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ABSTRACT
The primary objective of this study was to examine determinants of pasteurized milk brand
preference of Addis Ababa milk brand customers. In order to find out the determinants of
milk brand preference, the study considered three factors namely Marketing Stimuli,
Psychological factors, and Consumers’ Personal characteristics. These factors had sub
elements which included thirty three dimensions. To assess these factors´ influences on brand
preference, a sample size of 416 respondents were selected using convenience sampling
technique. Based on the theoretical frame work and objectives of the study 30 items were
provided in a 5 point Likert scale to the respondents. The gathered data was analyzed by
descriptive and inferential statistics .The researcher used Pearson correlation and regression
analysis to analyze the data. The result of the study shows that all the three variables, that is,
Marketing Stimuli, Psychological factors, and Consumers’ Personal characteristics have a
significant positive impact on pasteurized milk brand preference.

Key words: Brand Preference, pasteurized brand milk, Marketing Stimuli, Psychological
factors, and Consumers’ Personal characteristic.
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CHAPTER ONE
INTRODUCTION
This chapter presents the background to the study, statement of the research problem,
research objectives research hypothesis, and research questions. The chapter further discusses
the significance, the scope as well as the chapter organization of the study.

1.1 Background of the study
Ethiopia holds large potential for dairy development due to its large livestock population, the
favorable climate for improved high-yielding animal breeds, and the relatively disease-free
environment for livestock. Given the considerable potential for smallholder income and
employment generation from high-value dairy products, development of the dairy sector in
Ethiopia can contribute significantly to poverty alleviation and nutrition in the country. Like
other sectors of the economy, the dairy sector in Ethiopia has passed through three phases or
turning points, following the economic and political policy in the country. In the most recent
phase, characterized by the transition towards market-oriented economy, the dairy sector
appears to be moving towards a takeoff stage. Liberalized markets, involvement of the
private sector and promotion of smallholder dairy are the main features of this stage (Ahmed,
2004).
According to Mohammed (2004), the dairy sector in Ethiopia is continually growing over the
last one to two decades given the large potential for dairy development in the country, the
expected growth in income, increased urbanization, and improved policy environment. The
shift towards market economy is creating large opportunity for private investment in urban
and per-urban dairying. However, the main source of growth is expected to be the growth in
demand for dairy products. The existing excess demand for dairy products in the country is
expected to induce rapid growth in the dairy sector. Factors contributing to this excess
demand include the rapid population growth, increased urbanization and expected growth in
incomes. With the shift towards market economy and liberalization policies, private
entrepreneurs are expected to respond to the increased demand through increased investment
in dairying and milk processing.
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It has become very important for industry players to understand the consumers well to enable
them design effective strategies that are useful in winning customers. Firms can no longer
take anything for granted but come up with better quality products that can enable them
succeed in the competitive market. Product range has also been expanded for wider choice to
cut across customer requirements. Prices have remained competitive due to the many players
within the liberalized economy as well as consumers’ gain purchasing power. Promotional
activities are widely used not only in awareness creation but also to gain more consumers
thus expand players’ market shares. Every player strives to ensure that his products reach the
consumers at the right place and time. Effective distribution channels are used and consumers
are able to access the products that they require at the most appropriate outlets. (KDB,
2004).This enables consumers have access to what they need, where, how and when they
need it in the most cost-effective way.
According to Keller.l.K (2013) brands provide important functions. Brands identify the
source or maker of a product and allow consumers to assign responsibility to a particular
manufacturer or distributor. Most important, brands take on special meaning to consumers.
Because of past experiences with the product and its marketing program over the years,
consumers find out which brands satisfy their needs and which ones do not. As a result,
brands provide a shorthand device or means of simplification for their product decisions.
Consumer brand preference is an essential step in understanding consumer brand choice; has
therefore always received great attention from marketers. In marketing, the concept of
preference means the desirability or choice among alternatives (Oliver and Swan, 1989).
While Zajonc and Markus (1982) propose that “a preference is a behavioral tendency that
exhibits itself not so much in what the individual thinks or says about the object, but how he
acts toward it.
Many variables can influence consumers’ buying behaviour. It becomes very tricky for a
manager to predict the products that consumers are going to buy and the quantities they
would buy in a given period of time. Moreover, managers are not able to know with certainty
why consumers choose particular products and not others. Consumers seek benefits to meet
their needs; marketers therefore have to bring out benefits that are in their products in order to
appeal to customers more effectively (Me Carthy, 1991). This study has done with intention
to find out the determinants of brand preference of pasteurized milk product with a particular
emphasis on household consumers of Addis Ababa.
2

DAIRY MARKETING SYSTEMS IN ETHIOPIA
Dairy products in Ethiopia are channeled to consumers through both formal and informal
dairy marketing systems. Until 1991, the formal market of cold chain, pasteurized milk was
exclusively dominated by the DDE which supplied 12 percent of the total fresh milk in the
Addis Ababa area (Holloway. 2000). Recently, however, the increasing trend of urbanization
and population growth leads to the appearance and expansion of specialized medium-to-large
scale dairy enterprises that collect, pasteurize, pack and distribute milk to consumers in
different parts of the country.(Zelalem. 2011) Still, the proportion of total production being
marketed through the formal markets less than 10% enters the formal channel.(Land O'Lakes,
Inc. 2010)
Formal milk markets are particularly limited to pre -urban areas and to Addis Ababa.
However, unlike the early phases, the formal market appears to be expanding during the last
decade with the private sector entering the dairy processing industry in Addis Ababa and Dire
Dawa in the eastern part of the country.
The DDE remains the only government enterprise involved in processing and marketing dairy
products. The DDE collects milk for processing from different sources, including large
commercial farms, collection centers that receive milk from smallholder producers and to a
lesser extent powder milk. The enterprise at present operates 25 collection centers located
around Addis Ababa, 13 of them near Selale, 5 near Holetta and 7 around Debre Brehane.
The state dairy farms were the dependable source of milk for the enterprise supplying more
than 45 percent of the total.(Azage T,1998). But the share of state farms in milk supply to
DDE fluctuated substantially after 1991. This was mainly due to the reduced capacity
following the sale of twelve state dairy farms and declining production from the remaining
two farms due to feed shortage and management problems. To fill this gap, the share of
private farms and smallholders increased significantly after 1991and now accounts for over
half of DDE supply. (Yigezu 2000).
DDE processes milk into pasteurized milk, butter, soft cheese, yogurt, cream milk, formago
(cheese) and ice cream.
In addition to DDE, several private milk-processing plants have been established in Addis
Ababa, two of which -- Sebeta Agro Industry and Dinsho dairy industries --have already
started marketing their products. Although their share of the market is still small compared to
3

DDE. the entry of private firms in the formal milk market is a significant development
indicating the profitability and potential of private investment in dairy in Ethiopia and that the
policy environment is facilitating such entry.
In recent years, promotional efforts have focused on dairy marketing. Milk marketing
cooperatives have been established by the SDDP with the support of Finnish International
Development Association. These groups buy milk from both members and non-members,
process it and sell products to traders and local consumers. The units also process milk into
cream, skim milk, sour milk, butter and cottage cheese. The number of these milk
cooperatives reached to 32 in total, 2 established by FAO/TCP (Technical Cooperation
Program) and World Food Program (WFP) while 30 by SDDP (Redda 2001).
The informal market involves direct delivery of fresh milk by producers to consumer in the
immediate neighborhood and sale to itinerant traders or individuals in nearby towns. In the
informal market, milk may pass from producers to consumer directly or it may pass through
two or more market agents. The informal system is characterized by no licensing requirement
to operate, low cost of operations, high producer price compared to formal market and no
regulation of operations. The relative share and growth of the formal and informal market in
the three phases was different. In all three phases, the informal (traditional) market has
remained dominant in Ethiopia.
The traditional processing and trade of dairy products, especially traditional soured butter,
dominate the Ethiopian dairy sector. Of the total milk produced only 5 percent is marketed as
liquid milk due to underdevelopment of infrastructures in rural areas.
Processors of milk and milk products in Addis Ababa milk shed
There are 18 registered milk processors in the greater Addis milk shed. The capacities range
from less than 1,000 liters per day to 60,000 liters per day. Current milk processed is
estimated to be 150,000 liters per day. In very few cases are the milk plants operating at full
capacity. With the exception of the former state owned enterprise, Lame/Shola Dairy, and
Mama Dairy, all of the other dairy processing facilities are less than 10 years in operation and
many of those competing for market share in Addis Ababa are less than 5 years old. This
period of 2005 – 2010 has been a time of subtle transition for the Ethiopian dairy sector.
There has been an increase in processing capacity which has also been accompanied by an
increase in dairy product lines.
4

In 2000 the Ethiopian dairy product line consisted of pasteurized milk and butter. In 2010
consumers can find a wider variety of domestic dairy products including yogurt, fruit
flavored yogurt, UHT milk, ice cream, cultured milk, and cheeses such as mozzarella,
provolone, and gouda. MAMA Dairy offers 32 dairy products to its customers in 2010
compared to a product line of 12 products in 2006. This reflects a dairy sector that can and
will adjust to consumer and market demands.( Land O'Lakes, Inc.2010)

1.2 Statement of the problem
The first attempt to introduce modern dairy production in Ethiopia was made in 1947 where
300 Friesian and Brown Swiss dairy cattle were donated by the United Nations Relief and
Rehabilitation Administration (UNRRA)(Felleke, 2003).Since then, there were a number of
initiatives to develop the country’s dairy sector. The major ones were: establishment of a
milk processing plant at Sholla, Addis Ababa (Zegeye, 2000), In 1971, the Dairy
Development Agency (DDA) was established to provide guidance and assistance such as
provision of extension and credit services to dairy producers to establish commercial dairy
farms in areas serving the cities and townships, and improve the quality and increase the
quantity of milk and milk products (Ketema, 2000; Zegeye, 2000).
Currently, there are over 33 large and medium scale dairy processors and another 19 smallscale dairy processors. 18 of these processors are located in and around Addis to benefit from
the better infrastructure and market.( SNV, 2008 )
This also offered customers a wide preference of products with different variations in
packaging, flavor, quality and overall product presentation. Consumers now have a wide
choice and are able to access their choice of brand more easily and conveniently than before.
Producers are also required to meet an increasing need for supply assurance in terms of
required quantity, quality, space, and time need to have the flexibility and ability to respond
to the changing consumers’ needs and demographics, increasing product innovation and
differentiation, and increasing competitive pressure to lower systemic costs. Thus, in this
global food market, the challenge facing the producers and processors is how to respond to
these dynamic changes in consumer demands. In general, traditional ways of production and
marketing are challenged (Asfaw, 2009)
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Milk processing is now in the hand of the private sector but is struggling against unfair
competition from the informal sector and imported similar dairy commodities. (SNV, 2008)
the formal market of cold chain, pasteurized milk was exclusively dominated by the Dairy
development Enterprises which supplied 12 percent of the total fresh milk in the Addis Ababa
area (Holloway et al. 2000).
Because of stiff competition, the domination of little dairy processors, practice of informal
market and failing of knowing the need of consumer some small processing companies does
not enable to provide goods and services efficiently based on the consumer interest because
of this some small processing companies disappeared from the market.
In order to ensure continued existence, the players and new entrant need to develop effective
strategies that can assure them of survival in a competitive environment. This in turn requires
understanding the determinant of Consumers’ preference of Milk Brands consumed.
Research studies have been carried out on the Dairy industry even though the study is done
with regard to the milk suppliers; processors and retailers, the end product users (customers)
are not incorporated. It is obvious that customers play an inevitable role in the profitability as
well as success of a certain company and also for sustainable coordinated business. But that
the researcher is not sufficiently focused on Determinants of Consumers’ preference of Milk
Brands in Addis Ababa as researcher attempted to review literature and also obtain
recommendation of further research from other researcher study on Consumer behavior of
different dairy products.
It is therefore necessary to conduct a study to determine the factors that Consumers consider
in the preference of milk brands they consume. Understanding of the Consumers is important
as it determines the strategies that a firm may pursue profitably in a competitive environment.
This study therefore seeks to answer the following question: -

1.3 Research question
1. What are the determinants of consumers’ preference of milk brands in Addis Ababa?
2. Which determinants significantly affect consumer preference of milk brand?

6

1.4. Research hypothesis
H1: Marketing Stimuli factors have a positive and significant influence on Consumers’
preference of milk brands
H2: Psychological factors have a positive and significant influence on Consumers’
preference of milk brands
H3: Consumers’ Personal characteristics have a positive and significant influence on
Consumers’ preference of milk brands.

1.5. Research objectives
1.5.1 General objective
The general objective of the study is to examine the determinants of consumers’ preference of
milk brands in the study area.

1.5 .2 Specific Objective of the study
The specific objectives of this study were: 1. To identify the determinants that influences the consumers’ preference of milk brands
in Addis Ababa.
2.

To examine the extent to which the identified determinants influence brand
preference.

1.6. Significance of the study
The results of this study may be useful to the following parties.
i.

Milk processors who may learn the requirements of the consumers thus develop
the right products for the market.

ii.

Milk producers as well as milk resellers as they will get better insights as regards
the better quality diary requirements in the market

iii.

Marketing Managers within the dairy sector that may use the results in
developing effective marketing strategies.

iv.

Future researchers and scholars who may use the results as a source of reference.
7

v.

Addis Ababa city administration and federal government milk market supporting
institute and stakeholders use the results as baseline data for developing strategies
and programs.

1.7. Scope of the study
The study is delimited to one city Addis Ababa; in terms of coverage and depth, only
pasteurized milk from dairy product type and formal sellers’ actors. Besides, Marketing
Stimuli factors, Psychological factors and Consumers’ Personal characteristics Influences
were considered to address the above mentioned research objective in order to collect
relevant data and information on determinants of consumers’ choice of milk brands in the
study area.

1.8. Definition of terms
Brand preference: means the desirability or choice among alternatives (Oliver and Swan,
1989).
Brandis a name, term, sign, symbol, design or a combination of them, intended to identify
the goods and services of one seller or group of sellers and to differentiate them from those of
the competition. (Lombard, 2007)
Milk is the white liquid produced by cows, goats, and sheep and used by humans as a drink
or for making butter, cheese, etc.
Pasteurisation is the process of heating milk up and then quickly cooling it down to
eliminate certain bacteria.
Consumer behavior: is the study of how individuals or groups buy, use and dispose of
goods, services, ideas or experience to satisfy their needs or wants (KotlerET al.2009 p.224).
Brand awareness: refers to “the ability of a potential buyer to recognize or recall that a
brand is amember of a certain product category” (Aaker, 1991).
Perceived quality: is the customer’s judgment about a product’s overall excellence or
superiority(Zeithaml 1988, pp. 3 and 4).
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Milk shed: Is an area where milk production is a major activity. Milk shed may serve one or
more consumption centres or cities. In addition, a consumption centre may be served by more
than one milk shed (Redda, 2001).
Formal chain: Supply chain where actors support each other so that they can increase their
efficiency and competiveness. They strive to satisfy consumer needs so they can increase
profits (Land O’Lakes, 2010).
Informal chain: Set of linkage between actors in a chain who do not seek to support each
other and have no binding relationships either formal or informal apart from when transacting
agreements involving exchange of products and money.

1.9. Organization of the study
This study is organized in five chapters which include in the first chapter Introduction,
statement of the problem and research equations, the aim of the study, significance of the
study and the scope. The second chapter is all about review the literature related to the area of
the study and the third chapter include the research methodology that include the sampling,
sample size, method of data collection, analysis and interpretation the fourth chapter Data
presentation, analysis and interpretation. The fifth chapter presents summary, conclusion,
recommendation and suggestion for future studies.
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CHAPTER TWO
Review of related literature
2.1 Introduction
This chapter gives review of various literatures related to this study. It focuses on factors that
influence consumers’ preference of brands. A simple model of consumer behavior is used as
guideline in identifying the determinants. Relevant empirical studies referred to have been
cited.

2.2 Theoretical literature
2.2 .1 Consumer behavior
In order to understand purchase behavior, one has to understand who a consumer is, what a
consumer is about and what consumers go through in making their purchase decisions. Nyaga
(1989) reports arguments given by Walters and Wasson in determining whom a consumer is.
Walters argues that a consumer is one who determines needs, purchases or uses products. On
the other hand, Wasson defines consumer as individual who exercises the right of acquisition
and use over goods and services offered for sale by firms. He concludes that everyone is a
consumer, though not necessarily consumer of the same products. He notes that word
consumer is derived from verb to consume, which means to destroy or use up. In this case a
consumer is one who does the act of using up the goods that is, final user of the product or
service. Wasson argues that even the actual buyer should also be considered as a consumer,
thus showing no distinction between seller and actual consumer. He considers a seller a
consumer because he is the one who takes initiative and makes first offering while the actual
user or buyer responds to offerings that the seller has made. Consumption is therefore a total
process that involves three interrelated activities, that is, determine personal or group wants,
seek out and purchase products and employ products to derive benefits. This process,
however, involves many people, whether the purchase is for family or Organization (Nyaga,
1989). There are two types of consumer entities, that is, the organizational consumer and the
individual consumer. Focus of this study is however on the individual consumer. Consumer
behavior refers to the behavior that consumers display in searching for, purchasing, using,
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evaluating and disposing of products and services that they expect will satisfy their needs.
(Schiffman, 1994).
Kotler (2000) argues that consumer behavior are the steps or stages that a consumer goes
through mostly mentally, in deciding what he may have to buy in any given situation.
Decision making process is influenced by the buyer’s psychological concepts (i.e. individual
internal influences of motivation, perception, learning, personality, attitude and perceived
risk). Before a buyer eventually makes a decision on what to buy, he follows a process that
involves recognition of needs and wants, awareness of product choices that would meet the
needs recognized, gathering of information on the various offerings, and evaluation of
alternatives that may be available (Schiffman, 1994).
Wasson as reported by Nyaga (1989) defines consumer behavior as behavior of people in the
market place. Pride and Ferrel, as reported by Nyaga (1989) argue that consumer behavior is
the buying behavior of ultimate consumers, that is, behavior of those who purchase goods and
services for personal or house hold use and not for resale or for business purposes. Nyaga
(1989), quoting from Walters argues that consumer behavioris those decisions and related
activities of persons involved in buying and using of goods and services. It therefore includes
both mental decisions and physical activities that result from these decisions.
The goal of a buyer is to satisfy his desires by obtaining goods and services. Purchase
decision is therefore the ultimate goal of consumer behavior. In reaching this goal, individual
has to make decisions on whether, what, when, where and how to purchase products and
services (Nyaga, 1989)

2.2.2 Importance of study of Consumer behavior to Marketers
The knowledge of consumer behavior is very important to every marketer, especially in the
changing world. The business world has changed dramatically. Organizations today confront
new markets, new competition and increasing customer expectations hence need to efficiently
understand and manage the information about competitors, their strategies, their products,
market trends, customer requirements and technological developments. This is true and
applicable to players in every industry, including the dairy industry.
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The study enables marketers to predict how consumers are likely to respond to a firm’s
strategies. This enables firms come up with the most appropriate marketing strategies thus
create marketing mixes that satisfy target consumers (Schiffman, 1994).
Consumer behavior has a great impact on success of a firm. Failure to understand customer’s
motivations, needs and preferences can hurt an otherwise successful firm (Kotler, 2000).
Studying consumers provides clues for developing new products, product features, prices,
channels, messages and other marketing-mix elements (Kotler, 2000). It is only through
understanding consumer behavior that a firm may be able to develop the right strategies to
enable effective targeting of its customers.
Scholars may be interested in study of consumer behavior in order to gain insight into why
individuals act in certain consumption-related ways and in learning what influences or impels
them to act as they do. This may lead them to developing various approaches into the study
for better understanding (Schiffman, 1994).

2.2.3 Consumer decision-making process
Assael (1993) argues that consumer decision-making is not often a singular process, whether
the purchase is for home use or organizational use. The extent of decision-making and
consumer’s involvement with purchase are important. He notes that purchases are either done
on basis of habit, where a consumer buys same brand repeatedly with little or no brand
evaluation and information search or involvement in full decision-making, where a consumer
evaluates various brands and searches forinformation about them before purchase is made.
This leads to either high or low involvement in purchase decision.
Complex Decision-Making is where consumer thinks before acting. The process requires
consumers to develop brand attributes and evaluate brand alternatives in detail before
reaching purchase decision. This mainly takes place when the item to be purchased involves a
lot of money or requires technical understanding and the consumer has to seek information
widely before making a commitment to purchase. Brand Loyalty is where consumers make
purchases with little deliberation because of past satisfaction and strong commitment to the
brand thus leading to repeat purchases. Inertia describes situations where consumer forms
beliefs passively, make a decision with little information processing then evaluates brand
after purchase and or consumption. It therefore involves repetitive buying of same brand with
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no subsequent brand evaluation until after few purchases. The consumer repurchases brand
routinely if it achieves certain minimum level of satisfaction. Limited decision-making is
where no active information search and brand evaluation takes place. An advertisement
carried out on a newly launched product may trigger purchase when noticed on shelves of a
retail outlet. Consumers in this case may experiment on a variety of brands due to desire for
change and search for novelty and not due to any form of dissatisfaction (Assael, 1998)
Assael (1993) and Kotler (2000) note that certain purchases involve complex Decision
making. This is where a great deal of thought and deliberation is important due to the
financial outlay and importance of the product. The consumer would search for a lot of
information before deciding on product to buy.
Low involvement purchase is where consumer does not consider the purchase to be risky and
important, thus does not give it a great deal of thought and consideration. Consumer therefore
uses various strategies to minimize time and effort in making decisions. He can buy most
familiar products on the shelf; buy lowest priced brand or leading brands being sold on a
price deal or with coupons (Assael, 1993). The level of involvement in a purchase decision
and amount of financial outlay required for a purchase therefore determine brand choice
made by a consumer.

2.2.4 Determinants of Consumer Purchase decision
A simple model of consumer behavior illustrated by Assaelet,al(1993) states how consumers
are exposed to various marketing stimuli (purchase related communications), which are
designed to influence consumers’ decisions. These are in the form of product itself or various
marketing strategies (promotions and price). Consumers’ reaction to the stimuli is based on
three sets of variables; thus, Psychological set, that is, the general state of mind toward an
object that determines positive or negative reactions toward a brand. Consumer’s personal
characteristics in the form of demographics, life-style, and personality also influence the
choice of products that consumers purchase. Environmental factors also influence consumer
behavior. These include consumer’s social class, family, reference groups and culture. The
three variables (Consumer’s psychological set, characteristics, and environment) are inputs
into decision making process that determine what the consumer buys, where he buys it and
when it is bought. The determinants of consumer purchase decisions are as follows: -
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a) Marketing activities. Different players within the industry use various purchase- related
communications to influence consumers to purchase their products. These take various forms
as described below:Products - Firms present their products in a way that is meant to influence purchase decision.
The quality of a product, its packaging, colour, smell, taste, design and quantity all appeal to
different market segments differently. Presentation of a product therefore determines who it
may appeal to thus how much he may purchase, where and when it is purchased (Kotler,
2000). Kennedy (2004) argues that consumers consider appearance of poultry meat as a vital
determinant of choice as they associate it with perception of freshness, healthiness and value
for money. In this case the appearance of a product communicates so much to a consumer
and unless it meets his expectations he may reject it altogether.
Promotional activities - A Company’s communication activities in the form of advertising,
in-store stimuli, personal selling and other sales messages also influence consumers’ purchase
decisions. Promotional activities not only influence impulse purchases but also influence
trials and encourage switching habits from consumers. Personal selling, if well
communicated also results into trial and eventual usage of a product. The way promotional
activities are organized determine their persuasive power thus what product choice is
purchased and by which target market (Kotler, 2000). Where promotional activities are used
well they are very effective in influencing trial and usage of products or services. If used
poorly (in choice of models, wording of advertisements and medium of communication) it
may drive work against the companies thus send a wrong message to the target market.
Price - Price of a product also determines who buys it and the quantity that is bought. Price
also determines market segment being targeted by a firm. Lower prices appeal to specific
target groups who may buy a product due to the low price and ignore another that they may
consider highly priced. Some consumers may not buy any lowly priced products, as they
perceive them to be of low quality (Schiffman, 1994). Hatirli (2004) reports that in Turkey,
responses on households to price differences stimulate them to choose unpacked alternatives
over packed processed fluid milk. Golias (2003) adds that cost of parking space has an
important impact on choice of parking alternatives available to consumers in America. Morey
et al (2003) argues that in rural Nepal, the cost of various available malaria medicines
determines the type that patients purchase when they fall sick. Price of a product therefore
determines who buys a product, how much is bought, which one is bought and where it is
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bought from. Zuckerman et al (2002) report that in Brooklyne (New York - USA), prices
charged by doctors influence women’s choice of obstetricians/gynecologists they visit.
Place - The location of a retail outlet also determines purchase of a product. Whether it is a
supermarket away from home or a kiosk nearby, whatever is stocked determines whether
consumers will purchase them or if they will have to look elsewhere for theirpreferred brands
that may be lacking in specific retail outlets. The size, layout and general ambience of a retail
outlet also influence who patrons the place, when and what he purchases from there. Also
important is the store’s opening and closing hours as this also determines patronage (Kotler,
2000). Not only does place determine consumer behavior, it also determines the kind of
merchandise stocked in the various stores thus the kind of consumers targeted. Magadi (2003)
argues that accessibility to better health services determine choice of contraceptive method
used among women in Kenya. He argues that women in rural Kenya often use whatever
methods which are available at the nearest health centers as those unable to access any use no
methods at all. This makes availability and accessibility very important to the target market.
b) Consumers react to various stimuli based on three sets of variables.
Consumer’s psychological set. This is the consumer’s general state of mind toward a brand
that determines positive or negative reactions toward that brand. The set is formed by a
consumer’s needs, perceptions of a brand or company and attitudes toward brand or
company, motives and beliefs. Needs are the goals that the consumer desires to attain, and
like motives, they direct consumers to act in a given way (Assael, 1993). The needs that a
consumer has determine what products he purchases that can meet his needs. One with a
biogenic need like hunger will look for food to meet his immediate need. Needs also
determine the product types purchased, where it is purchased from and the quantities that are
purchased. A consumer may purchase a particular brand for his own use but a different one
when giving away a product as a gift.
Perceptions are the way consumers organize and interpret information about a brand and in
the process of perceiving marketing information, consumers form images of brands, stores
and companies. An image is the overall perception of an object formed from any information
gathered and the consumer's past experiences with the object (Kotler, 2000). Consumer’s
perception determines specific products that he purchases. If he perceives a product as low
quality he may not want to buy it but may search for that which he perceives as high quality.
His perception of a company also determines whether he buys that firm’s products or not. If
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he perceives a company negatively he may never want to consume any of their products
however good they are. Kennedy(2004) reports that appearance of poultry meat is associated
with perception of freshness, healthiness and value of the same.
Attitudes are the consumer’s tendency to evaluate an object in either a favorable or
unfavorable way, thus brand beliefs i.e. characteristics ascribed to a brand, or brand
evaluation - positive or negative evaluations of a brand (Assael, 1993). When a consumer
evaluates a firm’s products positively then he will be inclined towards the products unlike
when he has a negative attitude towards it. A consumer’s attitude towards a product or a
company therefore determines whether he purchases the company’s products or not. Motives
and beliefs of the consumer also play a good role in his psychological set. A belief is a
descriptive thought that a person holds about something and may be based on knowledge,
opinion or faith (Kotler, 2000). The belief that a consumer holds about a product therefore
determines his purchase decision. A positive belief results into acceptance of the product
while a negative one results into rejection.
c) Consumer’s Personal Characteristics. These include demographics, life-styles and
personality. Demographics describe the broad objective characteristics of an individual such
as age, education, occupation, income, marital status and location.
Age - Consumer’s age determine the kind of products purchased. People eat baby food in the
early years, most foods in the growing years and mature years, and special diets in the later
years. Taste in clothes, furniture and recreation is also age related. Product consumption is
shaped by family life-cycle and marketers choose life-cycle groups as their target market, like
single households, full nest, widowhood, divorce and re-marriages (Kotler, 2000). The type
of products purchased and their quantities therefore depends on age of the consumers. AlNahedh (1995) reports that in Al- Oyaynah village of Saudi Arabia, the age of women
determine choice of maternal and child health services they seek. He adds that the older
women prefer the government provided services that have existed in the areas longer than the
private ones that came up later. Nyaga (1989) also adds that the age of consumers determine
the type of household goods purchased.
Education - Consumer’s education level also determines what products he purchases. This is
based on the knowledge he has about products, their usage and benefits he seeks to get from
the products. An educated person will, for instance, buy a combination of food that assures
him of a balanced diet, unlike an uneducated person who will buy for the sake of getting
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satisfied (Kotler, 2000). Education level of a consumer determines choice he makes between
processed unpacked and processed packed milk in Turkey (Hatirli, 2004). He argues that the
highly educated purchase packed processed milk as compared to the less educated who
consume the unpacked fluid milk. Magadi et al (2003) add that the choice of contraceptive
method used by women in Kenya is influenced by the women’s education level. This is based
on their knowledge of the advantages and disadvantages of the existing methods and their
ability to evaluate the benefits of the methods for their advantage.
Occupation - Consumer’s occupation also determine the kind of products he purchases thus
his consumption pattern. A blue-collar worker will buy work clothes and work shoes. A
company Chief Executive will buy expensive suits, air travel, and country club memberships
among others. Marketers therefore try to identify occupational groups that have above
average interest in their products and even specialize its products for certain occupational
groups (Kotler, 2000). Al-Nahedh (1995) argues that the choice of maternal and child health
service in Al-oyaynah village of Saudi Arabia depends on occupation of the women. He
concludes that the women’s occupation determine whether they use private or government
owned health centers.
Economic circumstances - Product choice is also affected by consumer’s economic
circumstances. One’s spendable income (level, stability and time pattern), savings and assets,
debts, borrowing power and his attitude towards spending versus saving, all influence
purchase behavior. Marketers of income sensitive goods pay constant attention to trends in
personal income and during recessions they would redesign, reposition and reprice their
products thus continue offering value products to their target markets (Kotler, 2000). A
consumer who is economically stable will tend to buy very expensive branded product unlike
one who is not who may settle for imitations in order to survive. Economic needs help
explain what specific product features a consumer selects (Me Carthy, 1991). Morey et al
(2003) argue that the income category of patients in rural Nepal determine the choice of
Malaria treatment they purchase as those with low incomes choose the cheap generics as
those in high income categories chose the highly priced original brands. Family income also
determines the choice of maternal and child health services seeked (Al-Nahedh, 1995)
Life-style: This is defined by consumer’s activities, interests and opinions (Assael, 1993). It
is a person’s pattern of living and portrays the ‘whole’ person interacting with his
environment (Kotler, 2000). Activities may be related to work, social events, entertainment,
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and community. Interest may focus on the home, recreation, fashion and food while opinion
may concern the individual’s job and personal achievements. Marketers search for
relationships between their products and lifestyle groups as they offer their products to their
target groups. A consumer’s life-style therefore determines product usage and the way in
which it is used. Life-style therefore dictates consumer behavior.
Personality variables are consumer’s characteristics that reflect consistent, enduring patterns
of behavior (Assael, 1993). They are described in terms of traits as self- confidence,
dominance, autonomy, deference, sociability, defensiveness and adaptability. Though not
very easy to determine with certainty, personality can be a very useful variable in analyzing
consumer behavior if it can be classified accurately that strong correlation exists between
certain personality types and product choices.
Consumers who perceive a product as correlated to his self-image will often consume that
product and avoid those that do not correspond to his self-image (Kotler, 2000).
d) Environmental Influences. These include consumer’s Culture, Social Class, Reference
Groups and Family. Culture represents the widely shared norms and values learned from a
society, which lead to common patterns of behavior and are the most fundamental
determinant of a person’s wants and behavior. A growing up child acquires a set of values,
perceptions, preferences and behaviors through his family and other key institutions (Kotler,
2000). One’s cultural up bringing determines the types of products he consumes. It is unlikely
that one consumes products unaccepted by his society. Muslims bring up their children
knowing eating pork is a taboo and as they grow up they are unlikely to change from that.
Culture therefore moulds one’s consumption habits. Yang (2004) found out that religious
upbringing is a very important factor on choice of religious private schools in China.
Zuckerman et al (2002) report that in Brooklyne (New York-USA), religion influences the
gender of obstetrician / gynecologist consulted by women patients. Results showed that
preference for women gynecologists by religion were thus:- 89% Muslims, 74% Hindus, 58%
Jews and 58% Christians.
Social class - These define broad consumer groupings according to their degree of prestige
and power in a society. These can be defined by income, occupation, wealth and education,
while the most common way to categorize social classes are the upper, upper-middle, lowermiddle and lower categories (Assael 1993). Kotler (2000) argues that social classes are
relatively homogenous and enduring divisions in a society, which are hierarchically ordered,
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and whose members share similar values, interests and behaviors. Social classes differ in
dress, speech patterns, and recreational preferences among others. Those within each social
class tend to behave more alike than those from two different social classes. Persons are
perceived to be occupying either inferior or superior classes based on their social classes.
Individuals can move from one social class to another i.e. up or down during their lifetime.
Social classes show distinct product and brand preferences in many areas including clothing,
home furnishings, leisure activities and automobiles used. People belonging to a similar
social class will therefore tend to buy products similar to those owned by people with whom
they share the same social class.
Me Carthy (1991) illustrates how given same income as middle class people, those in the
lower class would handle their purchases and money differently. They have different
spending/saving attitudes. The various classes would therefore shop at different stores, and
would also prefer different treatment from sales people. Yang (2004) argues that parental
social status is a key factor in choice of non-religious private schools in China. Marketers
therefore try to identify various social classes in targeting them with products that appeal to
them.
Reference groups - These serve as reference points for individuals in defining their needs
and developing opinions. Consumers tend to rely more on opinion of reference groups than
information from sales people when faced with a need for a product. Consumers are
influenced through word-of-mouth communication between group members especially those
considered as opinion leaders (Assael, 1993). Reference groups can either have a direct or
indirect influence on a person’s attitudes or behavior. One can therefore belong to a
membership group, which can either be primary (e.g. family, friends, neighbors’ and coworkers) or secondary groups (e.g. religious, professional, and trade union groups).
Reference groups expose an individual to new behaviors and life-styles, they influence
attitudes and self-concept and also create conformity that may affect actual product and brand
choices (Kotler, 2000). Asp rational and dissociative groups also influence a person’s
behavior. One may tend to buy product choices used by his asp rational group but avoid those
used by the groups he considers dissociative. One therefore purchases those products or brand
choices that are in line with his reference group and the power of opinion leaders cannot be
downplayed (Me Carthy, 1991).
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Family: Family members constitute the most influential primary reference groups.
From the family of orientation comes siblings and their parents and siblings tend to copy
what their parents consume and continue consuming the same products as they grow up and
start their own families. Family thus influences child’s perception of the world and this
influence lasts into adulthood (Palmer, 2000). From a parent, a person therefore acquires an
orientation towards religion, politics and even purchase behavior. Through consumer
socialization, children learn how to be consumers in line with their parents’ consumption
behavior (Kotler, 2000). One’s family of procreation also determines buying behavior.
Within a family setting, purchase influences occur between husband and wife and also
between parents and children. Children influence parents to buy certain product choices and
the age of a child play a big role in determining products the parent may have to buy. Infants
require baby’s foods, clothing and toys while the teens require flashy clothing and shoes to
match them (Kotler, 2000 and Palmer, 2000). Number of children in a household and the size
of a household are key factors in determining choice of a product/service purchased in a
given household (Hatirli, 2004 and Yang, 2004). Nyaga (1989) argues that in every family
set-up the purchase of various types of household goods is influence by every member of that
family, depending on the type of goods to be purchased. The target of the marketers is
therefore on the family member who has the most influence on purchase decision of a
product in mind. Morey et al (2003) also add that the choice of malaria treatment purchased
is influenced by the size of the household that requires the product. He concludes that
households with large sizes purchase lowly priced treatments as opposed to those with
smaller sizes.
Schiffman (2000) summarizes environmental influences on purchase decision and notes that
socio-cultural in-puts are important in determining choice of a brand a consumer makes. The
comments of a friend, editorials in the newspapers, usage of a brand by a friend or family
member, articles in consumer reports, views of experienced consumers participating in a
special discussion group and influences of social class are important in-put factors
internalized and affect how consumers evaluate and ultimately adopt or reject products.
MeCarthy (1991) argues that individuals are also affected by the purchase situation. The
reason for buying a product determines what is bought. One may buy aparticular brand for
own use but choose a different one when purchasing present for a loved one. He adds that
time also affects purchase choice. When a purchase is made and time available for purchase
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influence choice made. A leisurely dinner prompts different behavior compared to grabbing a
quick cup of coffee on way to work. He also notes that surroundings affect buying.
Excitement of an auction may stimulate impulse buying. Surrounding may also discourage
buying as some people hate standing on a checkout line and have others look at what they are
buying even if other shoppers are complete strangers to the buyer. He concludes that needs,
benefits sought, attitudes, motivation and how consumers select certain products vary
depending on purchase situation. Different purchase situations require different marketing
mix elements, even when the target market is the same.

2.2 Empirical studies on Factors determining consumers’ preference of
milk brands
Several factors influence consumers’ choice of milk brands. Available literature (Keneddy,
2004;

Niezurawaski,2006;

Fuller

2006;

Bai,

2008;

Smith,

2009;

Kotler,

2009;Schiffman&Kanuk, 2009) identified thirty six factors.
These factors are classified into three broad categories namely: organizations’ marketing
stimuli (the 4 Ps of marketing), Consumer’s specific factors (psychological and
demographics) and environmental factors (culture, Social class, reference group and family).
Organizations’ marketing stimuli factors include product characteristics, pricing strategies
employed by the firm, promotional and place factors. Product characteristic factors include
quality, quantity, taste, smell, colour, thickness, smoothness and packaging design - all of
which influence purchase decisions of different consumers indifferent ways. Presentation of a
product determines whom it appeals to and how much is purchased of the said product
(Kennedy, 2004; Kotler, 2009). In the dairy industry, smoothness, thickness and smell of the
product salso have influence on consumers’ purchase decisions besides its colour, quality,
quantity and taste. In yoghurt variants, taste and smoothness have greater influence on
purchase decisions and those brands that fare well in these factors attract higher preference
while on the contrary, size and look of packaging have the least significance(Niezurawaski,
2006). Whereas quality is relative and depends on consumer characteristics, perceived quality
of milk brands plays a significant role in determining purchase of different brands (Kumar,
2014).
The price charged on a product determines its purchase in relation to the customers that
purchase it, how much is purchased and how it is consumed. In food items, price is
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considered a major determinant of purchases. Pricing also determines market segments
targeted by organizations (Schiffman& Kanuk,2009).Consumers’ income levels play
alongside pricing and determine consumption of milk with low income families consuming
either cheaper packaged processed milk or unprocessed and unpackaged milk while
consumers with higher incomes not only purchase innovatively packaged milk brands but
also high value dairy products like yogurt, cheese and butter offered by renowned and leading
brands in the market (Hartili, 2004; Fuller, 2006; Bai, 2008; Smith, 2009 and Miftari, 2009).
Pricing is therefore not only a major determinant of choice of milk brands consumed but also
on the type of dairy products consumed (Kumar, 2014).
Place factors, particularly the location of the retail outlet, determine purchase of milk brands
and the further the household is from the city or localities with electricity or cooling facilities
determines purchase of milk brands that do not require refrigeration like powdered milk and
long life milk (Fuller, 2006; Bai, 2008). The size, layout and general ambience of a retail
outlet influence kind of consumers visiting the outlet as well as when and what is purchased
from the store (Kotler, 2009). Also important are the store’s opening and closing hours, the
cleanliness of the store and the range of products available at the store. Availability of
supermarkets and high end groceries influence the purchase of milk brands sold through such
outlets (Niezurawski, 2006; Fuller, 2008; Bai, 2008; Smith 2009). Distribution channels used
by milk marketers also influence consumption with home delivery and availability of delivery
points influencing purchases (Fuller, 2006; Smith 2009).Brand availability plays a major role
in influencing purchase decision while non availability of brands causes dissatisfaction
(Niezurawaski, 2006;
Kumar 2014) as consumers prefer to purchase brands that can be found at preferred retail
outlets. Consumers easily switch brands when their preferred brands are not available at the
stores of choice while those loyal to certain brands are often willing to delay purchase until
they are able to access their brands of choice (Sherratt, 2012).
Promotions are also credited to contributing positively in the choice of milk brands consumed
with the advertising intensity impacting milk purchase decisions (Fuller, 2006). In relation to
the demographic factors, key factors that influence milk brand choice are the number of
children, household size, education level, reference group and family income. Processed and
packaged milk brands are purchased more by high income households with relatively high
education and small household families whereas the unpacked and unprocessed milk is
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mainly consumed by consumers with low income, low education and larger families (Hartili,
2004). Fuller (2006) posits that larger families purchase more milk, especially the lowly
priced brands. The elderly consume more of liquid milk and mainly those brands that they are
familiar with while the younger and affluent consumers are prone to trying innovative milk
brands that offer not only processed and packed liquid milk but also high value products like
yoghurts, cheese and ice cream (Fuller, 2004). Davis (2010) adds that households headed by
women with college education consume brands perceived to be of higher quality, uniquely
packaged and highly priced.
A study conducted in Kenya by Uma OlghaAdede(2004) on determinants of consumers’
choice of milk brands from the results it came showed that among the marketing stimuli
factors, Product attributes were considered very important in determining consumers’ brand
choices. Most important were Quality, Quantity, Taste and Thickness, while Smell, Colour
and Smoothness were considered important. The second factor that was considered as very
important was price. The third factor that was considered as very important was brand
availability. Consumers confirmed that they would move from one outlet to another in search
of their preferred brands without which they would consume brands available at the time of
purchase. The fourth determinants were psychological factors of consumers’ needs at the
time of purchase and attitude about brand and its provider.
Among the consumers’ personal factors consumers’ family size was regarded as a very
important factor. Education and Consumers’ income was also an important determinant.
Except for price reduction on brands, promotional factors were of little importance to
consumers interviewed.
This means that marketing stimuli factors are most important followed closely by consumers’
personal factors. Environmental factors are the least influential among the three categories.
A study conducted in Zimbabwe by Denford Chimboza and Edward Mutandwa( 2007) on
Measuring the determinants of brand preference in a dairy product market Four factors were
identified as critical in brand choice, according to study findings: promotion, brand price and
availability, packaging and product quality. However, promotion of dairy products was the
most important determinant of brand choice. In an environment characterized by declining
product supply, consumers may be mostly concerned with what and where to get the product.
The price of brand and availability was critical in consumer choice of dairy brand. The
current study has proven the importance of price in determining consumer choice of dairy
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brands. Price considerations in consumer choice of brands can also be linked to the hyperinflationary environment that is currently characterizing the country. Research findings also
indicated that although packaging and product quality were important aspects in choice of
dairy brand.

2.3. Relationship between variables
Conceptual framework
The dependent variable in this study was consumers’ preference of milk brands and the
independent variables are determinants that affect the consumers’ preference of milk
brands such as Marketing Stimuli factors, Psychological factors, Consumers’ Personal
characteristics. From this point of view, there is relationship between consumers’ choice of
milk brands and Marketing Stimuli factors, Psychological factors, Consumers’ Personal
characteristics.
Figure 1The concept model
Marketing Stimuli factors
Consumers’ preference ofmilk brands

Psychological factors
Consumers’ Personal
characteristics

Source: Schiffman,L. G. & Kanuk,L.L (2009), Consumer Behaviour: Pearson Prentice Hall
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Table 1 Operational zing the Choice Determinants
Broad

Determinants

Important Attributes

Product

Quality, Quantity, Smell, Colour, Thickness of brand(fat

Categories of
Factors
Marketing

content), Taste, Design, Packaging, Tetra packs Colour,

Stimuli

Information on packaging, Smoothness Packaging
Promotion

Type of Advertisement on brand, Models used in
advertisement, Information on brand given by sales
personnel, Reminders by posters at retail outlets.

Price

Actual price of product at retail outlets.

Place/Physicl

Availability at retail outlet, Store’s layout, Arrangement of

evidence/People

product on store’s shelves, Location of retail outlet, Size of
retail outlet, Cleanliness of store, Help given by staff at
store.

Psychologiclfactors

manufacturer.

Consumer’s
Factors

Own needs at time of purchase, Belief held about brand and

Consumers’

Age of Respondent, Size of family, Knowledge held by

Personal

respondent on brand, Occupation of respondent, Family

characteristis

income level.
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CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction
Since research methods are the practical techniques used to carry out research, this section of
the study focuses on discussion of methodology and the methods that were employed in this
research. The section consists of research paradigms, research design, research instrument,
data collection techniques, target population, sampling techniques, sample size determination
and methods of data analysis and interpretation. To provide the detail of each sub
methodology application, the student researcher discusses each separately as follows.

3.2 Research paradigm
The research paradigms adapted for this study is quantitative approach (positivism).
Quantitative approaches were used since the aim of this research is to assess the determinants
of consumers’ preference of milk brands in the study area.

3.3. Study design and strategy
In order to have a clear direction to carry out this research work the following study design
and strategy was used to undertake the determinants of consumers’ preference of milk brands
in Addis Ababa.

3.4 Research Design
A research design is simply the frame work of the study. From different types of research
designs descriptive and explanatory type of research design was employed as a main research
design for this study to the realization of intended objectives. Creswell (1994) stated that the
descriptive method of research is a technique of gathering information about the present
existing condition. This research design is a fact finding study with adequate and accurate
interpretation of findings. These studies also used explanatory research design to explaining,
understanding and predicting the relationship between variables. By using Cross-Sectional
Studies relevant data was collected at one point in time in order to answer a research
question.

26

3.5. The Population
The population of interest in this study consists of individual household consumers of
pasteurized milk in Addis Ababa city. Addis Ababa is chosen because it comprises the largest
population of processed milk consumers; it is a home to major milk processors and due to its
diverse population categories. Addis Ababa is the capital city of Ethiopia. It is also the largest
city in the country by population, with total households of 662,728 according to the 2007
ECS data.

3.6. Sampling and Sample size
The study has used non probability sampling method to take a sample this is because of
difficulty to determine a clear sample frame for the target population who actually use dairy
products. Convenience sampling method of non probability sampling was applied for the
research. Convenience sampling is a technique in which a sample is drawn from that part of a
population that is close to hand, readily available or convenient.
The target population for study includes customers of pasteurized milk brand in Addis Ababa.
Based on unknown population sample size determination as suggested by Yemane,1967, in
Israel,1992, where by the population is over 100000, a sample of 416 including 5% non
return rate, was considered. The sample size is computed as follow:
n=N/1+N(e)2 .
Where N=population parameter, n=sample size, e=error of significance
100000/1+100000(.05)2 =397
397+.05 non return rate=416
Purposive sampling was used to select 5 sub cities based on geographical location from 10
sub cities of Addis Ababa city administration. As seen in table 2 below Proportionate samples
were taken from the selected sub city and from each sample sub city super market pasteurized
milk product retailers and kiosks were selected.
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Table 2 Proportionate sample size from the selected sub city
Sub city

Number of households

Proportional sample size

Akaki Kalti

47,373

47,373×416÷335014

59

Gulele

62,562

62,562×416÷335014

78

Lideta

46,813

46,813×416÷335014

58

Kolfe Keranio

98,092

98,092×416÷335014

121

Bole

80,174

80,174×416÷335014

100

Total

335014

416

Source, 2007 Population and Housing Census of Ethiopia (ECS).

3.7. Source of Data
The study has used both primary and secondary sources of data. The primary data were
obtained from selected milk product consumers. Secondary data was obtained by referring
different relative literatures, research publications, journals, related thesis and internet source.

3.8. Data Collection techniques
Primary data for the research was collected through structured questionnaire which was
developed based on the existing related literatures. In line with prior studies, the
questionnaire is comprised of statements measuring the determinant of milk brand preference
in Addis Ababa city and it was responded on a five-point Likert type scale to assess the
degree of importance where 5= Very important and 1= Not at all important. In order to
design the questionnaire, conceptual framework of the study was used. In addition the student
researcher has tried to make the questionnaire brief, simple, clear and cover the relevant
aspects of the models used in the conceptual frame work. According to Fisher (2007) it is
recommended to keep the questionnaire as short as possible and give it a logical and
sequential structure so that the respondent can easily see what the questionnaire is about and
can follow its themes as they develop.
A pilot test of the questionnaire was conducted on 30 respondents who were similar to those
who were to be included in the study in terms of background characteristics: for the purpose
of removing any inconsistencies and to confirm the suitability of the content, structure and
design of the questions and questionnaire.
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3.9. Data Analysis Techniques
To meet the specified research objectives, quantitative data analysis was used for the study
purpose. The researcher has used SPSS soft ware version 23 to process and compute the
collected data. Both descriptive and inferential statistics methods of data analysis were also
employed to make the analysis.
Descriptive statistics like frequency distributions was used for identifying frequency of
respondents in each demographic group and inferential statistics like correlation, and multiple
regressions were used to find out the relation between independent variables and dependent
variable, identifying impact of each independent variable on brand preference. Additionally
regression analysis was made to examine which factors among the independent variables is
the most significant to affect brand preference.

3.10. Regression functions
The equation of multiple regressions in this study is generally built around two sets of
variable, namely dependent and independent variables. The basic objective of using
regression equation is to make the researcher more effective at describing, understanding,
predicting, and controlling the stated variables.
Regressing consumers’ milk brand preference on the determinant of milk brand preference
the following equation was formulated
Y = β0 + β1X1 + β2X2 + β 3X3 +E
Where Y is the dependent variable- consumers’ milk brand preference
=X1, Marketing Stimuli factors =X2, Psychological factors and =X3, Consumers’ Personal
characteristics are the explanatory variables (or the regresses).E is error term. β0 is the
intercept term- it gives the mean or average effect on Y of all the variables excluded from the
equation, although its mechanical interpretation is the average value of Y when the stated
independent variables are set equal to zero.
β1, β2, and β3 refer to the coefficient of their respective independent variable which
measures the change in the mean value of Y, per unit change in their respective independent
variables.
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3.11 Reliability and Validity Analysis
Reliability is the degree to which an assessment tool produces stable and consistent results.
Reliability is done to confirm the internal consistency of all measured items in the
questionnaire. In other words, it is to see whether the items that make up a scale are all
measuring the same underlying construct. To check whether or not the items are measuring
the same underlying construct, by referring at the Cronbach’s alpha coefficient scale, the
commonly accepted alpha is 0.7 and above. Nunually (1978) andHair et al. (2009).
Validity refers to how well a test measures what it is purported to measure. Validity is done
to assess whether the item measures what it is supposed to measure. To check whether the
item is measuring what it is supposed to measure.
The researcher adapts different scale to measure this factor by investigating abroad set of
studies in the field. Therefore, standardized questionnaire of previous study was adopted and
improved in the pre-data collection stage.
A pilot test was made by the researcher. The researcher has used previously validity
measurement for this study. Besides, proper detection by the advisor was also taken to ensure
validity of the instruments. Finally, the improved version of the questionnaire was printed,
duplicated, and dispatched to the sample customers of pasteurized milk brand.
Respondents may have varying capacities for being able to complete written questionnaires
by English language, due to that the questionnaire was translated in to Amharic version
(Ethiopian national language), because most of the respondents are Amharic speaker and they
can simply recognize each question before they respond.

3.12. Ethical Considerations
Before data collection, the purpose and procedure of the study was explained to the
respondents and verbal informed consent was also been obtained. Respondent were not
required to write their name and also attitude, opinion, and belief of respondent was kept
confidential and all the literatures collected for the purpose of this study were acknowledged
in the reference list.
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CHAPTER FOUR
4. Result and Discussion
4.1. Introduction
The purpose of this study was to investigate the determinants of consumers’ preference of
milk brands in the case of Addis Ababa. In order to get a representative data 416
questionnaires were prepared and distributed to every brand milk customers of Addis Ababa,
Out of these 416 questionnaires distributed to milk customers, 396 questionnaires were
collected back. Thus, the analysis is based on the valid 396 questionnaires. The data collected
from the 396 pasteurized milk customer using structured questionnaire was edited, coded,
cleaned and entered into the computer. Then, it was analyzed using Software package for
social science (SPSS version 23). Both descriptive and inferential statistics were used in
analyzing the data collected.
Descriptive analysis for instance percentage, mean, and frequency was used in examining the
dependent and independent variables. When analyzing the data collected, Pearson correlation
and regression were applied.

4.2 Descriptive analysis
4.2.1 Demographic profile of the respondents
In this section the profile of respondents was noted in terms of their employment status,
income levels, family sizes and Respondents’ milk brand consumption habits. All these were
analyzed and findings are presented.
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Table 3 Gender and age of the respondents

Gender
Male
Female
Total

Frequency
150
246
396

Age
18 years old
Between18-35
between 35-65
Total

Frequency
80
144
172
396

Sex
Percent
37.9
62.1
100.0
Age
Percent
20.2
36.4
43.4
100.0

Valid Percent Cumulative Percent
37.9
37.9
62.1
100.0
100.0
Valid Percent
20.2
36.4
43.4
100.0

Cumulative Percent
20.2
56.6
100.0

Source:- researcher´s survey data 2018

From the above table 37.9% percent of the respondents are males and the remaining 62.1%
are females and also 20.2% of the respondents are at the age of 18 years old 36.4% of the
respondents are in the age between 18-35 and 43.4 % are between age of 35 and 65 which is
the age in which large number of population lie.

4.2.2 Respondents’ employment status
Respondents were required to indicate whether or not they were in gainful employment as
this was likely to have some impact on the findings. The overall findings are presented on the
table below (Table 4).
Table 4 Respondents’ employment status
employment status

Frequency Percent

Valid Percent Cumulative Percent

Yes

247

62.4

62.4

62.4

no

149

37.6

37.6

100.0

Total

396

100.0

100.0

Source:- researcher´s survey data 2018

From the above table it is evident that out of the 396 respondents, 247 (62.4%) were in
gainful employment while 149 (37.6%) were not employed. This means majority of the
respondents were employed.
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4.2.3 Respondents’ Income levels
The respondents were required to indicate the category that best fitted their families’ joint
incomes. The results from the overall findings are as presented on the table below (Table 5).
Table 5 Respondents’ overall income levels
income levels
0 - 3000
3001 - 6000
6001 -9000
9001 – 12000
12001 -15000
15001 and above
Total

Frequency
37
94
131
128
3
3
396

Percent
9.3
23.7
33.1
32.3
.8
.8
100.0

Valid Percent
9.3
23.7
33.1
32.3
.8
.8
100.0

Cumulative Percent
9.3
33.1
66.2
98.5
99.2
100.0

From 396 respondents 37 (9.3%) earned between 0 and 3000, 94 (23.7%) earned between
3001 and 6000, 131 (33.1%) earned between 6001 and 9000, 128 (33.1%) earned between
9001 and 12000, 3 (0.8%) earned between 12001and 15000 and 3 (0.8%) earned above
15000 Ethiopian birr per month.

4.2.4 Family sizes
Respondents were asked to indicate the number of people living within their households. This
was considered important in giving a lead as to why particular brands were consumed.
Overall responses received are as presented on the table below (Table 6).
Table 6 Respondents’ Family sizes
Family sizes

Frequency Percent

Valid Percent

Cumulative Percent

1 -4

242

61.1

61.1

61.1

5-7

131

33.1

33.1

94.2

8-10

20

5.1

5.1

99.2

Above 10

3

.8

.8

100.0

Total

396

100.0

100.0

Source:- researcher´s survey data 2018
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Out of the 396 respondents, 61.1% had 1upto 4 people, 33% had between 5 and 7 people,
5.1% had between 8 and 10 people while only 0.8% had more than 10 people. The findings
show that majority of the households interviewed had between 1 and 4 people.

4.2.5 Respondents’ milk brand consumption habits
Respondents were required to state whether they consumed pasteurized brand milk all the
time. The outcome is as presented by the following table (table 7).
Table 7 Respondents’ milk brand consumption habits
consume habits

Frequency Percent

Valid Percent

Cumulative Percent

All the times

222

56.1

56.1

56.1

Sometimes

174

43.9

43.9

100.0

Total

396

100.0

100.0

Source:- researcher´s survey data 2018

Among the 396 respondents 56.1% were consuming all the times branded milk while 43.9%
had consumed sometimes.

4.2.6 Descriptive Statistics for Factors influencing Consumers’ choice of milk
brands
The respondents were asked to indicate the extent to which various factors were important in
determining their choice of milk brands. The factors were drawn from various influences that
were likely to affect brands purchased. They were presented with a likert type scale in which
they were to rank the factors in a 5-point scale with 5 being very important and 1 being not at
all important. The researcher’s analysis is that factors that scored between 4.0 - 4.99 were
very important, those between 3.0 - 3.99 were important, those between 2.0 - 2.99 were
neither important nor unimportant while those between 1.0 - 1.99 were less important.
Three indicators of brand preference are considered for the study. These three broad
determinants are market stimuli factor, Psychological factors, and Consumers’ Personal
characteristics. Each factor has incorporated their sub determinant factors. In order to
compare determinants of brand preference of pasteurized milk customers’ descriptive
statistics, that is, median is used. The median indicates to what extent the sample groups on
average are important or not important with the different determinant factors. The higher the
median the more the respondents use that determinant as important to milk brand preference
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while the lower the median, the determinant factor is less important to the respondents´ milk
brand preference.
4.2.7 Market stimuli factor
Table 8 Descriptive Statistics for market stimuli factor

Quality of brand

N
396

median
5

Quantity of brand
Smell of brand

396
396

3
4

Colour of brand
Taste of brand

396
396

4
4

Thickness of brand(fat content)
Smoothness of Packaging

396
396

4
4

Design of packaging
Colour of packaging

396
396

1
1

Information given on packaging
Type of packaging

396
396

5
2

Type of advertisement of brand
Models used in advertisement

396
396

2
1

Information on product given by sales personnel
Constant reminders by posters at retail outlets

396
396

2
2

Size of the retail outlet
Price of the product

396
396

2
5

Cleanliness of store
Store’s management and help given by staff

396
396

5
2

Location of retail outlet
Availability of brand at retail outlets

396
396

4
5

Store’s layout
Arrangement of products on store’s shelves

396
396

1
1

Valid N (listwise)

396

Source:- researcher´s survey data 2018

The first dimension as a determinant of brand preference is Market stimuli factor. This
dimension had twenty three elements. Based on the surveyed data, Quality of brand, Price of
the product, Availability of brand at retail outlets, Cleanliness of stores and Information given
on packaging are very important factor to milk brand preference. Based on the above table
(Table 8) Median of those factors is scored equal mean which is 5 as well Taste of brand,
Smell of brand, Colour of brand , Thickness of brand(fat content), Smoothness of Packaging
and Location of retail outlets is important to milk brand preference Based on the table
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below(Table 8) they scored 4 median. Quantity of brand scored 3 median score as neither
important nor unimportant to milk brand preference.
Type of packaging, Type of advertisement of brand, , Information on product given by sales
personnel, Constant reminders by posters at retail outlets, Store’s management and help given
by staff and Size of the retail outlet scored 2 median score as moderately important to milk
brand preference. The other determinants are Design of packaging, Colour of packaging,
Models used in advertisement, Store’s layout and Arrangement of products on store’s shelves
which scored, 1 median score as not important to milk brand preference.
4.2.8 Psychological factors
Psychological factors are represented by 2 determinant factors which are related with the
preferred brand is Own needs at time of purchase and Belief held about product and
Company. As of table shown below (Table 9)which scored median of 3 and 2 respectively
which means Own needs at time of purchase is neither important nor unimportant to milk
brand preference but Belief held about product and Company is moderately important to milk
brand preference.
Table 9 Descriptive Statistics of Psychological factors
N

median

Own needs at time of purchase

396

3

Belief held about product and Company

396

2

Valid N (listwise)

396

Source:- researcher´s survey data 2018

4.2.9 Consumers’ Personal characteristics
From Consumers’ Personal characteristics descriptive result, Family Income level are very
important factor to milk brand preference as of (Table 10) which shown below scored 5
median. Age of respondent, Knowledge held by respondent, Occupation of respondent, and
Number of people in the house hold was also rated as neither important nor unimportant to
milk brand preference. As of table shown below (Table 10) which scored equal median 3.
Influence of associates and friends, and Word-of-mouth references by acquaintances very
important factor to milk brand preference as of (Table 10) which shown below scored 5
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median. Influence by family of origin (brand used by family) is with 3 median scored which
neither important nor unimportant to milk brand preference.
Table 10 Descriptive Statistics of Consumers’ Personal characteristics

Age of respondent

N
396

median
3

Number of people in the house hold
Knowledge held by respondent

396
396

3
3

Occupation of respondent
Family Income level

396
396

3
4

Influence of associates and friends
Word-of-mouth references by acquaintances

396
396

5
5

Influence by family of origin (brand used by family)
Valid N (listwise)

396
396

3

Source:- researcher´s survey data 2018

4.2.10. The respondents perception towards determinant factors to milk brand
preference
As the Overall milk brand preference determinant table 11 below indicated five determinants
including Quality, Promotion, Availability of brand, packaging, and Influence of associates
were to signify their importance.
Quality of brand very important to milk brand preference with median rating to 5 and
Availability of brand is important to milk brand preference with median rating to 4.
Promotion and packaging median rating is 3 neither important nor unimportant to milk brand
preference. Influence of associates median rating is 2 which is moderately important to milk
brand preference.
Table 11 Descriptive Statistics of overall Brand preference determinant

What do you think about the Quality of brand for your milk brand preference?

N
396

What do you think about the role of Promotion of milk brand for your milk brand
396
preference?
What do you think about Availability of brand for your milk brand preference?
396
What do you think about the packaging of brand for your milk brand preference?
396
What do you think about the Influence of associates for your milk brand preference? 396
Valid N (listwise)
396
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Median
5
3
4
3
2

4.3. Data processing And Analysis
4.3.1. Data Processing
After collecting the data through questionnaire, the researcher has organized and prepared the
various data depending on sources of information. Moreover, in order to ensure logical
competence and consistency of responses, data editing was carried out each day by the
researcher. Identified mistakes and data gaps were rectified as soon as possible.

4.3.2. Data Screening
Several data screening issues must be addressed in order to adequately prepare the data set
for accurate statistical analysis (Kline 2005). Initially, the researcher must examine the data
for input accuracy and determine the best method for addressing missing observations. After
close examination of means, standard deviations and frequency distributions, it was
determined that three data values were invalid entry and were corrected by reviewing the
respondents’ original survey.

4.4.Reliability and validity
4.4.1. Reliability test
The study used Cronbach alpha to assess the internal consistency of the research instrument.
Cronbach's alpha is a coefficient (a number between 0 and 1) that is used to rate the internal
consistency (homogeneity) or the correlation of the items in a test (Fraenkel and
Wallen,2008). A good test is one that assesses different aspects of the trait being studied.
Cronbach's alpha will generally increase as the inter correlations among test items increase,
and is thus known as an internal consistency estimate of reliability of test scores. If
correlations between items are too low, it is likely that they are measuring different traits and
therefore should not all be included in a test that is supposed to measure one trait.
All dimensions’ Cronbach’s Alpha is by far above the cut of point of 0.7(table 12). The
lowest Alpha registered is 0. 703 (Psychological factor) and the highest is 0.915 (Stimuli
factor).Therefore it can be inferred that all measures are internally consistent.
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Table 12 Reliability Statistics
Variable

N of Items

Cronbach's Alpha

Stimuli factor

23

.915

Psychological factor

2

.703

Personal factor

5

.719

Brand preference

5

.709

Entire

35

.923

Source; field survey (2018)

4.4.2. Instrument Validity
Validity is concerned with whether the findings are really about what they appear to be about
(Sounders, 2007). Validity defined as the extent to which data collection method or methods
accurately measure what they were intended to measure (Sounders et. al., 2007). Numbers of
different steps taken to ensure the validity of the study: Before the research instruments were
used for data collection the draft copy was evaluated for content validity by my advisor, Data
was collected from the reliable sources using survey questionnaire which was made based on
literature review and conceptual frame of work of reference.

4.5. Assessment of Ordinary Least Square Assumption
4.5.1Multicollinerity Test
Multicollinearity is a correlation among the independent variables that distort the standard
error of the estimate and may therefore lead to incorrect conclusion as to which independent
variables are significant.
Comparatively small degree of multicollinearity occurs if tolerance value and VIF value are
above 0.10 and below 10 respectively(Table 13)
Table 13 Multicollinearitytest table
variables

Co linearity statistic
Tolerance

VIF

Marketing Stimuli

.258

3.878

Psychological factors

.252

3.970

Consumers’ Personal characteristics

.952

1.050

Source:-Researchers SPSS output from survey data,2018
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As seen from the above table the tolerance value of all variables is above 0.1 and also their
VIF value is below 10 which indicate that there is a small degree of multicolinerity among
variables

4.5.2Test of Normality and linearity
A very important assumption in regression analysis that the dependent variable should be
tested for normal distribution .Normality is used to describe a symmetrical, bell-shaped curve
which has the greatest frequency of scores around in the middle combined with smaller
frequencies towards the extremes (Pallant 2005). The bell shape of a normal distribution can
be accessed along two dimensions; its degree of flatness or peakness (i.e.kurtosis) and its lack
of balance (i.e. skewness).
Researchers have suggested that ‘the most critical values are + 2.58 (.01 significant level) and
+ 1.96 which corresponds to a .05 significant level’ (Hair 2010).Table 20 found in
appendixes summarize the statistics and standard deviation for all 33 indicators evaluated in
the full measurement model.
After careful analysis of the skewness and kurtosis values across the model, it is determined
that the measures for all of the scale variables provide evidence of tolerance symmetrical
distributions, thus supporting the critical assumption of normality.
The histogram is acceptably close to and approximately follows the shape of normal curve.
Thus, as can be seen in fig 2,there is no major deviations from normality.
According to Gujarati,(2009) one of the ways that these assumptions can be checked is by
inspecting the residuals scatter plot and the Normal Probability Plot of the regression
standardized residuals that were requested as part of the analysis. In the Normal Probability
Plot it will be hoped that points will lie in a reasonably straight diagonal line from bottom left
to top right. This would suggest no major deviations from normality. In this case the value is
distributed along the diagonal line from zero to one (See fig 3). Therefore, according to the
result it is concluded that there is no major deviation from normality.
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Figure 2 The Normal histogram

Source:-Researcher´s SPSS output from survey data, 2018

Figure 3 The Normal P-P plot

Source:-Researcher´s SPSS output from survey data, 2018
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In the Scatter plot of the standardized residuals hoping that the residuals will be roughly
rectangular distributed, with most of the scores concentrated in the centre (along the 0 point).
Deviations from a centralized rectangle suggest some violation of the assumptions. In this
regard, as can be seen from the fig 4 below it was also learned that it is highly concentrated in
the (-2,-2), (-2,2), (2,2) and 2,-2) rectangle and shows a slight rectangular shape which
depicts there is no a clear or systematic pattern of residuals and relatively uncorrelated with
the linear combination of predictors.
Figure 4Scatter plot

Source:-Researcher´s SPSS output from survey data, 2018
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4.6. Correlation Analysis
Pearson correlation coefficient
Pearson correlation coefficient (r) is a measure of the strength of the association between the
two variables.
Theoretically, there could be a perfect positive correlation between variables which is
represented by 1.0(plus1), or a perfect negative correlation which would -1.0(minus 1) while
correlation ranges between -1.0 and +1.0, The researcher need to know if any correlation
found between two variables is significant or not, as for the information, a significance of
p=0.05 is the generally accepted this indicates that 95 times out of 100, the researcher can be
sure that there is a true or significant correlation between the two variables, and there is only
a 5% chance that the relationship does not truly exist.
The correlation matrix between dependent variable and independent variables are exhibited in
Table14 below
Table 14 Correlation Matrix
Consumers’
Marketing Psychologica Personal

milk

Stimuli

l factors

characteristics

preference

MarketingSti

Pearson Correlation 1

.861**

.065

.757**

muli

Sig. (2-tailed)

.000

.196

.000

396

396

396

1

.178**

.780**

.000

.000

396

396

396

1

.282**

N

396

Psychological Pearson Correlation .861**
factors

Sig. (2-tailed)

.000

N

396

Consumers’

Pearson Correlation .065

.178**

Personal

Sig. (2-tailed)

.196

.000

396

396

396

396
1

characteristics N

.000

Milkbrand

Pearson Correlation .757**

.780**

. 282**

preference

Sig. (2-tailed)

.000

.000

.000

N

396

396

396

**. Correlation is significant at the 0.01 level (2-tailed).
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brand

396

A correlation analysis above clearly depicts that Psychological factors is the most strong
positively and significantly correlated (r=.780** p<0.01) to brand preference. The correlation
coefficient (0. 780) is even significant at the 0.01 level. So it is possible to infer that the
relationship between Psychological factors and brand preference is very significant. As the
result the H2: (Psychological factors have a positive and significant influence on Consumers’
preference of milk brands) is accepted.
A correlation analysis from the table above indicates that there exists a significant and strong
positive relationship (r=.757** p<0.01) between Marketing Stimuli and milk brand
preference. The relationship is significant even at 0.01 levels. Accordingly hypothesis H1
(Marketing Stimuli factors has a positive and significant influence on Consumers’ preference
of milk brands) is also supported.
When we see the relationship between Consumers’ Personal characteristics and milk brand
preference, there exist a significant positive relationship between them .the correlation
coefficient in this case is 0. 282** which is statistically significant at the 0.00 level.H3
(Consumers’ Personal characteristics has a positive and significant influence on Consumers’
preference of milk brands) is once again accepted.

4.7. Multiple Regression Analysis and Hypotheses Test
4.7.1 Multiple Regression Analysis
Regression analysis in this study is used to determine whether the independent variables
explain there will be significant variations in the dependent variable and whether a
relationship exists. If p≤0.05, that means the hypothesis is supported and can be used to make
predictions, however, if P >0.05, it means the hypothesis is rejected. From a statistical point
of view, brand preference which is the dependent variable; it will be the Y variable in our
regression analysis. The variables such as Marketing Stimuli, Psychological factors, and
Consumers’ Personal characteristics will be the independent variables (X variable).
Regressions fit a predictive model to data and use that model to predict the values of
dependent variable from one or more independent variables (Haire, 2003).Linear regression
estimates the coefficients of the linear equation, involving one or more independent variables
that best predict the value of the dependent variable. In multiple regressions we use an
equation:
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Y = β0 + β1X1 + β2X2 + β 3X3 +E
Where Y is the dependent variable- consumers’ milk brand preference
=X1, Marketing Stimuli factors =X2, Psychological factors and =X3, Consumers’ Personal
characteristics are the explanatory variables (or the regresses).E is error term. β0 is the
intercept term- it gives the mean or average effect on Y of all the variables excluded from the
equation, although its mechanical interpretation is the average value of Y when the stated
independent variables are set equal to zero.
Β1, β2, and β3 refer to the coefficient of their respective independent variable which
measures the change in the mean value of Y, per unit change in their respective independent
variables.
Therefore, in this study the following multiple regressions were used:
Multiple R is a correlation between the observed values of y, the values of y predicted by the
multiple regression models. Therefore, large values of the multiple R represent a large
correlation between the predicted and observed values of the outcome. The model summary
table (Table 15) reports the strength of the relationship between the model and the dependent
variable, brand preference.
The adjusted R square shown below on table15, R2 of .653 indicates 65.3 percent of
variances in brand preference can be predicted by the three factors used in this research study.
Accordingly, there are other variables that influence brand preference of milk brand
customers represented by the remaining 34.7 percent. But the majority of the variance in
brand preference can be predicted by the three factors included in this study.
From the regressions analysis as shown in the table 17, the three independent variables have
an influence on milk brand preference thus the proposed model obtained from the regressions
analysis is
Consumers milk brand preference=1.066+.348MarketingStimuli factors+
0. 452Psychological factors+0.139 Personal characteristics
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Table 15 Multiple Regression Analysis result
Model Summary
Adjusted
Model

R
a

1

.809

R Std. Error of

R Square

Square

the Estimate

. 655

. 653

. 38086

a. Predictors: (Constant), market stimuli factor, personal factor, psychological
factors

To test the hypothesis of no linear relationship between the predictor and dependent
variables, i.e., R-square = 0, the Analysis of Variance (ANOVA) is used. Table 16 presents
the F statistics to test how well the regression model fits the data. If the f-statistics is big and
the significance level less than 0.05 then the hypothesis of no linear relationship between the
independent variable and dependent variable is rejected. Thus in this study F-statistics with
248.258 and significance value of 0.00 the regression model fits the data. Thus all the
independent variables Marketing Stimuli, Psychological factors and Consumers’ Personal
characteristic are linked to the dependent variable milk Brand Preference.
Table 16 Analysis of variance (over all fitness test) ANOVAa
Model

Sum of Squares

Regression

Mean Square

F

108.035

3

36.012

56.862

392

.145

164.897

395

Residual
Total

df

Sig.
.000b

248.258

a. Dependent Variable: brand preference
b. Predictors: (Constant), stimuli factor, personal factor, psychological factor

Table 17 Coefficients of determinants of milk brand preference
Standardized
Model
(Constant)
Marketing Stimuli
Psychological factors
Consumers
characteristics
a.

Unstandardized Coefficients

Coefficients

B

Beta

Std. Error
1.066

.131

.333

.056

.327
.139

t

Sig.
8.139

.000

.348

5.954

.043

.452

7.652

.000.
.000

.030

.139

4.587

‘Personal

Dependent Variable: milk brand preference
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.000

Coefficient table shows which variables are individually significant predictors of dependent
variable. Standardized Beta coefficient show the contribution of an individual variables. The
Beta weight is the average amount the dependent variable increases when the independent
variable increase by one standard unit (all other independent variables are held constant).

4.7.2 Test of hypothesis
Hypothesis 1:- Marketing Stimuli factors has a positive and significant influence on
Consumers’ preference of milk brands
The table above (table17) clearly shows that marketing stimuli has positive and significant
effect on milk brand preference. The result of the Standardized Coefficients confirms the
claim where marketing stimuli has β=0. 348, P<0.01.This implies that one percent increase in
marketing stimuli results in 34.8 percent increase in Consumers’ preference of milk brands
result. Hence the above proposed hypothesis is accepted. The above result is supported by
research finding of Olgha Auma Adede and Mary W. Kinoti. et.al,(2016)Thus ,marketing
stimuli factors are most important in determining customer choice of dairy products.
Hypothesis 2:- Psychological factors have a positive and significant influence on
Consumers’ preference of milk brands
The result of multiple regression analysis in table 17 above clearly indicates that in Addis
Ababa milk customer, Psychological factors have significant influence on brand preference
(P<0.01)Besides, the value of beta is β=.452 This demonstrates the positive influence of
Psychological factors on Consumers’ preference of milk brands. This implies that one percent
increase in Psychological factors results in 45.2 percent increase in Consumers’ preference of
milk brands. Hence the above proposed hypothesis is accepted. The above result is supported
by Kumar (2014) that consumer’ psychological factors determine their purchase decisions
with emotions and feelings playing a major role in the purchase decisions.
Hypothesis 3:- Consumers’ Personal characteristics has a positive and significant influence
on Consumers’ preference of milk brands
Regression analysis reveals significant effect of Consumers’ Personal characteristics on
Consumers’ preference of milk brands (β=0.139, t=4.587, P<0.01). This implies that one
percent increase in Consumers’ Personal characteristics results in 13.9 percent increase in
Addis Ababa Consumers’ preference of milk brands result. This shows that there is positive
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and strong relationship between the two variables. Hence the above proposed hypothesis is
accepted. The above result is supported by the study finding of Olgha Auma Adede,and .
Mary W. Kinoti,(2016)where by Consumers’ Personal characteristics factors are important in
determining customer choice of dairy products.
In general, the multiple regression analysis of Consumers’ preference of milk brands in the
table 17 above clearly demonstrates that the independent variables have positive and
significant influence on the dependant variable (Consumers’ preference of milk brands) in
Addis Ababa city.
Table 18 Summary of hypothesis
Hypothesis

Tool

Result

Regression

Accepted

Regression

Accepted

H3:- Consumers’ Personal characteristics have a positive and Regression

Accepted

H1:- Marketing Stimuli factors have a positive and significant
influence on Consumers’ preference of milk brands
H2:- Psychological factors have a positive and significant
influence on Consumers’ preference of milk brands
significant influence on Consumers’ preference of milk brands
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CHAPTER FIVE
Summary Conclusion and Recommendations
In this chapter summary, conclusion and recommendation of the study is presented. The aim
of this chapter is to review the problem of the research and conclude the findings with regards
to the objectives of the study. Recommendation that focuses on how the problem identified
could be addressed is also included in this chapter. Finally, limitation of the study and
suggestion for further research is also included at the end of this chapter.

5.1. Summary
The aim of this study is to assess the factors that affect consumers’ brand preference of
pasteurized milk. The researcher selects three variables as a factor to affect brand preference.
The first variable is Marketing Stimuli The study result shows that it has a significant impact
on consumer milk brand preference. The consumer uses Marketing Stimuli attributes in the
decision-making process of milk brand preference.
From Marketing Stimuli factors descriptive result of product attributes indicates that Quality
of brand and Information given on packaging are very important factors to milk brand
preference Moreover, Taste of brand, Smell of brand, Colour of brand , Thickness of
brand(fat content), Smoothness of Packaging are important to milk brand preference. These
findings were in line with arguments presented by Kotler (2009) who maintained that
presentation of a product determines who it may appeal to and that consumers considered
appearance of product as vital as this is associated with freshness, healthiness and value for
money. The same is supported by Fuller (2006) and Kumar (2014) who posit that perceived
quality of dairy products; the taste and smoothness of yoghurt and ice-cream have high
influence on purchase decisions.
The other Marketing Stimuli factors from descriptive result of place attributes are
Availability of brand at retail outlets, and Cleanliness of stores which are very important
factors to milk brand preference. This is in line with arguments by Kotler (2009), as well as
Schiffman and Kanuk(2009) who maintain that whatever is stocked in a retail outlet
determines what is purchased with consumers loyal to certain brands opting to search
elsewhere for the preferred brands that may be lacking in the stores visited. Also this is in line
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with arguments by Hartili (2004) who maintains that consumers of dairy products consider
cleanliness as vital and often avoid purchasing products from stores perceived to be untidy.
Another place attributes important factor to milk brand preference is Location of retail outlets
The second variable that has a significant positive influence on pasteurized milk brand
preference is Psychological factors that consumers consider as relevant factor in making milk
brand choices. As we see in descriptive result of the research analysis the significance of
psychological factors in determining choice of milk brands purchased was minimal. The
findings were in line with research finding of Olgha Auma Adedeand Mary W.
Kinoti,(2016)that consumers’ needs at the time of purchase are considered as important while
beliefs of the consumers were neither important nor unimportant in determining brand
choices. The last variables proposed by researcher are Consumers’ Personal characteristics.
The analyzed result shows that it has significant positive influence on pasteurized milk brand
preference and from Consumers’ Personal characteristics descriptive result, Family Income
level is very important factor to milk brand preference. This is in line with arguments put
forward by Schiffman and Kanuk (2009) who argued that consumers’ economic
circumstances explain the specific product features of selected quantities of products
purchased and where the purchases are made from.
Also Influence of associates and friends and Word-of-mouth references by acquaintances are
very important factor to milk brand preference.
Knowledge held by respondent was also rated as important to milk brand preference. This is
in line with arguments by Kotler (2009) that a consumer’s education level equips him with
good knowledge and understanding about product types, their usage and benefits gained from
the same.
The mean scores from the three categories were summed up and averages from the categories
were compared. The results revealed a median score of 3.4 for consumers’ personal factors
followed by mean of 2.8 for marketing stimuli factors and last psychological factors with
mean score of 2.5. This means those consumers’ personal factors are most important
followed closely by marketing stimuli factors. Psychological factors are the least influential
among the three categories.
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The research also revealed that independent factors (Marketing Stimuli, Psychological
factors, and Consumers’ Personal characteristics) in group can predict the dependent variable
(milk brand preference) by 65.3 %.
As the overall milk brand preference determinant (table 11) indicated five determinants
including Quality, Promotion, Availability of brand, packaging, and Influence of associates
were significant their importance.
Quality of brand is very important to milk brand preference with median rating 5 and
Availability of brand is important with median rating 4. Influence of associates with median
rating 2 less important. Promotion and packaging with median rating 3 neither important nor
unimportant.

5.2 Conclusion
This study has revealed the factors considered by consumers as critical in influencing their
milk brand choices. In order to find out the determinants of milk brand preference, the study
considered three factors namely Marketing Stimuli, Psychological factors, and Consumers’
Personal characteristics. Those factors have sub elements which included thirty three
dimensions. Based on the theoretical frame work and objectives of the study 30 items were
provided to the respondents and the study identified how consumers used those determinants
to their milk brand preference.
It also reveals factors that consumers consider as less important but in which milk marketers
have been investing heavily with the intent of influencing consumers’ purchase decisions.
From the findings, the following conclusions have been drawn
 Regarding correlation analysis, the result of the finding shows a positive and
significant relationship between three determinant factors dimensions (Marketing
Stimuli, psychological factors and consumers’ personal factors) to milk brand
preference. From this it pertinent to conclude that independent variables i.e Marketing
Stimuli, psychological factors and consumers’ personal factors have the power to
determine the customer milk brand preference in the city.
 Furthermore, multiple regression analysis shows that in consumers´ brand preference
in Addis Ababa city, 65.3percent variance in consumers´ brand preference can be
attributed to the three factors used in this research study. Therefore, the researcher can
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convincingly conclude that the independent variables have a positive and significant
influence on the dependant variable (consumers´ brand preference) in Addis Ababa.
 As far as the relative influence of an individual component of consumers´ milk brand
preference determinant factors dimensions on milk brand preference is concerned, the
result of multiple regression coefficients shows that Marketing Stimuli factors is the
most dominant relational dimension in determining the variation on consumers´ milk
brand preference in Addis Ababa city for the most part of Marketing Stimuli factors
The product attributes namely quality and taste were considered as very important
there by ranking number one in milk brand choice determination. These were
followed by place or locational factors, specifically brand availability. On the
contrary, it can also be concluded that promotional factors such as advertisement type,
models used in advertisements, company personnel and use of posters and /or
billboards were the least important determinants of milk brand choice among
residents living in Addis Ababa, Ethiopia.

5.3 Recommendation
There is need for brand providers to be customer focused by emphasizing on those attributes
consumers consider as paramount in influencing their brand choices. Brand providers thus
need to carry out marketing research on consumers’ needs and come up with marketing mix
elements considered important to consumers in order to win within this competitive market.
The findings have serious implications on milk marketers in Addis Ababa who seek to attract
consumers with their offerings. Marketers need to appreciate that offering their milk brands
to potential consumers against a backdrop of environmental factors and promotional activities
would not influence consumers’ choice of their milk brands.
Marketers therefore need to pay closer attention to product attributes and specifically to
quality, taste and thickness (fat content) of the brands. They should also focus on availability
of the products as well as location and Cleanliness of retail outlets. In incorporating these
factors in milk marketing strategies, dairy companies are able to have an edge over those that
ignore the same and concentrate on environmental and promotional factors. Marketers can
continue with promotional factors that enable awareness creation of their brands. They should
however not expect the promotions to influence consumer choice of their brands. More
resources should be invested in improving product attributes.
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5.4 Direction for Future Research
This research has its own limitation like other researches, so the future researchers could
resolve the limitations of this research, since it is done only on pasteurized milk from milk
product and in one city milk customers; it also lacks national literature. Thus future
researchers should investigate further on this topic and other milk product types. The study
shows that promotional factors have least influence on consumers’ choice of milk brands,
contrary to previous study (Fuller, 2006) that revealed how advertising intensity enhances
brand consumption. Further research may be necessary to look deeper into the whole
promotional mix elements and determine if there are any factors among the elements that
may have influence on milk brand choice among consumers. Future research should also be
carried out in other city other than Addis Ababa that is highly cosmopolitan with highest
concentration of consumers and milk brand marketers. Such findings could be able to guide
dairy companies in marketing their brands in locations away from Addis Ababa without
generalizing the findings from this study.
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Appendix –A Questionnaire
Bahirdar university,
Post graduate studies program,
Department of Marketing Management
Questionnaire for Consumers

Dear Respondent
This questionnaire is prepared to critically assess the determinants of consumer’s preference
of milk brands and the study is made only for the academic purpose. This research is
conducted as part of the partial fulfillment of Masters of Arts in Marketing Management; it
will also be available input for further investigation of same phenomenon. You are therefore
kindly requested to express your opinions, feelings and experience as openly as possible and
as a result it will not be difficult for the researcher to get your true picture and feeling. The
information that you are going to provide here is highly important and confidential. Please
encircle the letter of your response depending on the type of questions and write your
reasons, comments, and feelings on the space provided.
SECTION A
This section is intended to seek information on consumer characteristics that are likely to
influence the choice of milk brand used. Kindly answer questions by ticking appropriately.

General profile
1. Sex:
a. Male

b. Female

2. Age:
a. 18 years old

b. Between18-35

c. Between 35-65

d. Above 65

3. Are you in salaried employment?
a.Yesb.No
4. Howmany people are there in your household? (Specify)
a. 1 -4

b.5-7

c. 8-10

d. above 10
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5. The following are income categories; specify the category in which you can best fit your
family’s joint income (income in Ethiopian birr per month)
a.0 - 3000

b. 3001 - 6000

d.9001 – 12000

e. 12001 -15000

c. 6001 -9000

f. 15001 and above

SECTION B
This section seeks to gather information on specific factors that influence choice of milk
brand consumed by the respondents. Kindly answer accordingly.
6. How often do you buy the brand of milk you consume?
(a) All the times

(b) Sometimes

7. Indicate the extent to which the following factors are important in determining your choice
of milk brand? (5- Very important, 4 - Important, 3- Neither important nor
unimportant,2-, Slightly important, 1- Not important).

Determinant factors

5

Marketing Stimuli Factors

1

Quality of brand

2

Quantity of brand

3

Smell of brand

4

Colour of brand

5

Taste of brand

6

Thickness of brand(fat content)

7

Smoothness of Packaging

8

Design of packaging

9

Colour of packaging

10

Information given on packaging

11

Type of packaging

12

Type of advertisement of brand

13

Models used in advertisement
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4

3

2

1

14

Information on product given by sales personnel

15

Constant reminders by posters at retail outlets

16

Price of the product

17

Availability of brand at retail outlets

18

Store’s layout

19

Arrangement of products on store’s shelves

20

Location of retail outlet

21

Size of the retail outlet

22

Cleanliness of store

23

Store’s management and help given by staff
Psychological factors

24

Own needs at time of purchase

25

Belief held about product and Company
Consumers’ Personal characteristic Factors

26

Age of respondent

27

Number of people in the house hold

28

Knowledge held by respondent

28

Occupation of respondent

30

Family Income level

31

Influence of associates and friends

32

Word-of-mouth references by acquaintances

33

Influence by family of origin (brand used by family)
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8.Over all pasteurized milk Brand preference
Evaluate the determinant factors of milk brand preference (5- Very important, 4 Important, 3- Neither important nor unimportant 2, Slightly important, 1- Not
important).

Determinant factors

5

1

What do you think about the Quality of brand for your
milk brand preference?

2

What do you think about the role of Promotion of milk
brand for your milk brand preference?

3

What do you think about Availability of brand for your
milk brand preference?

4

What do you think about the packagingof brand for your
milk brand preference?

5

What do you think about the Influence of associates for
your milk brand preference?

4

3

2

1

Thank you very much again for spending your valuable time for my survey!
*********
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ባህር ዳር ዩኒቨርስቲ
የሁለተኛ ዲግሪ
የግብይት አመራር ትምህርት ክፍል
K}ÖnT>‹ የተዘጋጀ መጠየቅ፣

ውድ የመጠየቁ ምላሽ ሰጭ፡-

በቅድሚያ ፍቃደኛ ስለሆኑ እናመሰግናለን
እኔ በአሁኑ ሰዓት በባህርዳር ዩኒቨርስቲ የድህረምረቃ (Masters of Arts in Marketing Management) ተማሪ
ስሆን የመመረቂያ ጥናቴን ለማድረግ ያመች ዘንድ በአዲስ አበባ በወተት ምርት ግብይት የምርት ገዢዎች
የሚጠቀሙአቸውን የወተት የምርት አይነት ለመለየት የሚጠቀሙአቸውን መስፈርቶችን ለመለየት ታስቦ የተዘጋጀ
መጠየቅ ነው፡፡ ይህ እርስዎ የሚሰጡት መረጃ አገልግሎቱ ለጥናትና ምርምር ተግባር ብቻ የሚውልነው፡፡ ስለዚህ ይህን
በመገንዘብና በቀና አስተሳሰብ ትክክለኛውን መረጃ እንዲሰጡ በትህትና እንጠይቃለው፡፡
1.

ፆታ
ሀ. ወንድ

ለ. ሴት

2. ዕድሜ
ሀ. 18 አመት

ለ. ከ18 እስከ 35 አመት

ሐ. ከ 35 እስከ 65 አመት

መ. ከ 65 አመት በላይ

3. ገቢ ያለው ተቀጣሪ ኖት
ሀ. አዎ

ለ. አይደለሁም

4. የቤተሰብ ብዛት
ሀ. 1 -4

ለ.5-7

ሐ. 8-10

መ. ከ 10 በላይ

5. የቤተሰቡ ጠቅላላ ገቢ በብር
ሀ.0 - 3000

ለ. 3001 - 6000

ሐ. 6001 -9000

መ.9001 – 12000

ረ. 12001 -15000

ሠ. ከ15001 በላይ

6. በምን ያህል ጊዜ የተቀነባበረ ወተት ይገዛሉ
ሀ. ሁል ጊዜ

ለ. አልፎ አልፎ
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7. ከሚከተሉት የወተት አይነት መምረጫ መስፈርቶች ውስጥ እርሶ በዋናነት የሚጠቀሙት የመምረጫ መስፈርቶች
በደረጃ ያስቀምጡ በጣም ጠቃሚ ለሆኑት 5 ጠቃሚ ለሆኑት 4 ጥቅም አለውም የለውም የማይባሉትን 3 መጠነኛ
ጥቅም አለው ለሚሉት 2 ጥቅም የለውም ለሚሉት 1 ላይ (የ’’√’’ ምልክት ያድርጉ)

Determinant factors ዋና ዋና መስፈርቶች

5

የግብይት ጥበብ
1

የወተቱ ጥራት

2

የወተቱ መጠን

3

የወተቱ ሽታ

4

የወተቱ ከለር

5

የወተቱ ጣእም

6

የወተቱ የቅባት ይዘት

7

የወተቱ ማሸጊያ ጥራት(ምቹነት)

8

የማሸጊያው ዲዛይን

9

የማሸጊያው ከለር

10 ማሸጊያው ላይ የሚገኘው መረጃ
11 የማሸጊያው አይነት
12 የወተት ማስታወቂያው አይነት
13 ለማስታወቂያው የሚጠቀሙአቸው ሰዎች
14 የሽያጭ ሰራተች የሚሰጡአቹ የምርት መረጃዎች
15 ተደጋጋሚ የሽያጭ ስፍራዎች የሚገኙ የማስታወቂያ ፖስተሮች
የማስታወሻ የምርት መረጃዎች
16 የወተት ምርቱ ዋጋ
17 የወተት ምርቱ በተፈለገበት የመሸጫ ስፍራ መገኘት
18 የወተት ምርቱ የሚገኝበት ስፍራ ያለው እይታ(አቀማመጥ)
19 የወተት ምርቱ መደርደሪያ ላይ ያለው አቀማመጥ
20 የወተት ምርቱ መሸጫ የሚገኝበት አካባቢ
21 የወተት ምርቱ መሸጫ ስፋት
22 የወተት ምርቱ መሸጫ ንጽህና
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23 የወተት ምርቱ መሸጫ አስተደሰደርናየሚሰጡትእርዳታ(እገዛ)
የተጠቃሚዎች አመለካከት
24 በግዢ ወቅት ያሎት ፍላጎት
25 ለወተት ምረቱና ለመምረቻው ያሎት አመለካከት
የተጠቃሚዎች የግል ሁኔታ
26 የእርሶ እድሜ
27 የቤተሰቦ ብዛት
28 ያሎት እውቀት
28 ያሎት የስራ አይነት (ደረጃ)
30 የቤተሰብ የገቢ መጠን
የህብረተሰብ ተጽኖ
31 የጓደኛ እና የአካባቢ ሰዎቸ ተጽኖ
32 የጓደኛ እና የአካባቢ ሰዎቸ ስለምርቱ የሚሰጡት መረጃ
33 የቤተሰብ ተጽኖ(ቀድሞ የሚጠቀሙትን ምርት እንዲገዙ)

8. አጠቃላይየተቀነባበረወተትብራንድምርጫንበተመለከተ
የሚከተሉት የወተት አይነት መምረጫ መስፈርቶች በደረጃ ያስቀምጡ በጣም ጠቃሚ ለሆኑት 5 ጠቃሚ ለሆኑት 4
ጥቅም አለውም የለውም የማይባሉትን 3 መጠነኛ ጥቅም አለው ለሚሉት 2 ጥቅም የለውም ለሚሉት 1 ላይ
(የ’’√’’ ምልክትያድርጉ)
Determinant factors ዋናዋናመስፈርቶች

5

1

የወተትቱ ጥራት ለእርሶ የወተት ምርጫ ያለውን ጠቀሜታ እንዴት
ያዩታል

2

የወተትቱ ማሸጊያ ለእርሶ የወተት ምርጫ ያለውን ጠቀሜታ
እንዴትያዩታል

3

የወተትቱ ምርት በተፈለገበት የመሸጫ ስፍራ መገኘት ለእርሶ የወተት
ምርጫ ያለውን ጠቀሜታ እንዴት ያዩታል

4

የወተትቱ ምርት ማስታወቂያዎች ለእርሶ የወተት ምርጫ ያለውን
ጠቀሜታ እንዴት ያዩታል

5

በአካባቢዎ የሚገኙ ሰዎች ተጽኖ ለእርሶ የወተት ምርጫ ያለውን
ጠቀሜታ እንዴት ያዩታል

4

ስለ መልካም ትብብሮ በድጋሜ እናመሰግናለን!!!
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Appendix –B Descriptive Statistics

Table 19 Descriptive Statistics of brand preference factors
N

Minimum

Maximum

Median

Stimuli factor

396

2.04

4.65

2.7

Psychological factor

396

1.00

5.00

2.5

Personal factor

396

1.13

5.00

3.4

Valid N (listwise)

396

Source:- researcher´s survey data 2018
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Table 20Descriptive statistics for skewness and kurtosis
N

Minimum

Maximum

Mean

Std. Deviation

Skewness

Kurtosis

Statistic

Statistic

Statistic

Statistic

Statistic

Std. Error

Statistic

Std. Error

-1.004

.123

-.167

.245

Statisti
c
ms1
ms2
ms3
ms4
ms5
ms6
ms7
ms8
ms9
ms1
0
ms1
1
ms1
2
ms1
3
ms1
4
ms1
5
ms1
6
ms1
7
ms1
8
ms1
9
ms2
0
ms2
1
ms2
2
ms2
3
pf1
pf2
pc1
pc2
pc3
pc4
pc5
pc6
pc7
pc8
Va
lid

396

2.00

5.00

4.4470

.73586

396

1.00

5.00

3.3611

.85885

.388

.123

.797

.245

396

1.00

5.00

3.7172

.81493

-.707

.123

1.356

.245

396

1.00

5.00

3.6566

.86755

-.466

.123

.243

.245

396

1.00

5.00

3.8561

.83408

-.198

.123

-.438

.245

396

1.00

5.00

3.5076

.94263

-.241

.123

-.415

.245

396

1.00

5.00

3.4621

.96578

-.291

.123

-.444

.245

396

1.00

5.00

2.0732

1.38059

.877

.123

-.690

.245

396

1.00

5.00

1.9520

1.28683

1.050

.123

-.167

.245

396

1.00

5.00

4.5126

.85822

-2.020

.123

4.036

.245

396

1.00

5.00

2.5152

1.33588

.752

.123

-.673

.245

396

1.00

5.00

2.3687

1.26908

.894

.123

-.272

.245

396

1.00

5.00

1.9268

1.26178

1.020

.123

-.363

.245

396

1.00

5.00

2.8081

1.19642

.865

.123

-.703

.245

396

1.00

5.00

2.5682

1.15524

.967

.123

-.233

.245

396

1.00

5.00

2.3914

1.44637

.677

.123

-.987

.245

396

1.00

5.00

4.5278

.81860

-2.247

.123

5.702

.245

396

1.00

5.00

1.9899

1.47893

1.046

.123

-.570

.245

396

1.00

5.00

1.9798

1.45988

1.125

.123

-.339

.245

396

1.00

5.00

3.9823

1.12157

-1.469

.123

1.607

.245

396

1.00

5.00

1.7854

1.31087

1.378

.123

.400

.245

396

1.00

5.00

4.4419

.98040

-1.773

.123

2.234

.245

396

1.00

5.00

2.7172

1.27520

.763

.123

-.773

.245

396

1.00

5.00

3.3611

.85885

.388

.123

.797

.245

396

1.00

5.00

2.5682

1.15524

.967

.123

-.233

.245

396

1.00

5.00

3.0934

.91339

.455

.123

.614

.245

396

1.00

5.00

2.9874

.98204

.090

.123

.355

.245

396

1.00

5.00

3.1717

.94175

.035

.123

-.070

.245

396

1.00

5.00

3.3561

.95837

-.001

.123

-.210

.245

396

1.00

5.00

4.2475

.93558

-1.444

.123

2.068

.245

396

1.00

5.00

4.2374

.97525

-1.396

.123

1.605

.245

396

1.00

5.00

4.2677

.94350

-1.448

.123

1.903

.245

396

1.00

5.00

3.3157

.83217

.492

.123

1.054

.245

396
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Table 21Addis Ababa milk shed Main processors

No

Main processors

Brand

Processing
capacity

Sales outlets

Year plant
built

1

Sebeta Agro Industry

Mama

48,000

1995

2

Lame Dairy Plc

Shola

30,000

3

Mb Plc.

Family

20,000

4

Rut &Hirut

4,000

5

Fantu

5,000

supermarkets,
small stores,
Mama and
Berta
also use own
outlets,
restaurants and
cafes

6

Berta

9,000

1998

7

Life Agro Industry

3,000

2008

8

Lema

Lema

10,000

9

Yadene dairy Farm

Bora

15,000

10

Genesis

5,000

1993

11

Holland dairy

5,000

2000

12

Ada’a Dairy
Cooperative

Ada’a

15,000

1989

13

Alemtu milk
processing

Alemtu

14

Selale Dairy
Cooperative

Selale

15

Nuredin milk
processing

16

Chuyamilk processing

18

LonyAgro Industry

1999
2005

2007
43፣000

WerkesewelegeseAgro Etete
Industry

17

1947

1997
22,000
2006
32,000
2006
32,000
2,100
10,000

Source:-EMDIDI and ministry of agriculture
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