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Given the diversity of needs and preferences of consumers in the dairy
industry, identifying and segmenting the target market is essential to enhance
the effectiveness of marketing activities. Customer segmentation helps
companies design more precise strategies and increase customer satisfaction.
This research aims to analyze and segment the consumer market to improve
marketing decision-making in the dairy industry. The objective of this study
was to segment the customers of the dairy industry. This research is a mixed-
methods (qualitative-quantitative) study conducted to investigate customers
and identify their key needs and demands from dairy companies and products.
The study population comprised customers of the dairy industry in Mashhad.
In the qualitative phase, 23 dairy industry buyers were selected and
interviewed in five focus groups. Using thematic analysis, 60 factors affecting
dairy product purchases were identified. These factors were categorized into
14 main components, including product health, product nature, external
product factors, product structure, personality and psychological factors,
company identity, production power, company competitiveness, distribution,
competitive pricing, awareness factors, social factors, and store capabilities in
MaxQDA software (2020), aiding in the analysis and identification of key
components. In the quantitative phase, 517 questionnaires were collected
from various areas in Mashhad using stratified sampling. The validity of the
questionnaires was confirmed through content and construct validity, and
their reliability was confirmed using Cronbach's alpha. Factor analyses were
performed in LISREL software, and customer segmentation was done into
two clusters, "Expectant” and "Risk-Averse," using SPSS software. The
results of this research can help dairy companies improve their marketing
strategies by leveraging the obtained data and more effectively aligning their
products and services with customer needs.

Cite this article: Balouchi, H. (2026). Identification and Classification of the Dairy Product Consumer Market: A Customer
Segmentation-Based Approach Industry. Iranian Journal of Agricultural Economics and Development Research, 57-2 (1), 137-166.
DOI: https://doi.org/10.22059/ijaedr.2025.381803.669317

© The Author(s).
DOI: https://doi.org/10.22059/ijaedr.2025.381803.669317

Publisher: The University of Tehran Press.



https://ijswr.ut.ac.ir/issue_10582_11076.html
https://doi.org/10.22059/ijaedr.2025.381803.669317
https://doi.org/10.22059/ijaedr.2025.381803.669317
https://orcid.org/0000-0002-3091-3295
https://creativecommons.org/licenses/by-nc/4.0/

Identification and Classification of the Dairy Product Consumer Market: A Customer Segmentation- .../ Balouchi, 138

Extended Abstract
Obijectives

Given the limited research on the motivations and driving forces behind dairy product purchases, this article
uses consumer involvement as a tool for segmentation to explore domestic dairy product purchases from a new
perspective. A precise understanding of customers and their needs is a key factor in the success of companies
in the dairy industry. Due to the cultural and social differences among consumers and the diversity of products,
the dairy market requires data-driven approaches for customer segmentation. This study, employing a mixed-
method approach (qualitative-quantitative) and focusing on dairy industry customers in the city of Mashhad,
seeks to provide a more comprehensive view of customer needs and expectations by identifying the factors
influencing purchases. The results of this study can help dairy companies design targeted marketing strategies
and optimize production and distribution processes.

Material and Methods

The present study, from the perspective of approach and strategy, falls under the category of mixed-method
research (qualitative followed by quantitative). The research strategy in the qualitative phase involves thematic
analysis from focus group interviews, and in the quantitative phase, it employs a survey. The objective of the
qualitative phase is to identify the factors influencing dairy product purchases through thematic analysis, while
the quantitative phase aims to confirm these factors and segment the customers.

This research involves both identifying and confirming the factors affecting the dairy industry’s customer
purchases and is divided into two parts. Initially, the results of focus groups and the thematic analysis from
focus group interviews are presented. In the thematic analysis, the factors identified from the focus group
interviews are categorized and named using systematic coding methods. In the next step (quantitative), these
factors are confirmed through confirmatory factor analysis and customer segmentation in the dairy industry of
Mashhad was conducted.

The first part addresses the research question: "What are the factors influencing the purchase of dairy
products among Mashhad’s dairy customers?" This section aims to identify the important and influential factors
affecting customer purchases. To gather data for this part, focus groups and interviews were conducted, and
the themes (the relevant indicators from the thematic analysis process) were categorized and named within the
identified constructs.

In the second, quantitative part of the study, data was collected using questionnaires. Then, based on the
customer data, confirmatory factor analyses were conducted, followed by customer segmentation through
cluster analysis, placing the customers into different segments.

Results

The present study identifies and analyzes the factors affecting consumer purchasing behavior in the dairy
industry. Through focus group interviews and thematic analysis, 205 initial codes were identified and
ultimately classified into 14 main categories. These categories include product health factors, quality,
packaging design, product structure, and personality factors. The results indicate that health-related factors,
such as freshness and hygiene, are of high importance, especially in light of consumer concerns stemming from
previous scandals. Additionally, product quality and factors like taste and smell also play a significant role in
consumer purchasing decisions. The examination of external categories, such as packaging design and
reusability, highlights consumers' attention to the visual and environmental aspects of products. The findings
are highly consistent with previous research and underscore the significant impact of these factors on
purchasing behavior in the dairy industry.

Conclusion

The analysis of factors influencing the purchase of dairy products clearly illustrates the complexities of
consumer decision-making. The results of this study emphasize the growing importance of health and quality
considerations in the dairy market. Given the concerns arising from product quality and health, particularly
following various scandals, consumers are increasingly focused on the freshness and hygiene of products.
Furthermore, the desire to purchase high-quality products with desirable taste has emerged as a key factor in
consumer choices. Additionally, attention to packaging design and reusability reflects the environmental
concerns of consumers, which can present an opportunity for dairy brands. Ultimately, these findings can assist
managers and marketers in the dairy industry in developing more effective strategies and optimizing products.
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Table 2. Demographic Characteristics of Respondents in the First Phase of the Quantitative Study
Conod (slo it a5 Slolyg Jo oy Lo yd Lo Loy
sl Option Frequency Percentage
Demographic
Variables
i Sye 343 60.5 Jabs S0 192 37.2
Gender Male Marital Single
o5 174 39.5 Status Jnbie 325 62.8
Female Married
Age Under 25 ol y> e Below 20
o3lgils wlialo million
Jl Y- Yo 98 18.9 Yo b yo 178 34
Monthly
25-30 years Family Uske
Income 25-30
million
JL Yo by 103 19.9 Yo Ly 106 20
31-35 years oo
30-35
million
Jl ¥ by 63 12.2 ¥ LYo 91 17
36-40 years 9o
35-40
million
Jls Yo b ¥y 69 13.4 fo b ¥ 41 8
41-45 years Osalee
40-45
million
Jw - b¥s 51 9.8 Yo oYL 25 5
46-50 years Ogalee
Above 45
million
Jls 00 G o) 46 8.9
51-55 years
0F il gV 38 7.4
Above 56

sly bpadls Coenl (cw)p Ban 8 4 pbyide slp dsliduoyy (L9 09)5) (&S Al po @l I oolial L

3 b o (g 5o aS) asls o Jols (clasliiuy (iSu cpl p3 0313 (6)915,5 s odlatul 3590 3l ] )b yiiie
sly 292 (8) pilye (s b (V) wille (s 5l S o b sy il ol S 5 Sl Cxtio (lyidie oy
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Table 3: Cronbach’s Alpha of Questionnaires and Variables

el Lol logyS il KMO el Lol lig)S il KMO
Extracted Factor Cronbach's Alpha Extracted Factor Cronbach's Alpha
5 g @y
o 0.865 0.821 7P <8 0.915 0.849
Intrinsic Production Power
e oy 08
0.842 0.777 0.885 0.802
Structure Competitive Power
w9 0.924 0.866 o gipe 0.821 0.702
External Distribution Power
oMo 55 Caod
0.92 0.824 G e 0.857 0.662
Health Competitive Price
Fazud Awareness o1 2l51 Jolgs
. 0.867 0.859 0.897 0.869
Personality Factors
H| o] ol
< 0.863 0.824 welez] Jelpe 0.875 0.716
Psychological Social Factors
S b dalilis olK5g,5 cubls
. 0.824 0.72 - 0.855 0.724
Company Profile Store Capability
Total
dolidany JS 0.951 0.895
Questionnaire
basdl
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Table 4. Sample Results of Thematic Analysis of Focus Group Interviews (Factors Affecting Dairy Product Purchase

— Factors Influencing Product and Company Choice)

K £hw 55 ojlads s
Theme Sub-theme Code No Code
No
1 1PE1(G1) S walgd By JU5S day 3L g ek )51
If the taste is good, | will look for the brand.
1 1PE3(G1) ol oo 35 )3 plABI painy o |y pabs 4> £45
| like variety in taste; my taste is important when buying.
1 TPE10(G2) 5l Al Cgd (692 9 050 carb L Y guas
T;]:e Products must hfave good taste, flavor, and smell.
1 6PE13(G3) o 85 ol g sl wro waly Jgae pabs
The taste of the product is important to me, and | pay
attention to it.
1 4PE19(G5) O IV 1) NP VLGP SE
| buy flavors that are pleasant to me.
1 1PEL17(G4) 2 Cuwgd |y alises (glapabs
| like different tastes.
1 6PE20(G5) ~bThe taste of the product is very important to me. (
Jewl e (3wl n Jpaze
1 3PE21(G5) Y game o)y Cangd pyld Casgd 9y alise (slapab 5 piws cdbggs
oS Gloel 9y ggiie
| am variety-seeking and like different tastes; I like to try
diverse products.
1 12PE23(G5) iy 5 olS i 93 Moo )y Cawgd |y g oib b &Y o
| like products with good taste, e.g., seven-herb yogurt.
2 » 11PE6(G1) S i oy SV gama b ol oty Mo canty 55 (32 2l Jpaee
Smell B 0 it (8o
The product should smell good, e.g., Ligvan cheese or some
company products.
2 9PE10(G2) AL ALl Cgd (g9 g 030 b WL OY gaze
Products must have good taste, flavor, and smell.
2 7PE13(G3) Al andly gl (592 45 oS (o0 23 |y (Jgaree
| buy products that have a pleasant smell.
60 5 o loss 4PE11(G2) Al gy S Bl ALID Cgd B8 il e Sledd L eS8
U9y The company should provide good after-sales services and
After-sales follow up with customers.
60 service 11PE19(G5) 5 e sho st §SSusly (L yide & &5 @S (0 b3 2SSl

w3 n plinl s (o & gy 4 (50>
| buy from companies that respond to their customers;
customer feedback and responsiveness give me a sense of
respect.
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Table 5. Sample Summary of Interview Data for Each Participant
odgddslas 09,5 ol gyl oS odgiidslas ol gl sl &S 09,5
Respondent Group Extracted Codes Extracted Codes
1 L a5 3y toaidb 4oy foab 5 sl g QLLb! s tedlgls (0390 Bgyme) X
S b Al g Xy £ game CudsS Brand (famous); Family; Opinion of
Taste: Seller others; Company credibility
recommendation; Loyalty
and attachment to local
products; Product quality;
Brand and company history
7 2 e g (2 Moyd (g bl 17 e yy g oy 8 101,500 dpog Bl tpoabs
OO Taste; Preference; Recommendations
Hygiene; Fat content; from others; Store and prestige
Traditional
14 3 s ey flle sl Slee 23 2l b s Sl il auils owhass

fgddinyg fbad lailiwl pled ¢ oy
oS> Sl 1 e slagy b
Sxsly Sy fgare ) £
cSys el g wlhaie Cuwd

Ao 18 b (S35 )bty B 4 tolS 5
Loj ol 5 cbda (gb pab) 4B ¢ lanse
o o ek fadadll Ny g egd

Olals (S b Al ¢ g Pliwg

(099 H9=3)
Healthy raw materials; No preservatives; Organic and natural;
Availability; Fat content; Composition;  Purchase experience;
Durability; Standards; Dates; Proximity to company; Expert

Packaging; Expiration dates;
Advertising by  others;
Product variety; Innovation
leadership; Fair  price;

Company credibility

recommendations; Taste (good);
Packaging and appearance; Production
method; Recognized brand; Good taste;
Nostalgia; Company history; Advertising
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Table 6. Extracted and Finalized Themes from the Focus Group Process

0lads L;?l,m" ‘WK 0lods @19@" |r‘,3' 0,loss u?lpw“ IWS 0,louis u?lpcw"' | o
No Extracted Theme No Extracted Theme No Extracted Theme No Extracted Theme
1 oo 16 sl 31 wlbggs 46 s laslel
Taste Hygiene Variety-seeking Standards
2 ksl 17 Bk 32 i Rl 47 kbl Cunds
Smell/Fragrance Durability Showing FHESNY
off/Competition Factory location
3 oje 18 09 (b 33 Suian 0 48 Glydlo @)a8 g los
Flavor Naturalness Prestige Export capacity
4 Jyaze cuis 19 P9 (e 34 Py > 49 0958 9 Mg po>
Product quality Traditional Nostalgia Production &
sales volume
° sy i 20 Gyas slagb 35 sl 50 esys e
Packaging quality Expiration dates Preference/Taste Company
expertise
6 Jyase alls 21 Sliaie Cuod 36  )auExperience( 51 oSy el
Product Fair price Company
appearance credibility
7 iy ) 22 (st Cenid 37 Ll 5l 5 52 Fr &IPS
Package color Relative price Buying from Advanced
familiar sources technology
8 Noditay b 23 Ceosd @S 38 o5 eolizl 53 Jyame JolS du
Package size Price stability Others’ usage Complete
product range
9 cébil BB Gl 24 oLy duogd 39 odlgils 54 Y guame £4
Recyclable Seller Family Product variety
container recommendation
10 51 31500 oaliul s 25 9 Ohanase duog 40 welasl agb 55 Sl
ERA sy Social approval Innovation
Reusable container Expert/staff
recommendation
1 oS 26 oy olls 41 ol b 96 he il e less
Ingredients Word-of-mouth Opinion of After-sales
advertising others service
12 03515455 dlge 27 &S b Sligls 42 ol&iig 8 (¢ jued 57 Ly
Preservatives Company Store Brand
advertising olKigy8 Ly
cleanliness
13 e o 28 Mo aul ) 5l a8 43 Store brand 58 0955
Fat content oSy S!S
Awareness of Storage/logistics
production
process
14 b ),l54; gl 2lge 29 e 35 9 uas 44 oSy wlai 59 CS S @iy
Raw materials used Local Store Company
loyalty/patriotism organization distribution
15 SYgare (536 30 b S 45 S y5 dbl 60 P9 9 Fed
Product freshness Freshness- Company history Availability

seeking
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Table 7. Final Categorization of Extracted Themes from the Focus Group Process

aa)gio b slees olass
Category Open Codes / Themes Count
Jyaze Codw CGpao g, 5 (D9 (w009 (b Bk fcubligy (Y gae (S5 6
Product health Product freshness; Hygiene; Durability; Naturalness; Traditional; Expiration dates
Jgaze (G5 Jelps 030 9 (slas) g feb £ J g CuieS 4
Intrinsic product Product quality; Taste; Smell/Fragrance; Flavor
factors
Jyame Sy Jelos odlisl Coild g cdljl BB b ¢ guhatun o taiay S5, Hghidin) Jpame jalls fgubdiu cubS 6
Extrinsic product N ER RN
factors Packaging quality; Product appearance (packaging); Package color; Package size;
Recyclable container; Reusable container
Jgame s e aby 54 adgl dlge g (y> duoyd 05)15aS5 dlge LS 4
Product structure Ingredients; Preservatives; Fat content; Raw materials used
s Jolse oy 9 sty (bt (ol (SiU o §)e g cuas 5
Personality factors Local loyalty/patriotism; Freshness-seeking; Variety-seeking; Showing
off/Competition; Prestige
Sloy Jolss OIS odliiel g Ll 1y 3 ey o5 sl s Py 5
Psychological factors Nostalgia; Preference/Taste; Experience; Buying from familiar sources; Others’
usage
S i anliwlis G5, Ll Canbge o o luliul (08,5 dile 3
Company profile Company history; Standards; Factory location
S b Mg @5 PR S3PFSS g S b )lael (S b (auadS £ g )b g 295 o 0l plo 0y g >
Company production Export capacity; Production & sales volume; Company expertise; Company
power credibility; Advanced technology
S i el (olg) )b By g oy 3l o Sladd g yelgs Y guane £oi5 ¢ Jguae JolS L 5
Company Complete product range; Product variety; Innovation; After-sales service; Brand
competitive power
CS5b iy @8 09 e ) 9 S b 3 H(Stc) (IS 05 3
Company distribution Storage/logistics; Company distribution; Availability
power
o) Cuasd Sliate Cuod 5 Cuasd LS £ amd Cuard 3
Competitive price Relative price; Price stability; Fair price
oxims T Jolge Mo anl )8 5l T g 8 s Sl foladalad Slils ¢ i p g lastie duogi oaibg b duogs 5
Awareness factors KXW
Seller recommendation; Expert/staff recommendation; Word-of-mouth
advertising; Company advertising; Awareness of production process
elosa! Jalge Sl 55 5 elezl 1ol todlgils 3
Social factors Family; Social approval; Opinion of others
ol )8 bl olig)8 wlas 5 ol )8 50 f0l8dg )5 (53 3

Store capability

Store cleanliness; Store brand; Store organization
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Figure 1. MAXQDA Output of Main Themes and Categories
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Table 8. Summary of Confirmatory Factor Analysis
dois 465 hole b & bline dac doio 45 lole b & blime dac
Category Item / Code Factor Significance Category Item / Code Factor Significance
Loading Value Loading Value
Sy CodsS N gasmo Sl
o Jelos Packaging 0.71 20.22 Jaare o Product 0.76 18.33
Jga quality Product freshness
Extrinsic Jyae alb health .
product Product 0.73 22.87 Hyglenewl.xeg 0.91 22.04
factors appearance
Ly SN 0.80 21.37 Durability ¢,55b 0.84 19.01
Package color
i ol 0.84 21.65 o9 el 0.96 25.04
Package size Naturalness
sl b6 G .
Recyclable 0.79 21.94 O 0.85 20.13
. Traditional
container
S35 odlawl cubld
)b Jl 0.77 22.55 df‘m_“mé)b 0.86 21.92
Reusable Expiration dates
container
Jgasee sl S Jelgs
Product als 5 Jyare
structure 0.76 19.55 Intrinsic Taste b 0.68 20.63
Ingredients
product
factors
02455 Slge 0.79 20.74 e 5 0.71 17.79
Preservatives Smell/Fragrance
Fat wp e o4 21.04 Flavors;e 0.76 20.69
content
b))y adglolge i
Raw materials 0.64 14.99 J o 0.87 24.47
Product quality
used
Jelys 4238 4oy eleiz] Jolse
sxim3_als] Seller 070 17.79 Social Familyoslgls 0.77 19.75
Awareness recommendatio factors
factors n
9 Olaasis duog
Expert/staff 0.81 21.38 S°c':" u‘“*?l' =F 01 25.05
. pprova
recommendatio
n
okagley clads oldhbl s
Word-of-mouth 0.77 19.84 Opinion of 0.84 22.22
advertising others
Company 0.85 22.94 Competitive o Seo? 0.84 2111
. . Relative price
advertising price
gl )l als]
<SS Price cwid ol
Awareness of 0.80 20.94 - 0.83 20.98
> stability
production
process
Jolss e 5y 5 eass . )
el Local 72 18.31 Faif wlioio cad 68 16.23
Personality  loyalty/patriotis price

factors m
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Freshness- 0.86 22.65 ) P o 0.72 17.06
seeking Psychological Nostalgia
factors
Variety-logss g g9 21.09 b 0.78 19.74
seeking Preference/Taste
Showing 0.75 19.42 Experienceq > 0.78 19.68
off/Competition
Buying Lsl 5l 1,5
Prestlge)w:)J 0.66 16.42 from familiar 0.72 17.75
sources
doliwlids
oSy S b Al 3,553 olizl
0.68 16.86 O3 02 0.70 17.05
ComPa”V Cqmpany Others’ usage
profile history
&IF ©)8 s
. oS, S oy
o skl »
0.83 20.86 St 0.95 28.71
Standards (Forppaljy T
distribution Storage/logistics
power
bl cusdge S b @i
Factory AEB)K 0.97 27.03 Company 0.96 29.11
location distribution
@8 5 ol . s
Export oyl 0.78 19.58 O o) 0.45 10.53
] Availability
capacity
P98 5 Mg > Jsaze JolS e
Production & 0.83 21.16 Complete 0.84 23.01
g &5 sales volume product range
sy Company 0.76 18.81 Vpame g ggg 23.38
Production . Product variety
ower expertise
P Sy el
Company 0.77 20.17 |nn0V3ti0n‘j)5’|95 0.88 24.77
credibility colby @)u8
Pr SIS oS, 00958 3l ey e
Advanced 0.80 2161 Competitive After-sales 0.74 19.54
technology power service
cbls o i Ny
R Y- : X T 0.75 19.75
organization
Store Brand
capability o3y 8 (g jue Jyaze Jol5 s
cleanliness product range
Store olSiig,8 Xy 080 2041
brand

A sy b yide (sab ity 4 b e el | odel Cawd 4 slaodly wll 1yl b (g i
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Table 9. Bayesian Information Criterion (BIC)

bades sl olsd G SHe Shrr S )3 i Sir S ) il £ adold s
Number of Clusters BIC Change in BIC Rate of Change in BIC Distance Ratio

1 36240.779 — — —

2 35619.398 -621.381 -1.996 1.122
3 35894.281 274.883 -0.442 1.122
4 36266.773 372.492 -0.599 1.192
5 36768.293 501.521 -0.807 1.028
6 37288.208 519.914 -0.837 1.052
7 37840.565 552.357 -0.889 1.070
8 38433.674 593.082 -0.954 1.056
9 39057.784 624.137 -1.004 1.073
10 39719.431 661.646 -1.065 1.013
11 40387.612 668.181 -1.075 1.048
12 41078.929 691.317 -1.113 1.092
13 41811.076 732.147 -1.178 1.034
14 42557.757 746.681 -1.202 1.007
15 43307.293 749.536 -1.206 1.045

g amd e ol |y 4l 03l b S sl dlols s 5 aSIT Mo 5 Jgde 5 (i S jlaio YU Sl
@ dng b aS Wb e gals ol L aSET Mo g chw SHo cadigd ¢ bl b 34 o sdnlie a5 gl e
Mlﬂ 9 S SN 4.3L:3.a ‘_,’.3‘9? dold Coud (> Cwl )l)’b d*“u“"’ d')g A | BN KW+ C)il ul?wy
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Table 10. Akaike Information Criterion (AlIC)
aaigs dlas 43T S Mo AT Mo s jis AT Mo > 4w £ alold Cans
Number of Clusters AIC Change in AIC Rate of Change in AIC Distance Ratio

1 35442.147 — — —

2 34022.134 -1420.013 -1.996 1.122
3 33498.385 -523.749 -0.369 1.122
4 33072.244 -426.141 -0.003 1.192
5 32775.133 -297.111 -0.209 1.028
6 32496.415 -278.718 -0.196 1.052
7 32250.014 -246.275 -0.173 1.070
8 32044.591 -205.055 -0.145 1.056
9 31870.096 -174.495 -0.123 1.073
10 31733.011 -136.986 -0.096 1.013
11 31602.659 -130.451 -0.092 1.048
12 31495.344 -107.315 -0.076 1.092
13 31428.859 -66.485 -0.047 1.034
14 31376.908 -51.951 -0.037 1.007
15 31327.812 -49.096 -0.035 1.045
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Table 11. Cluster Distribution

g Slas oS i Ao yd Lo mex
Cluster Frequency Combined % Cumulative %
1 233 43 —
2 284 57 —
odduS 3 517 100 100
Combined
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Table 12. Cluster Distribution

skl ) ddgs Y ades
Dimension Cluster 1 Cluster 2
Jsasee S Lolgs 3.28 4.12
Intrinsic product factors
Jgaze (S Jelos 3.71 4.43
Extrinsic product factors
Jao Lo 3.70 4.21
Product structure
Jsame oMo 3.73 4.12
Product health
S Jolge 3.23 4.18
Personality factors
Sy Jose 3.02 401
Psychological factors
oS i dnliwlis 3.42 4.12
Company profile
S b Mgi @yaB 3.62 4.46
Production power
8 b oy ¢yad 3.46 4.19
Competitive power
S i @i ydd 3.57 3.83
Distribution power
By Cead 3.24 4.12
Competitive price
oxim3 al5T Lelgs 2.97 4.03
Awareness factors
slon! Lelgs 3.43 435
Social factors
oS98 colils 3.07 4.04

Store capability
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