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Abstract 
This study investigates the consumption patterns and consumer awareness of cow milk 
inAnand and Vidyanagar cities. India, as the largest milk producer globally, relies heavily 
oncow milk, which plays a crucial role in the national economy and rural livelihoods. 
Unlikeother milk options such as goat's milk, cow milk is predominantly consumed due to 
itswidespread availability, affordability, and established preference among Indian 
households.This research also aims to debunk common myths surrounding cow milk, compare 
these withmisconceptions in the current plant-based milk market, and explore consumer 
perceptions ofspecialcowmilkvariants.Throughasurvey of200respondents,thestudy 
revealsdemographic characteristics, milk consumption habits, and awareness levels regarding 
cow milk's health benefits. The results show a high prevalence of milk consumption (99%) with 
a preference for packed milk (67%) and daily consumption (78.5%). However, consumer 
awareness about cow milk's nutritional content and health benefits is relatively low. The study 
employs descriptive statistics, Chi-square tests, and the Karl Pearson Correlation Coefficient to 
analyze the data, finding no significant association between income and cow milk consumption 
and education level and cowmilk consumption, but apositivecorrelation between age and milk 
consumption. The findings underscore the need for increased consumer education on the 
nutritional benefitsof cow milk to enhance informed consumption choices. These insights can 
guide policymakersand industry stakeholders in designing effective educational campaigns and 
interventions topromote cow milk, ultimately supporting healthier dietary practices and 
boosting the dairysector's growth. 
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1. Introduction 

 
The Indian cow milk industry is a cornerstone of the country's agricultural sector, 

driving significant economic activity and supporting the livelihoods of millions. India stands 
as the largest producer of milk globally, contributing approximately 230.58 million tonnes in 
2022-2023, which represents about 24.62% of the world's milk production. This achievement 
isunderpinnedbyIndia's extensivebovinepopulation ofaround192.5 million cattle(NDDB, 
2024). The industry benefits from a robust cooperative framework, with major players like 
Amul exemplifying successful models of farmer cooperation, marketing, and distribution, 
involvingover3.6millionmilkproducers.Small-scalefarmerscontributeto70%ofthe 
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production,highlightingthewidespreadengagementindairyfarmingacrossrural areas. 

Globalmilkproductionhasbeenonasteadyupwardtrajectory,2023indicatingatotal 
output of approximately 950 million tonnes. This represents a 1.3 per cent increase from the 
previousyear,markinganotableaccelerationcomparedtothe0.6percent growthobservedin 
2022. This uptick in global milk production is predominantly driven by significant volume 
growthinAsia,particularlyinIndiaandChina.Incontrast,otherregionsareexperiencingmore 
moderate growth rates, with Africa potentially seeing a decline in production. (FAO, 2023) 

ThedairyindustryinIndiastandsasamonumentalpillarofthecountry'sagribusiness sector, 
significantly contributing to the national economy. Recognized as the "Oyster" of the global 
dairy industry, India's dairy sector is the largest single agricultural commodity, representing 
nearly 5 per cent of the nation's GDP and witnessing 6.4% (CAGR) in the past 5 years (Invest 
India, 2024). It plays a vital role in the livelihoods of approximately 70 million farmers who 
are directly involved in dairying. Unique among agricultural products, dairy ensuresthat70-
80per centofthefinalmarket valueissharedwiththefarmers,accountingfor about one-third of 
rural household income. 

India holds the top position globally in milk production, contributing 24.64% of the 
world's total milk production for the year 2021-22 (Invest India, 2024). Over the past nine 
years, from 2014-15 to 2022-23, India's milk production has surged by 58%, reaching 230.58 
milliontonnesin2022-23.Thisgrowthcorrespondstoacompoundannualgrowthrate(CAGR) of 
5.85%. The top five milk-producing states—Rajasthan (15.05%), Uttar Pradesh (14.93%), 
MadhyaPradesh(8.6%),Gujarat(7.56%),andAndhraPradesh(6.97%)—togetheraccountfor 
53.11% of India's total milk production (Invest India, 2024). 

The motivation for this research is multifaceted, encompassing the need tounderstand 
and address consumer awareness surrounding cow milk health benefits.Thisstudy is crucial 
foroptimizing India'sdairysector by understanding consumption patternsanddispelling myths 
about cow milk. It also aims to enhance consumer education on thenutritional benefits, 
supporting healthier dietary choices and informed government policies.Government efforts in 
India include initiatives like the National Dairy Plan and OperationFlood, aimed at 
modernizing dairy farming, promoting milk production, and educatingconsumers about the 
nutritional benefits of cow milk to support economic growth and rurallivelihoods. The 'Gau 
Samridhi Yojana' focuses on enhancing cow welfare and productivitythrough subsidized 
veterinary care, improved breeding programs, and support for organicfeed production, aiming 
to ensure sustainable growth in India's dairy industry(Park et al. 2019). 

A2 milk is a variety of cows' milk that mostly lacks a form of β-casein proteins 
called A1, and instead has mostly theA2 form. Cows' milk like thiswas brought to market by 
the a2 Milk Company and is sold mostly in Australia, New Zealand, China, and the United 
States.Non-cowmilk,includingthatofhumans,sheep,goats,donkeys,yaks,camels,buffalo, and 
others, contains mostly A2 β-casein, so the term "A2 milk" is also used in that context. 

The A2 milk market is experiencing significant growth, driven by rising consumer 
health consciousness and increasing consumer spending. The market is projected to grow at a 
compoundannualgrowthrate(CAGR)of 9.5%from 2023to2033.In2023,themarketvalue 
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(Σxy)−(Σx)(Σy) 

was US$ 2,036.6 million. One of the key growth factors is the heightened awareness and 
knowledge about A2 milk through advertising. Additionally, consumers' growing preference 
for sustainable beverages presents a substantial opportunity for the market. A notable trend 
withinthismarketistheincreasinguseofA2milkpowderininfantformulas,whichhasgained 
considerable popularity(Future Market Insights,2023). 

Mounika(2020)notesarecenttrendshowingasignificantshiftinconsumerbehaviour 
towards A2 milk, particularly among well-educated, middle-aged individuals with higher 
incomes. In Hyderabad, India, this demographic primarily buys A2 milk for their children, 
often opting forhome delivery forconvenience.Thestudy indicates ahigh level ofawareness 
regarding the health benefits of A2 milk, such as enhanced brain function and better diabetes 
management,withwordofmouthandsocialmediabeingthemainsourcesofinformation.Key factors 
influencing their purchase decisions include the quality of the product, its health 
benefits,andeaseofaccess.ThestudybyDidorefoundthatmilkconsumptionishighestamong 
middle-agedindividuals,primarilypurchasedviahomedelivery,withincomeandfamilysize being 
key factors influencing consumption patterns. 

 Despite controversies over adult dairy consumption, epidemiologic studies confirm milk's nutritional 
importance and its role in preventing chronic conditions like CVDs, cancer, 
obesity,anddiabetes(Pereiraetal. 2014; Elekwachi et al. 
2021).Recognizingthesehealthbenefitsandthepervasivemyths surrounding cow milk consumption 
underscores the importance of this research. Thestudy aims to provide insights that could inform regional 
and central government efforts topromote informed and healthy consumption choices among the public. 

 
2. ResearchObjectives 

 ToexaminetheConsumptionpatternofmilkinAnandandVidyanagar cities 

 Toanalysethelevelofconsumerawarenessregardingcowmilkhealthbenefitsin Anand and 
Vidyanagar cities 

 ToanalysedataofrespondentswhoconsumecowmilkinAnandandVidyanagarcities 

3. ResearchMethodology 
Therelevantdatafortheresearchstudywascollectedbyusingaprimarysurveydone by a 

questionnaire. The questionnaire was filled out by respondents using Google Forms. In the 
present study, there were 200 number of respondents. 100 respondents were randomly 
selected from Anand and 100 from Vidyanagar Cites. The collected data was analysed using 
descriptive statistics, Chi-square test and Karl Pearson Correlation Coefficient. 

 
TheFormula forChi-Squareisχ2=Σ((Ο−Ε)2/E) 

 
KarlPearsonCorrelation Coefficientr =  ݊  

√(݊Σ2ݔ−(Σx)2)(݊Σ2ݕ−(Σy)2) 
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4. RESULTS&DISCUSSION 

4.1 DemographicProfileof Respondents 
The demographic characteristics of respondents from Anand and Vidyanagar were surveyed, 
covering various aspects such as gender, age, educational qualification, occupation, type of 
family, and monthly family income. Below is a detailed description of the data collected: 

Tableno.1:DemographicProfileofRespondents (n=200) 
 

Gender 

Sr 

No. 
 
Particular 

No.ofrespondents  

Anand % Vidyanagar % Total % 

1 Male 61 61 58 58 119 59.5 

2 Female 39 39 42 42 81 40.5 
 Total 100 100 100 100 200 100 



UNDERPEERREVIEW 

5 

 

 

 

Age 

1 Upto 30 
years 32 32 42 42 74 37 

2 31to40 
years 32 32 40 40 72 36 

3 41to50 
years 25 25 13 13 38 19 

4 Above50 
years 11 11 5 5 16 8 

 Total 100 100 100 100 200 100 

EducationalQualification 

1 Primary 20 20 4 4 24 12 

2 Secondary 26 26 15 15 41 20.5 

3 Graduate 38 38 65 65 103 51.5 

4 PostGraduate 16 16 9 9 25 12.5 

5 Doctoral 0 0 7 7 7 3.5 
 Total 100 100 100 100 200 100 

Occupation 

1 Employed 43 43 40 40 83 41.5 

2 Not yet 
working 14 14 23 23 37 18.5 

3 Retired 8 8 5 5 13 6.5 

4 Self- 
employed 26 26 13 13 39 19.5 

5 Student 9 9 19 19 28 14 
 Total 100 100 100 100 200 100 

Typeoffamily 

1 Nuclear 29 29 46 46 75 37.5 

2 Joint 71 71 54 54 125 62.5 
 Total 100 100 100 100 200 100 

Monthlyincomeofthefamily 

1 <10000 3 3 4 4 7 3.5 

2 10001 - 
20000 19 19 4 4 23 11.5 
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3 20001 - 
30000 27 27 12 12 39 19.5 

4 30001 - 
40000 23 23 38 38 61 30.5 

5 Morethan 
40000 28 28 42 42 70 35 

 Total 100 100 100 100 200 100 
Source:Primarysource 

GenderDistribution 
Thegenderdistributionoftherespondentsindicatesaslightlyhighernumberofmales 

compared to females. In Anand, 61% of respondents were male and 39% were female. 
Similarly, in Vidyanagar, 58% were male and 42% were female. Overall, the total percentage 
of male respondents was 59.5%, while females constituted 40.5% of the total sample. 

AgeDistribution 
The age distribution shows a diverse range of ages among respondents. The largest 

agegroupwasthoseupto30years,makingup37%ofthetotalrespondents.Thiswasfollowed by those 
aged 31 to 40 years (36%), 41 to 50 years (19%), and those above 50 years (8%). In Anand, 
the age distribution was evenly spread between the first two age groups (32% each), while in 
Vidyanagar, the largest group was up to 30 years (42%). 

EducationalQualification 
Respondents' educational qualifications varied significantly. The majority of 

respondents were graduates, comprising 51.5% of the total. In Anand, 38% were graduates, 
whereasinVidyanagar,asignificant65%hadgraduated.Secondaryeducationwasthesecond most 
common qualification (20.5%), followed by postgraduates (12.5%), primary education (12%), 
and doctoral degrees (3.5%). 

OccupationalStatus 
The occupational status of the respondents reveals that 41.5% were employed. 

Notably,ahigherpercentageofrespondentsinAnandwereself-employed(26%)comparedto 
Vidyanagar(13%).Studentsmadeup14%ofthetotalrespondents,withahigherconcentration in 
Vidyanagar (19%).Additionally, 18.5% were not yet working, 19.5% were self-employed, 
and 6.5% were retired. 

TypeofFamily 
The survey also captured the type of family structure. Joint families were more 

common, accounting for 62.5% of the total respondents. This trend was particularly 
pronounced in Anand (71%), while in Vidyanagar, the proportion of joint families was 54%. 
Nuclearfamiliesrepresented37.5%oftherespondents,withahigheroccurrenceinVidyanagar 
(46%). 

MonthlyFamilyIncome 
Monthlyfamilyincomewascategorizedintofivebrackets.Themostcommonincome 

bracket was more than 40,000 INR, representing 35% of the respondents. Vidyanagar had a 
higherproportioninthiscategory(42%)comparedtoAnand(28%).Thesecondmostcommon 
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incomerangewas30,001to40,000INR,comprising30.5%ofrespondents.Theincomeranges 
of20,001to30,000INR(19.5%),10,001to20,000INR(11.5%),andlessthan10,000INR 
(3.5%)followed. 

 
4.2 ConsumptionPatternofMilk 

Thistableprovidesabreakdownofrespondents'consumptionpatternsofmilkinAnandand 
Vidyanagar, along with their respective percentages and totals. 

Tableno.2:ConsumptionPatternofMilk (n= 200) 
 
 

ConsumptionofMilk 

 
SrNo. 

 
Particular 

No.ofrespondents 
 

Anand % Vidyanagar % Total % 

1 Consumemilk 99 99 99 99 198 99 

2 
Donotconsume 
milk 1 1 1 1 2 1 

 
Total 100 100 100 100 200 100 

TypeofMilkConsumed 

1 Packed 65 65 69 69 134 67 

2 Loose 34 34 30 30 64 32 

3 Notconsume 1 1 1 1 2 1 
 

Total 100 100 100 100 200 100 

FrequencyofMilkConsumptioninAnandandVidyanagarCity 

1 Afewtimesa 
week 1 1 15 15 16 8 

2 Multipletimesa 
day 13 13 4 4 17 8.5 

3 Onceaday 83 83 74 74 157 78.5 

4 Rarelyornever 3 3 7 7 10 5 
 

Total 100 100 100 100 200 100 
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TypeofSpeciesWiseMilkConsumebyRespondents 

1 Buffalomilk 26 26 19 19 45 22.5 

2 Cow milk 19 19 20 20 39 19.2 

3 Mix milk 54 54 60 60 114 57 

4 Notconsume 1 1 1 1 2 1 
 

Total 100 100 100 100 200 100 

PointofPurchaseforMilk (n=198) 

1 Company outlet 28 29 33 34 63 31.5 

2 Home Delivery 32 32 28 28 60 30 

3 localvendor 4 4 4 4 8 4 

4 Mall 2 2 4 4 6 3 

5 Retailshop 33 33 30 30 63 31.5 
 

Total 99 100 99 100 198 100 

PurchaseDecisionofBuyingMilk 

1 Female 91 91 88 88 179 89.5 

2 Male 9 9 12 12 21 10.5 
 

Total 100 100 100 100 200 100 
Source:Primarysource 

The table presents a comprehensive analysis of milk consumption and purchasing 
habits among respondents from Anand and Vidyanagar. It reveals that an overwhelming 
majority (99%) of respondents in both cities consume milk, with only 1% not consuming it. 
Among those who consume milk, 67% prefer packed milk, with a higher preference in 
Vidyanagar (69%) compared to Anand (65%), while 32% consume loose milk. 

 
The frequency of milk consumption shows that 78.5% of respondents consume milk 

once a day, with Anand slightly higher at 83% compared to 74% in Vidyanagar. A smaller 
proportion, 8.5%, consume milk multiple times a day, more so in Anand (13%) than in 
Vidyanagar (4%). Additionally, 8% of respondents consume milk a few times a week, with 
Vidyanagar significantly higher (15%) compared to Anand (1%), and 5% rarely or never 
consume milk. 
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In termsofthetypeofmilkbyspecies,mixed milkisthemostpopular, consumedby 
57%ofrespondents,withVidyanagarat60%andAnandat54%.Buffalomilkismorefavoured 
inAnand(26%)thanin Vidyanagar(19%),whilecowmilkconsumptionisalmostequal,with 19% in 
Anand and 20% in Vidyanagar. 

 
Regarding the point of purchase, 31.5% of respondents buy milk from company 

outlets, with a higher percentage in Vidyanagar (34%) compared to Anand (29%). Home 
delivery is preferred by 30%, with Anand slightly higher at 32% compared to Vidyanagar's 
28%. Local vendors and malls are less common sources, with only 4% buying from local 
vendors and 3% from malls. Retail shops are equally popular in both cities, each at 31.5%. 

 
Finally, the purchase decision for buying milk is predominantly made by females, 

accounting for 89.5% of the decisions, with males making up 10.5%. This trend is consistent 
in both cities, with 91% of females in Anand and 88% in Vidyanagar being the primary 
decision-makers. 

 
4.3 AwarenessLevelofVariousAspectsofAboutCowMilkAmongRespondents 

Thistableprovidesadetailedbreakdownofrespondents'awarenessofvariousaspects of 

cow milk in Anand and Vidyanagar, along with their respective percentages and totals. 

Tableno.3:Awarenesslevelofcow milk (n=200) 

 
SrNo. 

 
Awareness 

No.ofrespondents 
 

Anand % Vidyanagar % Total % 
 

AwarenessoftheFATandSNFcontentofcowmilk 

1 Aware 36 36 31 31 67 33.5 

2 Unaware 64 64 69 69 133 66.5 
 

Total 100 100 100 100 200 100 
 Awarenessaboutcowmilk'shealthbenefitslikeithelpsindiabetes 

management 

1 Aware 49 49 39 39 88 44 

2 Unaware 51 51 61 61 112 56 
 

Total 100 100 100 100 200 100 
 

Awarethatcowmilkhelpsinweightloss 

1 Aware 59 59 67 67 126 63 
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2 Unaware 41 41 33 33 74 37 
 

Total 100 100 100 100 200 100 
 

Awarethatcowmilk isanexcellentsourceofvitaminsandminerals 

1 Aware 67 67 81 81 148 74 

2 Unaware 33 33 19 19 52 26 
 

Total 100 100 100 100 200 100 
 Awarethatcowmilkfatandproteinaremoreeasilydigestiblethanbuffalo milk 

1 Aware 79 79 89 89 168 84 

2 Unaware 21 21 11 11 32 16 
 

Total 100 100 100 100 200 100 
 

AwarenessaboutthedifferencebetweenA1andA2cow milk 

1 Aware 32 32 47 47 79 39.5 

2 Unaware 68 68 53 53 121 60.5 
 

Total 100 100 100 100 200 100 
Source:Primarysource 

ThetablerevealsvariousaspectsofconsumerawarenessregardingcowmilkinAnand 
andVidyanagar.Itshowsthatonly33.5%ofrespondentsareawareoftheFATandSNFcontent of cow 
milk, while 66.5% are not. Awareness of cow milk's health benefits, such as diabetes 
management,isat44%,with56%unaware.Regardingweightlossbenefits,63%areinformed, while 
37% are not. A significant 74% recognise cow milk as an excellent source of vitamins and 
minerals, with 26% unaware. Additionally, 84% understand that cow milk fat and protein are 
more easily digestible than buffalo milk, while 16% do not. Finally, 39.5% know the 
difference between A1 and A2 cow milk, while 60.5% do not. This data underscores the need 
for increased consumer education on the nutritional benefits of cow milk. 
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4.4 AnalyseDataofRespondentsWhoConsumeCowMilkinAnandandVidyanagar 

Cities 

4.4.1 AgeWiseDistributionofRespondentsWhoConsumeCowMilk (n=39) 
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Figure1:Agewisedistributionofrespondents 

The bar chart illustrates the age-wise distribution of respondents who consume cow 
milk, categorized into four age groups. The data shows that 23% of respondents are up to 30 
years old, indicating a significant portion of young adults consuming cow milk. The largest 
group,comprising59%oftherespondents,isaged31to40years,suggestingthatmiddle-aged adults 
are the predominant consumers. Those aged 41 to 50 years make up 10% of the respondents, 
showing a moderate level of consumption. Finally, respondents above 50 years constitute 8% 
of the total, indicating a lower but still notable level of cow milk consumption among older 
adults. 

4.4.2 MonthlyIncome-WiseDistributionofTheRespondentsWhoConsumeCowMilk 

(n= 39) 
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Typeoffamily-wisedistribution 
of the respondents 

 
23% 

 

 
77% 

Nuclear 

Joint 

Thefigureshowsthemonthlyincome-wisedistributionofthefamiliesofrespondents who 
consume cow milk, segmented into five income groups. It indicates that 5% of the 
respondents' families earn less than INR 10,000 per month. Families earning between INR 
10,001 and 20,000 per month makeup 10% oftherespondents.Thosewith a monthlyincome 
between INR 20,001 and 30,000 constitute 13% of the respondents. A notable 26% of the 
respondents' families fall within the INR 30,001 to 40,000 income range. The largest group, 
comprising46%oftherespondents,hasamonthlyincomeofmorethanINR40,000,indicating that 
high-income families are the predominant consumers of cow milk among the surveyed 
population. 

4.4.3 TypeofFamily-WiseDistributionofTheRespondentsWhoConsumeCowMilk 

( n= 39) 
 

Figure3:TypeofFamily-WiseDistributionofTheRespondentsWhoConsumeCowMilk 

The pie chart data shows that 23% of the respondents belong to nuclear families, 
indicating a smaller proportion of cow milk consumption within this family type. In contrast, 
asignificant 77%of therespondents livein joint families, suggestingthat themajority ofcow 
milk consumers come from joint family. 
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4.4.4 Educationalqualification-wisedistributionoftherespondentswhoconsumecow 
milk (n=39) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure4:Educationalqualification-wisedistributionoftherespondentswhoconsumecowmilk 

TheAbove figure shows that, the largest group, comprising 49% of the respondents, 
are graduates. This is followed by those with secondary education at 21%. Respondents with 
post-graduate qualifications make up 18%, while those with doctoral degrees account for 8%. 
The smallest group, at 5%, consists of individuals with only a primary education. This 
distribution highlights that nearly half of the respondents have attained graduate-level 
education, indicating a high level of educational attainment among the survey participants. 

4.4.5 Occupationwisedistributionoftherespondentswhoconsumecowmilk 
(n= 39) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure5:Occupationwisedistributionoftherespondentswhoconsumecowmilk 

Theabovefigureshowsthat,Themajorityofrespondents,44%,wereemployed, 
makingthisthelargestgroup.Followingthis,23%ofrespondentswereself-employed.The 
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next significant category is those who were not yet working, which constitutes 18% of the 
respondents. Both the retired and student categories each account for 8% of the respondents. 
This distribution provides a clear overview of the occupational demographics of the survey 
participants, highlighting a predominance of employed individuals. 

 
4.4.6 RelationalAnalysiswithDifferentVariable 

(a) RelationbetweenFamilyIncomeandrespondentswhoconsumedCowmilkusingChi- 
square analysis 
Inference: 
χ2=Σ((ܱ−ܧ)ܧ/2)=3.637663 

At5%level ofsignificanceand 4degreesof freedom,χ2critical=9.488 
χ2 calculated<χ2 critical 
Nullhypothesisisaccepted. 
Hence,itisinferredthatthereisnoassociationbetweenincomeandconsumptionofcow milk. 
(b) RelationbetweenEducationqualificationandrespondentswhoconsumedCowmilk 
using Chi-square analysis 
Inference: 
χ2=Σ((ܱ−ܧ)ܧ/2)=6.229829 

At5%levelof significanceand4 degreesof freedom,χ2critical=9.488 
χ2 calculated<χ2 critical 
Nullhypothesisisaccepted. 
Hence,itisinferredthatthereisnoassociationbetweenEducationqualificationand consumption of 
cow milk. 
(c) RelationbetweenAgeofrespondentsandrespondentswhoconsumedCowmilkusing Chi-
square analysis 
Inference: 
χ2=Σ((ܱ−ܧ)ܧ/2)=11.59656 

At5%levelof significanceand3 degreesof freedom,χ2critical=7.815 
χ2 calculated>χ2 critical 
Nullhypothesisisrejected. 
Hence,itisinferredthatthereisanassociationbetweenincomeandconsumptionofcow milk. 
(d) DegreeofLinearRelationbetweenAgeandnumberofrespondentswhoconsumecow milk 
using Correlation Co-efficient 
Inference: 
r =0.5183 
Hence,itisinferredthatthereexistsasignificantpositivecorrelationbetweenAgeand consumption of 
cow milk. 
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5. CONCLUSION 
 

This study provides a detailed profile of respondents in Anand and Vidyanagar. The 
gender distribution shows slightly more males (59.5%) than females (40.5%). The age 
distribution is predominantly young, with 73% of respondents under 40 years. Educational 
attainmentishigh,with51.5%beinggraduates,especiallyinVidyanagar(65%).Employment 
statusreveals41.5%areemployed,withhigherself-employmentinAnand(26%)comparedto 
Vidyanagar(13%).Jointfamiliesaremorecommon(62.5%),particularlyinAnand(71%).The most 
common income bracket is above 40,000 INR (35%), with Vidyanagar having a higher 
proportion (42%) than Anand (28%). These insights highlight the demographic and 
socioeconomic characteristics of the respondents. 

 
This study reveals that 99% of respondents inAnand and Vidyanagar consume milk, 

with 67% preferring packed milk. Daily consumption is high, with 78.5% drinking milk once 
aday.Mixedmilkisthemostpopulartype(57%),andcompanyoutletsandhomedeliveryare common 
purchase points. Females predominantly make milk purchase decisions (89.5%). These 
findings highlight strong milk consumption habits and the significant role of women in 
purchasing decisions. 

 
This study reveals low consumer awareness regarding cow milk in Anand and 

Vidyanagar.AwarenessofitsFATandSNFcontentislimitedto33.5%,healthbenefitsto44%, and 
weight loss benefits to 63%. However,74% recognizeit as agood sourceofvitamins and 
minerals,and84%understanditsdigestibilitycomparedtobuffalomilk.KnowledgeaboutA1 and 
A2 cow milk is low at 39.5%. These findings emphasize the necessity for enhanced consumer 
education on cow milk's nutritional advantages. 

 
The analysis of cow milk consumption among respondents from Anand and 

Vidyanagar highlights key demographic trends. Most consumers are middle-aged (59% aged 
31-40years),withnotablerepresentationfromyoungadults(23%upto30years).High-income 
families (46% earning above INR 40,000/month) are predominant consumers. Joint families 
(77%) show higher milk consumption compared to nuclear families (23%). Educationally, a 
majorityaregraduates(49%),reflectingahighlevelofeducation.Intermsofoccupation,44% 
areemployed,withsignificantnumbersinself-employment(23%)andamongstudents/retirees 
(each 8%). Statistical analysis reveals a significant positive correlation between age and milk 
consumption (r = 0.5183), while no association was found between family income and milk 
consumption and education level and cow milk consumption. These findings provide insights 
intothedemographicfactorsinfluencingcowmilkconsumptionpatternsinthesurveyedareas. 

 
Disclaimer (Artificial intelligence) 
Option 1:  
Author(s) hereby declare that NO generative AI technologies such as Large Language Models 
(ChatGPT, COPILOT, etc) and text-to-image generators have been used during writing or 
editing of manuscripts.  
Option 2:  
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Author(s) hereby declare that generative AI technologies such as Large Language Models, etc 
have been used during writing or editing of manuscripts. This explanation will include the 
name, version, model, and source of the generative AI technology and as well as all input 
prompts provided to the generative AI technology 
Details of the AI usage are given below: 
1. 
2. 
3. 
 
Consent  
As per international standards or university standards, respondents’ written consent has been 
collected and preserved by the author(s). 
 
Recommendations 
Based on the study findings, it is recommended to implement targeted educational campaigns 
in Anand and Vidyanagar to increase awareness about the nutritional benefits of cow milk, 
including FAT, SNF content, and the differences between A1 and A2 milk. These campaigns 
should focus on schools, colleges, and community centers, and highlight health benefits such 
asweightmanagementandvitaminandmineralcontent.Giventhekeyroleofwomenin 
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purchasingdecisions, theseinitiatives shouldparticularlytarget femaleconsumers.Marketing 
strategies should also focus on high-income and joint-family households to reinforce and 
expand existing milk consumption habits. 
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