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Abstract 

Milk and milk products is an essential commodity for consumers. 

Though the taste of milk as such cannot be changed to satisfy consumers 

taste, the quantity of the package can be changed as per the needs of the 

consumers. Milk industry needs to focus on milk products to increase 

their profits by changing the taste by adding flavours and the quantity.  

Line extension is key word for industries in which they produce the large 

number of products under same brand, when the consumers need a 

change in product they make a line extension of those products which 

are on high demand in the market. In this study consumers are in need 

of different flavours in the same products. Thus evaluation is done on 

consumer opinion on line extension of products. 
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INTRODUCTION 

The study was undertaken to know about 

the consumer opinion on the line extension 

of milk and milk products. This study 

gives information about the milk industry 

and to understand the needs of consumers 

in terms of taste, quality and quantity. 

 

This study helps to understand the 

behaviour of consumer while purchasing 

of the product as well as their expectation 

on the product and also to understand the 

marketing strategies, pricing strategies, 

functions of management in terms of 

changing of price of products. 
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The good distribution channel is action of 

marketing department. The most 

customers are really satisfied by the way 

that milk industry provides them in terms 

of discounts, offers and  high scale margin 

these all attract and fetch more customers 

to deal with their products.   

 

The survey helped me to understand the 

consumer’s opinion on product and what is 

their expectation from the milk industry. 

Finally according to survey the most of 

consumer prefer using branded milk 

products rather than purchasing it from 

local milk vendors. 

 

LITERATURE REVIEW: 

Termoshuizen .J.G.., Meulenberg 

M.T.G and Wierenga B (1986), this 

study aims to gainthe review on consumer 

behaviour on consumption and buying of 

milk and milk products. The aim of the 

study is to understand the opinion and 

behaviour of consumer on consuming a 

product especially of dairy products .Even 

this study had given scope for dairy 

products throughout the world. 

 

Sukumaran Bhaskarna (1994), the study 

helps to know the market potential for 

exports of value added products in 

Malaysia and compare with competing 

countries. This study analyzes the strength, 

weakness, opportunity and threats to 

increase marketing strategies. The study 

mainly focuses on the export of dairy 

products from India to other countries and 

its operations on marketing strategy. The 

aim of this study is to export the products 

in large quantity but its good quality as 

compared to any other products.     

 

Naganpani L (1998), the study helps to 

know marketing concepts of the 

competitors and compare it with private 

brands .This research is all about the 

comparability of unions in dairy market 

and private brand. As results, it found that 

private milk brands are most popular then 

the union dairy suppliers in the market. 

 

Radder. L,  Natalie Heather Smith 

(1999),  This study mainly aims for the 

number of consumer consuming milk 

pattern and what factors influence them to 

buy the product. After analysing the 

consumer opinion they understood that 

common factors that influence the 

consumer to buy the product are quality, 

price, quantity, comparability with other 

brands. Thus study makes the management 

to focus on these factors more than any 

other factor.  

 

Vrontis, Viganli (2001), the study deals 

with investigation of micro and macro 
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environment factor of dairy products. Here 

macro factors are influenced by the 

government and demography. This 

analysis helps to know about the price 

cutting and retail margin product outlet 

profit as well as it helps to know the 

pricing strategy of competitors and work 

on the same bases to attract the customers 

and also consumers.  

 

Ashoke Kumar Ghosh (2002), this study 

helps the management to know the 

consumer behaviour on the products and 

attempt to analyze what consumer prefers. 

Thus study understood that consumer 

prefer using packed milk in urban area but 

no in rural area  where as the people in 

rural area prefer using milk from local 

vendor because its fresh and not added 

preservatives.    

 

Shantana Halder, Proloy Barua (2003), 

The study focuses on consumer opinion on 

quality of the milk and its products .The 

study understood that consumers have 

knowledge gap to identify the products as 

they thought packaged milk is of low 

quality because the milk contains low fat 

and its exacted to produce other products 

to make market growth and local vendors 

are the best produces of the milk. 

 

Rajendran K, Samarendu Mohanty 

(2004), this study details with concept of 

organized sectors and unorganized sectors. 

The study understood that there is more of 

involvement of unorganized sectors in 

milk industry in India i.e.; 80% and the 

rest i.e.; 20% is organized sector. The 

reason behind this involvement is lack of 

bargaining power, lack of infrastructure, 

lack of margins to suppliers. 

 

RESEARCH METHODOLOGY 

Before conducting the actual survey a pilot 

study was done to ensure the correctness 

of the questionnaire by choosing 26 

consumers. Then a total of 253 

questionnaires were distributed, out of 

which 200 correct responses have been 

taken for the study The sample units were 

consumers who are purchasing milk 

products at milk parlour and sample frame 

was all customers who have purchased 

milk products at the milk parlours. A 

survey was conducted by using a 

structured questionnaire with a 5-point 

Likert scale and data was collected.  

 

Limitation  

 The survey was conducted in rural area 

in and around the City of Belgaum 

only. 
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 There was no proper co-operation by 

some consumers while filling 

questionnaire and hence all the 

consumers who visited the parlour 

have not been the respondents. 

 

Hypothesis: The hypotheses considered 

for the study are as follows 

 

H0: There is difference in consumer 

opinion about line extension  

 

H1: There is no difference in consumer 

opinion about line extension. 

 

The values obtained for hypotheses test. 

Multiple R 0.205535, R square 0.042885, 

P-Value 0.423332. 

 

A hypothesis test was conducted for the 

above statement made and the results after 

the regression analysis reveal that the P-

value (0.42332) is greater than 0.05. Hence 

there is no enough evidence to prove that 

H0 is false. Therefore H0 is accepted. 

There is difference in consumer opinion 

about line extension. 

 

FINDING AND SUGGESTIONS 

The survey shows some typical findings in 

this region considered for the survey. It 

was found that 74% of customers look for 

quality and 62 % look for smell when 

purchasing milk products. Price and taste 

influence very little compared to the above 

two.  

 

The flavours of milk produce are limited 

and consumers want more variety of added 

flavours for their products like Shrikhand 

and Flavoured milk. It also shows that the 

milk products especially the sweets 

produced from milk in the organized 

sector have more demand than the 

unorganized sector and also more variety 

is preferred by consumers. Price does not 

seem to be a constraint for these products. 

Quality and taste are the two factors that 

matter to these consumers in this 

region.Consumers who consume products 

like yogurt, cheese, cream, ghee, etc also 

prefer organized sectors over unorganized 

and also need the product in varied 

quantities. There are standard quantities 

packed by the companies, but due to 

income variation seen in these regions, 

people look for quantities from very low as 

50ml/gm upto 1000ml/gm.  

 

It is suggested to add on more quantity 

packages and also variety of flavours to 

milk products to satisfy the consumers 

with varied needs and different income 

groups.  
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CONCLUSION  

The study of consumer opinion on line 

extension on milk products depends upon 

the consumer’s behaviour and purchasing 

power. Thus according to consumers, there 

is  need of change in flavours and to add 

more flavours, taste, quality and quantity 

and these attributes are based on taste, 

smell, price and quality . On the basis of 

the study it is found that there is a need for 

line extension in milk industry also 

because this strategy helps for companies 

to retain their customers. Line extension 

helps in increasing market share as well.  

 

REFERENCES 

I. K.Ghosh, &Maharjan, K. L. 

(2002). Milk marketing channels in 

Bangladesh: a case study of three 

villages from three districts. 

Journal of International 

Development and Cooperation, 

8(2), 87-101. 

II. Bais, S. S. (2010). Marketing of 

Branded Dairy Milk Products--A 

Survey of Consumers and Milk 

Vendors. Indian Management: 

Thought And Practice, 276.  

III. Bankar, S. S. (2010). Economic 

evaluation of women's self help 

group in Ahmednagar district of 

Maharashtra, 56(6), 39-41. 

 

IV. Kumar, B., &Gogoi, M. (2011). A 

case study on consumers' buying 

behaviour and brand loyalty with 

regard to processed liquid packed 

milk in Guwahati, Assam. Indian 

Journal of Marketing, 41(5), 48-52. 

V. Ingavale, D., &Thakar, H. M. 

(2012). A study of customer 

preferences for milk and milk 

products. Indian journal of 

marketing, 42(8), 19-26. 

VI. Kubendran, V., &Vanniarajan, T. 

(2005). Comparative analysis of 

rural and urban consumers on milk 

consumption. Indian journal of 

marketing, 35(12). 

VII. Nagaphani L (1998). A Study on 

the Marketing aspects with special 

reference to Coimbatore district 

cooperative milk production union 

limited, 47(4), 67- 70. 

VIII. Pratibha, G., Gagandeep, B., 

Babita, K., &Haripal, C. (2010). 

Preferences for packaged and 

unpackaged milk-a study of 

consumers in Ludhiana. 

International Journal of Commerce 

and Business Management, 3(2), 

195-198. 

IX. Rajendran, K., &Mohanty, S. 

(2004). Dairy co-operatives and 

milk marketing in India: 

constraints and opportunities. 



 
 
 

39 Page 34-39 © MANTECH PUBLICATIONS 2019. All Rights Reserved 

 

Journal of Marketing and Sales Management  

Volume 3 Issue 2  

ISSN: 2457-0095(Online) 

Journal of Food Distribution 

Research, 35(856- 2016-56967), 

34. 

X. RNCOS. (2012). Indian dairy 

industry analysis , Industry 

research solutions ,43( 9), 20-23. 

XI. Rajendran K and 

SamrenduMohanty (2004). Dairy 

Co-operatives and Milk Marketing 

in India : Constraints and 

opportunities . Journal of Food 

Distribution Research , 35(2) , 34 - 

40. 

XII. RadderL and Natalie heather smith 

(1998). A study on milk marketing 

by selected dairy companies in port 

elizabeth , 69(8), 90-95. 

XIII. Sengottaiyan A and Palaniappan G. 

(2010)Growth and development of 

Milk production India Kissan 

world, A journal of Agriculture and 

rural development, 30(7), 19-22. 

XIV. Shantana R 

Halder,ProloyBarua(2003) Dairy 

production, consumption and 

marketing in Bangladesh, Dairy 

Processing and Marketing 

Research &Evaluation Division, 

BRAC. 63(9), 29-34. 

XV. SukumaranBhaskaran, (1994) A 

Study of Current Market Strategies 

and Position and an Analysis of the 

Market Prospects for the Export of 

Australian Dairy Products to 

Malaysia.75(2), 98-117. 

XVI. Termorshuizen, J. G., Meulenberg, 

M. T., &Wierenga, B. (1986). 

Consumer behaviour in respect of 

milk in the Netherlands. European 

review of agricultural economics, 

13(1), 1-22. 

XVII. Vrontis, D., &Vignali, C. (2001). 

Dairy milk in France-a marketing 

investigation of the situational 

environment. British Food Journal, 

103(4), 291-296.  

XVIII. Wani S.A., Wani M.H., (2010) 

Marketing of Milk in various Argo-

climatic Zones of Jammu and 

Kashmir. 201(1), 45-76. 

 

Cite this Article As  
 

Shakuntala S. Shete, Vaibhav Veeragoudar 

(2019). Evaluation of Consumer 

Opinion on Line Extension of Milk 

Products “Journal of Marketing and Sales 

Management”, 3(2), 34 -39 ISSN: 2457- 

0095(Online)  

http://doi.org /10.5281/zenodo.3534669 

 


