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ABSTRACT 

 

The project here is to understand the trends in the Indian Milk Industry from a managerial 

perspective. Here we are going to explain the various fields regarding the changing mindset of 

consumers. We are going to lay some points regarding the importance of consumer mindset. 

Objective will be defined for acquiring the importance of changing mindset of consumers and 

the techniques used by managers to perceive this change. Depending on the various objectives 

various qualitative and quantitative questions are prepared. A survey will be done on various 

qualitative and quantitative questions. Then the data that we are getting through the survey then 

we analyse it in details using various graphs and further listing down the findings. A detailed 

discussion will be made based on the survey and each question is to be explained in details. 

After completing the discussion we will link those various outcomes of the survey. Further, 

recommendations will be made through which we can find various ways by which we can 

further improve the project and improve the scope of the project.   
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Chapter 1: Introduction 

Introduction 

 Milk is an essential part of the Indian diet. India is the leading producer of dairy products 

globally since 1998. Some of the traditional milk products in the country are Paneer (Cottage 

Cheese), Butter Milk, Lassi, Yogurt etc. With the changing lifestyle, the consumers demand 

for ready-to-consumer products. Hence, there is a shift in the consumer preference in the 

Indian milk industry. Some milk products that have been catching up speed in the Indian milk 

sector are Flavoured milk, Greek Yogurt, Butter, Cheese etc. Thus, the researcher has decided 

to compose a research work on the topic “Understanding the changing trends in Indian 

(Milk) Dairy Industry from a managerial perspective- A Case study of Amul Dairy Pune, 

India” This chapter has been dedicated to discuss the background of the chosen topic along 

with the aim, objective and research questions. The researcher has mentioned the main issue 

of this research and described the reason for discussing them as the biggest issue of today.  

Thus, this chapter is most significant for this research work. 

Background of the study 

 The past decade has seen a rapid increase in dairy product consumption behaviour in several 

parts of the world. The main factors projected to further increase demand for dairy products 

are growing population, rising real income and changing food habits (Ahmed et al. 2004). 

Global milk output is estimated at 843 million tons in 2018, a 2.2% increase from 2017, led 

by production expansions in India, Turkey, the European Union, Pakistan, the United States 

of America and Argentina, but partially offset by declines in China and Ukraine, among 

others. (2018 FAO. India, with 176 million tons, is the world's largest producer of milk, 

accounting for 18% of world milk production. India's estimated average milk availability per 

capita is 375 grams per day (NDDB 2017-18). A variety of milk products such as ghee, cheese, 

butter, yogurt, ice cream, and paneer are on the market. The consumption of dairy products 

such as fresh milk, yogurt, ice cream and powdered milk is influenced by various 

demographic, cultural and socio-economic factors (Frank et al. 2007; Bhasin et al. 2009; Davis 

et al. 2009; Allen and Goddard 2011). The physical, psychological and social climate of 

consumers affects consumer motivations for brand use and how goods are assessed (Solomon 

2003). There has been a growing number of brands of different dairy products in the 

increasingly emerging market scenario. As a result, competition has increased among different 

brands. 
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Rationale of the study 

1.3.1 What are the issues? 

Due to the increasing hectic lifestyle of the people, there is huge shift in consumer preference 

towards the milk industry in India. The main of this research is to understand how to managers 

perceive this change. The researcher has observed that the major issue is to understand the 

consumer preference. Other issues in this research are the Quality Control and the Logistics 

Network. 

1.3.2 Why is it an issue? 

As India is a developing economy, lot of global players are interested creating their monopoly 

in the Indian market and in such a scenario, in order to thrive in the Indian market managers 

should take essential steps or else the company’s future can be crucial. The Indian market on 

the other hand is increasing and so is the production of milk but the consumers are not satisfied 

even after paying the appropriate amount of money. 

1.3.3 Why is it an issue now? 

This is high time for the managers to understand the consumer behaviour. This will give the 

company an advantage over the competitors as the company would be able to understand and 

satisfy the consumer needs. This will the company to create its monopoly in the market. The 

researcher identified this is an issue as the managers are unable to find and fulfil consumer 

needs. Thus, it become a key issue. 

1.3.4 What could the researcher shed light on? 

The researcher’s primary focus to understand the consumer demands and the secondary focus 

is to understand how managers perceive this change. This research has discussed about the 

importance of understanding the consumer mindset. 

Research aim 
      1. To understand the changing trends in the milk Industry.  

      2. To understand how these trends are perceived by the managers.  

      3. To understand the Changing mindset of millennials to the trends in the Industry. 

Research Question 
      What are the challenges faced by managers in keeping up with the trends in the milk   industry at 

Amul India? 
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Research Hypothesis 

Research Hypothesis H1: Understanding the trends in the milk industry would help the 

managers to increase the sales of the company and satisfy the consumer needs. 

Research Hypothesis H2: Understanding the trends in the milk industry would not help the 

managers to increase the sales of the company and satisfy the consumer needs. 

Dissertation roadmap 

Chapter 1- Introduction: This chapter has been dedicated to introducing the overall 

dissertation. The researcher has composed the aim, objectives and questions of the research in 

this chapter.  

Chapter 2A- Literature review of previous research: The researcher has discussed about the 

earlier research works in this chapter. The information gathered from the earlier research has 

been mentioned here.   

Chapter 2B- Literature review of theoretical model: This part of the second chapter has 

completely dedicated for discussing the models and facts related to the research topic.   

Chapter 3- Research Methodology: This chapter has allotted to explain the methodological 

part of the research. The researcher has described the chosen methodology here.   

Chapter 4- Data analysis and findings: All the gathered data has been analysed in this part of 

the dissertation.   

Chapter 5- Conclusion: This chapter is for concluding the overall dissertation. The researcher 

has included the limitation, future scope, etc in this chapter. Even, the data have been linked 

up with the objectives as well.   

Scope of the research 

This research will be beneficial for Operational Managers, Business Development Officers, 

Sales and Marketing Officers, Procurement Officer, Quality Assurance Manager and 

nutritionist as this will help them to understand the trends that are going within the dairy 

industry which will them to implement the changes that will be beneficial for the Dairy 

industry. Very nominal research has been done in this segment. This research will help the 

researcher to understand the actual market demands of the consumers and to fulfil them. This 

research will be done in Western India. The researcher would be choosing AMUL (Anand Milk 

Union Limited), Gujarat India which is the largest dairy in Asia as a company representing the 

group of dairy manufacturers in India. The reason behind the researcher choosing region in 

India is, this is the region where the milk revolution started and, in this region, has three major 
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metropolitan cities in the country Mumbai, Pune and Ahmedabad. These locations can help the 

researcher to understand what the actual consumer demand is. Other reason behind choosing 

this region was, this region has one of the most pure milk in the country. The research will help 

the researcher to analyse the reason behind the consumers not receiving their actual needs. This 

research would help the milk producers and the milk consumers to sell and buy good and 

quality products.  

 

Figure 1: Dissertation Structure 

(Source: Created by Author) 
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        Chapter 2.: Literature Review on Previous Research 

    

    Background of Indian Dairy 

India is the largest producer of milk in the world, accounting for over 13 percent of total milk 

production in the world. This Indian milk production success story was written mainly by 

millions of smallholder farmers who dot the country's milk production landscape. While yields 

remained relatively low compared to world standards, they have not only survived but also 

flourished.  It seems that several factors have enabled it to thrive.  Operation Flood, one of the 

world's largest dairy development programs, helping to build strong networks and connections 

among millions of smallholder farmers, processors, and urban consumers, was an important 

tool in achieving this success. It is well known that all this took place in self-sufficient and 

highly regulated domestic markets.  For most of the time, commercial imports and exports of 

virtually all dairy products had been prohibited and processing activity had been regulated by 

licensing which favored cooperatives over private businessmen. Since it is the largest consumer 

of dairy products in the world, it consumes almost 100% of its own supply of milk. Dairy 

products are a major source of cheap and nutritious food for millions of people in India and the 

only appropriate source of animal protein for Indian population's large vegetarian segment, 

particularly among landless, small and marginal farmers and women. In India, nearly three-

fourths of the population live in rural areas, and about 38% are poor.  The goal of various 

activities in the dairy sector is to alleviate poverty and unemployment in the rain-fed and 

drought-prone regions, particularly in rural areas. There are currently around 70,000 dairy 

cooperatives in the village across the country. The cooperative societies are federated into 170 

unions of district milk producers, which in effect has a cooperative federation of 22 countries. 

More than 72mn of dairy farmers are working in milk production. About total production, India 

is the world's leading milk producer, led by the United States. While milk production has grown 

rapidly over the past three decades (courtesy: Operation Flood), the milk processing industry 

is small compared to the vast quantity of milk produced annually. Just 10% of all milk is 

supplied to approximately 400 dairy plants. A unique Indian trend is the unorganized milk 

market, vendors that collect the milk from local producers and sell the milk in both urban and 

rural areas, which handles about 65-70% of national milk production. The cooperative milk 

processors have a market share of 60 percent in the unified dairy industry. Cooperative dairies 

process 90% of the milk collected as liquid milk, while private dairies process and sell only 

20% of the milk collected as liquid milk and 80% for other dairy products based on value-

added products. In the current world market situation, the milk and dairy business landscape is 
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a complex area within the food industry which faces new opportunities in emerging markets, 

rising globalization, shifts in consumer demand, dietary policies and the regulatory 

environment. The Global Dairy Platform was developed to optimize the effect of these changes 

and to promote and protect the role of the dairy worldwide. India is a very minor player in the 

dairy market in the world with this backdrop. India was a nation predominantly dependent on 

imports until the early 1970s. Through importing anhydrous milk fat / butter and dry milk 

powders, most of the demand-supply differences in liquid milk requirements for urban 

consumers are filled. But with the launch of Operation Flood Program, the situation has 

dramatically changed, and commercial imports of dairy products have come to a halt with the 

exception of very small quantities of occasional imports. India started exporting surplus dairy 

products like SMP, WMP, butter and ghee in the 1990s. Some of the major issues that arise 

from intense discussions that need to be addressed as follows: 1) lack of quality in dairy product 

to address global market challenges 2) very low milk yield per cow. Demand for quality dairy 

products is growing worldwide, especially in developing countries, thus in order to improve 

the quality of milk and dairy products, Indian dairy industry needs to recognize and resolve 

quality-related issues at all stages from the producer in the village cooperative to the dairy plant 

and the final delivery process to the customer. Facilitate hygiene, sanitation, food safety and 

operating efficiency improvements in dairy plants as well as sensitize dairy workers to aspects 

of product quality in compliance with international standards. While innovative techniques in 

milking should appear in order to increase the productivity of milking animals, there should be 

adequate availability of fodder through better management in all seasons and adequate 

veterinary health services for dairy cattle. Therefore, if India wants to prepare for entry to 

global markets, it needs potential take-off strategies. 

 

    Consumer mindset 

Consumer behavior is an inclination and attitudes towards the preservation of dairy products 

vary widely across countries (Bus & Worsley, 2003; Francesconi, Heerink & DHaese, 2010; 

Grunert, TionBeck-Larsen & Bredahl, 2000; Hatirli, Ozkan & Aktas, 2004; Hsu & Lin, 2006; 

Richardson-Harman, 2000; Robb & AbdelGhany, 2007; Yee & Chin, 2007). Grunert et al. 

(2000) address that it is difficult for consumers to interpret the value of dairy products and 

requires much more than sensory attributes. He says that they encourage consumers to consider 

four dimensions when developing expectations of the value of dairy products: (1) hedonic (e.g., 

sensory qualities such as taste or Odour), (2) health-related, (3) convenience-related and (4) 

process-related (e.g. methods of production such as organic, animal welfare or genetic 
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modification). Manufacturers or processors and marketers must therefore consider the position 

that each of these dimensions plays in complex consumer demand for dairy products and 

acknowledge that customers may be heterogeneous in their tastes or expectations of what 

constitutes the value of dairy products. 

           Customer is a pillar of any organization's success because it is a customer who chooses 

whether to purchase or not products offered and thus eventually determines an organization's 

future existence and prosperity. If an organization wants to compete efficiently and effectively, 

i.e. to "produce" happy and loyal customers, it must have a thorough understanding of its 

consumers ' behaviour. One of the essential parts of human behaviour is consumer behaviour 

(Kita et al., 2002). 

       Every single living person plays the role of a customer who, daily, has to buy various goods 

and services in order to meet current and emerging needs. Exactly, the main driving incentive 

for buyers to come to the market is to gain gratification through the consumption of purchased 

goods. It is important to note here, however, that consumer behaviour is not just about the very 

act of buying material. According to the concept of Hoyer et al. (2013; p. 3), "consumer 

behaviour represents the entirety of consumer decisions regarding the purchase, use and 

disposition by human decision-making units of products, services, events, interactions, 

individuals and ideas." 

          Prabhu Pingali and Yasmeen Khwaja in their research on Globalisation of Indian Diets 

and the Transformation of Food Supply Systems concluded that Globalization's effect has 

speeded up the pace of dietary change, and this has consequences for food supply systems. 

Liberalization has meant that large food chains have a strong incentive to join the very large 

Indian market, but this could have adverse effects on Indian suppliers due to their relative 

bargaining power. 

         Vishita Khanna in her research on Consumer behaviour and perception towards selected 

dairy products in selected cities of Gujarat concluded that the perception among respondents 

of packaged dahi and home-made dahi based on different parameters such as price, safety, 

quality, convenience, storage time, etc. It was discovered that consumers noticed the difference 

in home-made and bought dahi and other dairy products, but they did not know why this 

difference in quality was due to unsafe practices. 

      Rubaina (2010) carried out a consumer preference study on dairy products. The research 

attempted to describe the customer's preference for dairy products and the factors influencing 

the choice of different dairy product brands. The study revealed that the company would 
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research consumers ' preferences and manufacture the product in a way that draws more buyers 

to their brand and can be achieved through mass media to increase sales and inform customers 

about the product.  

       Elangovan. N and Gomatheeswaran. M (2015) concentrated on consumer behaviour 

towards specific dairy and milk product brands. Number of factors affect the lifestyles of 

customers. Including society, subculture, beliefs, demographic factors, social status, 

comparison classes, household and also the consumer's internal make-up, attitudes, purchasing 

personality motivations, understanding and training. The study examined the disparities in 

consumer behaviour against product choice with socio-economic characteristics. 

      A research on Aavin's consumer behavior was conducted by Jothi Mary. C (2013). The 

consumer behaviour analysis is a subset of consumer practices dealing with actions leading up 

to the purchasing act. The influence of the variable price brand image, product quality, 

regularity of service could be the influence. The study aims to illustrate the factors that lead to 

product purchasing behaviour and perception when buying Aavin milk. Similar to other brands, 

customers were satisfied with the quality of the Aavin brand.  

      Kumar's Ananda. A and Babu. S (2014), with an emphasis on dairy products, made an 

attempt to identify the factors affecting consumer purchasing behaviour. The variables include 

packaging, price, availability, ingredients, product popularity, product quality, consumer taste, 

etc., affecting a brand's selection from among those in the consideration list, but may not be 

the most relevant and primary determinants for brand short listing. The research is useful for 

advertisers as they can create different advertising campaigns that they feel will be of consumer 

interest. It can improve their marketing strategy as well. 

     Lokanathan. S (2008), on his report on customer satisfaction with mothers’ dairy products, 

found that the mother dairy is a large organization as well as a market leader in dairy products 

and has the largest milk demand. The study also found that most consumers were pleased with 

the overall quality of the dairy products of mother. 

   Dhaka (2008) conducted a marketing output analysis of Tamil Nadu's Dairy Products for Co-

operative and Private Dairy Plants. Their research aimed to compare the marketing of milk and 

milk products by cooperative and private sector dairy plants in Tamil Nadu. The marketing 

cost for toned milk was found to be the same in both dairy plants, whereas in the cooperative 

dairy plant it was higher for other milk. Most dairy products, apart from toned milk, receive 

higher private marketing margins than cooperative dairy plants. Consequently, the marketing 

performance of cooperative dairy plants for all dairy products was found to be relatively lower 
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than that of private dairy plants, except for toned milk. The study also found that greater 

attention should be paid to adding value to dairy products without compromising quality and 

consumer-oriented market research and development. 

   N Ramya, Dr. SA Mohamed Ali in their research on a study on consumer buying behaviour 

towards Amul products with special reference to Coimbatore city concluded that compared to 

other goods, the consumption of Amul products is high. The purchasing behaviour is 

optimistic, which means that consumers' buying behaviour is strong. The product's promotional 

strategies can be improved to increase the company's sales as much as possible. Thus, the 

project concludes that consumers ' purchasing behaviour is optimistic, so the brand in 

Coimbatore city has a good reach. 

(Dr. S.Sivasankaran and Dr. R.Sivanesan 2013) define how happy customers are with branded 

milk producers' overall performance. The dairy industry is now facing intense competition in 

this sector with many private firms. A business should always try to find out the level of 

satisfaction of consumers and should take all necessary steps and initiatives to attract customers 

in order to stay in the market by providing better service. Today, almost everybody is 

consuming milk and milk products. Whereas rural and urban consumers' product tastes are 

different. Many customers are completely loyal to the brand, purchasing in a product category 

only one brand. Many consumers are turning to other brands. 

(Deepa ingavale, H.M. Thakar 2012) noted that the shift in purchasing decisions was due to 

marketing factors such as product availability, advertisement, product quality and price. 

Multinational companies have developed a brand preference for branded milk products such as 

branded butter, paneer, cheeses, milk powder and proper market segmentation that will help to 

produce such items according to customer requirements. With the aid of packaging, purchase 

point ads, delivery vehicles, retail outlets, promotional interaction and sponsorships etc., all 

companies are required to create their brands. 

In his thesis on "Brand Image for Nandini Products at Manmul in Mandya," Aluregowda 

(2013), the study examined consumer preference for Nandini dairy products' brand image. To 

perform this analysis, socioeconomic variables are used to collect data from the respondents. 

We infer from the study's findings and recommendations that Nandini brand has a good image 

for dairy products and services. But to develop strong brand image, they need to use more 

marketing tactics as there are many new brands that are coming on the market, which can 

encourage their existing customers to move. 

In their study on "Branding is the solution for product differentiation in the Indian Dairy 
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Industry", Dr. S.Franklin John, Ms. S.Senith and Ms. Reshma Ravindran (2013), they 

examined the influence of the milk brand rating and the various milk brand dimensions. The 

research evaluated the descriptive statistics and one direction ANOVA. The study found that 

there were statistically significant differences in the rating of the milk brand and the different 

brand dimensions such as Salience, Imagery, Perception, feelings and resonance, and there is 

no statistically significant difference in the quality of dimension and brand score. 

Angerfors et al (2014)5 in their article effects "Milking the conscience of the consumer: the 

perception of the consumer of milk produced environmentally and locally”, the research 

explores how consumers view and use the concept of milk produced ecologically and locally 

along with meanings of food produced locally and ecologically. The experimental study based 

on four focus groups exploring their understanding of six upland milk products as well as 

ecologically and locally produced goods concepts. Positive view of companies with higher 

standards of accountability and brands with existing marks maintaining consumer quality. The 

study concludes that the respondents were interested in environmental and local growth, 

something that was assumed because the patterns of these definitions were low due to the 

producers' vague information in conjunction with market inertia. 

     Abinesh performed a comparative study on loose milk and packaged milk consumer 

behaviour. The study's aim was to examine the factors that influence consumer behaviour and 

government intervention in order to change consumer preference from loose milk to packaged 

milk. The study found factors such as value, quantity, hygienic dimension, and government 

intervention affect the actions of consumers. Government agencies such as Department of Milk 

Production, the Cooperative Milk Marketing Federation of Kerala and the dairy cooperatives 

societies have an important role to play in supporting the dairy farmers on the one hand and the 

consumers on the other. In the days to come, the efforts of the Dairy Development Department 

and MILMA to improve quality milk procurement and marketing in Kerala must go a long 

way. 

Dr D. Ashok, Abhay Prakash Sriwastwa in their research on product innovation and its 

influence on consumer purchasing pattern – a study on packaged dairy products in Bettiah 

(west Champaran, Bihar) concluded that Consumer behaviour patterns are highly dynamic and 

are often affected by multiple factors. This study revealed that the priority factors to influence 

consumer preferences in the study area over the advertised dairy products. This research also 

examined the demographic factors relationship with respect to the pattern of purchases. 

     In her doctoral research, Shanthi attempted to study urban household buyer behaviour in the 
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fluid milk market with reference to the district of Coimbatore and attempted to define the 

households' fluid milk consumption and utilization pattern with respect to the cost, promotion 

and distribution of fluid milk. The study found that the higher attitudinal strength was based on 

the selection of the brand of milk based on fat content and other nutritional facts, the lower 

attitudinal strength resulted in the lack of assurance that the same brand will be continuously 

purchased in the future. It was also noticed that the regulated dairy sector is based on the sale 

of labelled fluid milk pasteurized. 

    Promotion, cost, product availability, attractive packaging and product quality were the main 

determinants of dairy product preference among consumers (Chimboza & Mutandwa, 2007). 

Trends in demand and milk consumption by type of packaging (glass, plastic, tube and 

cardboard) and type of end products (sterilized, pasteurized and ultra-heat-treated (UHT)) have 

shown that Belgian consumers are clearly inadequately informed about the brand and therefore 

find their purchase to be a routine rather than an option (Ackermann & Callier, 2008). Aavin's 

co-operative milk brand was favoured for its purity, quality and price, but the advertising 

campaign, non-availability in retail outlets were the points of dissatisfaction compared to 

brands like Arokya and Sakthi in the private sector (Thiagarajan, 2009). 

     Milk consistency was the major factor considered in the choice of a specific brand followed 

by the taste and brand name of that pasteurized milk. Younger and middle-aged classes 

favoured pasteurized milk to over 55 years of age. By choosing pasteurized milk, respondent 

education had more control than the analphabets who never used pasteurized milk 

(Paramashivaiah & Kulkarni, 2003). 

     P Santhi in their research on Determinants of Household Choice of Fluid Milk in Urban 

Market Segment concluded that expansion of the product mix with new forms of milk such as 

nutrient enriched milk, low or no fat milk and initiatives in consumer education are 

unavoidable. The customers' socio-economic profile affects the decision on the type of milk 

purchased. The household preference for branded milk was affected by respondents' age, sex, 

and education achievement and household consumption expenditure, while marital status and 

food habits influenced unbranded milk preference. Therefore, for each variant in milk, the 

dairies marketing pasteurized branded milk will segment the market based on the above 

variables. In order to achieve competitive advantage, the unorganized sector networks in the 

milk market should be put under structured system. 

        Suku Bhaskaran in their research on Culture's Consequences:  Dairy Market Opportunities 

in India concluded that while India's self-sufficiency achievements have been commendable, 
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its capacity for further substantial milk production expansion is minimal. Indians' cultural and 

dietary habits (especially the predominant Hindu population) will lead to significant 

consumption increases as incomes rise. Milk and dairy products are widely used in Hindu diets 

as well as religious and social celebrations. In India, demand for dairy products has a high 

positive income elasticity. Empirical evidence indicates that the per capita consumption in 

Indian households of dairy products may surpass that in similarly tiered western households. 

As such, Indian dairy consumption per capita tends to be more than doubled as incomes 

increase. India's large population base and the large number of people moving upward could 

cause a significant expansion in demand for milk and dairy products. Nevertheless, India's 

prospects of meeting this domestic demand seem to be tight. The more affluent Indian 

consumers are also demanding better quality goods and value for money in addition to 

increasing per capita consumption. As evidenced by the proliferation of branded goods in India, 

the benchmark for quality goods appears to be international brand franchises. The liberalization 

of the Indian economy has generated a rethink on food security and food self-sufficiency 

policies of public policy. A rapid development and internationalization of India would seem to 

channel its productive resources to areas where it has greater economic and comparative 

advantages. There is evidence that these changes in policy are already taking place. The dairy 

industry has been deregulated, resulting in increased investment by the private sector. It seems 

likely that there would be a further decrease in market entry barriers. India therefore appears to 

offer excellent opportunities for global dairy marketers in the medium term. 

     Operations Management 

In the following three major headings, such as the food and dairy supply chain and its 

operational issues, the literature was reviewed, factors affecting milk production and input cost-

based milk procurement. Rajendran and Mohanty (2004) suggested that the unorganized sector 

handled 80 percent of the milk produced by the rural producer and the remaining 20 percent 

were handled by the organized sector. The various issues faced by dairy farmers have been 

highlighted by Patil et al. (2009), Gautam et al. (2010), Patil (2009), and Chand et al. (2010). 

Studies conducted by Kumar et al. (2012) and Meganathan et al. (2010) found that the major 

constraint for livestock products among milk producers was unremunerative prices. The 

traditional two-axis pricing model of procurement does not consider the cost of production 

(Saravanakumar et al. 2009). Raut and Singh (1979), Patel (1975), and Pundir (1996) 

concluded that the value of milk production, seasonal variations, and general market patterns 

should be considered when setting the price of milk supply. Kulandaiswamy (1982) suggested 

a cost-based approach for the procurement of inputs. It is therefore important to set the price 
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based on the variable input value. Given this, the present study was conducted to propose a 

model based on input cost of Variable Milk Procurement Price (DPP). 

     Supply Chain 

Transparency of a supply chain is the degree to which all its participants have a shared 

understanding and access to the product-related information that they seek without interruption, 

disruption, delay and distortion (Hofstedel, 2005; Deimel et al., 2008). Researchers 

(Trienekens et al., 2012) defined FSC openness by five main components or actors, namely 

government as well as customers, food businesses, standards (quality as well as safety), 

governance (arrangements) and ICT systems. Governance mechanisms are set of arrangements 

and agreements between supply chain actors that form organizational infrastructure for 

information exchange and are therefore an important enabling factor in supply chain 

transparency (Trienekens et al., 2012). Christopher, this is M. (2011) described supply chain 

management (SCM) as ' managing upstream and downstream relationships with suppliers and 

customers to provide superior value to the supply chain as a whole at a lower cost. ' Mena, C., 

says. And this is Stevens, G. (2010), seasonality of demand and supply; issues of consistency, 

traceability, protection and management of food risks; short shelf life and volatile demand 

arising from different factors requiring a great deal more sensitivity and speed than stock 

management; and the fact that high reliance on natural resources, such as water and polluting 

pollution, has had a huge impact on food production. 

Tracking is the ability to follow a product's downstream route along the supply chain (Dabbene 

et al., 2014) and traceability applies to product-related access records in the upstream supply 

chain stages (Bechini et al., 2008). Recently (Aung and Chang, 2014) describes traceability 

along a supply chain in terms of what, how, where, why and when aspects of the underlying 

material. An efficient food traceability system is an important tool not only for managing the 

risks of food quality and safety, but also for supporting effective FSC management (Manzini 

and Accorsi, 2013). Researchers have identified four attributes of food products, namely 

sensory attributes, health attributes, convenience attributes, and process attributes, from the end 

consumers' perspective. 

    Milk as a natural product has flexibility in building. Different external factors strongly 

depend on the quality and composition of milk. Like other food supply chain, the dairy supply 

chain is a focused network of business processes with prior relationships. The dairy and food 

supply chain has special characteristics of products and processes whose data recording and 

information flow are essential to ensuring the transparency of dairy products for all 
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stakeholders (Trienekens et al., 2012). 

    In India, about 22 percent of the total 35 percent of milk produced is processed by the 

unorganized sector. Unorganized processors, consisting of small dairies and halwaii, primarily 

deal with traditional Indian dairy products and sweets production (IAI, 2011; IBEF, 2012). 

Unorganized dairy processors lack the necessary resources, equipment and technology to 

produce high-quality dairy products that meet international standards of safety, labelling and 

transparency (Gupta, 2007; IAI, 2011). Such products are usually short-lived, packaged under 

normal conditions and sold across the counters (Dabbene et al., 2014). 

   Accessing the food markets of developed countries means meeting stringent requirements for 

food safety. Food retailers impose residue protocols, field and package operations and 

traceability related to pesticides. Small owners are at a disadvantage in emerging food systems 

dominated by domestic urban and export markets, primarily because of their size. Coordinating 

with many small farmers is exacerbated by their geographic dispersion, low levels of education, 

and poor access to capital and information (Humphery, 2005).  Because of a variety of 

interrelated factors, the small holders in the FSC face problems in meeting the standards as 

well as providing a regular supply to buyers.    

     Small holders are usually present in the market with a short history and lack branding or 

reputation. New institutional arrangements are needed to enable smallholders to remain 

competitive in such a system. Collective actions and public-private partnerships (PPPs) will 

play a key role in establishing farm-to-fork links that can satisfy market demands for food 

safety while maintaining small owners in the supply chain (Narrod et al., 2009). 

      Recent years have seen a significant increase in demand for dairy products across all 

household groups: rural, urban, rich and poor. Demand for dairy products is projected to grow 

at 5 percent per year over the next decade, while in the recent past milk production has 

increased at about 3.5 percent per year. Improving productivity of the dairy industry to meet 

the projected demand is a key developmental challenge facing the Indian dairy sector.  

  Milk is highly perishable and requires immediate processing, storage and preservation in order 

to move it to demand centres from production areas. Therefore, storage and business relations 

are prerequisites for generating and adding value. It is now well known that the development 

of milk processing infrastructures such as silos, pasteurizers, storage tanks and refrigerators 

has increased the capacity of the nation to convert highly perishable milk into a commodity 

that can be stored and traded around the world. (Anon, 2019) 
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Dairy productivity is a key variable that is required to answer the question of India's future self-

sufficiency in dairy products and net trade. To date, the rapid growth in the production of India 

has been driven primarily by increased numbers of animals rather than higher yields (Ohlan, 

2012).  

Singh et al. (2000) analysed the performance of 13 co-operative dairy plants in two north-

eastern Indian states, i.e. Punjab and Haryana saw an increase in allocative and cost efficiency 

over the period from 1992-1993 to 1996-1997, though technological efficiency declined 

somewhat. Elumalai and Birthal (2010) noted that the Indian dairy industry experienced annual 

TFP growth of 0.13 percent in the 1980s, but unexpectedly declined to 0.02 percent in the 

1990s.   

Kumar et al. (2005) used data for the period 1950-1995 to analyse the total factor productivity 

growth in the Indian livestock sector. We concluded that the country's livestock sector 

production increased at 2.59 percent per year during the time under review. While the index of 

inputs increased by 1.79 percent per year, the overall productivity factor (TFP) only increased 

by about 0.8 percent. The real upswing began in the 1980s when output growth reached nearly 

4% per year, and TFP jumped to 1.8% per year. 

Likewise, from 1965 to 1994, NIN et al. (2003) found that the livestock sector in India 

experienced annual productivity growth of 0.83 percent. NIN et al. (2007) reported in another 

study that the TFP livestock sector in India grew by 1.66 percent annually during 1981-1999. 

Technical changes have largely supported growth in 

TFP. 

Researchers have found that the storage situation of raw milk can affect the consistency, yield, 

sensory values and shelf-life of dairy products derived from them (Ma, Y., Ryan, C., Barbano, 

2000 & 2006). Because of the highly perishable nature of milk and related products, milk 

processing during collection on the farm side improves shelf life and improves health, these 

kinds of significant changes in milk production stages that occur due to microbial growth 

(Hotchkiss, J. H., Werner, B. G. & Lee, E. Y. 2006). 

Kameswara Rao Poranki in his research on The Efficient Supply Chain Practices in Indian 

Dairy Industry concluded that innovative packaging concepts are currently being introduced as 

new retail and distribution practices such as e-commerce, globalization and centralization 

(Vermeiren, L., Devlieghere, F., Van Beest, M., De Kruijf, N. & Debevere, J. 1999) are being 

practiced due to the customer's requirements for fresh and healthy foods. 
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Antonio Padula in her literature review of the Supply Chain Practices in Dairy Industry 

concluded that in order to meet the export market requirements, the dairy industry is currently 

calling for efficient and sustainable supply chain strategies along with food safety and security. 

In the supply chain, managers and specialists in the dairy industry need to develop high 

sensitivity to the communication and efficient information system. An integrated approach to 

the supply chain along with decision-making ability will significantly improve the dairy 

industry's competence. 

     TQM in Dairy 

The success of companies in the current competitive environment depends on their ability to 

continually improve according to customer expectations (Sun, 2000). Gitlow and Gitlow 

(1987) describe value as meeting the needs and expectations of consumers throughout a 

product's life. Quality was defined as compliance with requirements (Crosby, 1992), fitness for 

use (Juran, 1988a), meeting and/or exceeding the expectations of the customer (Parasuraman 

et.al., 1985), avoidance of defects (Crosby, 1984), etc. Although the word "quality" included a 

wide variety of definitions, both writers accept that performance is one of the important "critical 

success factors" for achieving productivity in organizations. Beyond the definition of 

"customer satisfaction with products and services" reliability has extended to the concept of 

"creating value for all shareholders" (Karapetrovic and Willborn, 2002). Overall business 

excellence replaces the narrow objective of meeting customer specifications to improve the 

performance of the entire system in this context. Customer expectations for quality products 

and services led organizations to adopt Total Quality Management (TQM) principles. Total 

quality management advocates claim that TQM can be implemented in any organization, 

leading to improved products and services, lower costs, more satisfied customers and staff, and 

improved financial performance (Easton and Jarrel, 1998). Empirical studies show that TQM 

improves the performance of the organization (Powell, 1995).  

Ramphul Ohlan (2013) in Efficiency and Total Factor Productivity Growth in Indian Dairy 

Sector concluded that total factor productivity in the Indian dairy processing has grown 

statistically significantly. The policy implication is that India’s dairy industry can reduce the 

working capital can use while at the same time maintaining the same level of output.  For 

increasing the milk yield at the level with the European level, there is a need for genetic 

progress through scientific breeding and nutrition. To improve the quality and prolonged shelf 

life of milk being marketed, infrastructure up-gradation like the cold chain is called for. The 

researcher main conclusion was, major improvements in dairy processing industry productivity 

are possible and can contribute to increase in the supply of dairy products in India, but increased 
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investment in logistics of raw milk collection and infrastructure development is needed. The 

researcher concluded that the European model may be adopted to strengthen the milk farmers 

to be able to increase the farm size and building own processing capacity.  Mudgil, Barak 

(2012) in research on Synthetic Milk: A threat to Indian Dairy Industry found that India is the 

largest milk producer in the world. Their study revealed that the milk produced in India is not 

up to the food and safety standards. He concluded that there are lots of synthetic components 

are available in the milk which are harmful for the body. This issue finds the dimensions of the 

organization where directly linked to factors like continuous improvement, machine efficiency, 

consumer behaviour, supplier partnership, customer driven standards (Principals of TQM). 

Dang and Goyal (2017) in their study on Synergistic: Impact of Total Quality Management on 

manufacturing performance in the dairy industry found that six aspects like Quality, 

productivity, safety, morale, delivery and cost are identified to be key drivers of business. Of 

these, continuous improvement and customer driven standards along with supplier partnership 

and fact-based decision making are critical in the dairy industry.   

Mamta Patel et.al (2015), addressed Indian Milk Industry's benefits and problems such as low 

quality, milk health and energy savings. The aim of this analysis is to use the PDCA (Plan-Do-

Check-Act) methodology to determine the factors that influence the dairy industry's 

productivity and performance. They find some TQM considerations including Top 

Management Engagement (Leadership), Supplier Quality Management, Customer Awareness 

and Employee Engagement to assess the quality in the dairy industry after analysing the 

literature. We established that inefficient management and inadequate technology are the major 

challenges facing Indian milk industry and suggested that if all TQM variables are 

systematically balanced, the theory of TQM and Deming's PDCA will provide the Indian milk 

industry with a competitive advantage, resulting in higher productivity and profitability. 

G. Malathi, Dr. R. Siva Ram Prasad in their research on Total Quality Management in Indian 

Dairy Industry  (A Comparative Study on Select Units in Dairy Industry) concluded that 

cooperative dairy and private dairy TQM factor analysis showed that there is very little 

difference in calculated values of instilling quality culture, focusing on operations, focusing on 

customers, and strategic competitive management. The factor, i.e. focus on employees, has a 

lot of variation. Cooperative dairy must therefore take action on various elements related to 

focusing on employees such as training and development, employee engagement and incentive 

management to improve employees' productivity and make them more dedicated to their jobs. 

According to B.Bowonder, B R Raghu Prasad and Anup Kotla in his paper "ICT Application 
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in a Dairy Industry: The Experience of Amul." The system makes getting the cash payment 

simple for the farmers as soon as the milk is shipped. The Amul experience shows that the rural 

poor can benefit from ICT systems if properly designed and implemented. A significant 

opportunity for change is the development of IT systems for use in rural communities. 

According to Satbir Singh, Euan Fleming and Tim Coelli examine the effect of the 

liberalization policy on the cooperative dairy plants in India in their paper "Efficiency and 

Productivity Review of Cooperative Dairy Plants in Haryana and Punjab States of India." 

Privatization alone, according to his results, is not the solution to the industry's higher 

performance in the manufacturing market. Plant managers and policy makers should make 

efforts to achieve higher performance through actions on both the demand and supply side of 

the dairy and dairy industry. 

In his article "Innovations in Rural India," Sanjib Dutta said that AMUL has changed rural 

India by helping farmers achieve higher returns through more efficient resource utilization 

through its creative supply chain and logistics management. 

    Literature review summary 

This chapter was on the literature review on the previous research on understanding the 

changing mindset of consumer from a managerial perspective in Indian Dairy Industry. The 

previous journal includes about the Background of the Indian Dairy, Consumer Behavior in 

Indian Dairy, Operations Management, Total Quality Management and Supply Chain 

Management. Different journals were critically analyzed. The previous study also includes the 

problems face by consumers in the milk and the issues companies face while distributing the 

milk. The chapter also included a contrast between current and previous studies. The study also 

contains an overview of the discrepancy between the previous research and the current 

research.  

In carrying out their international transactions properly, the chapter in question failed to find 

the appropriate approaches important to the states. It is important to note that marketing 

strategies refer to the understanding of the price of the products. In addition, the Indian milk 

market has become one of the pillars of the main marketing sector. 
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Chapter 3: Research Methodology 

 

     Introduction 

Research Methodology refers to a systematic and theoretical analysis of the processes used in 

the field of study. In this section, the researcher described the entire methodological portion. 

For the purpose of taking the right decision, analytical methodology is used to collect the 

information as well as the data. Each chapter has explored the theory, methodology and model 

chosen for the work that was taken to complete each task. Methodological part of a research 

assists the researcher by following the right path to continue the entire work. Even in this 

section, the sample size and technique were also discussed. 

Figure 2: Research Onion 

(Source: Saunders et al. 2009, p.59) 

Selection of methodology 

Until drafting the research paper, a clear understanding of the measures that should be taken to 

serve the purpose is important for the author. The research onion metaphor is very useful to 

explain the study measures, according to Cammarota and Fine (2010). This displays each of 

the steps that the author took when carrying out the study. It helps the researcher in a proper 

path to compose the research work. There are three key concepts in the research paradigms. 

These are ontology, epistemology and axiology. Jonker and Pennink (2010) thought that 

ontology had to do with existential truth. Ontology treats truth, not an abstraction, as the 

concrete word. Silverman (2010) added that a subjective perception or understanding can 

distinguish truth. On the flip side, the epistemology focuses primarily on the individual way in 

which the concept of truth is gathered. This concerns the essence and reach of the information. 

Included by McKernan and McKernan (2013) is distinct from ontology. Axiology has to do 

with aesthesia, values and ethics. The method of research can be both qualitative and 
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quantitative. Qualitative analyzes are about to obtain a detailed insight into the subject area. 

The quantitative approach, according to Tashakkori and Teddlie (2010), is concerned only with 

empirical or numerical data and facts. This encourages the analytical element to assess the 

problems and try to generalize the test. Nonetheless, for academic research work, a recent trend 

has been established, which is to take the approach of triangulation or mixed methods. 

Adzhubei et al. (2010) said that both qualitative and quantitative data are being attempted. 

Therefore, it has provided a complete understanding of the topic. Other than that, to evaluate 

the research tools, reliability and validity are required. Raan (2013) stated that validity judges 

whether or not the research tool can fulfill its function. The measure of stability and consistency 

is known as reliability. If the research tool provides similar results to the context, the method 

can be considered reliable. 

 

Research paradigm 

 

 

Figure  3: Research Paradigm 

(Source: Anderson and Shattuck, 2012, p.16) 

 

Bernard (2011) defined the research paradigm as a small, condensed, self-contained and 

illustrated procedure pattern or example. Four separate quadrants may reflect the research 

paradigm. All quadrants are functionalist, interpretive, humanist radical, and structuralist 
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radical. In this analysis, the author has selected the quadrant of progressive humanism. 

Paradigm is defined as a three-credential model. It's ontology, epistemology, methodology. 

Research paradigm also helps to generate philosophy of research. 

Positivism is part of the philosophy of science. Somekh and Lewin (2011) proposed that 

paradigm is a concept that will guide the researcher in figuring out how to do the research work. 

It sets out the training collection for the analysis. It is called from the process of thinking to the 

action. Ontology is all about the existing fact, and it is the view of reality's nature. Harrison 

and Reilly (2011) added that epistemology is in fact the assumed relationship to be built up 

with the researcher's knowledge and understanding. Methodology is all about knowledge-based 

discovery. This brings a proper way to the research work. 

There are three types of research theories that were discussed by Caporaso et al. (2010).  These 

are the philosophy of study on positivism, rationality and perception. Positivism aims to 

research the social phenomena by using both the natural science method and the methods.  This 

reflects that statistical equations and reasoning could be used to calculate social situations 

scientifically. Theory of post-positivism work is an upgraded version of the theory of 

positivism. Chang et al. (2010) reflected that the theory of post-positivism is based on the 

premises and emphasizes the researcher's importance position. 

This stresses the researcher's interpretative capacity. Even, the unique interpretation of that 

particular situation has also been highlighted through this philosophy. Charmaz (2011) 

commented that the realism research philosophy usually attempt for getting an understanding 

about the reality based on the conceptual scheme as well as on the belief system. The theory of 

post-positivism is generally used while the author will perform the research paper based on the 

ideas and principles that exist. Podsakoff et al. (2012) found out that the theory of interpretation 

is regarded as the interpreter encouraging researchers to understand the elements of a report. 

Interpretivism thus incorporates the value of humans into the research. Interpretive researchers 

should conclude that they have access to truth. Only through such social constructions could it 

be believed. There are common concepts, tools, awareness and language in these constructions. 

    Justification of choosing radical humanism paradigm 

Radical humanism refers to the philosophical system that aims to transfer the goals of the 

ancestors, according to Bryman and Bell (2011). These are divided into two groups, one of 

which is secular humanism, and the other is humanism. The author has agreed to write this 

research work based on the meta-physical stance in order to meet the main purpose of this 

study. This focuses primarily on the study result's probabilistic as well as conditional 
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generalization.  

Venkatesh et al. (2013) stated that post-positivism theory states that, according to the 

researcher's understanding and knowledge, the truth can be partially understood. The concept 

of positivism is attacked and claimed by it. It never stresses the researcher's value and belief. 

Therefore, the results of the research are always generated as free of influence. Wagner et al. 

(2011) said that the theory of post-positivism enables both qualitative and quantitative analysis.  

Other than that, it provides the context by encouraging the researcher to bring forward the 

critical interpretation, observation, and evaluation. The author has therefore selected this theory 

to complete this task. Cammarota and Fine (2010) thought that the theory of post-positivism 

makes the author concentrate on the works and findings of earlier research. This project's author 

is a student, so this work on existing theories is expected to be done. Therefore, the theory of 

post-positivism is best suited for this analysis. 

     Research approach 

 

Figure 4: Deductive and Inductive Research Approach 

(Source: Jonker and Pennink, 2010, p.78) 

There are two styles of approaches to science. One is the deductive approach to research and 

the other is the inductive approach to research. Silverman (2010) claimed that their conceptual 

insights differentiate the deductive and inductive analysis methods from each other. Inductive 

research approach moves about the more social situations from the specific instances. This type 

of research approach is suitable for areas where there has been noticeable lack of sufficient 

research work. It is better to say that due to data inefficiency this type of research work 

generates. It has been identified by Tashakkori and Teddlie (2010) as the bottom-up research 
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process.  

McKernan and McKernan (2013) addressed that this inductive approach could follow the 

opposite mechanism. The researcher generates some tentative assumption in this approach as 

well as an attempt to test them on the basis of empirical findings. The inductive analysis 

methodology incorporates such measures as shown in the diagram above. The author first 

notices the reality while selecting the inductive method. Observation is therefore the first step 

of the path to inductive analysis. Tashakkori and Teddlie (2010) indicated that this research's 

second step concerns the pattern of the reality. The third step also offers the preliminary proof 

of this research work.After all the steps have been taken, the inductive research methodology 

finally reaches the project's theory section. On the other hand, Raan (2013) commented that the 

principle produces the deductive reasoning method. After that, the hypotheses are made. Now, 

this is the time to select the inference portion of the study in the deductive reasoning method. 

The researcher must confirm the fact after that. Therefore, it can be said briefly that the author 

will take the facts and hypotheses from the earlier research works in the case of deductive 

analysis method. However, while a researcher chooses the inductive research approach, then it 

is important to generate a theory from the observation. 

     Justification of choosing inductive approach 

When completing this research work, the author has chosen the inductive analysis method. 

According to Adzhubei et al. (2010), the deductive analysis approach lets the author finish the 

task by explaining the earlier facts and theories. Nevertheless, the researcher examined the 

project in the case of this project and finally the hypothesis was developed. The deductive 

approach to science, on the other hand, helps the investigator to rely on the previous theories. 

It never asks for a new theory to be developed. Typically a researcher chooses the approach to 

research based on the paper's existence. Therefore, to complete this task, the author chose the 

inductive method.  
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    Research Design 

Caporaso et al. (2010) thought that a researcher had to choose from there types of variations 

the appropriate research designs. Such three research designs are commonly used as 

descriptive, explanatory, and exploratory according to the research requirement. The research 

model of exploration indicates the discovery of a new aspect of the study. The explanatory 

research design, according to Chang et al. (2010), attempts to explain the relationship between 

social phenomena. This relationship is primarily known as the relationship between cause and  

Figure 

5: 

Research Design 

(Source: Anderson and Shattuck, 2012, p.17) 

effect. It is therefore easy to realize that both the explanatory and exploratory study models do 

not focus on the hypotheses and evidence that preceded them. 

Explanatory research, according to Bryman and Bell (2011), applies to the research work being 

carried out for the issue that is not clearly defined. This occurs sometimes when the researchers 

know enough to differentiate the definition. Even when the author posits some explanatory 

connection, it can occur at that moment. Crouch and Pearce (2012) thought that explanatory 

research supports the researcher in determining the best and most relevant research design, 

choice of subjects and collection of data. Actually, two types of questions are created by 
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research design. One of them is wondering what's going on. This question appears to be the 

study layout descriptive. Cooper and Schindler (2010) responded to another question asking 

why the incident took place. 

The second question relates to the nature of the explanatory analysis. Many men, however, 

found the reality of work indicative as a research undertaking. It has included an unprecedented 

fact to the researcher's understanding. Denzin and Lincoln (2011) added that it helps shape the 

awareness as well as society's existence. It can be either abstract or concrete descriptions. A 

specific description may provide a description of the community's ethnic combination. It may 

also define the sex mix or population's shifting profile (Communications.edu, 2015). 

     Justification of choosing descriptive design 

To complete this research work, the author chose the descriptive research design here. As 

mentioned in the previous discussion, this type of research design focused primarily on the 

earlier theories and facts. Charmaz (2011) stated that to work with the earlier theories and 

evidence, this layout is required. The author has thoroughly reviewed and received a critical 

analysis of the existing work. Therefore, for this review, the descriptive research design is the 

most appropriate research design. 

     Methodological strategies 

In this venture, the author has also concentrated on the methodological techniques. Crowther 

and Lancaster (2012) identified the methodological approaches as the best way to achieve that 

study’s main purpose. In this analysis, both the questionnaires and the testing instruments for 

interviews are outlined by the researcher. Apart from that, this study's sample and population 

were also discussed in detail. The sampling techniques that were used to pick the sample that 

was also based on here. 

     Research instruments 

Dul and Hak (2012) commented that the device is actually considered to be the testing 

instruments. It lets the researcher gather some important and appropriate data for the specific 

study as well as knowledge. There are mainly two types of research tools. Such methods are 

known as questionnaires for interviews and surveys. The investigator had a detailed discussion 

of the data and results. 

      Survey and Interviews 

The researcher has chosen to compose this primary data-based research work. Survey and 

interviews are therefore mandatory. Gummerson (2010) argued that the statistical instrument 

should be referred to as the survey. This method is used with the help of a structured 
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questionnaire to collect data. There are some key advantages for the survey process. Interview 

is a good process also used in this analysis by the author. The interview process may allow the 

researcher to collect the primary sources of the original data. This is true that the interviewees 

can misguide the researcher, so it is important to interview more than one person. Hair and 

Money (2011) mentioned that face-to-face interview sessions are too beneficial for the 

respondents to extract accurate information. The telephone interview, however, may also serve 

the purpose. When the time is very short, telephone interview is highly appropriate. For this 

research paper, the author chose to interview the respondents over the phone. The qualitative 

and quantitative research procedures are used to the interview procedure. It helps to produce 

the maximum volume of all the information required. There's also a negative aspect, however. 

In the presence of the interviewers, respondents can often change their attitudes. It may 

adversely affect the responses. 

     Population and Samples 

Hesse-Biber (2010) reported that population implies similar characteristics and features to the 

entire group of units. Population is also known as a study's universe. For the scientist, it is 

certainly a very difficult task to go through the population. In this case, only a representative 

sample is needed to efficiently and smoothly compose the research work. Lancaster (2012) 

commented that the sample is in fact the general population's sub-set. The study's reliability 

actually depends on the similarity of a population sample's characteristics. Two methods should 

be used to pick the sample. Probability and non-probability is the methods that are required by 

the researcher. Every population indicates a clear chance to choose the study in the earlier 

process. The method of probability sampling should be simple random sampling. In this study, 

the author chose to use this technique. The researcher has agreed to distribute the survey 

questionnaires among the 30 clients who are very health-conscious in the age group 21-29. 

Apart from that, the researcher will interview 3 managers from Amul, India (Procurement 

Director, Marketing Manager and Operations Manager). 

     Data analysis 

Leedy and Ormrod (2012) proposed that for the composition of a research paper two types of 

data were available. One is classified as the primary data, and the other as secondary data. 

Primary data are the first-hand facts that the author gathers. To obtain the primary data, the 

researcher must serve certain field works. On the flip side, by visiting the websites, the 

secondary information can be obtained by researching the books, newspapers and related. The 

current data is suggested by secondary information. This is where the author decided to work 

on the primary data. That's why the researcher circulated the survey sheets to India's milk 
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consuming customers and Amul, India's managers to perform the interviews. All data would 

be analysed qualitatively as well as quantitatively. The quantitative approach to analyse the 

data obtained from the survey questionnaires would be sufficient. On the other hand, to analyse 

the data obtained from the interviews, the qualitative data analysis technique is required. 

     Ethical Consideration 

Ethical consideration is an important aspect of research. It guides the credibility of the result 

by impacting on the reliability and validity of the data as well as its implication in the general 

population. According to Saunders et al., (2015), ethics is the standard of behaviour that guides 

your conduct in relation to the rights of the respondent to your work (Saunders, Lewis and 

Thornhill, 2015). In this research, all the aspects of ethics were strictly followed by the 

researcher. The original proposal was forwarded to the institutional review board and approved 

for the research. The data for the research was collected from respondents who were all above 

the legal age of 18 years and could, therefore, consent on their own behalf to the participation 

in the research. The respondents were contacted well before the research through emails, verbal 

communication, and phone calls and informed about the research and the request for their 

participation. Further, an introductory letter was sent to each of them detailing the requirement 

of the study and their role in the research. They were then required to sign a consent form once 

they agreed to participate.  In addition, none of the research questions or in the questionnaire 

required any personal or private information that would jeopardise the dignity of the 

respondents or threaten their safety. The respondents’ names, for instance, were not required 

on any part of the survey, and their anonymity was thus assured and ensured. Any ethical issue 

raised by the respondents who took part in the pilot study was duly addressed and rectified 

before the main study.   
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      Time horizon 

 
 

Table 1: Gantt chart 

(Source: As created by author) 

This is a table given by the researcher to keep a proper timetable to complete the research work. 

The author has broken all the activities and made the plan after that. The table helped the author 

complete the work within the specified time period. The researcher divided the tasks into 11 

tasks that were listed. The first task is indicating the procedure of studying the existing 

literature, It means in this time, the researcher has gone through several books, journals and 

website related to the research subject. First two weeks have been allocated for this purpose. 

This is the very critical time as this schedule helps the researcher to choose the subject. Even, 

the researcher has earned a basic concept regarding the research topic in this stipulated 

timeframe. 

The third and fourth weeks were dedicated to figuring out the void in earlier works of science. 

In reality, from the end of the second week, the researcher began this work. This time plays an 

important role in the entire research process as it can help the researcher collect information 

about the field to concentrate on. The researcher has taken two more weeks to select the main 
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topic of the research. For this work, the fifth and sixth weeks were devoted. The author studied 

the void and thoroughly went through it to find out about it. The researcher found that several 

articles were written on the Indian spices, but until now they have been neglected to export 

them as a product. For this venture, the researcher has chosen this subject. 

This is better to say that the task of finding out the research topic has been ended on the first of 

the sixth week. Rest of the sixth week was dedicated to formulating the aim, objectives and 

questions of the research. These three are being considered as the base of a project. Without a 

proper specification of the aim, objectives and research questions a researcher cannot step 

forward towards the next stage of the study. These three factors of a research paper make the 

study more concise and focused to the main topic. The readers even get a clear concept from 

these three factors. The author has started to study the literature related to the research topic on 

the last day of the sixth week. This process was continued until the schedule's seventh and 

eighth weeks. The role six has been listed in the table above as the choice of the right 

methodology. In these weeks, the author has chosen the methodology part of the project. 

Methodology is an integral part of a project. Therefore, a researcher must allocate enough time 

for this mission. The author has therefore spent more than two weeks finding the best methods 

for this study for this task. 

Now is the time to gather the information. This work was carried out on the basis of the primary 

data. Via field work, primary information should be obtained. For the collection of the 

necessary information, the researcher must meet many people. Until starting the project, the 

researcher made a plan. The researcher has found several clients who regularly buy Indian 

spices. The author agreed to assign the questionnaires for the study. For this work, ninth to 

twelfth weeks are devoted. The researcher has distributed the survey sheets among them after 

identifying the men. In addition, the researcher has selected some export business managers 

who have the knowledge of Indian spices and their demand as a branded product. The author 

gathered and called their telephone numbers. The maximum work was completed within the 

time frame specified. There were two more weeks to review the primary data. This means that 

for this mission were also devoted the thirteenth and fourteenth weeks. The ninth task was to 

find the findings in the name as well as draw the study's conclusion. 

    Summary 

In this chapter, the researcher has addressed the research methodology. To describe the project 

in depth, the researcher listed the research methodology, research design, and research method. 

Other than that, this chapter also included the sample size and methodology. The researcher 
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identified the selected methodology after introducing the purpose of this chapter. The 

researcher added the study onion to this purpose. After that, along with the reason for choosing 

such philosophy, the research philosophy was stated. The researcher then discussed the 

approach to research and also the rationale for selecting the approach to inductive research. 

Similarly, together with its justification, the research design has also been narrated here. Other 

than that, this chapter also contains the research tools, techniques, sample size, etc. Another 

part of the project included a time-table to provide the project timeline definition. 
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Chapter 4: Data Analysis and Findings 

     Introduction 

This chapter on data analysis and findings refer to the analysis of the data and presenting it in 

a specific format. Different data was collected with specific questions were asked to managers 

and consumers. The goals of the researcher were collecting the data and further analyzing the 

subsequent data. These definite goals were set in order to improve the base or the basic 

knowledge to understand the changing mindset of consumers in the Indian dairy industry. The 

objectives will be accomplished. These findings are presented in the following chapter 

demonstrated the merging of the theory with practical. The researcher has decided to distribute 

the survey questionnaires; both quantitative and qualitative, among 37 customers those who 

consume milk and who fall in the age group of 21-40. Apart from the customers, 3 managers 

of Amul Dairy, Pune India will be interviewed by the interviewed by the researcher. For 

quantitative research, the researcher will be using the SPSS software. 
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     Qualitative Questionnaires for consumers 
Q1. Which age group do you belong? 

Options Total responses No. of responses Response percentage 

21-30 37 24 64.86% 

31-40 37 13 35.13% 

 

 

Findings: From the above table we can conclude that 37 respondents there 24 people between 

the age group of 21-30 and 13 respondents between the age group of 31-40. All the respondents 

are health-conscious who regularly work-out at the gym. These respondents are the people 

expecting change.   
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Q2. Do you consume milk? 

Options Total responses No. of responses Response percentage 

Yes 37 34 91.9% 

No 37 2 5.4% 

Maybe 37 1   2.7% 

 

 

Findings: From the above table we can conclude that among the 37 costumers there are 34 

consume milk. Among these customers there are on only 2 customers not consuming milk. This 

shows that there are 91.9% customers consuming milk, 5.4% who don’t consume milk and 

2.7% who may be consume milk. So, number of customers consuming milk is more.    
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Q3. If yes, what type of milk do you prefer? 

Options Total responses No. of responses Response percentage 

Buffalo milk 37 23 62.2% 

Cow milk 37 12 32.4% 

Other (Almond milk, 
Coconut milk etc) 

37 2   5.4% 

 

 

Findings: From the above table, we can conclude that 23 of the responses consume cow milk, 

12 responses consume buffalo milk and only 2 responses consume other milk like almond milk, 

coconut milk etc. This shows that 62.2% respondents consume cow milk, 32.4% respondents  

consume buffalo milk and only 5.4% respondents consume other milk like almond milk, 

coconut milk etc. This is because cow milk is cheap and healthy but buffalo milk has high 

protein and fat content but the respondents consuming Almonds milk, coconut milk etc are the 

consumers who are lactose intolerant. 
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Q4. In what form do you prefer drinking milk? 

Options Total responses No. of responses Response percentage 

Tea, Coffee 37 17 45.9% 

  Flavored milk 37 14 37.8% 

Plain milk   37 6   16.2% 

 

Findings: From the above table, we can conclude that 17 responses prefer drinking tea and 

coffee, 14 responses prefer drinking flavored and 6 responses prefer drinking plain milk. This 

is shows that 45.9% prefer drinking tea and coffee, 37.8% prefer flavored milk and 16.2% 

prefer drinking plain milk. From this we can conclude that the consumers are shifting from the 

traditional milk (Plain milk) to the new trends in the milk industry (Tea, coffee, flavored milk 

etc). Tea and Coffee can be said to be as traditional products but the new generations demand 

for improvisation in these products. These improvisation can be cold-coffee, black coffee etc. 
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Q5. Do you face any problem in the milk? 

Options Total responses No. of responses Response percentage 

Yes 37  21 56.75% 

No 37  12 32.43%   

Maybe 37  4   10.81% 

 

 

Findings: The finding was quite a diplomatic one as the customers face problems in the milk. 

Among the 37 respondents, 21 of them choose the option ‘YES’. So, it can be concluded that 

56.75% of the total respondents said ‘YES’ as they face problems in the milk and 32.43% 

choose the option ‘NO’ that they don’t face any problems in the milk. This can be concluded 

that the respondents face any problems in the milk in India. Majority of the respondents are not 

satisfied with the milk available for them. 
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Q6. If yes, what problems do you face in milk you consume? 

Options Total responses No. of responses Response percentage 

Quality 32 9  28.8% 

Taste 32 7  21.9% 

Odour 32 16   50.0% 

 

 

Findings:  

This research is to understand the problems customers face in the milk. The researcher has 

distinguished these questions with three options which are, QUALITY, TASTE and OD0R. 

Among the total respondents 50% are facing problems with the Odor of the milk, 28.8% are 

facing problems with Quality and 21.9% are facing problems with the taste of the milk. Thus, 

50% of the customers are facing problems with the odor of the milk. From which we can 

conclude that the consumers demand for betterment in the milk with respect to the odor of the 

milk.
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Q7. Do you demand for changes in milk? 

Options Total responses No. of responses Response percentage 

Yes 37  25 67.6% 

No 37  9 24.3%   

Maybe 37 3   8.1% 

 

Findings: The customers are very well acquainted with the changes in the milk 

industry. This survey says that among 37 respondents, the 25 respondents demand for 

changes in the milk which is around 67.6% of the total survey. Among 37 respondents, 

9 respondents voted option ‘NO’ which is around 24.3% of the total survey. Among 37 

respondents, only 3 have opted for option ‘MAYBE’ which is around 8.1% of the total 

survey.  

Thus, the customers are demanding for change in the traditional milk. This can be either 

due to the changing lifestyles or the increasing purchasing power of the customers. 

According to the literature review discussed above, the customers have become health-

conscious and demanding for quality products. 
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Q8. If yes, then in what ways? 

Options Total responses No. of responses Response percentage 

Shelf-life of milk 32  17 53.1% 

  Fat content 32  3 9.4%   

  Ready-to-consume milk 32 4   12.5% 

All the above 32 8    25.0% 

 

 

Findings: The researcher has distinguished the answers into four categories ‘Shelf-

life of milk’, ‘Fat content, ‘Ready-to-consume milk’ and ‘All the above’. Among 

the 32 respondents 17 have responded to increase the shelf-life of the milk which 

53.1% of the survey, 3 have responded for increase or decrease in the fat content 

which is 9.4%, 4 have responded for ready-to-consume milk and 25% have 

responded for all the above. Thus, it can be concluded that customers are facing 

problems in the milk and are demanding change for it. 
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Q9. Would you prefer innovation in the traditional milk? 

Options Total responses No. of responses Response percentage 

Yes 36  25 69.4% 

No 36  9 25%   

Maybe 36 3   8.3% 

 

 

Findings: From the above table we conclude that out 36 respondents, 25 of the 

respondents demand for innovation or improvisation in the traditional milk which 

69.4%, 9 out of 36 respondents have opted for ‘NO’ when asked whether they 

demand for innovation in the milk which is 25% and 3 out of 36 respondents have 

opted for ‘MAYBE’ when asked whether they demand for innovation in the milk 

which is 8.3%. Thus, we can conclude that the customers are preferring innovation 

or improvisation in the traditional milk. This improvisation can be either in form 

of increasing the quality or the shelf-life of the milk or may be the customers won’t 

some innovation in the milk.  
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Q10. Are you optimistic about the techniques of the milk consumed in developed 

countries? 

Options Total responses No. of responses Response percentage 

Yes 36 25 69.4% 

No 36 11 30.6% 

 

 

Findings: From the table it can be stated that the respondents are optimistic about 

the techniques of the milk consumed in developed countries. 69,4% of the 

respondents voted for ‘YES’. They are willing to consume the techniques used in 

developed countries. Out of the total 36 respondents, 25 of the respondents are 

optimistic about the techniques of milk consumed in developed countries. 
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Qualitative Questionnaire for Managers 
4.3.1. Interview with Operations Manager 

 

Question: Do you see that there is change in mindset? 

Answer: Yes, the consumers are ready to pay any price for the products if the 

products have good quality, they are easily available at movable distance and 

consumers are focused more on the quality and the brand. The company is 

developing the products according to the consumer needs. The consumer is 

focusing more on quality. If you analyze  era before the white revolution people 

were more interested in the milk that was delivered to home by the farmers itself 

but as the times changed people became more health conscious about quality and 

concerned about the brand of milk demand for milk types like A2 started growing 

but amul is not planning to go for A2  milk out of the total production only 1% milk  

is A2 so procurement Is challenge and the government has set no standard for A2 

milk so its difficult task to check if the  milk is normal or A2 Amul is planning to 

add new products into portfolio for e.g. we have introduced the camel milk into 

market. 

Question: The youth prefer more flavored milk while the in the age of 30-40 years 

go for Desi cow milk. Can you elaborate on this? 
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Answer: The flavored milk innovation is just an alternative to the people who don’t 

prefer plain milk 

Question: What problems do you face in procurement? 

Answer: The first basic problem for milk procurement is the animal husbandry is 

done in the villages. Now, there are two aspects of procurement on is done by 

private players while others are done by co-operative players. Private players 

during the high season procure milk at lower rates and during off-season they 

provide higher rates but Amul being a cooperative dairy they need to maintain a 

constant rate throughout the season. As well as Amul cannot deny procurement of 

milk based on quantity as well as Amul must pay the vendors or the farmers on 

timely basis (three times in a month). Another challenged faced by Amul during 

off-season where private players offer more incentives so Amul collection centers 

need two to three years to gain trust of the farmers.  

Question: Leaving the change in consumer mindset do you face any other 

problems? 

Answer: The biggest problem we faced as compared to Gujarat state while 

procurement is that people in Maharashtra were not used to pouring of milk two 

times a day and the people were not aware of standards like SNF and Fat so Amul 

had to take an incentive to educate farmers about both the process. At First, the 

farmers were not convinced to accept this fact and another problem was people 

were giving preference to local co-operative dairy. 

Question: For innovation What changes do you make in the infrastructure? Do you 

make some adjustments into existing infrastructure? 

Answer: The infrastructure requirement mainly depends on the category of 

products. If the products are interrelated the company doesn’t need any new 

infrastructural set-up. For example, if the company is making Buttermilk or Lassi 

the production can be carried out into similar infrastructure but if there is a whole 

new category of product for example ice-cream, cheese and butter then the 

company has to set-up completely new infrastructure according to the government 

norms.  
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4.3.2. Marketing Manager 

 

Question: Do you see changes in the consumer demand?  

Answer: Yes, basically when you are in a business customer is the central part, to 

understand the customer is very important, if you see in past 5 to 6 years, 

customer’s buying behaviour is changed a lot due to various reasons for example:- 

change in income pattern, if it is a nuclear family, information technology, because 

of all these reasons disposable income has been changed, his awareness has been 

changed. Due to all of these reasons to understand the customer, to construct 

policies and designing of products and how to place the product is very important. 

That’s why to understand the customer and his demand is very important. 

Question: How do you understand this change?  

Answer: Basically, when you approach to the customer, their demands while we 

are having an approach with the customer or when we interact with the customer, 

the consumer is now turning his buying behaviour where his comfort is there. For 

example:- In a nucleur family, where husband and wife are the earning member of 

the house, there are no budget issues as compared in previous years. 

Question: What is the plan of action after analysing the Change in consumer 

mindset?  

Answer: The plan of action, it is a broad concept or it is a broad work. When you 

understand the customer and know his demand, then we have check that how to 
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design your product, how is the economies of that product, its costing and to check 

how we can available the product for the customer. For availability of that product, 

we have to create a medium in such a way that the product is easily available for 

the consumers. 

Question: If the company decides to launch a new product which is not in the 

market. How does the marketing manager approach the retailers?  

Answer: Amul believes that the two most essentials of a company are the farmers 

and customers. So while launching a new product in the market Amul’s primary 

focus is to understand consumers taste, while launching the product amul focuses 

more and more on the sampling of the product where amul provides its sample to 

each and every age group of the consumers in the metropolitian areas to get a 

positive response from its customers. The Secondary focus of amul is to give more 

and more attention on advertisement may it digitally or traditionally. After focusing 

on these two factors amul pays attention to its supply chain where it gives their 

distributers and retailers at a reasonable price so that the product is beneficial for 

the consumers, retailers and the company. 

Question: How do you approach the Top-level management? 

Answer: The system at amul is, 1:- Regional manager, he or her may be at any post 

understands that there is a need to launch a new product or to make changes in the 

existing product, the manager conducts a survey on his level to understand the need 

of that product, after understanding the need of that product, the manager tries tp 

understand the product is feasible or not. In this context, feasible means where the 

availability of the raw material then costing of the product is verified with the rates 

in the market. After understanding that the new product can be feasible in the 

market, the marketing team approaches the marketing head of the company and 

then the marketing head approaches to the Board of Directors or the top level 

management to take the approval of the product that has to be launched.    

Question: After getting approval from Top level Management what measures do 

you take for getting the product ready in the market?  

Answer:- After getting approval from the top-level management, the managers 

start with testing of product may it be the quality after that company does research 

and development at its own level considering market requirement taste of the 
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product quality of the product and other aspects of the product , First the product 

market segment is targeted and company promotes the products as per that 

specifications , after that on high scale customer feedback is taken by internal as 

well as external agenesis .  

Question: How does the company decides the costing of the product?  

Answer: The priority of the company is to provide the best product in terms of 

quality and the cost of the products is justified as well as it is value for money.After 

that  company  identifies the making cost of the product if the making cost of the 

product is at high end the company add the product is added into the premium 

portfolio.  
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4.3.3. Interview with Procurement Manager 

 

Question: Do you see that there is change in consumer mindset? 

Answer: Yes definitely change in consumer mindset, the era of digital marketing 

has affected the choices of the consumers as well as the purchasing power of 

customers has increased which becomes an important factor in the choices of 

products as well as consumers are getting more conscious of quality and brand of 

the product. Todays, scenario is completely opposite to the scenario in 1951 where 

the buffalo milk consumption was limited to only metropolitan cities but in the year 

2002 the buffalo milk consumption started to grow even in tier 2 and tier 3 cities. 

Even the buffalo milk has more salt contents compared to cow milk. There is one 

more type of consumer group which tends to like more thick milk, more quality 

milk as well as milk having 6.5 Fat and greater than 9 SNF. Health consciousness 

has grown has the consumers are demanding skimmed milk. The people who 

consume high fat milk shifted to toned milk and people consuming toned milk 

shifted to skimmed milk. So accordingly, the company incorporated all these 

consumer behavioural changes and revised their product portfolio. The company 

included a milk product with 9 SNF and 2 Fat.  

Question: Nowadays consumers demand for A2 milk. How do you look at this 

change? 

Answer: So, if we consider the state of Maharashtra the daily consumption of milk 
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3 crore litres among which buffalo milk is 10% and remaining is cow milk. Out of 

the total consumption 1% is of Gir/Desi Cow milk. Media has made a perception 

that Gir cow milk is A2 milk which inappropriate information. In India we don’t 

have efficient technology to differentiate between hybrid milk/Gir cow milk as well 

as the price factor where Gir cow milk is sold at 100-130 Rs per litre as compared 

to Amul milk which is sold at 46 Rs per litre so the Gir cow is a long way ahead 

and only the rich people can afford it.  

Question: As people demand for fresh milk what problems do you face as 

procurement manager? 

Answer: As we have a large network for the procurement of the milk , at actual 

scenario we are not able to provide the fresh milk in which the terms fresh means 

that we have to provide milk which is procured around 2 or 3 hours before the 

delivery to the consumer. 

But in terms of technicality, we don’t have any problem for procuring of skimmed 

milk as the technology is already available and is proven. The processing and 

packing of the skimmed is done in the same infrastructure so there is no need to 

make any changes.  

Question: What challenges do you face while procuring buffalo milk in a region 

where buffalo husbandry is not done on a large scale and there is entry of private 

players into the market? 

Answer: In a region first the company identifies regions in Pune District where 

there is more Buffalo husbandry like Mawal, Velha as well as the company 

procures milk from the district of Thane. Amul doesn’t have any procurement of 

Buffalo milk as the company gets milk from the state of Gujarat where there is 

around 60% of surplus but the issue here is the transportation cost increases. 

Question: How does Amul plan to encourage animal husbandry (Cow husbandry 

and Buffalo husbandry)? 

Answer: Amul follows timely payment cycle. Amul pays the farmers after 

checking the Fat and SNF of the milk. The payment is done thrice a month. Even 

if the milk is less or more, Amul procures all of it. These policies followed by Amul 

helps the company to gain a trust among the farmers. Amul provides Veteran doctor 

to the farmers at a minimal cost. This helps the farmers to reduce cost of production 
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as medicines are very expensive. 

Summary 

In this chapter the researcher various survey questions. These questions were to the 

consumers for finding their perspective towards milk in India. The customers were 

asked their preference of milk which including what type of drinks do they prefer, 

what problems are faced by them during consuming milk. Further various questions 

were asked to the managers of Amul, Pune India, these managers were Operations 

Manager, Procurement Managers and Marketing Managers. They were asked 

certain which helped the researcher to understand how the managers at Amul 

perceive these changes. Various strategy related questions, difficulties in 

understanding this change were the outcome. 
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Chapter 5: Discussions. 

 

    Introduction: 

In this chapter the researcher is going to discuss various research related questions, 

reviewing the work, interpretation of results and the various implications of the findings. 

The previous chapter shows the results of the research related questions regarding the 

changing mindset of consumer from a managerial perspective. This research related 

questions were asked to various consumers and manager of Amul, Pune India. 

     Theme 1: Consumer Behavior among millennials. 

The researcher found that the customers are mainly in the age group 21-30. Since 

the research is to understand the changing mindest of the consumers, the research 

has decided to pick the youth which has a huge percentage in the country’s 

population. This survey tells that among the total respondents 91.9% of the 

respondents consume milk daily. Why do majority of the respondents’ drink milk? 

Milk is an essential part of the Indian diet. Everyone consuming Indian food 

consume milk directly or indirectly. Directly can be in the form of Plain milk, 

coffee, tea, Lassi (Churned curd) butter milk etc. Consumption indirectly can be in 

the form of Paratha, Pav Bhaji, Biryani etc. 

Majority of the respondents opted for ‘COW MILK’. From the analysis it can be 

concluded that the consumers have changed their preference of milk from buffalo 

milk to cow milk. The researcher in his literature review has clearly mentioned that 

the consumer are demanding for quality milk and the milk which is highly healthy 

for them. This is because the customer purchasing power has increased and the 

consumers have started to become health conscious. Hence, consumer prefer 

‘COW MILK’.  

More than 45.9% have opted for Tea, Coffee and 37.8% have opted for flavored 

milk. From this we can conclude that the consumer preference is changing from the 

traditional milk to the new products like tea, coffee and flavored milk. Tea, Coffee 

come under traditional milk, but the consumers prefer drinking products like Cold 

Coffee, Frappe’s, Smoothies, Shakes etc. Consumers these days prefer going to 

places like Starbucks, Café Coffee Day etc. instead of the local traditional tea, 

coffee vendors. Starbucks, Café Coffee Day etc. are expensive as compared to the 

traditional vendors. But as the consumer purchasing power has increased and the 
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consumer lifestyles have changed, consumers prefer going there. More than 50% 

of the respondents’ face problem in the milk. This can also be the reason behind 

the consumer to shift from the traditional milk to the new products. Consumer must 

be facing problems which are inappropriate for their health. 50% of the respondents 

opted for the third option which was Odour. Odour can be reason behind consumer 

shifting from traditional products to the new products because traditionally the after 

the cow/buffalo gives milk, the vendor would collect the milk in a vessel and would 

give it directly to the consumer. This process is still going on in majority parts of 

the country. This process was good in the old days but now, the vendors are 

interested only in making money so sometimes the add some chemicals, pour the 

milk which is left over from the previous day or add cow milk into buffalo milk 

and due to these reasons majority of the consumers face the problem of Odour.  

Another issue that creates Odour in the milk is when the cow/buffalo gives milk, 

this milk used to boil in the previous days and then supplied to the consumers. The 

milk was boiled for killing the bacteria that has been generated in the milk. But 

now, zero processing has been done on the milk which increases number of bacteria 

and with bacteria Odour also increases in the milk.  

Second issue faced by the consumers is the Quality of the milk. This is due to the 

adulterations done by either farmers or the vendors. This adulteration is done for 

increasing their profits. For instance, a farmer gets ₹25/ liter which is not sufficient 

for the farmer, so the farmer adds ½ liter water in this milk which increases farmers’ 

profit but the SNF content in the milk goes and for increasing the SNF content 

farmer adds pesticide. This helps the farmer to gain profit. But, the quality of milk 

consumer is using is not good especially for the children.  

First, consumers demand for change due to the problems faced by them which is 

the quality, taste and Odour of the milk. These problems are very serious because 

they affect the health of an individual. The changes demanded by the consumers in 

here are just basic which would help them to get better quality of milk.  

Second, due to the increasing purchasing power and changing lifestyle of the people 

consumers demand in changes in the milk. Due to the increasing urban cities in 

India consumer lifestyle has become very fast as well as very hectic. In the past, 

majority of the people used to live into villages where only men used to work and 
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the women used to be for taking care of the elderly people and the children but now 

women are also working and families prefer eating food which can be cooked faster 

and is healthier. Consumers especially the youth is demanding for ready-to-

consume food. These days, traditional Indian food is taking place with pizza, 

burger, pasta which can be cooked faster. Hence consumers are demanding for 

changes in the milk in the Indian milk industry. 

Majority of the consumers have opted for increasing the shelf-life of the milk. The 

researcher has conducted a survey of 21-40 age group. These age group of people 

live into urban cities and their families live in rural areas in India. Majority of the 

people in this age group live a Bachelor life.  

In India, the shelf life of milk is around 2 days and the people who live away from 

families find it difficult to finish the milk by themselves in 2 days. If the shelf life 

of the milk is increased it will be convenient for these people to consume milk as 

they can consume it in a long time.   

Indians are impressed with the western countries and always try to adopt the trends 

that are going on in the west. Especially, the consumers from age group 21-40.  

The actual reason behind consumers being positive about the question is the 

techniques used in the developed countries are up to the mark with respect to the 

quality of the milk, taste and Odour.    

The Marketing Manager was asked to understand the actions taken by the 

Marketing Manager in Amul, India to perceive the changes taking place in India's 

milk industry. Specific questions were put to the manager. A letter of consent was 

obtained from the manager.  

According to the manager, customer is the central part of the business. Customer is 

very essential for business. The manager says that it is the customer who decides 

whether to buy a product or not, hence the customer commences the future of any 

organization. If the organizations want to create happy and loyal customers, it 

should thoroughly understand its customers. (Kita et al., 2002). 

In the past 5 to 6 years, customer buying behavior has drastically changed due to 

the increase in purchasing power, decreasing sizes of the family and due to 

Information technology customer awareness about everything has increased may it 
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be the about the quality of milk to the Fat content, shelf-life of the milk. The buying 

behavior is positive, meaning the buying behavior of consumers is solid. To order 

to increase the profits of the business as much as possible, the advertising 

techniques of the product can be strengthened. (N Ramya, Dr. SA Mohamed Ali). 

When executives of the company approach the customers their demands and needs 

of the product can be understood. Purchasing power has increased because the size 

of the family is reduced and both husband and wife are earning and the have mostly 

a single child so they income is more as compared to their expenditure hence 

nowadays customers demand for quality or the cost.  

Today, almost everyone is consuming meat and milk products. Whereas the 

preferences of the goods of rural and urban customers are different. Most 

consumers are completely loyal to the brand, purchasing only one brand in a 

product category. A lot of consumers turn to other brands. (Dr. S.Sivasankaran and 

Dr. R.Sivanesan 2013) 

When Amul analyses that it needs to launch a new product in the market they have 

a plan to action which is a broad work for the company. The company first 

understands the customer and knows his/her demand, then they have a discussion 

about the availability of the raw material, design of the product they analyze the 

pricing of the product and then they decide the techniques for making product 

available for the customer.  

The company has their primary focus only on the two aspects, one is the farmer and 

the other is customer. So, when Amul has to launch a product its focus is to 

understand the customer taste, so before launching a product the company focuses 

more on sampling of the product where the company provides sample to each and 

every age group of its customers in the metropolitan areas for getting an unbiased 

response. After that Amul, pays more attention to the advertisement of the product 

may it be through a digital manner or traditional manner. After focusing on these 

factors, the company pays attention to the supply chain where it gives their 

distributors and retailers products at reasonable prices. Highly dynamic patterns of 

consumer behavior are often affected by multiple factors. Priority factors over 

advertised dairy products to influence consumer preferences in the area. (Dr D. 

Ashok, Abhay Prakash Sriwastwa) 
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In order to get approval from the top level management, Amul has to follow a 

system 

When a regional manager or any executive thinks that there is a need to launch a 

new product or make changes in the existing products, the manager or executive 

has to conduct a survey then have approach the manager then the manager checks 

the feasibility of the product which includes its raw material availability, its 

production process, its packaging, it’s costing etc are considered. After this process, 

the marketing team approaches the marketing head and then the head approaches 

the Board of Directors for getting the final approval. After getting approval from 

the top-level management, the managers start with the testing of product and then 

does research and development at its own level considering market needs of the 

products. First the product market segment is targeted, and company promotes the 

products as per that specifications, after that on high scale customer feedback is 

taken by internal as well as external agency.   

      Theme 2: Challenges Managers face during operations in Dairy Plant. 

The question was asked to the Operations Manager to understand the measures 

taken by the Operation Manager at Amul, India for perceiving the changes taking 

place in the Milk industry in India. The manager was asked specific questions. A 

consent letter was collected from the manager.  

Milk as a natural product can be constructed with flexibility. Different external 

factors are heavily dependent on milk consistency and composition. Like other food 

supply chain, with prior relationships, the dairy supply chain is a focused network 

of business processes. The dairy and food supply chain has special characteristics 

of products and processes whose data recording and information flow are essential 

for all stakeholders to ensure the transparency of dairy products. (Trienekens et al., 

2012). 

The consumers are ready to pay a price for the products if the products have good 

quality and should be accessible for the consumers easily may it be through online 

platform or the offline platform but the consumers pay more attention to the brand 

of the product. Before the white revolution people were more focused on the milk 

that was delivered to home by the farmers but as the economy is getting better and 

people are shifting from the rural to the city’s things are changing in the India. 
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Consumers have started to prefer healthy and packed food. As the purchasing 

power of consumer is increasing people have their demands which are fulfilled by 

the companies. Consumer have started to shift from the regular Cow/Buffalo milk 

to the A2 milk. A2 milk is expensive as compared to the other milk but it is very 

healthy as it has low fat content and high SNF content.  The demand for the A2 

milk is started to grow a lot but availability of the milk is very minimal. There are 

no specific norms set by the government for the testing the A2 milk. Dairy 

productivity is a key variable needed to answer India's question of future self-

sufficiency in dairy products and net trade. To date, Indian production's rapid 

growth has been driven primarily by increased animal numbers rather than higher 

yields (Ohlan, 2012). 

 The basic problem for milk procurement faced by Amul is, the procurement is 

done in the villages. Procurement is done by two players, one is the private player 

and other is the co-operative player. Amul is a co-operative player. During the high-

season private players given high rates to the farmers for attracting the farmers but 

during the off-season these players reduce the rate and even reduce the quantity of 

milk procured by them. But Amul being a co-operative, Amul needs to maintain a 

constant rate throughout the year. Amul cannot deny procurement of milk based on 

quantity as well as Amul has to pay the vendors or the farmers on timely basis 

which is three times a month. Other problem faced by Amul is, private players 

during off-season where private players offer more incentives so Amul collection 

centres need at least 2 to 3 years for gaining trust of the farmers.  

Other problems faced by Amul in procurement in Maharashtra as compared to 

Gujarat was, farmers in Maharashtra were not used to pour milk twice a day. Amul 

had to take an initiative for making the farmers understand the pouring and farmers 

in Maharashtra were not aware of standards like SNF and Fat.    

If Amul has to develop a new product in  the market it has go through the 

requirement of infrastructure depends on the category of the product. If a product 

is interrelated with the existing products of Amul the company tries to adjust that 

product with the current infrastructure. According to Amul, flavored milk 

innovation is an alternative to the people who prefer flavored milk over traditional 

plain milk. Managers and specialists in the dairy industry must establish high 

sensitivity to the contact and productive information system in the supply chain. 
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An integrated approach to the supply chain together with the ability to make 

decisions would greatly improve the expertise of the dairy industry. (Antonio 

Padula) 

     Theme 3: Evolution of TQM in AMUL and Techniques followed to ensure Quality. 

The Procurement Manager was asked questions to understand the changes done by 

company for understanding the changing customer mindset and the techniques used 

by manager to overcome it. 

There is a change in the consumer mindset, according to the manager. The era of 

digital marketing has changed consumers ' choices as well as increasing customers 

' purchasing power, which has become an integral factor in product choices, as well 

as increasing consumer awareness of the product's quality and brand. Consumption 

of buffalo was limited to metropolitan cities in 1951, but demand for buffalo milk 

began to rise in tier 2 and tier 3 by 2002. Buffalo milk has a higher salt content than 

cow milk. There is a small form of consumer group that has 6.5 fat and more than 

9 SNF like dense milk, higher quality milk as well as milk. Health awareness has 

increased and the market for skimmed milk has grown. Customers consuming high 

fat milk shifted to toned milk and customers consuming toned milk switched to 

skimmed milk. The company then adopted all these developments in consumer 

behavior and updated its product portfolio. The business included a 9 SNF and 2 

Fat dairy product. The state of Maharashtra has a daily intake of 3 crore liters in a 

day out of which 10 percent is buffalo milk and the rest is cow milk. Because we 

have a wide network for the supply of milk, we are not in a position to supply the 

fresh milk in which the terms fresh mean that we have to supply milk that is 

supplied approximately 2 or 3 hours before the supply to the consumer. 

Nonetheless, in terms of technicality, we have no issue with the supply of skimmed 

milk as the technology is already available and tested. Milk quality was the major 

factor weighed in selecting a specific brand, followed by that pasteurized milk's 

taste and brand name. Younger and middle-aged groups preferred over 55 years of 

pasteurized milk. By selecting pasteurized milk, the education of the respondent 

had more control than the illiterates who never used pasteurized milk 

(Paramashivaiah & Kulkarni, 2003). 

The skimmer’s manufacturing and packaging takes place in the same facilities, so 

no changes need to be made. First, in an area, the company defines regions in Pune 
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District where there are more Buffalo husbandry such as Mawal, Velha and the 

company supplies milk from Thane District. Amul has no Buffalo milk 

procurement as the company gets milk from Gujarat state where there is about 60 

percent of the surplus, but the issue here is the rise in transportation costs. 

Amul is pursuing the timely process of payment. Upon testing the milk fat and SNF, 

Amul pays the farmers. The payment is made three times a month. Even if there's 

less or more milk, Amul gets it all. Such policies followed by Amul help the 

company gain confidence among the farmers. Amul provides farmers with a 

minimum cost to the veteran doctor. As drugs are very costly, this allows farmers 

to reduce production costs.  

Consumers prefer innovation in traditional milk. This innovation would be in the 

form of increased shelf-life, High fat content for those who need high protein food 

and the people who are in the process of gaining weight, Low fat content is for 

those who need just proteins and all the nutrients in the milk and ready-to-consume 

food for those who have a hectic life and find it difficult to make a meal. 69.4% of 

the respondents were positive about the techniques used in developed countries. 
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    Conclusion 

This research is regarding the factors for understanding the consumer mindset from 

a managerial perspective. From this research we understand what the consumer 

demands are and how do manager perceive these demands.  

For understanding these changes from consumer point of view the researcher has 

conducted a survey of 37 young people at random which proved to be health 

conscious individuals. From this the researcher understands that the consumers face 

problems like Odour, taste and quality of the milk.  

With the growing income and increasing purchasing power of the consumers they 

have started to demand changes in the daily of consumption of all types of food but 

majorly shift in demand is in the milk. Due to the technology, the consumers are 

aware of the standard quality of milk they should consume. The consumers are not 

only demanding for upgrades of the existing products but are also demanding for 

new foods which can be readily consumed. If we see in the past, the basic family 

pattern was, Husband used to work, and the wife was a housewife so the income of 

the family was less. Hence, women used to make all the things by themselves. For 

example, the family used to buy milk and the wife used to make all the by-products 

by herself like curd, lassi, paneer. But now, both the husband and wife are earning, 

and the family size is also going down. In the past, people used to have three to 

four kids now they one or two kids. As both are working income is more so the 

people have started spending more money. With the increasing usage of 

technology, the consumers have started becoming more aware about their health.   

Now, for understanding how managers perceive this change, the researcher 

conducted three interviews with the managers of AMUL (Anand Milk Union 

Limited). These managers were Procurement, Marketing and Operations. Amul is 

the largest milk organisation in the country. The company has a monopoly over the 

products like Yogurt, Butter, Ice-cream. The primary aim of this research was to 

understand the how managers perceive the changes. Amul being a big company 

does lot of research for understanding the change. Before launching any products 

in the market the company does a research over the availability of the raw material 

and if it isn’t available the company doesn’t launch it. For example, A2 milk (Gir 

cow milk) is trending in the Indian market. The consumers have a perception that 
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the milk contains lot of nutrition’s in the milk but Amul doesn’t launching it in the 

market because of two reasons, first is the availability of the milk in the market is 

1% and the second thing is the government has not set any rules and regulations for 

the procurement of the milk. The standards for the other milk like cow milk, buffalo 

milk, toned milk and doubled toned milk are set by the government but for the A2 

milk there are no standards.  

The company faces problems with the procurement of raw milk due to the private 

players. The private players attract farmers by giving a higher rate which creates 

problems for the company. The company being a co-operative organisation it 

cannot give high rate as the private players in the market. Hence managers find it 

very difficult to compete with the private players especially during the seasons 

when there is a deficit of milk but the demand for the milk is very high.  
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Recommendation 

  Positioning is a form of communication and all about consistency. The researcher 

recommends managers at Amul to ensure on quality while managing the price and 

consistency of the position, Millennials run on sharing of wallet, so the researcher 

recommends Amul to strategize better to cross-selling and up-selling of its products 

Researcher recommends that AMUL prioritize a section targeting millennials and there 

needs as one third population in India is millennials and mindset is volatile and dynamic.  

A special breed of cow called Gir cow produces a variety of milk which available in a 

small quantity due this we see many organizations having adulteration in the milk. The 

researcher recommends AMUL to try and acquire majority population of this rare breed 

so as to play a monopoly in the market. 

Price is an important aspect of marketing. Lot of international players have started enter 

the Indian market. Managers at AMUL should try out new policies and strategies for 

retaining itself in the Indian market. 

Amul has launched some new products in the market like the Camel Milk. These products 

are demanded by the market. Amul should try procuring more camel and try to distribute 

this product all over the country. 
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Appendix 

Questionnaire for Operations Manager  

1. Do you see that there is change in consumer mindset? 

2. What problems do you face while procurement of raw materials? 

3. How do you tackle between the current infrastructure and the development of new 

products? 

4. How do you adjust with the working environment? 

5. What procurement policies do you use for the new products? 

6. How do you manage the Supply Chain for the new products? 

7. How do you get the approval of the Top-level Management? 

8. What steps do you take for getting customer feedback while launching new product 

on your level? 

9. What type of different approaches do you take for employing new people? 

 

Questionnaire for Marketing Manager 

1. Do you see changes in the consumer demand?  

2. How do you understand this change?  

3. What is the plan of action after analysing the Change in consumer mindset?  

4. If the company decides to launch a new product which is not in the market. How does 

the marketing manager approach the retailers?  

5. How do you approach the Top level management? 

6. After getting approval from Top level Management what measures do you take for 

getting the product ready in the market?  

7. How does the company decides the costing of the product? 

 

Questionnaire for Procurement Manager 

1. Do you see that there is change in consumer mindset? 

2. Nowadays consumers demand for A2 milk. How do you look at this change? 

3. As people demand for fresh milk what problems do you face as procurement 

manager? 

4. What challenges do you face while procuring buffalo milk in a region where buffalo 

husbandry is not done on a large scale and there is entry of private players into the 

market? 

5. How does Amul plan to encourage animal husbandry (Cow husbandry and Buffalo 

husbandry)? 

Survey Questions 
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Which age group do you belong? 

1. 21-30 

2. 31-40 

Do you consume milk? 

1. Yes 

2. No  

3. Maybe 

If yes, What type of milk do you prefer? 

1. Buffalo Milk 

2. Cow Milk 

3. Other 

In what form do you prefer drinking milk? 

1. Plain Milk 

2. Tea, Coffee 

3. Flavoured milk 

Do you face problem in the milk 

1. Yes 

2. No 

3. Maybe 

If yes, What problems do you face in milk you consume? 

1. Quality 

2. Taste 

3. Odour 

4. Other 

Do you demand for changes in milk? 

1. Yes 

2. No 

3. Maybe 

If yes, then in what ways? 

1. Shelf-life 

2. Fat content 

3. Ready-to-consume 

4. All above 

Would you prefer innovation in the traditional milk? 

1. Yes 

2. No 

3. Maybe 
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Are you optimistic about the techniques of the milk consumed in the developed countries? 

1. Yes 

2. No 

3. Maybe 
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Information Form and Consent Sheet 

INFORMATION SHEET FOR PARTICIPANTS 

PROJECT TITLE Understanding the changing trends in Indian (Milk) Dairy Industry from 

a managerial perspective- A Case study of Amul Dairy Pune, India.   

There researcher believes that there is a change in consumer mindset in the Indian Dairy 

Industry. The researcher wants to understand the ways manager perceive this change. The 

aims of the research are  

1. To understand the changing trends in the milk Industry.  

2. To understand how these trends are perceived by the managers.  

3. To understand the Changing mindset of millennials to the trends in the Industry.  

 

The researcher is pursuing his master’s in management Practice from Dublin Business School 

in Dublin, Ireland. Mr David Duff is supervising this thesis.  

 

TIME COMMITMENT   

The interview will be held on the 13th November 2019. The time for the interview will be 30-

45 minutes. 

 

PARTICIPANTS’ RIGHTS   

You may decide to stop being a part of the research study at any time without explanation 

required from you. You have the right to ask that any data you have supplied to that point be 

withdrawn / destroyed. You have the right to omit or refuse to answer or respond to any 

question that is asked of you. You have the right to have your questions about the procedures 

answered (unless answering these questions would interfere with the study’s outcome.  A full 

de-briefing will be given after the study). If you have any questions as a result of reading this 

information sheet, you should ask the researcher before the study begins.     

 

CONFIDENTIALITY/ANONYMITY   
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The data I collect does not contain any personal information about you except to understand 

the changing consumer behaviour and the techniques used by managers to perceive this 

change. The data collected by this interview will be used to complete the researcher’s thesis.  

 

 

FOR FURTHER INFORMATION   

I (Abhishek Tilekar) my Supervisor (David Duff) will be glad to answer your questions about 

this study at any time. You may contact me and my supervisor at 

Name: Abhishek Tilekar                                     E-mail ID: abhishektilekar64@gmail.com 

Name: David Duff                                                E-mail ID: David.duff@dbs.ie 

   

INFORMED CONSENT FORM 

PROJECT TITLE:   Understanding the changing trends in Indian (Milk) Dairy Industry from 

a managerial perspective- A Case study of Amul Dairy Pune, India    

 

PROJECT SUMMARY:    

With the changing lifestyle in India and the increasing purchasing power of the consumers 

there is a shift in consumer demand. The research problem to understand the changing 

mindset of millennials to the trends in the industry and the techniques used by managers to 

overcome this change.  

India is the second largest populated country in the world. The increasing population of the 

country makes it a very essential market for milk companies around the world. The topic will 

be interesting to the business world as it helps the managers to understand the consumer 

behaviour in this sector and if they understand the consumer behaviour in the Indian dairy it 

would be easy for them to penetrate in the Indian market.  

1. Dr, L. Ramesh in his study on “Consumer Brand Preference towards Pasteurizes 

packages milk in Gudalur town.”  Concluded that consumers change their attitude 

mailto:abhishektilekar64@gmail.com
mailto:David.duff@dbs.ie
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frequently based on new trend and fashion, He also concludes that consumers prefer 

taste than price. 

2. A.K. Srivastava and A. Kumaresan in their research on Indian Dairy Industry - The 

Changing and Prospective Scenario concluded that the future outlook for dairying in 

India is very positive. Due to increasing income levels of population, especially of large 

middle class, there is a spurt in demand of quality milk and milk products. The total 

share of organized sector, cooperatives, government as well as the private sector is very 

less leaving a lion’s share of total milk production in hands of the unorganized sector. 

The untapped potential of dairy sector in the country is immense and opportunity to set 

up new ventures for value addition is great. Therefore, major transformations in dairy 

sector are anticipated to impart greater competitiveness and opportunities for value 

addition. 
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By signing below, you are agreeing that: (1) you have read and understood the Participant 

Information Sheet, (2) questions about your participation in this study have been answered 

satisfactorily, (3) you are aware of the potential risks (if any), and (4) you are taking part in 

this research study voluntarily (without coercion). 

 

 

_________________________________     _________________________________   

Participant’s signature                               Participant’s Name  

_______________________________       _________________________________   

Student Name                              Student Name signature   

 

_________________________________    

Date     

 


