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The Importance of Dairy Purchasing Factors Using AHP:
Focusing on the Difference Between Expert Group and Consumer Group
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This empirical study aims to find the factors to affect purchasing dairy products between the expert
group and consumer group and also find the difference between the groups and the reasons, using
AHP. Based on the results of the previous studies, four main factors were selected and they are
products, marketing, quality, and social factors. Then, we surveyed the groups of consumers and
experts, conducted AHP analysis, and compared the gaps between the groups. The factor of marketing,
especially the sub-factor of brand, was found out the most biggest difference, followed by the
sub—factor of hygiene in the factor of quality. The results of this study can contribute to the dairy
industry to see the difference between the expert and consumer groups’ choices.
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