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Abstract:  
The aim of this paper is to investigate consumers’ purchase intentions towards novel dairy 

products with evidence from Greece and Serbia. Based on the Theory of Planned Behavior (TPB) 
model, this research empirically tests a set of hypotheses concerning the consumers’ purchase 
intentions towards novel dairy products. In addition to the dependent variable of purchase intention, 
the independent variables of food neophilia, product knowledge, health consciousness, social 
contacts and price perception are used for the development of hypotheses. A total of 288 usable 
questionnaires (144 from each country) were collected and analyzed. Finally, the empirical findings 
are discussed and managerial implications as well as recommendations for future research are 
presented.  
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1.  Introduction  
 
 In recent years, academic research on consumer buying behavior of dairy 
products has increased (Tempesta & Vecchiato, 2013; Cerjak & Tomic, 2015; Samoggia, 
2016; Rahnama & Rajabpour, 2017). The dairy industry today faces numerous challenges 
and opportunities since consumers’ preferences as well as environmental and ethical 
concerns continue to evolve. Dairy products and especially fluid milk have been 
traditionally regarded as healthy foods. Additionally, they are considered to contain 
numerous functional ingredients and materials that benefit human health such as energy, 
protein, carbohydrate, cholesterol, vitamin, riboflavin and calcium (Dror & Allen, 2014; 
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Jones et al., 2008; Sanders et al., 2009). According to Özer and Kirmaci (2010), they 
account for over 40% of total functional products. However, existing research has also 
documented some contradictory views regarding the effects of their consumption on 
human health. For example, they are regarded as a source of dietary fat, a view that may 
become more prevalent in the near future (Cash et al., 2005). Also, as noted in Thorning et 
al. (2016, p. 1), “Several media stories and organisations claim that dairy increases risk of 
chronic diseases including obesity, type 2 diabetes, cardiovascular disease, osteoporosis, 
and cancer”. 
 Additionally, the production of dairy products requires significant resources and 
has an significant environmental impact. According to Gulland (2017), the production of 
meat and dairy foods is estimated to account for 14.5% of global emissions. Furthermore, 
Westhoek et al. (2014) state that the production and consumption of animal-based food 
products, including dairy, is widely acknowledged to have a negative impact on the 
environment. As noted in Rohmer et al. (2018), past research has suggested the 
replacement of meat and dairy consumption habits to decrease the environmental impact 
of our food production. For the above reasons consumers’ attitudes towards dairy products 
is expected to change due to environmental or health concerns, a shift that is already 
taking place (Westhoek et al., 2014) and consumers seek replacements for their meat and 
dairy consumption (Finnegan, et al., 2018). Consequently, their preference for plant based 
dairy alternatives has been increasing (Rozenberg et al., 2016). 
 Although there are several studies regarding consumer behavior on dairy products 
internationally, only a few have focused on novel dairy products in the Balkan region. In 
addition, to the best of our knowledge, this is time that consumers’ purchase intentions 
regarding novel dairy products in Greece and Serbia are examined.  
 The primary objective of this research is to investigate consumers' purchase 
intentions towards novel dairy products in Greece and Serbia using the Theory of Planned 
Behavior (TPB) as a theoretical framework. We decided to focus on these two specific 
countries for a number of reasons. First, there are several cultural, historical and religious 
similarities. Both countries have similar scores in most of Hofstede's cultural dimensions 
(hofstede-insights.com), while approximately 95% of their population is Christian Orthodox. 
Second, according to Brankov et al. (2019), there are considerable similarities among the 
two countries such as the taxation system’s development and institutions (Tuncer, 2017). 
Additionally, both countries have experienced a severe economic crisis during the last 
years. It is worth mentioning that there is limited research available on nutritional changes 
in countries affected by economic transitions, wars, disintegration and political crisis 
(Ivanova et al., 2006). 
 The remaining sections of this paper are organized in the following order. First, a 
brief theoretical background of TPB is discussed and the proposed research model is 
presented. Next, ten research hypotheses regarding the impact of various factors on 
Serbian and Greek consumers’ purchase intentions towards novel dairy products are 
developed. Moreover, the methodology and the results are presented and discussed. The 
paper ends with the conclusion and some thoughts on future research.  
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              2.   Theoretical background and hypotheses development  

              2.1 Theory of Planned Behavior Model  

According to Ajzen (1991), the Theory of Planned Behavior (TPB) model can be 
applied to predict consumers’ behavior at the precise period and place of the research. 
TPB is one of the most commonly used models for the examination of social and health-
related behavior (Ajzen, 2011; Thompson-Leduc et al., 2015). It contains three constructs 
which determine an individual’s intention to perform a particular behavior: Attitude (the 
extent of rational and emotional favorability to perform a behavior), subjective norm (social 
pressures) and perceived behavioral control (perceived ease or difficulty to perform a 
behavior, as well as anticipated obstacles) (Godin et al., 2008). The proposed research 
model is illustrated in Figure 1.  
 

Figure 1: Proposed research model on Serbian and Greek consumers' purchase 
intentions towards novel dairy products 

(Adapted by: Ajzen, 1991) 

 

2.2 Hypotheses Development 

2.2.1 Food Neophilia 

Food neophilia has an important impact on consumers’ purchase intentions 
regarding food products (Hall et al., 2004). Capiola and Raundenbush (2012), defined 
as food neophiliacs the individuals with an interest to try and explore new food 
products. Sumarjan et al. (2013) defined food neophilia as individuals’ behavioral 
tendency to try and explore novel foods. Food neophiles can also be described as 
adventurous eaters (Wilk, 2008). 
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Food neophilia may affect consumer purchase intentions differently due to 
variations in cultures and people’s inclinations to explore alternative food products 
(Pelchat and Pliner, 1995). According to Cazacu (2012), there is no significant impact of 
consumers’ food neophilia on their purchase intentions of dairy functional products in 
Greece. However, the findings of Kichukova et al. (2017), indicate a positive effect of 
Greek consumers’ food neophilia on their purchase intentions towards food and 
beverage products containing aloe vera. Therefore, it is hypothesized that:  
 
H1a) Food neophilia among Serbian consumers will have a positive impact on 
their purchase intentions towards novel dairy products.  
H1b) Food neophilia among Greek consumers will have a positive impact on their 
purchase intentions towards novel dairy products. 
 

2.2.2 Product Knowledge  
 

Possession of knowledge towards products can facilitate consumers’ decisions 
and influence their perceptions directly or indirectly and affect their final buying decision 
(Shirin and Kambiz, 2011). Product knowledge refers to information gathered and stored in 
consumer’s memory about already used products. Consumers, prior of making a purchase, 
ask themselves why they are buying a specific product, where they are buying it from and 
when they are buying it (Sharma et al., 2013). Cazacu et al. (2014) and Kichukova et al. 
(2017) have found that Greek consumers’ purchase intentions have been positively 
influenced from product knowledge. Thus, it is hypothesized that: 

 
H2a) Product knowledge will have a positive impact on Serbian consumers’ 
purchase intentions towards novel dairy products.  
H2b) Product knowledge will have a positive impact on Greek consumers’ purchase 
intentions towards novel dairy products. 
 

2.2.3 Health Consciousness 
 

Traditionally, dairy products are regarded as high-quality products and a great 
source of nutrients (Bozoglu et al., 2014; Rozenberg, et al., 2016). However, there are 
concerns that they may negatively impact human health (Cash et al., 2005). Yap and 
Othman (2010) stated that, from a marketing perspective, healthy lifestyle is related to 
consumers’ food consumption orientation. Consequently, consumers’ interests, activities 
and beliefs towards the consumption of wellness-related products and beverages define 
their healthy lifestyle nutrition activities. Nowadays, people’s demand for healthy lifestyle 
and concerns among societies towards health-related issues, are increasing. Thus, it is 
expected that this health consciousness will positively impact the consumers’ purchase 
intentions towards novel dairy products. Therefore, we hypothesize that: 
 
H3a) Health consciousness will have a positive impact on Serbian consumers’ 
purchase intention purchase towards novel dairy products. 
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H3b) Health consciousness will have a positive impact on Greek consumers’ 
purchase intention purchase towards novel dairy products. 
 

2.3.4 Social Contacts 
 

Social contacts nowadays are influenced by the interaction of people in social 
media and their opinion sharing towards food products and healthy lifestyles. Dahl (2013) 
defined social contacts as an interaction among people regarding the sharing of their 
opinions, emotions or behaviors towards product consumption. Social influence may have 
an effect on consumers’ purchase intentions regarding the consumption of food products. 
Consumers may be influenced by the groups of friends, family, doctor, other consumers 
and social concerns.  

Specific dairy product preferences and perceptions among consumers may 
depend substantially from the demographic and geographic position of the countries 
(Kumar and Babu, 2014). Cazacu et al. (2014) found that social contacts positively 
influence Greek consumers’ purchase intentions for water buffalo milk products. Kickukova 
et al. (2017) also found that the Greek consumers’ social contacts have a positive impact 
on their purchase decisions towards food and beverage products containing aloe vera. 
Thus, it is hypothesized that:  
 
H4a) Social contacts will have a positive impact on Serbian consumers’ purchase 
intentions towards novel dairy products. 
H4b) Social contacts will have a positive impact on Greek consumers’ purchase 
intentions towards novel dairy products. 
 

2.3.5 Price Perception 
 

According to Lichtenstein et al. (1993), price is one of the most significant factors 
influencing consumer purchase intentions. Shepherd and Rats (2006) state that price is a 
leading component of consideration among consumers towards their buying choice. Price 
can predetermine purchasing decisions and may be used among consumers as an 
indicator for the quality of the products. Furthermore, consumers with high price 
consciousness, intend to spend less money on products (Lee, 2008).  

In many cases novel dairy products are expected to be more expensive than the 
“conventional ones”, as R&D costs are included in addition to the relatively small 
production quantities produced compared to the “conventional ones”. The price of 
functional dairy products is a barrier to consumers (Landström et al., 2009). So it logical to 
expect that “price sensitive” consumers may be more reluctant to purchase these products. 
Thus, we hypothesize that: 
 
H5a) Price perception will have a negative impact on Serbian consumers’ purchase 
intentions towards novel dairy products.  
H5b) Price perception will have a negative impact on Greek consumers’ purchase 
intentions towards novel dairy products. 
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             3.   Methodology  

The quantitative research method was applied in this research project as it allows 
to test pre-determined hypotheses and to generalize the results. The objective of this study 
is to examine the Serbian and the Greek consumers’ purchase intentions towards novel 
dairy products. The application of the TPB method has been identified as an efficient 
research method to examine consumers’ purchase intentions (Ajzen, 1991; Aramatunga et 
al., 2002). According to the TPB model, consumers’ behavior is determined by three main 
factors: 1) behavioral beliefs (attitudes), 2) normative beliefs (subjective norms) and 3) 
control beliefs (perceived behavioral control). For the purposes of this study, different 
variables have been taken into consideration in order to analyze each factor and different 
constructs were selected for each variable. For the behavioral beliefs, the selected 
variables are: food neophilia, product knowledge and health consciousness as adapted 
from Verbeke (2005) and Urala and Lanteenmaki (2007). Moreover, for the normative 
beliefs, the variable social contacts is used, including doctor, family, colleagues and 
friends, adapted from Mitchell and Ring (2010). Finally, the selected variable for perceived 
behavioral control is price perception, with constructs adapted from Krystallis et al. (2008). 

The research questionnaire was designed in the English language, taking into 
consideration the selected variables and constructs. Additionally, the Likert scale was 
applied (Lavrakas, 2008; Madu, 2003). The questionnaire was translated to the Serbian 
and Greek languages to facilitate respondents and to obtain more accurate responses. 
The collected responses were then translated to English. During a two-month period, 288 
usable answers were collected.  
 

3.1 Sample Characteristics 
 

A total of 144 questionnaires were collected from Serbian respondents (75 females 
and 69 males). A total of 33% of the respondents were between 21-35 years of age, 
another 33% between 36-50 years, followed by 22% under 21 years, while 13% of them 
are aged between 50-75 years and only 1% was older than 75 years. Nearly 50% of the 
survey participants from Serbia stated that they have an Undergraduate BSc degree, 
followed by 37% with a High school degree. Additionally, 11% of the respondents have a 
Graduate MSc degree, while 6% a PhD- doctorate degree. 

The questionnaire survey conducted in Greece resulted in 144 respondents (77 
females and 67 males). The Greek sample survey included mostly individuals between 21-
35 years (40%) of age, followed by 32% under 21 and 19% betweed 35-50 years of age. In 
regards to education, most of the survey participants hold an Undergraduate BSc degree 
(53%), a total of 23% a High School degree, participants with Graduate MSc degree 
represent 15% of the sample and the ones with a PhD-doctorate degree the remaining 9%. 
 

             4.   Results  

Prior to hypotheses testing, a reliability and validity check was applied to both 
samples. Factor analysis was used in order to control for validity and to reduce the data to 
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principal components. As most of the loadings were above .700, the validity (accuracy) of 
the measures used in the questionnaire is confirmed. The Cronbach’s alpha test was 
applied in order to examine for reliability of the question sets. In most questions, the results 
indicated a relatively good level of internal consistency for the scales.  

 
4.1 Correlations (Serbia) 

 
Table 1: Kendall’s tau-b Test: Purchase Intention - Food Neophilia (Serbian data) 

Correlations 

 
Purchase 
Intention Food Neophilia 

Kendall's tau_b Purchase Intention Correlation Coefficient 1.000 .296** 

Sig. (2-tailed) . .000 

N 432 432 

Food Neophilia Correlation Coefficient .296** 1.000 

Sig. (2-tailed) .000 . 

N 432 864 

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

 
In regards to the correlation between food neophilia and purchase intention of the 

Serbian sample, the coefficient is .296 and the p-value is .000. Based on the results, H1a 
is confirmed.  
 
Table 2: Kendall’s tau-b Test: Purchase Intention - Product Knowledge (Serbian 
data) 

Correlations 

 
Purchase 
Intention 

Product 
Knowledge 

Kendall's tau_b Purchase Intention Correlation Coefficient 1.000 .178** 

Sig. (2-tailed) . .000 

N 432 432 

Product Knowledge Correlation Coefficient .178** 1.000 

Sig. (2-tailed) .000 . 

N 432 432 

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

 
The correlation between product knowledge and purchase intention is positive and 

weak. The correlation value is .178 and the p value is .000. Therefore, H2a is supported.  
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Table 3: Kendall’s tau-b Test: Purchase Intention - Health Consciousness (Serbian 
data) 

Correlations 

 
Purchase 
Intention 

Health 
Consciousness 

Kendall's tau_b Purchase Intention Correlation Coefficient 1.000 .132** 

Sig. (2-tailed) . .002 

N 432 432 

Health 
Consciousness 

Correlation Coefficient .132** 1.000 

Sig. (2-tailed) .002 . 

N 432 432 

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

Regarding the correlation between health consciousness and purchase intention of 
the Serbian consumers, the coefficient is .132 while the p value is .002. Hence, H3a is 
confirmed.  
 
Table 4: Kendall’s tau-b Test: Purchase Intention - Social Contacts (Serbian data) 

Correlations 

 
Purchase 
Intention Social Contacts 

Kendall's tau_b Purchase Intention Correlation Coefficient 1.000 .143** 

Sig. (2-tailed) . .001 

N 432 432 

Social Contacts Correlation Coefficient .143** 1.000 

Sig. (2-tailed) .001 . 

N 432 432 

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

The results indicate a positive impact of social contacts on the Serbian consumers’ 
purchase intention, as the correlation coefficient is .143 and the p-value is .001. Thus, H4a 
is supported.  

 
Table 5: Kendall’s tau-b Test: Purchase Intention - Price Perception (Serbian data) 

Correlations 

 
Purchase 
Intention 

Price 
Perception 

Kendall's 
tau_b 

Purchase Intention Correlation 
Coefficient 

1.000 .430** 

Sig. (2-tailed) . .000 

N 432 432 

Price Perception Correlation 
Coefficient 

.430** 1.000 

Sig. (2-tailed) .000 . 

N 432 432 

**. Correlation is significant at the 0.01 level (2-tailed). 
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In regards to the correlation between price perception and purchase intention, the 
correlation coefficient is .430 and the p-value is .000, indicating a positive impact. 
Therefore, H5a is confirmed.  
 

4.2 Correlations (Greece) 
 
Table 6: Kendall’s tau-b Test: Purchase Intention - Food Neophilia (Greek data) 

Correlations 

 
Purchase 
Intention 

Food 
Neophilia 

Kendall's tau_b Purchase Intention  Correlation 
Coefficient 

1.000 .048 

Sig. (2-tailed) . .227 

N 432 432 

Food Neophilia Correlation 
Coefficient 

.048 1.000 

Sig. (2-tailed) .227 . 

N 432 864 

 
As shown in Table 6, the correlation coefficient among food neophilia and 

purchase intention is .048 while the p-value is .227 (larger than 0.05). Hence, H1b is not 
supported.   

 
Table 7: Kendall’s tau-b Test: Purchase Intention - Product Knowledge (Greek data) 

Correlations 

 
Purchase 
Intention 

Product 
Knowledge 

Kendall's 
tau_b 

Purchase Intention Correlation Coefficient 1.000 .038 

Sig. (2-tailed) . .339 

N 432 432 

Product Knowledge Correlation Coefficient .038 1.000 

Sig. (2-tailed) .339 . 

N 432 432 

 
In regards to product knowledge and purchase intention, the correlation coefficient 

is .038, indicating a very weak correlation. In addition, the p-value is .339 (larger than 
0.05), thus H2b is not confirmed. 
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Table 8: Kendall’s tau-b Test: Purchase Intention - Health Consciousness (Greek 
data) 

Correlations 

 
Purchase 
Intention 

Health 
Consciousness 

Kendall's 
tau_b 

Purchase Intention Correlation 
Coefficient 

1.000 .149** 

Sig. (2-tailed) . .000 

N 432 432 

Health Consciousness Correlation 
Coefficient 

.149** 1.000 

Sig. (2-tailed) .000 . 

N 432 432 

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

Considering health consciousness and purchase intention, the correlation 
coefficient is .149 and the p-value is .000, indicating a positive but weak relationship. 
Therefore, H3b is supported. 
Table 9: Kendall’s tau-b Test: Purchase Intention - Social Contacts (Greek data) 

Correlations 

 
Purchase 
Intention Social Contacts 

Kendall's tau_b Purchase Intention Correlation 
Coefficient 

1.000 .025 

Sig. (2-tailed) . .525 

N 432 432 

Social Contacts Correlation 
Coefficient 

.025 1.000 

Sig. (2-tailed) .525 . 

N 432 432 

The results of social contacts and the Greek consumers’ purchase intention show 
no statistically significant relationship, as the correlation coefficient is 0.25 and the p-value 
is .525 (more than 0.05). Based on the results, H4b is not confirmed.  

 
Table 10: Kendall’s tau-b Test: Purchase Intention - Price Perception (Greek data) 

Correlations 

 
Purchase 
Intention Price Perception 

Kendall's tau_b Purchase Intention Correlation 
Coefficient 

1.000 .177** 

Sig. (2-tailed) . .000 

N 432 432 

Price Perception Correlation 
Coefficient 

.177** 1.000 

Sig. (2-tailed) .000 . 

N 432 576 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Finally, in regards to price perception and purchase intention, the correlation 
coefficient is .177, and the p-value is 0.00, indicating a weak but statistically significant 
relationship. Thus, H5b is supported. 

             5.   Discussion  

According to Chatellier (2017), the small decrease in demand for dairy products in 
the EU, and the steep increase in production has created a challenge for the industry and 
puts pressure, among others, to supply the market with a greater variety of dairy products. 
Furthermore, there are increasing concerns about the consumption of livestock products, 
due, among others, to ethical and environmental concerns. A recent research by Westhoek 
et al. (2014) shows that a decrease of livestock product consumption, including dairy 
products, will have a positive impact on the environment and will benefit consumers’ 
health. Thus, there is greater pressure to the industry to explore and understand  the 
purchase intentions of consumers regarding novel dairy products to address the current 
challenges.  

More specifically, in regards to consumers’ purchase intentions of novel dairy 
products and food neophilia, H1a is accepted while H1b is not. The attitude towards novel 
dairy products does have an impact on the Serbian consumers’ intention to buy novel food 
products, while it does not in the case of the Greek consumers. The latter is in line with 
Cazacu’s (2012) results who did not find a relationship between neophilia and dairy 
functional foods. The similar findings indicate that Greek consumers demonstrate a 
consistent intention towards novel dairy products over these years. 

In respect to H2 (purchase intention and product knowledge) the results indicate 
that knowledge about the product has a positive impact on purchase intentions of the 
Serbian consumers. This result is in accordance with the findings of previous studies on 
novel food products (Cazacu et al., 2014; Kichukova et al., 2017). However, knowledge 
about novel dairy products does not appear to have an impact on the Greek consumers’ 
intentions to purchase such products. 

As far as the impact of health consciousness on consumers’ purchase intentions 
(H3a & H3b), consumers’ purchase intentions in both countries are positively affected by 
the products health awareness. As Bhat and Bhat (2011) note dairy products are well 
known for their health benefits since medieval times and today, more than ever, offer many 
opportunities for development in the functional food sector. Rahnama and Rajabpour 
(2017), in their study on consumer choices of dairy products in Iran, also found that 
functional values (including health) have a positive impact on consumer purchases of 
these products. As they note, their finding is similar to previous research results (Ares et 
al., 2010). 

Interestingly, social contacts do not appear to influence consumers’ purchase 
intentions in Greece, contrary to Serbia. Serbian consumers are affected by their social 
contacts in their intentions to purchase novel dairy products, while consumers from Greece 
are not (H4a and H4b). A similar research by Rahnama and Rajbpoor (2017) found that 
social values have a positive impact on dairy products consumption, among Iranian 
consumers. Moreover, Nolan-Clark et al. (2011) showed that family purchasing habits and 
preferences for dairy products have an influence on their consumption. According to Lu et 
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al. (2010), individuals in collectivistic societies have the tendency to follow social values 
and norms closely (Hofstede, 1983) in order to gain and maintain acceptance by their 
social group. Both Greece and Serbia are considered as collectivist cultures, so it was 
expected that consumers in both countries will be affected in regards to their purchase 
intentions of novel products by their social contacts.  

Lastly, according to the findings, higher prices of novel dairy products have a 
negative impact on consumers purchase intentions in both countries (H5a and H5b). This 
is in accordance with the ones of Davis et al. (2011) in their study of 16 different categories 
of dairy products. The researchers found that price affects the purchasing decision of US 
consumers. Nolan-Clark et al. (2011) also found that the high cost to perceived benefit of 
functional dairy products could impede their consumption. This is in line with Armstrong et 
al. (2005) who found that the cost of functional or health enhancing dairy products affected 
consumers in Northern Ireland as only 35% of survey respondents were feeling satisfied 
with the price of such products. Similarly, Rahnama and Rajabpour (2017) showed that 
price has a significant impact on consumer purchases of these products. Furthermore, 
according to the same researchers, the impact of price is the most important functional 
value to Iranian consumers. 

             6.   Conclusion  

The purpose of this study was to examine consumers’ purchase intentions towards 
novel dairy products with evidence from Greece and Serbia. To the best of our knowledge, 
although there are numerous research papers on consumers` purchase intentions towards 
novel dairy food products, only a few have examined this issue among countries and in this 
specific region. Additionally, there are no similar previous studies that examine consumers’ 
intentions between Greece and Serbia. Furthermore, the gender, age and educational 
level balance among the respondents from the two countries in this research, allow for a 
more meaningful comparison on consumers’ intentions.  

The results can be beneficial for marketing companies in order to develop better 
marketing strategies which will attract consumers’ intention to purchase novel dairy 
products. Additionally, the research findings can assist the dairy manufacturing companies 
to focus on consumer preferences and develop new products which will be successful in 
the future market. 
 In regards to future research, although the demand for functional foods appears to 
be heterogeneous throughout different countries (Vicentini et al., 2016), the noticeable 
differences found in this research (food neophilia, product knowledge and social contacts) 
set the ground for future research. Additionally, a larger sample size in both countries is 
needed to enable for the generalization of results (Comrey & Lee, 2013).  
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