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FOOD SCIENCE & TECHNOLOGY | RESEARCH ARTICLE

Origin and dairy consumption in West Africa: A 
cross-cultural analysis of consumer behaviour
Mavis Boimah1* and Daniela Weible1

Abstract:  The growing exports of European dairy products to West Africa is globally 
raising concerns with regard to its role in the retarded growth of the local milk 
sector in recipient nations. The impact of such imports on the local milk value chain 
and the competitiveness of local products have been extensively researched. 
However, the demand side, specifically consumer perceptions and preferences has 
been largely neglected. This study therefore focuses on identifying consumer per-
ceptions, preferences, and attitudes in this context. Specifically, the study identifies 
factors influencing the choice of dairy products from local, domestic, and imported 
origins with data gathered from 312 and 532 households in Ghana and Senegal 
respectively. Focusing on yoghurt as the sole product coming from these three 
origins, we find a differing influence of consumer attitudes and perceptions on 
consumption frequencies. Although ethnocentric attitudes were exhibited, it did not 
limit purchases to local yoghurts, contrasting existing literature. Purchase decision 
as we find is largely influenced by product availability encouraging the consumption 
of domestic and imported products. Considering the crucial role of imported dairy 
products in ensuring a reliable access to affordable dairy products in developing 
countries, their imports are important.

Subjects: Agriculture & Environmental Sciences; Consumer Psychology; Development 
Studies 

Keywords: Dairy; origin; perceptions; Ghana; Senegal

1. Introduction
The end of the European Union’s milk production quotas in 2015 coupled with other factors in the 
global milk market such as favourable prices has resulted in an expansion in the operations of 
European dairy companies in developing nations, particularly in West Africa (Orasmaa et al., 2016). 
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The fast-growing dairy sector in this region makes it one of the most important among other sectors. 
Products including cheese, ultra-pasteurized milk, evaporated milk, ice creams, yoghurts, and milk 
powder are imported (Zamani et al., 2021). Besides, the processing industry that relies on milk powder 
has seen a significant growth over the last two decades (Corniaux, 2018; Oppong-Apane, 2016) and an 
increase is expected in consumer preferences for more diversified dairy products implying further 
growth of the sector (e.g. Boimah et al., 2021; Broutin et al., 2018). Milk and milk products are generally 
an important source of protein in West Africa, where diets are mainly based on staples such as grains, 
cereals, roots and tubers (Molina-Flores et al., 2020). In contrast, local milk production in these 
developing nations grew only slightly or even remained stagnant over the years (Zamani et al.,  
2021). The poor state of the milk sector in these nations has drawn the attention of some international 
organizations and civil society activists who have associated the retarded growth of local milk 
production and its processing to the operations of European dairies in the region (e.g., Broutin et al.,  
2018; Magnani et al., 2019; Orasmaa et al., 2016).

Researchers over the years have also placed emphasis on analyzing the dairy value chains in West 
Africa such as Boimah et al. (2021), Guri et al. (2018) and Oppong-Apane (2016) in Ghana; Corniaux 
(2018) in Senegal; Corniaux (2017) in Burkina Faso; Corniaux and Duteurtre (2014) and Duteurtre and 
Corniaux (2013) in West Africa. In their studies, several constraints and challenges of the local milk 
production and processing sectors are identified, which indicate that the supply of the countries with 
dairy products will not be possible in the future without imported milk. The studies so far have 
neglected consumers who are located far downstream the value chain but who play a critical role in 
the success of actors upstream, particularly in the case of the local dairy value chains.

Food choice is a routine activity for most individuals and is driven by socio-economic factors 
such as income, age and gender. More so, it is influenced by additional factors of consumers’ food 
environment and the whole food system (H. Bytyqi et al., 2008; Colonna et al., 2011; Forbes-Brown 
et al., 2015; Johansen et al., 2011; Krešić et al., 2010; Rani, 2014). In West Africa, dairy consump-
tion is diversified with a more or less segmented market with three different origins of products; (i) 
those made from fresh local milk, (ii) domestically processed products from imported milk powder, 
and (iii) imported products. In view of the growing criticisms of European dairy exports to West 
Africa, the overall aim is to analyze consumption habits with respect to the three different types of 
dairy products and compare these behaviour as well as their determinants. Precisely, we intend to 
find answers to the following questions: (1) how often are dairy products generally consumed and 
what determines this frequency? (2) What influence does origin have on the consumption of dairy 
products? and (3) Are there differences in the behaviour of consumers in different countries? We 
consider Ghana and Senegal, two West African countries with high volumes of import and 
processing, as our case study countries. We chose two countries because according to Gedikoglu 
and Parcell (2014), geographical locations potentially can influence a variation in consumer 
behaviour (perceptions and preferences). This implies that the same product can be perceived 
differently by consumers in two different locations due to different cultures and habits. 
Furthermore, we focus the analysis on yoghurt because in both countries it is the main dairy 
product with three origins, i.e., it is produced with local milk and thus referred to as local yoghurt, 
processed domestically with imported milk powder designated as domestic yoghurt or is purely 
imported thereby known as imported yoghurt.

In the first stage of our analysis, we identify the frequency at which yoghurt, in general, is consumed 
in these two countries and the factors that subsequently determine these consumption rates. To verify 
the influence of origin on consumer behaviour, in the second stage, we identify not only socio- 
demographic characteristics but also consumer attitudes and perceptions that determine the con-
sumption of local, domestic, and imported yoghurts. Moreover, we assess the results from the two 
countries to see if notable differences exist in consumer behaviour towards local, domestic, and 
imported yoghurts. We believe the results will serve as a useful evidence to guide the debate on the 
importance of product origin to consumers and the role of dairy imports in developing economies.
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2. Influence of origin on consumer behaviour: A review
Global commerce continually exposes consumers worldwide to products from varied origins thus 
increasing the complexity of the process of decision making. Due to this, researchers over the years 
have focused on identifying factors that drive consumers in the process of decision making. As 
literature reveals, consumer behaviour is a multi-cue process, meaning it is influenced by several 
factors including intrinsic and extrinsic factors of the product in question, factors specific to the 
decision maker (e.g., knowledge, beliefs, and attitudes), culture, and geographic location (Bagga & 
Bhatt, 2013; Forbes-Brown et al., 2015; Sama, 2019; Shepherd, 2001). However, one factor which is 
drawing the attention of researchers is the concept of Country of Origin (COO) on consumer 
behaviour, referred to as the country-of-origin effect (Schnettler et al., 2008).

Schooler (1965) carried out the first empirical test to ascertain the influence of COO on consumers’ 
perceptions and attitudes towards products, thereby laying the foundation for studies in the field of 
international marketing. The country-of-origin phenomenon (Schooler, 1965) dwells on the assump-
tion that consumer decision making is a cognitive process based on a consumer’s reliance on a host 
of information cues used in his/her purchase decisions. Obermiller and Spangenberg (1989) further 
identifies three different effects of the country-of-origin cue—affective, normative, and cognitive. 
According to Han (1989) the country image may become a construct which summarizes one’s beliefs 
about a product’s attributes which can have a direct effect on his/her attitude towards the brand. 
The affective effect describes the COO cue as an attribute that links a product to symbolic and 
emotional values. This includes national pride and social status which triggers an emotional 
response and hence a consumer’s purchase decision. Ethnocentricity/ethnocentrism is relevant to 
the affective aspect, especially when this factor is triggered by consumers’ pride in their local 
products. Ethnocentricity is therefore one of the most relevant and interesting aspects of COO and 
is identified as an important factor that drives consumer perceptions (e.g., Abdalrahman et al., 2018; 
Makanyeza & Du Toit, 2017; Nadiri & Tümer, 2010). As a concept, ethnocentrism is viewed as the 
tendency to regard the standards, beliefs, and code of behaviour of one’s “own” as superior to those 
found in other societies (Nadiri & Tümer, 2010).

In terms of the normative effect, the COO cue generates moral reflections which guide con-
sumers’ behavioural intentions. In this case, COO reveals an influence on preferences without 
a change in overall evaluation or attitude towards a product (Fishbein & Ajzen, 1977). Thus, the 
COO of a product is seen as intervening between a consumer’s evaluation and behavioral inten-
tions. Consumers object to imported goods because they consider them as the major cause of 
unemployment (Shimp & Sharma, 1987). This reason for rejecting imported goods is relevant to the 
normative aspect, as consumers may see avoiding being “harmful to local economies” as a type of 
social norm.

For the cognitive effect, COO does not have a direct effect on a consumer’s evaluation. However, 
it is used as a reference to infer some other attributes such as product quality that determines 
their overall attitude. Bilkey and Nes (1982) and Obermiller and Spangenberg (1989) identify the 
cognitive effect as the most frequent in consumers evaluation of products. As Shimp and Sharma 
(1987) notes, ethnocentric consumers object to imported goods because they perceive them as 
inferior to local goods which is relevant to the cognitive aspect of the influence of COO on 
consumers’ behaviour.

Many studies have shown that ethnocentric consumers are more likely to purchase local foods 
compared to the purchase of imported ones (e.g., Blazquez-Resino et al., 2021; Miguel et al., 2022; 
Schnettler et al., 2011, 2017). This higher tendency to opt for local products is noted to be related 
more to consumers’ superior evaluation of local goods over the imported versions (e.g., Blazquez- 
Resino et al., 2021; Bruwer et al., 2023; Kilders et al., 2021). Nevertheless, Sharma et al. (1995) have 
also identified those group of consumers on the other side who do not care about the origin of 
products they consume (i.e., whether domestic or imported). In this instance, factors other than 
ethnocentrism could explain the underlying purchase and consumption behaviour of consumers. 
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As Yang et al. (2022) also point out in their study, the importance of country-of-origin in evaluating 
dairy products is not necessarily driven by consumer ethnocentrism. However, it is noted that 
higher levels of consumer ethnocentrism is associated with the importance of country-of-origin in 
product evaluation only where purchase frequencies are higher.

Several authors have explored the significance of product origin on consumer valuation of product 
attributes and differentiation (e.g., Abraham & Patro, 2014; Berbel-Pineda et al., 2018; Nguyen & 
Alcantara, 2022; Norris & Cranfield, 2019; Profeta et al., 2012). Others such as Balcombe et al. 
(2016), Kaya (2016), Sckokai et al. (2014), Abraham and Patro (2014), and Holdershaw et al. (2013) 
have likewise demonstrated the importance of product origin as an important extrinsic credence 
attribute influencing consumer perceptions. Origin can affect consumer valuation of attributes such as 
taste and safety (Barbarossa et al., 2016; Rezvani et al., 2012; Yang et al., 2018). However, Gedikoglu 
and Parcell (2014), Rani (2014), Profeta (2008) and Block and Roering (1976) have found that the 
extent to which “origin” influences consumer purchases depends not only on intrinsic factors but also 
on extrinsic factors including socio-demographic characteristics, geographic and cultural variations. 
For instance, origin as an indicator of food quality (Holdershaw et al., 2013) is found to be more 
pronounced among consumers in developing countries (Chung Lo et al., 2017; Clipa et al., 2017; 
Makanyeza & Du Toit, 2017; Wang & Heitmeyer, 2006; Xu et al., 2020) than in the developed world 
where products originating from the west are mostly considered as superior to local products.

3. Materials and methods

3.1. Data
The study dwelt on primary data collected in March 2021 in Ghana and from January to 
February 2022 in Senegal. The survey periods are almost a year apart due to the situation of the 
coronavirus pandemic in the latter country. In Ghana, we conducted the survey in Accra, Kumasi 
and Tamale, while in Senegal we chose Dakar, Thiès and Kolda. We selected these cities because 
they are highly urbanised, ethnically diverse and have high pattern of dairy consumption. 
Moreover, these cities are found in regions—Greater-Accra, Ashanti, and Northern (Ghana) and 
Dakar, Thiès and Kolda (Senegal)—where many dairy farms are located.

A multistage sampling procedure was used in gathering the data. First, three districts were ran-
domly chosen from each city, while a community each was randomly chosen from the selected 
districts in the second stage. The third stage involved a random selection of dairy consuming house-
holds. To select a household, we used a random walk procedure, interviewing respondents from every 
third household along the route. If a respondent in a target household did not consume milk, was 
unavailable (after two visits) or was not interested in participating, the next household was selected. 
The study targeted consumers of dairy products who were responsible for purchasing or making 
purchase decisions in the household and were aged 18 years or older. In all, 312 and 532 households 
were interviewed in Ghana and Senegal respectively. The sample size considerations were based on 
the importance and popularity of dairy in the two countries and on budget restrictions. A standardized 
questionnaire was used to conduct face-to-face interviews with the respondents.

4. Methods
The ordered probit and logit models were used to identify socio-economic and psychometric 
factors influencing the frequency of overall yoghurt consumption and the factors influencing the 
consumption of local, domestic, and imported yoghurts. The means and standard deviations of 
socio-economic variables used in the logit and ordered probit model are described in Table 1.

Prior to the estimation of the models, exploratory factor analysis using Principal Component 
Analysis (PCA) and the Varimax rotation with Kaizer normalization were used to reduce the 
statements regarding consumer attitudes and perceptions into unrelated factors and included in 
the econometric models as independent variables.
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4.1. Ordered probit model: factors influencing the frequency of yoghurt consumption
The frequency of consuming yoghurts in general varies from one household to the other and 
depends on certain factors specific to each household. In this case, the consumption frequency is 
considered as discrete and ordinal, 0;1; . . . ;n. In literature, ordinal or categorical dependent 
variables such as those in this study are usually modelled with an ordered logit or probit model, 
which are an extension of the binary models. Pioneered by McKelvey and Zavoina (1975), the 
ordered probit model is now widely used for modelling ordinal categorical dependent variables. 
According to Greene and Hensher (2010) the ordered probit model provides an efficient approach 
to recover the model parameters. It estimates the probability of an outcome as a linear function of 
the selected independent variables in addition to the predicted threshold values. For consumer 
i i ¼ 1; . . . ; jð Þ, we consider y�i as the unobserved continuous dependent variable so that;

Table 1. Description of socio-economic variables used in the binary logit and ordered probit 
models

Ghana Senegal

N = 312 N = 532

Variable Description Mean Std. dev. Mean Std. dev.
Gender Gender of 

respondent (1 =  
male; 0 =  
otherwise)

0.31 0.47 0.29 0.46

Age Age of 
respondent in 
years

38.96 11.6 41.70 13.69

Married Marital status 
(1 = married; 0  
= otherwise)

0.68 0.47 0.82 0.39

Tertiary Post-secondary 
education or 
higher (1 = yes; 
0 = otherwise)

0.42 0.49 0.28 0.45

Child <18 yrs Children less 
than 18 years in 
the household 
(1 = yes; 0 =  
otherwise)

0.76 0.43 0.88 0.33

Household size Number of 
persons living in 
a household

6.38 4.54 10.24 5.12

Low income 1 = if monthly 
household 
income is in the 
range: 288.8– 
55.1€

0.62 0.49 0.63 0.48

High income 1 = if monthly 
household 
income is in the 
range: >551€

0.38 0.19 0.37 0.16

Employed Respondent is 
gainfully 
employed in 
a full or part- 
time, in the 
private or public 
sector (1 = yes; 
0 = otherwise)

0.45 0.49 0.87 0.33

Source: field survey, March 2021 (Ghana), Jan-February 2022 (Senegal) 
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Where xi is a matrix of known values of the independent explanatory variables for consumer i, β is 
a vector of parameters reflecting the relationship between y�i and the variables in xi, and εi is an 
unobserved random variable assumed to be independent and identically distributed with 
a standard normal distribution that is εi,N 0;1ð Þ. While the continuous variable, y�i , is unobserved, 
the indicated frequency of consumption, yi, with S categories is observed. Therefore, the probability 
that individual i has a consumption frequency in outcome j j ¼ 0;1;2; . . . ; Jð Þ is given as;

Where the parameters μj; j ¼ 1; . . . ; J � 1 are the cut points or unknown threshold parameters 
defining potential ordered outcomes for yi, and Φ :ð Þ is a standard normal cumulative density 
function. The probabilities enter the log-likelihood function and the thresholds μj are estimated 
simultaneously by an iterative procedure of the maximum likelihood estimation (MLE) method, 
which is expressed as;

Maximizing the likelihood function provides estimates of the parameters β along the threshold 
parameters μ1, μ2, μ3, . . . , μJ� 1.

4.2. | the logit model: determining factors influencing local, domestic, and imported yoghurt 
consumption
We assume that the consumer tries to maximize his/her utility subject to a constrained budget and 
that the ith household obtains maximum utility (U) from consuming yoghurt from a specific origin 
given a set of attributes of the household and a random term intended to capture the factors that 
affect utility but are omitted. A multinomial logit model could be an option in this instance. 
However, since the consumption of yoghurt from one origin does not limit the consumption 
from another origin, all possible combinations must be modelled. Considering the size of the 
data and the interpretation of the results, a binary model is suitable instead. The binary model is 
rooted in the threshold theory of decision-making (Hill & Kau, 1973). Based on utility maximization, 
the choice of yoghurt from an origin yields a reaction threshold yið Þ of one (1) if the consumer 
chooses the product and zero (0) if otherwise and is expressed as;

This means yi ¼ 1if xi is greater than or equal to a critical value, x� and

yi ¼ 0 if xi is less than a critical value, x�

x� represents the combined effects of the independent variables (xi) at the threshold level.

Equation (4) can be expressed as;
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The function, F, may take the form of a normal, logistic or probability function taking on values 
from 0 to 1. The logit model uses a logistic cumulative distributive function to estimate P which is 
expressed as;

According to Greene (2008) the probability model is a regression of the conditional expectation of y 
on x giving:

The relative effect of each of the independent variables on the probability of opting for yoghurt 
from a specific origin is obtained by differentiating equation (9) with respect toxi resulting in 
equation (10) (Greene, 2008):

The logit was chosen over the probit model because of its mathematical convenience and 
simplicity (Greene, 2008) while the maximum likelihood method was used in the estimation of 
parameters. The empirical model for the logit estimation is specified as;

Where Zi denotes choice of yoghurt from origin i (i.e., local, domestic, and imported), β0 is the 
intercept term, βi is the coefficient of the explanatory variables, xi is the set of explanatory 
variables influencing the choice of yoghurt, and εi is the error term capturing omitted variables.

5. Results

5.1. Frequency of yoghurt consumption by origin
Regarding frequency, yoghurts are generally consumed more often in Ghana compared to Senegal 
(Figure 1). Fifty-one percent (51%) of the Ghanaian respondents consume yoghurt regularly (i.e. 
once a week and more) and in Senegal, 23%. Interestingly, only 7% of respondents indicated that 
they never consume yoghurt in Ghana compared to 47% of the Senegalese respondents.

Consumption of the different origins of yoghurt in both countries are presented in Table 2. Even 
though most of the respondents consume yoghurts in Ghana, about 43.2% have never consumed 
local yoghurts which is significantly higher than the proportion (13.9%) who have never consumed 
local yoghurts in Senegal. Local yoghurt may therefore be more available, accessible and/or more 
preferred in Senegal compared to Ghana. Domestic yoghurts on the other hand are consumed 
more frequently in Ghana. Regarding imported yoghurts, the picture in Ghana and Senegal are 
similar with around 70% of respondents in both countries consuming it occasionally or never.

5.2. Exploratory factor analysis of consumers’ attitudes and perceptions
The exploratory factor analysis using Principal Component Analysis (PCA) with varimax rotation on 
the perceptual and attitudinal statements yielded 12 items for Ghana and 13 items for Senegal. 
Prior to the factor analysis, a test was performed to identify inter-item correlation where items 
with low coefficients below the acceptable threshold of 0.30 (Hair et al., 2010) were not included in 
the analysis. A total of 5 and 7 factors each were retained for Ghana and Senegal. However, 2 and 
3 factors respectively for Ghana and Senegal with Cronbach’s alpha (α) values below the accep-
table threshold of 0.6 (Bland & Altman, 1997) were dropped. Items retained for each factor are 
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those with Eigen values above 1 and with loadings of 0.5 and above. Tables 3 (Ghana) and 4 
(Senegal) present the Kaiser Meyer Olkin (KMO) values, items with their respective factor 
loadings, percent of explained variance, mean values and Cronbach’s alpha scores. For Ghana, 
the factors in Table 4 explain 50.8% of the error variance.

Regarding Senegal, the four factors retained in Table 4 explain 68.6% of the error variance.

The factors generated are included in the probit models as independent psychometric variables 
and are used to explain the frequency of yoghurt consumption.

5.3. Socio-economic factors influencing the frequency of yoghurt consumption
Factors influencing overall yoghurt consumption in Ghana and Senegal from the univariate ordered 
probit model are presented in Table 5. The models are statistically significant (prob.> χ2 = 0.0000). 
However, the non-linearity of the probit model makes the interpretation of the estimated coeffi-
cients difficult (Agresti & Tarantola, 2018; Hoetker, 2007; Zelner, 2009). The marginal effects which 

21.1

20.3

9.811.45.3

25.2

6.9

Ghana

Four times a week or more 2-3 times a week

Once a week 2-3 times a month

Once a month Occasionally

Never

4.7

11.1

7
5.1

1.1

24.1

47

Senegal

Four times a week or more 2-3 times a week

Once a week 2-3 times a month

Once a month Occasionally

Never

Figure 1. Yoghurt consumption 
frequency by households.

Source: field survey, 
March 2021 (Ghana), Jan- 
February 2022 (Senegal)

Table 2. Yoghurt consumption frequency based on origin
Ghana Senegal

Local Domestic Imported Local Domestic Imported
Frequency % % % % % %
Four times 
a week or 
more

1.5 14.2 4.4 1.8 2.1 1.4

2–3 times 
a week

6.8 28.8 10.5 6.1 13.2 10.0

Once a week 5.8 8.5 3.4 19.6 13.2 6.0

2–3 times 
a month

6.5 8.8 6.1 8.9 7.8 7.8

Once 
a month

6.5 8.1 7.5 6.8 2.8 2.5

Occasionally 26.2 27.8 30.3 42.9 47.7 54.1

Never 43.2 3.7 37.8 13.9 13.2 18.1

Total no. of 
respondents

295 281

Source: field survey, March 2021 (Ghana), Jan-February 2022 (Senegal) 
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Table 3. Exploratory factor analysis of consumers’ attitude and perceptions: Ghana
Items Mean Factor loading % of variance 

explained
Cronbach’s 

alpha
Factor 1: local dairy 
products 
unhygienically 
produced and 
unsafe (safety and 
hygiene concerns)

18.62 0.7117

Dairy products from 
local fresh milk are 
produced under 
unhygienic 
conditions

3.59 0.79

Dairy products from 
local fresh milk are 
often sold at 
unhygienic 
locations

3.56 0.77

Dairy products from 
local fresh milk are 
not safe for 
consumption

2.99 0.74

Dairy products from 
local fresh milk 
have a pungent 
smell

3.38 0.56

Factor 2: 
ethnocentrism and 
willingness-to-pay 
for local dairy 
products (local 
advocates)

17.89 0.6810

My conscience 
disturbs me when 
I buy imported 
products

2.63 0.61

If I have the option, 
I will always 
purchase products 
from local fresh 
milk

3.73 0.75

I prefer local 
products because 
of its good taste 
and freshness

3.83 0.77

I will pay extra for 
processed local 
fresh milk products

3.31 0.69

Factor 3: low value 
added and less 
diverse local 
products

14.27 0.6197

Packaging of 
domestically 
produced dairy is 
poor and 
unattractive

3.64 0.52

Products from local 
fresh milk are not 
certified

3.42 0.57

(Continued)
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are expressions of how the predicted probability outcomes (dairy consumption) change with 
a change in the explanatory variables are instead interpreted (Tables 6 and 7).

Respondents with post-secondary education (tertiary) in Ghana have a higher probability of 
consuming yoghurts frequently, 2-3 times a week by 6.1% points or four times a week or more by 
13.7% points (Table 6). The frequency of consumption by this educational group could be linked to 
the level of incomes. Generally, high levels of education attract higher incomed jobs. Employed 
households in Ghana consume yoghurts less frequently, once a month by 1.0% or occasionally by 
10.0% points. Besides, households with high income levels have a high probability of consuming 
yoghurts frequently, four times per week or more by 5.6% points. Income is also significant in the 
case of Senegal. Thus, high-income earning households in Senegal have a significantly high 
probability of consuming yoghurts occasionally by 1.9% points or more frequently by 2.9% points 
compared to households with low incomes.

Moreover, children (less than 18 years) additionally contribute to the frequency of yoghurt 
consumption in Senegalese households either daily (4.7%), 2–3 times per week (7.7%) or at least 
once a week (3.3%).

The findings are consistent with that of other studies which have investigated dairy consumption 
and showed that the frequency of dairy consumption is positively influenced by higher educated 
households (Fuller et al., 2007; Guiné et al., 2020), higher incomes (Saheeka et al., 2013; Tekea,  
2021) and the presence of children in the household (Fuller et al. (2007).

5.4. Factors influencing local, domestic and imported yoghurt consumption

5.4.1. Ghana
Results from the binary Logit models are presented in Table 8. The significant influence of post- 
secondary level education in the case of Ghana—is confirmed for all three origins. With regard to 
local and imported yoghurt, coefficients are larger and highly significant compared to domestic 
yoghurt. Thus, households with heads or decision makers with post-secondary level education 
(tertiary) have a significantly high likelihood of consuming yoghurts from the three origins, parti-
cularly local and imported yoghurts. Further, high-income households are more likely to consume 
local, domestic and imported yoghurts compared to low income households, with the largest 
effect on the consumption frequency of imported yoghurt.

Age has a significant and positive influence on the consumption of local yoghurt. Older people 
are more traditional and accustomed to local foods compared to the modern younger generations. 
Boniface and Umberger (2012) find similar results in Malaysia where age has a positive influence 

Table 3. (Continued) 

Items Mean Factor loading % of variance 
explained

Cronbach’s 
alpha

Value addition to 
local fresh milk is 
minimal

3.85 0.75

There is less 
diversity in local 
dairy products

3.83 0.66

Kaiser-Meyer-Olkin test for sampling adequacy = 0.7150 
Bartlett’s test of sphericity: Approx. χ2 = 796.955, df = 66; Significance = 0.000

Extraction Method: Principal Component Analysis; Rotation Method: Varimax with Kaiser Normalization. *Note: only 
factor loadings of 0.50 and above were retained 
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Table 4. Exploratory factor analysis of consumers’ attitude and perceptions: Senegal
Items Mean Factor loadings % of variance 

explained
Cronbach’s 

alpha
Factor 1: local dairy 
products 
unhygienically 
produced and 
unsafe (hygiene 
and safety 
concerns)

22.04 0.8513

Dairy products from 
local fresh milk are 
produced under 
unhygienic 
conditions

2.52 .867

Dairy products from 
local fresh milk are 
often sold at 
unhygienic 
locations

2.47 .899

Dairy products from 
local fresh milk are 
not safe for 
consumption

1.84 .788

Dairy products from 
local fresh milk 
have a pungent 
smell

2.21 .725

Factor 2: low value 
addition and less 
diverse local 
products

16.92 0.8134

Value addition to 
local fresh milk is 
minimal

3.05 .796

There is less 
diversity in local 
dairy products

3.26 .889

There is more 
diversity in 
imported dairy 
products

3.59 .836

Factor 3: 
ethnocentrism and 
willingness-to-pay 
for local dairy 
products (local 
advocates)

16.22 0.7828

If I have the option, 
I will always 
purchase products 
from local fresh 
milk

3.98 .814

I prefer local 
products because 
of its good taste 
and freshness

4.00 .874

I will pay extra for 
processed local 
fresh milk products

3.50 .808

(Continued)
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on the consumption of local dairy products. The presence of children less than 18 years in the 
household negatively influences the consumption of local yoghurt. This could be due to parents 
trying to be more cautious considering the safety risks associated with local dairy products, similar 
to the finding of Yin et al. (2018) in China where parents are safety conscious regarding the milk 
products they purchase for their children. However, larger households in Ghana are observed to 
have a high likelihood of consuming local yoghurt compared to smaller households. People who 
are gainfully employed have a lower likelihood of consuming domestic yoghurts compared to the 
unemployed, contrary to our expectations. Furthermore, consumers who perceive local dairy 
products as unhygienically produced and unsafe have a lower tendency of consuming local 
yoghurts. These consumers are cautious about the risks of exposure to food-borne diseases 
which is reflected in their consumption behaviour. Therefore, consumers who perceive local dairy 
products as unhygienic and unsafe have a higher probability of consuming domestically produced 
yoghurts more frequently.

In contrast, the results show that consumers advocating and expressing a willingness-to-pay 
for local (dairy) products have a significantly higher likelihood of consuming imported yoghurt 
revealing a gap between stated attitudes and behaviour. In general, ethnocentric attitudes are 
said to lead to the objection of imported products (Sharma et al., 1995; Shimp & Sharma, 1987). 
However, the cognitive effect of COO on ethnocentrism as seen here is not reflected in consumers’ 
decisions. The attitude-behaviour gap in this case shows that ethnocentric consumers do not 
necessarily exhibit a higher likelihood of choosing local over imported yoghurts and confirms the 
assertion of Sharma et al. (1995) while contrasting the findings of studies such as Blazquez-Resino 
et al. (2021) and Schnettler et al. (2017). Respondents who perceive local dairy products as less 
diverse and with low value addition have a lower likelihood of consuming local yoghurts. 
Generally, local dairy products sold in Ghana are largely not certified, are poorly packed with no 
traceable information and are limited in product range (Boimah et al., 2021). To be on the safe 
side, cautious consumers may prefer not to patronize products whose production histories are 
missing. This could explain why consumers with this mindset do not patronize local yoghurts.

Table 4. (Continued) 

Items Mean Factor loadings % of variance 
explained

Cronbach’s 
alpha

Factor 4: 
comparatively 
expensive and 
scarce local dairy 
products (high 
accessibility and 
affordability of 
imported products)

13.45 0.6044

Imported dairy 
products are 
cheaper

2.98 .800

Domestic products 
from imported milk 
powder are cheaper 
compared to fresh 
milk products

3.21 .847

It is difficult to find 
products from local 
fresh milk on the 
markets

3.42 .551

Kaiser-Meyer-Olkin test for sampling adequacy = 0.723 
Bartlett’s test of sphericity: Approx. χ2 = 2625.129, df = 78; Significance = 0.000

Extraction Method: Principal Component Analysis; Rotation Method: Varimax with Kaiser Normalization. *Note: only 
factor loadings of 0.50 and above were retained 
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5.4.2. Senegal
In Senegal, the regression results show that married households have a lesser likelihood of 
consuming domestic yoghurts compared to unmarried homes. However, this effect is only sig-
nificant at the 10% level. Unlike the case of Ghana, higher levels of education and age do not have 
a significant influence. Households with high income levels are more likely to consume all three 
origins of yoghurt compared to low-income ones with the largest effect for domestic yoghurt. The 
presence of children less than 18 years in the household significantly increase the likelihood of 
consuming yoghurts from all three origins in Senegal. Dairy products are vital to the growth of 
children, considering their rich source of calcium. It is therefore highly recommended worldwide 
for infants, toddlers, and young children. Respondents who are skeptical about the hygienic and 
safety standards of local milk handling, processing and marketing, have a significantly higher 
likelihood of consuming yoghurts from all three origins. This result is in contrast to the behaviour of 
concerned Ghanaians who exhibit a lower likelihood of consuming local yoghurt. Comparing item 
means of Ghana and Senegal (Tables 3 and 4), it is obvious that on average Senegalese respon-
dents are less bothered. This means concerns regarding hygienic production, sales locations and 
safety risks associated with dairy products do not influence consumption behaviour. Boimah and 
Weible (2021) find similar results from their focus group discussion study in Senegal where 
consumers exhibit a very strong preference for local products over domestic and imported ones 
although hygienic and safety concerns were mentioned. We can say that Senegalese perceive 
production and sales locations as unhygienic but might be unaware of the associated health risks, 
or better still other reasons (e.g., culture, tradition) outweigh food safety as milk is a part of their 
local diets. According to Sharma et al. (1995) people prefer and choose local goods because they 
want to support domestic industries. However, in Senegal, ethnocentric tendencies were found to 
have a high influence on the purchase of yoghurt from all three origins, which contrasts literature. 
Nevertheless, the coefficient for local yoghurt is the largest and is highly significant which means 
that ethnocentric consumers have a higher likelihood of purchasing local yoghurt compared to the 

Table 5. Results of the ordered probit models: Ghana and Senegal
Ghana Senegal

VARIABLES Freqyogh Freqyogh

Gender −0.033(0.131) 0.005(0.040)

Married 0.065(0.138) 0.197(1.560)

Tertiary −0.509(0.153)*** −0.116(−0.960)

Age −0.007(0.005) −0.002(−0.510)

Employed 0.393(0.138)*** 0.056(0.380)

Income −0.210(0.103)** −0.323(−4.410)***

Childless18 0.027(0.156) −0.533(−3.120)**

Hhsize 0.011(0.014) 0.011(0.990)

/cut1 −1.164(0.228)*** −2.217(−7.200)***

/cut2 −0.500(0.226)** −1.522(−5.300)***

/cut3 −0.252(0.225) −1.266(−4.400)***

/cut4 0.051(0.225) −1.104(−3.880)***

/cut5 0.224(0.225) −1.070(−3.770)***

/cut6 1.410(0.248)*** −0.416(−1.480)

Wald chi2 34.49(8) 36.26(8)

Prob > chi2 0.0000 0.0000

Log pseudolikelihood −548.0861 −765.578

Observations 312 532

Note: standard errors in parentheses. ***, **, * indicates statistical significance at the 1%, 5%, and 10% levels 
respectively 
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purchase of domestic and imported yoghurts. Thus, we can say that an attitude-behaviour gap is 
not so apparent in the case of Senegal as we see in Ghana. Moreover, the results show that other 
factors beyond ethnocentrism drive consumers in their purchase behaviour.

Consumers with concerns about minimal value addition to local milk are less likely to consume 
local yoghurts but have a high likelihood of consuming domestic and imported yoghurts. This 
finding is similar to that of Ghana where those respondents who care most about product diversity 
and value addition have a lower probability of consuming local yoghurts. Similar to Ghana, local 
yoghurts in Senegal are not well packaged and do not have traceable information. We can there-
fore deduce a strong influence of value addition and product diversity on consumer purchases 
because coefficients for all three origins are highly significant, negative for local yoghurt and 
positive for domestic and imported yoghurts. Tekea (2021) and N. Bytyqi et al. (2020) in their 
separate studies in Ethiopia and Kosovo find that traceable information is an important attribute 
considered by consumers in their choice of dairy products. The variable “comparatively expensive 
and scarce local dairy products” stand for consumers who perceive imported dairy products as 
cheaper and local dairy products as scarce and expensive in Senegal. This variable has 
a significantly positive influence on the likelihood of consuming all three origins of yoghurt. 
Boimah and Weible (2021) conducted a focus group discussion study in Senegal and found that 
the participants perceive local milk and its products as more expensive and scarcer. When they are 
available, consumers buy them irrespective of their comparatively high prices. However, the high 
accessibility, especially of domestic yoghurts influence their purchase. Ilie et al. (2021) similarly 
find price and store availability as key factors influencing the purchase of dairy products in 
Romania. In a country where milk and its products are a significant component of diets, accessi-
bility is very relevant in ensuring food security, and in this aspect, imported milk powder seems to 
be playing a pivotal role.

6. Discussion
In this study, the effect of “product origin” is demonstrated through consumers’ perceptions and 
preferences. Ethnocentric attitudes in particular were exhibited in both countries towards local 
milk which is perceived as fresher, tastier, and healthier. This further impacts on the preference for 
local milk. In the case of yoghurt, local origin is associated with high quality in terms of taste and 
freshness and low quality when it comes to food safety, product diversity, packaging, certification 
and labelling. Despite the positive attributes accorded to local yoghurt, the results show that there 
is a higher likelihood for consumers to choose domestic and imported yoghurts, and this reveals an 
“attitude-behaviour gap” in the purchase of dairy products in both countries.

Overall, this study has demonstrated that positive quality perceptions and ethnocentric attitudes 
do not necessarily influence consumers in their final decision making. Consumers may demon-
strate their preference for a specific product but final purchase decisions to a large extent could 
depend on other factors, and include time restrictions, insufficient information, conflict of interests, 
price and availability (e.g., Padel and Forster, 2005; Vermeir and Verbeke, 2006). Also, Solomon 
et al. (2010) note that consumers sometimes express ethnocentric attitudes and values in their 
role as citizens but their actions are contrary in their purchase decisions. In this study “availability” 
and “accessibility” emerged as the main factors. As mentioned by the consumers, imported and 
domestic dairy products are more available and are more affordable. “Product availability” is 
therefore assumed to play a central role in the choice and frequency of dairy consumption in 
both countries, and in this case domestic and imported dairy products are favoured at the point of 
sale. This is consistent with findings of Boimah and Weible (2021) in Senegal and Karoui and 
Khemakhem (2019) in Tunisia where consumer ethnocentrism strongly influence the choice of 
imported goods instead of local ones. Verlegh and Steenkamp (1999) also find origin to have 
a larger effect on perceived quality of a product than on the purchase intention. We believe low 
self-sufficiency-rates in both countries for milk and milk products (Zamani et al., 2021) underline 
these results.
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Furthermore, consumers in the two countries expressed concerns about the hygienic and safety 
conditions under which local dairy products are produced and marketed. While this concern 
decreases the likelihood of purchasing local dairy products in Ghana, the opposite is observed in 
Senegal. The differing attitudes show that food safety indicators can play minimal roles in food 
choice in some developing countries. However, safeguarding consumers in both countries against 
foodborne illnesses is important and mean a significant improvement in local milk handling, 
processing and marketing which should be enforced by the responsible authorities. Awareness 
campaigns should be organized for example by the government and the consumer protection 
association to educate consumers on the indicators of contaminated food and the health risks 
associated with consuming them.

Also, the likelihood of opting for local products decreases where consumers express concern 
about the low value-addition to fresh milk and the low diversity of local products. This points to the 
relevance of product diversity, packaging, certification and labelling in marketing which consumers 
associate more with domestic and especially imported products. The result further reinforces the 
significance of value addition to consumer purchases and a relevant entry point for the local dairy 
sector’s development. Actors in the local dairy value chains should consider these concerns as an 
opportunity to increase revenues and hence profits noting the positive perceptions of consumers 
towards local milk and the willingness-to-pay a higher price for local products.

From a theoretical perspective, demand triggers production, and practically stimulates invest-
ments that lead to upgrading value chains. The findings from this study highlight one of the 
reasons behind the retarded growth of the local dairy value chains in West Africa—“low value 
addition” and “low product diversity”. As the world advances at a fast pace, so are consumer 
demands, tastes, and preferences for food products. Meeting these needs contributes to the 
success and development of businesses, and we see it favouring the imported and domestic 
dairy industries in these developing nations.

Although the findings are insightful, the results should be carefully interpreted. First, the sample 
was drawn from urbanized areas, meaning that the results could vary if the study were conducted 
in rural regions where milk consumption is lower. Second, the analysis was based on consumers’ 
stated preferences instead of data collected on their revealed preferences. Considering the rejec-
tion of local dairy products based on poor hygiene and safety reasons, and on low value addition, 
we encourage further research that examines consumers’ acceptance of improved local dairy 
products, especially in the case of Ghana.

7. Conclusions
This paper investigates consumer perceptions and preferences for local, domestic and imported 
yoghurts in Ghana and Senegal with an aim of providing a better understanding on the influence of 
origin on consumer behaviour in the context of developing countries. The study is timely for two 
reasons—first, by considering the growing importance of origin as a quality cue in consumer food 
choices, and second, based on the criticisms of European dairy exports to developing nations.

Our study shows that dairy products in general are consumed on a regular basis particularly in 
developing countries. However, differences were found in the frequency of consumption and 
factors influencing consumption in the study countries. In Ghana, factors such as higher education 
and incomes significantly impact on how often dairy products are consumed while in Senegal 
these factors were not of importance because milk and its products are traditional components of 
the diet of Senegalese. Our study therefore provides an insight into the role of culture and tradition 
in the consumption of food products.

The overarching issue in both countries is that local products are scarce to find. Imported dairy 
products, especially milk powder as derived from a broader lens contributes to ensuring food 
security in developing countries by ensuring product (i) availability, (ii) diversity, (iii) affordability, 
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and (iv) safety. On this account, increasing imports particularly of milk powder to developing 
countries should not be blamed entirely on EU exporters but should be considered as 
a “necessary evil” in meeting consumer needs and demands.
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