motivating them to change their outlook 

can be an advantage to processors. 

58 



Milk is food and at the same time can be used as a drink. The good thing about milk is 

compared with other drinks or food. Milk can be consumed either hot or cold depends 

on the desire of the consumer or season (s). Also milk has a variety of uses; results 

show that most of milk consumers consume milk itself. There is no point of having 

low consumption during cold time. Society should be opened to variety us of milk 

such as food additive and as source. 

5.3.4 Impact of distance from source of supply 

Distance from source of supply of milk is to be put in high consideration because that 

is the greatest factor that determines milk consumption. Most consumers of milk 

claim to consume milk when it is near to them. Availability sometimes is very much 

influenced by storage facilities and electric power. Retailers should be educated on 

how to store products to keep its lifetime. 

Milk is food and at the same time can be used as a drink. The good thing about milk 

compared with other drinks or food. Milk can be consumed either hot or cold 

depends on the desire of the consumer or reason (s). Also milk has a variety of uses; 

results show that most of milk consumers consume milk itself. There is no point of 

having low consumption during cold time. Society should be opened to variety us of 

milk such as food additive and as source. 

5.4 Future Research Directions 

According to the limitation of the study and other difficulties stated above, future 

researchers need to look on specific factors influencing consumption of cultured and 

fresh milk, also impact of education and income on buying behaviour of final 

consumers of milk and milk products and lastly is to on how culture influences 

consumption of milk and milk products. 

5.5 Summary 
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This chapter gives a general summary of the research finding, recommendation on 

what measures should be taken to increase milk consumption in Tanzania. The study 

shows that, education on specific benefits of milk is required; products taken to the 

market need to be of good quality. Education on variety of use of milk and milk 

processing process are very important to the society to eliminate all the myth society 

has on milk and gain knowledge on how to use milk in different ways. Creation of 

availability of milk near consumers, since majority of consumers, their frequency of 

consumption has an occasion with the source of supply. There is an opportunity for 

increasing milk consumption in Tanzania. The increase in milk production will 

benefit the government, producers, processors and society. 
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APPENDIX 

QUESTIONNAIRE FOR THE RESEARCH FACTORS AFFECTING BUYING 

BEHAVIOUR OF MILK CONSUMERS 

A CASE STUDY OF KINONDONI DISTRICT 

NO: •..•••...•.••.•.... 

1) Date of Interview ................................. . 

2) Location ............................................ . 

3) Age (a) 10-18[ ] (b) 19-25 [ ] (c) 26-35 [ ] (d) Above 35 [ ] 

4) Gender (a) Female [ ] (b) Male [ ] 

5) Marital Status 

a) Married [ ] b) Single [ ] c) Widowed [ ] d) Divorced [ ] 

6) Educational level 

a) Primary education [ ] b) Secondary education [ ] 

c) Post Secondary level [ ] 

7) Occupation ..................................................... . 

8) Household size .................................................. . 

9) Tribe .................................................. . 

10) What are three main traditional drinks in your tribe? 

a) .................................................. . 

b) .................................................. . 

c) .................................................. . 

1 l)In your opinion why are they traditional? 

a) Availability [ ] b) Traditions [ ] c) History [ ] 

12) What is your most favourite drink? 

a) Milk [ ] (b) Soda [ ] c) Juice [ ] d) Alcohol [ ] 

e) Other drinks (specify) .................................................. . 
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13) Why do you prefer that drink? 

a) Easily available [ ] b) Accustomed to it [ ] c) Imitate others [ ] 

d) Benefits to the body [ ] e) Low-priced [ ] 

14) How available is your most favourite drink? 

a) Highly available [ ] b) Less available [ ] c) Scarce [ ] 

15) Do you think milk process in a factory is pure milk? 

a) Yes [ ] b) No [ ] 

16)If yes, why? 

a) It has milk colour [ ] 

c) Labelled as pure milk [ ] 

17)IfNo, why? 

a) It is powdered milk [ ] 

c) Mixed with water [ ] 

18)Do you consume milk? 

a) Yes [ ] b) [ ] 

19) If Yes, why? 

b) It has milk smell [ ] 

d) I know attributes of pure milk [ ] 

b) It is chemically processed [ ] 

d) Lacks minerals [ ] 

a) Doctor's recommendation [ ] b) Influence of my colleagues [ ] 

c) Due to nature of my work [ ] d) Important to my health [ ] 

e) It is a traditional drink [ ] f) I don't know [ ] g) Accustomed to it [ ] 

20) If No, why? 

a) I don't like it [ ] b) High prices [ ] 

d) I don't trust the milk in market [ ] 

] 

c) Not easily available [ ] 

e) Traditionally forbidden [ 

f) I am allergic to milk [ ] 

2l)Do you think milk has any benefits to your body? 

a) Yes b) No 

22)Explain why? 

23)How often do you consume milk? 
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a) Everyday [ ] b) After every 2 days [ ] c) Once a week [ ] 

d) Once a month [ ] e) I don't remember [ ] 

24)How much do you consume every time? 

a) One glass [ ] b) Two glasses [ ] c) Half a litre [ ] 

d) More than a litre [ ] e) I don'tknow 

25) How do you consume milk? 

a) Just the milk itself [ ] b) Mixed with coffee/tea [ ] c) As a food additive [ ] 

d) With other food items 

e) Other uses 

26) Mention any benefits of milk that you are aware of 

27)How available is the milk you consume? 

a)Near[] b)Abitfar[] c) Very far [ ] 

28) Is the milk you consume processed/packed? 

a)Yes[] b)No[] 

29)Explain why? 

30) What criteria do you use in purchasing milk? 

a) Price [ ] b) Quality [ ] c) Brand name [ ] d) Packaging 

[ ] 
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31) Why do you consume milk? 

a) Easily available [ ] b) Heard in advertisement [ ] 

delivery [ ] 

c) Home 

d) Own production [ ] e) Sales promotion [ ] 

] 

f) Accustomed to it [ 

32)Has your milk consumption increased due to any of the above reasons? 

a)Yes[] b)No[] 

33)In your opinion what should be done to improve milk consumption? 

Thank you for your time. 
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