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ABSTRACT 
Since the 1990s of the 20th century, the Slovak dairy industry has undergone many significant changes which have been 
related to the reduction of the herds of cattle and milk cows, the decrease of quantity of milked milk, low purchase prices of 
milk, the decline of a great number of milk producers and processors. The consumption of cow´s milk and dairy products in 
Slovakia is very low in comparison with the countries of the European Union (about 320 kg), Europe (293 kg), the Czech 
Republic (280 kg), and the rest of the world. It varies around 170 kg per capita per year, which is also considerably lower 
consumption than the dose of 220 – 240 kg per capita per year recommended by doctors. Since 1990 the production and 
consumption of dairy products and cheeses have decreased significantly. In Slovakia, the consumption is twice even three 
times less than in the developed countries of Europe. The reason for this situation is the behavior of a consumer and the 
factors having an impact on the consumption of cow`s milk and dairy products. The objective of the paper is to indicate the 
impact of the personal consumers` characteristics on the purchasing decisions on the market of the products of cow`s milk 
origin, based on the processed answers of the respondents participating in the questionnaire survey. The primary data were 
obtained via the questionnaire survey, which was conducted with 786 respondents. The questionnaire consisted of four 
parts – Eysenck`s personality test, the questions targeted at the detection of factors influencing the consumers` purchasing 
behavior and decision making, the questions related to expressing opinions about cow`s milk and dairy products, and the 
classification questions providing the information about the respondents. The data were processed by the methods of 
quantitative and qualitative statistics – Chi-square statistic χ2 test of square contingency, Chi-square χ2 goodness of fit test, 
two proportion test, Kolmogorov-Smirnov test, the test of hypotheses of relative proportion. 
Keywords: consumer personality; consumer behavior; cow´s milk; dairy products; determinants of purchase; 
psychological factors 

INTRODUCTION 
 A consumer is every individual who buys products or 
services for his/her consumption to satisfy their own needs 
(Biswas and Roy, 2015). Richterová et al. (2015) 
completed the definition by the idea that  
a consumer buys products which are aimed for the use in 
the family, the family members, or as a present for other 
persons. According to Consumer Rights (2019),  
a consumer buys products or services for his/her 
consumption but not for the production or further sale. The 
purchasing decision of a consumer is influenced by their 
needs and wants (Solomon et al., 2016). 
 Golian (2017) claims that consumer behavior reflects the 
competence of their decisions with the aspect of 
acquisition, consumption, and disposition of products and 
services, their activities, experience, consumer patterns in 
the surroundings, and their own or acquired processes 
from models in the micro or macro-environment. The 
behavior, which has an impact on purchasing decision-
making, is different with each individual. The factors 
influencing some consumers do not have necessarily an 

impact on others (Javornik, 2016). The internal factor is 
predominantly our conviction whether we need or do not 
need a product, and if we buy it or not (Ramya and Ali, 
2016). Lypchuk and Larina (2018) rank among the 
external determinants the price, packaging, advertisement, 
and all other marketing tools. Consumer decisions are also 
influenced by constantly changing food trends 
(Santeramo et al., 2018) and the habits of individual 
consumers (Wallner et al., 2016). The globalization and 
internationalization of markets increase the interest in the 
knowledge of general and specific characteristics of 
consumers and their needs. It is connected with the 
traditional monitoring of trends of the development of 
lifestyle, consumption, and value orientation of consumers, 
(whose) the knowledge of which allowed many marketing 
organizations to achieve the competitive advantage 
(Richterová et al., 2015). During the decision-making 
process, a consumer is influenced by many factors, which 
are divided by many authors into four or five essential 
groups – cultural, social, personal, psychological, and 
situational factors (Armstrong et al., 2016; Horská et al., 
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2009; Kotler and Keller, 2019; Koudelka, 2018; 
Nákonečný, 2009; Richterová, 2015; Sarma, 2018; 
Solomon et al., 2016; Vysekalová, 2014; Wänke, 2015). 
 A personality is perceived as a whole of the internal 
dispositions that along with the situation determine the 
content and procedures of the psychological processes 
which are understood as a reaction of an individual to  
a particular situation (Nákonečný, 2009). A personality is 
associated with his/her internal characteristics, specific 
virtues, attributes, features, and manners, which differ 
consumers from each other. These characteristics have an 
impact not only on an individual`s product and trade 
choice but also on the way how a consumer reacts to the 
promotional tools of a seller (Strydom, 2011). Nákonečný 
(2009) describes a personality as a whole of the internal 
dispositions that along with the situation determine the 
content and procedure of the psychological processes, 
which are perceived as a reaction of an individual to  
a particular situation. According to Richterová et al. 
(2015), it is just a personality who decides about the way 
how an individual will achieve his/her objectives. Freud´s 
theory of personality, Neo-Freudian theory of personality, 
the theory of personality traits, and cognitive approach to 
the study of a personality by so-called Self-concept rank 
among the most significant and well-known theories. 
Freud´s theory of personality arises from the assumption 
that human behavior originates from the basic conflict 
between a human desire to satisfy the physical needs and 
the necessity to act as a responsible member of society. 
This struggle is carried out in mind between three systems 
– Id, Ego, and Superego (Solomon et al., 2016; 
Vysekalová, 2011). Several followers of Sigmund Freud, 
among them Alfred Adler (theory of individual 
psychology), Carl Jung (theory of collective unconscious), 
Karen Horney (three types of personalities), and others 
enlarged Freud`s theory and created so-called  
Neo-Freudian school (McLeod, 2018; Richterová et al., 
2015). The British psychologist Hans Eysenck suggested 
the theory of personality based on biological factors. He 
states that individuals inherit the type of nervous system 
which has an impact on their ability to learn and adapt to 
the environment where they live (Cherry, 2018). 
Atkinson (2003) describes two main factors – neuroticism 
(stable/unstable) and extraversion (extrovert/introvert). 
Their mutual combination forms different personal 
characteristics. According to Hradiská and Letovancová 
(2007), decision-making is the phase in a consumer´s 
behavior that results in a particular activity influenced by 
several factors. These factors are implicit in the individual 
characteristics of a consumer and they also have an impact 
on their motivation towards the consumer action. Emotions 
are closely related to motivation. From the aspect of 
consumer behavior, the result of the internal process is a 
feeling linked to a product. This emotion is not an 
irrational act. Vysekalová (2011) claims that emotions are 
an effective tool to persuade  
a consumer to buy a product. When watching an 
advertisement, each experiences an emotion-inducing need 
to buy or not to buy a given product. The sellers try to 
influence a customer via emotions and evoke the 
impression that their product is the best one. The 
interconnection of the positive emotions with a brand 
creates a positive image of the brand in the consumer´s 

mind. If an advertisement evokes the consumer´s positive 
and strong emotions, then there is a great probability that 
when shopping he/she will choose just the goods which 
stimulated the positive emotions. On the contrary, negative 
emotions are rarely used in adverts because the consumers 
are not interested in buying a product that is associated 
with the negative emotions. 
 The decision-making process is created by several phases 
– problem identification, searching for information, 
evaluation of alternatives, a decision about purchasing, and 
evaluation after purchase (Kotler and Armstrong, 2004; 
Solomon et al., 2016). 
 When dealing with the consumption of milk and dairy 
products we often come across lactose intolerance or the 
different myths about these products (Dairy Global, 
2018). The collective of authors Golian et al. (2019) 
explain that milk produces sputum, it is diluted by water,  
it contains various preserving agents and also that the 
consumption of milk causes different health problems for 
some consumers. In the world, there are more than  
7.5 milliard inhabitants, out of the 80% consume cow´s 
milk and dairy products (Kapaj and Deci, 2017). The 
majority of consumers do not have any problems with their 
consumption. However, some consumers do not consume 
cow´s milk and dairy products for different reasons 
(Elwood, Pickering and Fehily, 2007). Their negative 
attitude can originate from health problems, own 
conviction, new trends in nutrition, and recommendations. 
The significant aspect of the purchasing behavior can 
consist in the conclusions of the various researches and 
specialists“ opinions (Kassin et al., 2018). Generally, milk 
is considered to be one of the principal structural parts of 
human nutrition (Golian et al., 2019), therefore it is 
necessary to motivate the consumers to buy (it) and 
consume it more. The average annual consumption of 
cow´s milk and dairy products per capita in Slovakia is 
176 kg, while the doctors recommend consuming 220 kg 
per capita (Masár, 2018). According to Herian (2019), 
since 1990 there has been a significant decrease in the 
production and consumption of dairy products and cheeses 
in Slovakia. The Slovaks consume twice even three times 
less acidophilus milk products, and mainly cheeses, than in 
the developed countries of Europe. “A decreased 
consumption, and therefore also a decreased milk 
production, has the negative impact on agriculture, animal 
production, and human health. In 2017  
– 696 milliard kg of milk were produced, out of it 28% in 
the EU,8% in other European countries, 30% in Asia, 18 
% in North America, 9% in South America, 6% in Africa, 
and 5% in Oceania. For many Europeans, milk and dairy 
products are the essential sources of proteins and calcium, 
and cheese is necessary for the normal growth and 
development of bones and teeth. In 5 decagrams of hard 
cheese, there is about one-fifth of protein quantity, which 
is needed for an adult person, and approximately one-third 
of calcium quantity needed for a teenager. Cheeses 
contain also the vitamins A, B2, niacin, B12 and D, as well 
as the mineral substances like zinc and phosphorus" 
(Herian, 2019). 
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Scientific hypothesis 
 Assumption No. 1: We assume that women think more 
rationally than men. 
 Assumption No. 2.: We assume that the quality of cow`s 
milk and dairy products have an impact on a consumer 
when buying these products. 
 Assumption No. 3: We assume that more than 70% of 
respondents purchase cow`s milk and its products. 
 Assumption No. 4: We assume that there exists a 
dependence between the economic status and the choice of 
a company. 
 
MATERIAL AND METHODOLOGY 
 The primary data for the elaboration of the paper was 
received by the questionnaire survey which was 
administered in the electronic form of Google Forms in the 
territory of the Slovak Republic. The data collection was 
pursued in 2018 – 2019. 786 respondents participated in 
the research. The questionnaire was divided into four 
independent parts. The first part provided information 
about the respondents, their gender, age, economic status, 
income, and place of residence. The second part consisted 
of the questions related to a consumer`s personality. The 
third part was aimed at the consumer behavior on the 
market of milk and dairy products. The last part focused 
on cow`s milk and dairy products. 
 The principal objective was to detect the impact of  
a personality and determinants on the consumer behavior 
on the market of cow`s milk and dairy products. 
 
Statistical Analysis 
 The formulated scientific hypotheses were tested by the 
methods of qualitative statistics – Chi-square of the 
goodness of fit test, the test of hypotheses of relative 
proportion, two proportion tests, and Kolmogorov-
Smirnov test. 
 The set level of probability alfa (α = 0.05) was compared 
with the significance level (p-value). If the p-value is 
lower than alfa (α), then we reject H0. If the p-value is 
higher than alfa (α), then we accept H0. 
 
RESULTS AND DISCUSSION 
 The first part of the questionnaire was formed by the 
classification questions related to the gender, age, 
completed education, economic status, monthly income, 
and place of residence of the respondents. The answers to 
the questions were recorded in the electronic form through 
Google form. 
 The research sample was represented by the consumers 
of cow`s milk and dairy products classified into four age 
categories. 786 respondents participated in the 
questionnaire survey, out of the 521 women (66.28%) and 
265 men (33.72%). From the age aspect, the biggest 
representation was achieved by the group of people in the 
age category from 26 to 35 years (42.49%). The second 
biggest group were young people aged 25 years (28.63%). 
This group was followed by the age category from 36 to 
50 years (17.18%). The lowest representation in the 
research – 92 respondents (11.70%) – was the group aged 
from 51 and more years. 
 The analysis of the economic status of the respondents 
participating in the research provided the information that 

the smallest number were employed people (39.31%), 
followed by the students (38.68%). The third position was 
taken by the self-employed people (38.68%). 34.10% of 
the respondents claimed that their monthly income is less 
than 400 €. The smallest group were the respondents 
(13.23%) whose income was higher than 1001€. 8.78% of 
respondents – students undergraduates stated that they do 
not have any own income. Out of the total number of 
respondents, 786 (58.65%) live in a town and 41.35 % live 
in the countryside. 
 The second part of the questionnaire survey was formed 
by Eysenck`s test of personality. Based on this test the 
respondents were identified from the aspects of 
extroversion/introversion and emotional stability/lability. 
 In the third part, the respondents answered the questions 
targeted at the determination of the factors of the 
purchasing behavior and decision making, which can 
influence them or not in the process of decision making 
and purchase of cow`s milk and dairy products. The 
answers were recorded on the evaluation scale of 1 – 5. 
 In the fourth part of the questionnaire, the questions were 
formulated in a way so that the respondents could express 
their opinion about the evaluated products from the 
viewpoint of their purchase, consumption, and preferred 
brands. 
 Based on the theory of personality, which is founded on 
two basic dimensions, the combination can create the 
different personality characteristics of each individual, 
thus Eysenck`s personality test was formed. This test 
allows detecting the level of extroversion and neuroticism 
of the respondents and classifying them into one of four 
types of temperament – sanguine (stable extrovert), 
choleric (unstable extrovert), phlegmatic (stable introvert), 
and melancholic (unstable introvert). The test consisted of 
30 closed questions with the answers yes/no. The 
respondents` answers to the first 12 questions allowed to 
evaluate the scale of extraversion (granting one point for 
the answer “yes“ with the questions 1, 3, 4, 6, 7, 8, 11,  
12 and for the answer “no” with the questions 2, 5, 9, 10). 
If a respondent achieved more than 6 points, he/she was 
evaluated as an extrovert, in the case of fewer points as an 
introvert. 
 The results of the survey indicated the dominance of 
extroverts. Out of the total number of 337 extroverts, there 
were 240 women, men were mostly introverts. The group 
of “intertype“ was formed by 126 respondents (ambiverts), 
who achieved the same number of 6 points for 
extroversion and introversion (Figure 1). 
 The responses to the second group of questions (13 – 24) 
allowed to determine the scale of neuroticism (emotional 
stability and lability of respondents). In this case, the same 
division of points was used as in the determination of the 
extroversion of respondents. If a respondent obtained more 
than 6 points, he/she was evaluated as emotionally labile, 
if less than 6 points, he/she was emotionally stable. If he 
achieved 6 points, he was classified in the group as 
“intertype“. The results of the research pointed out the 
dominance of the emotionally stable respondents (total 
256, 164 women and 92 men). In the group of emotionally 
labile, there were classified 201 respondents, 114 women 
and 87 men (Figure 2). 
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 Based on the results of the marketing survey we can 
claim that the majority of respondents are emotionally 
stable extroverts, who belong to the group of sanguines 
from the aspect of temperament, the second group is 
choleric – emotionally labile extroverts. The same number 
of respondents rank among phlegmatics (stable introverts) 
and melancholics (labile introverts). The respondents, who 
achieved the same amount of points in both scales and 
belonged to the group of “intertype“, were not classified in 
any group according to temperament (Figure 3). 
 The third group of questions in the survey was targeted at 
consumer behavior and decision-making when purchasing 
milk and dairy products. The respondents should have 
chosen one out of 5 options of the submitted scale of 
responses (1 – strongly agree, 2 – agree, 3 – I do not know, 
4 – disagree and 5 – strongly disagree). 
 The first question was aimed at purchase planning. The 
majority of respondents (26.59%) marked the answer 3 `I 
do not know`, which means that the respondents do not 
plan their shopping. Similar conclusions result from the 
survey of Wand and Sahin (2018), who stated that the 
purchase planning depends on the purchased range of 
products. If a consumer goes shopping for products of 
daily consumption, then he/she hardly ever plans the 
purchase. The different situation occurs in the case of the 
purchase of clothes, electronics, or other durables. In this 
case, he/she plans the purchase and thinks over thoroughly 
the final decision. Then the options “disagree“ followed 
(24.68%) and “agree“ (24.30%). The reply `strongly agree` 
was indicated by 12.98% and `strongly disagree`  
by 11.45% of respondents. 
 The second question referred to the impulsive purchase. 
It is an unplanned purchase without any serious 
speculation about the effect/importance of this action. Also 

in this case it was affirmed that the majority of respondents 
could not express their opinion (32.57%). It means that the 
range of products and the way of purchasing can have an 
impact on their impulsive behavior. The research of Ling 
and Yazdanifard (2015) emphasized impulsive behavior 
with a particular range of products. The authors also 
declare that impulsive behavior is dependent on both 
internal and external factors. 
 The next option was `agree` (23.41%) and `disagree` 
(18.32%). 15.14% respondents marked `strongly agree` 
and 10.56% of respondents `strongly disagree`. 
 Hypothesis No. 1 was defined in the relation to 
purchasing planning: 
 H0: Women do not think more rationally than men. 
 H1: Women think more rationally than men. 
 The two proportion test was used to verify the 
hypothesis. In this case, the table value was 1.6449 and the 
test characteristics 2.4631, which means that we reject the 
null hypothesis. We accept the alternative hypothesis and 
affirm that women think more rationally than men. Based 
on the test results, we consider our assumption to be 
correct. 
 The responses to the question referred to advertising 
should provide the information to what extent the 
respondents agree with the statement that they buy 
foodstuff influenced by advertisements. The majority 
37.02% of respondents strongly agreed. This statement 
only confirms that the advertisement still belongs to the 
significant marketing communication tools, having an 
impact on consumer behavior. This statement was 
approved also by the answers of respondents in the survey 
conducted by Pechmann and Catlin (2016). The authors 
concluded that the consumers perceive subconsciously the 
advertisements of new products, and when shopping they 
recall repeatedly the information. According to Boyland 
and Whalen (2015), the most influenceable groups of 
consumers by an advertisement are children and 
pensioners. The following option was `agree` (20.87%) 
and in the third place the answer `disagree` (19.47%) was 
placed. 10.69% of respondents strongly disagree, and 
11.96% of respondents do not know how to evaluate this 
statement. 
 The last but one question referred to the influence of the 
decision-making of a consumer through quality. The 
reaction should have pointed out whether consumers 
decide to buy milk and dairy products also according to 
quality, and if they are willing to pay more. 25.70% of 
respondents strongly disagree. Recently still more 
attention is focused on the issue of food quality. Even in 
some cases, quality is considered to be the most important 
factor influencing the choice and purchase of food. The 
survey of Jeong, Crompton and Hyun (2018) was 
targeted at the quality versus the price of selected products. 
The results of this survey proved that the consumers are 
willing to pay more for the product of higher quality. Of 
course, the quality of the particular products must be 
declared. The next opinion was “disagree“ (25.45%) and 
the answer “I do not know“ (17.68%). 13.99% of 
respondents strongly agreed and 17.18% respondents 
agreed. 
 Concerning the impact of the quality of milk and dairy 
products on a consumer during shopping, hypothesis No. 2 
was formulated: 

 
 Figure 1 Structure of respondents according to the 
scale of extroversion and gender. 

 

 
 Figure 2 Output from the statistical program. 
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 H0: Quality does not have an impact on a consumer when 
purchasing milk and dairy products. 
 H1: Quality has an impact on a consumer when 
purchasing milk and dairy products. 
 

 We have used the Kolmogorov-Smirnov test to verify the 
hypotheses. In this case, the table value achieved the level 
0.0736 and the testing characteristics were calculated at 
the level of 0.3776, which means that we reject the null 
hypothesis. We accept the alternative hypothesis and claim 
that the quality of milk and dairy products has an impact 
on a consumer´s purchase. Based on the test results we 
consider the assumption to be correct. 
 The last statement was aimed at the price – whether this 
factor is decisive in purchasing food. The majority of 
respondents marked the option “disagree“ (25.32%). The 
survey of  Rödiger, Plaßmann, and Hamm (2016) also 
detected that the price does not always rank among the 
decisive factors of purchase of a particular product. This 
survey determined that more than 60% of respondents 
bought a particular product at a higher price although the 
willingness to pay was lower than the price. The following 
was the option “I do not know“ (23.54%) and the third 
place was taken by the answer  “strongly disagree“ 
(21.25%). 9.80% of respondents strongly agreed and 
20.10% of respondents` agreed. 
 The last studied area was cow´s milk and dairy products. 
The respondents reactions should have provided the 
information if they buy cow´s milk and its products 
(Figure 4). 
 The graph indicates the positive relation towards the 
purchase of cow´s milk and dairy products (92.37%). The 
similar result, referred to the consumption of cow´s milk, 
has also been achieved in the survey of the collective of 
authors Rybanská et al. (2019) as well as in the survey of 
Krivošíková et al. (2019). The negative answers can 
originate from several reasons (lactose intolerance, 
lifestyle, own conviction). The problem of lactose 
intolerance was studied by the team of researchers Deng et 
al. (2015) who concluded that the number of consumers 
suffering from this kind of intolerance is growing 
continuously. 7.63% of respondents, who stated in our 
survey not buying milk and dairy products, did not carry 
on the completion of the other questions in the 
questionnaire. 
 To test the number of respondents purchasing milk and 
dairy products we set hypothesis No. 3: 
 H0: More than 70% of respondents do not buy cow´s milk 
and its products. 
 H1: More than 70% of respondents buy cow´s milk and 
its products. 
 We used the test of hypotheses about the relative 
proportion to verify the hypotheses. In this case p-value  
= 0.9237 and the upper limit was calculated at the level 
0.7001, which means that we reject the null hypothesis. 
We accept the alternative hypothesis and claim that more 
than 70% of respondents purchase cow´s milk and its 
products. Based on the test results, we consider our 
assumption to be correct. 

 
 Figure 3 Structure of respondents according to 
temperament. 

 

 
 Figure 4 Purchase of cow´s milk and dairy 
products. 

 

 
 Figure 5 Motivation to higher consumption of milk 
and dairy products. 
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 The processed answers to the second question were 
related to the reason for purchasing milk and dairy 
products. The most frequent reason for the purchase of 
these products was their taste (50.41%), followed by 
healthy nutrition (28.24%) and as a raw material used for 
food preparation and baking (15.56%). 4.13% of 
respondents stated that they buy milk and dairy products 
predominantly for their children. The healthy nutrition as a 
reason for the purchase of milk and dairy products was 
also presented in the survey of Kurajdová, Táborecká-
Petrovičová and Kaščáková (2015). The following 
questions in the questionnaire survey were aimed at the 
motivation of respondents to higher consumption of milk 
and dairy products (Figure 5). The majority of the 
respondents stated that they would be motivated to the 
increased consumption by better informedness about the 
positive effects on their health (34.16%). This means that 
the respondents would be willing to buy milk if they had 
the adequate and sufficient amount of needed information 
and arguments. 27.82% of respondents consider a higher 
quality of these products as a reason for their purchase. 
The purpose of this request is the unexplained information 
related to the different myths which are spread about milk 
– the dilution of milk by water, insufficient content of 
vitamins and nutrients, the scarcity of information about 
the health benefits of milk, the excessive fat content, etc. 
The third reason for the insufficient interest in milk was 
the price, in particular,  
a lower price of milk (21.21%). The survey of Paraffin, 
Zindove and Chimonyo (2017) confirms that the 
consumers preferred the price to milk safety. The next 
factor was the increased promotion, bulk discounts, and 
others. 5.65% of respondents claimed that they are not 
motivated by anything to increase the consumption of 
cow´s milk and dairy products because they consider their 
consumption to be sufficient and do not need to increase it. 
 The following question referred to the factors which 
influence respondents mostly when buying cow´s milk and 
its products. The respondents had the opportunity to 
choose out of five factors. 25.48% of respondents think 
that the country of origin is the most significant factor, 
24.66% price, 23.14% quality, 17.08% packaging, and 
9.64% brand. The survey of Elofsson et al. (2016) 
emphasized the importance of brand and brand awareness 
to be significant also with milk and dairy products. The 
results of the survey referring to brand awareness declared 
the rise of milk purchase by 6 – 8%. 
 The answers to the question related to the most purchased 
dairy products allowed us to classify the order of the 
preferred purchased evaluated products made by the 
consumers participating in our survey. More than one-fifth 
of respondents prefer to buy milk, one-fifth prefers 
cheeses, followed by yogurts, butter, curds, and 
acidophilus milk products. Almost 2% of respondents 
stated milk puddings and creams in the category of the 
other products (Figure 6). 
 The survey pursued by the team of Kubicová, 
Predanocyová and Kádeková (2019) indicated almost the 
same results when the consumers preferred mainly milk, 
cheeses, and yogurts. The survey determined that the 
consumption of milk and dairy products is below the limit 
of the daily recommended consumption, which is caused 
predominantly by high prices of the dairy products 

(cheeses, butter, yogurts) in comparison with the incomes 
of households. 
 The last question of the survey was focused on the 
consumption of the Slovak traditional cheeses (steamed 
cheese “parenica“, braided string cheese, cheese preserved 
by smoke curing “oštiepok“ and so on). 685 (94.35%) 
respondents provided a positive answer to this question. 
5.65% of participants expressed their negative relation to 
the Slovak types of cheeses. The respondents, who 
answered positively, were also asked which particular 
brand of the Slovak traditional cheeses is their favorite and 
preferred. The majority of respondents (58.69%) stated the 
brand Liptov. The next one was Agrofarma (21.75%), 
Milsy (15.47%), and others – Levmilk, Tami, Syrex, and 
the different local farms in their place of residence 
represented by 4.09% of respondents. 
 We detected the dependence of the economic status and 
the choice of a particular brand of the Slovak cheeses via 
the method of quantitative statistics. 
 H0: There does not exist any dependence between the 
economic status and the choice of a particular brand of 
Slovak cheeses. 
 H1: There exists a dependence between the economic 
status and the choice of a particular brand of Slovak 
cheeses. 
 We used the Chi-square test for more than two 
independent aggregates for the verification of hypothesis 
No. 4. In this case, the table value at the level 43.7730 and 
the test characteristics were calculated at the level 55.9116, 
which means that we reject the null hypothesis. We accept 
the alternative hypothesis and affirm that there is a 
dependence between the economic status and the choice of 
a particular brand of Slovak cheeses. Based on the test 
results we consider our assumption to be correct. 
 
CONCLUSION 
 Many producers are convinced that the decisions they 
make result from the rational analysis of the available 
sources. However, there exists another significant factor  
– emotions which can influence considerably their 
decisions, even change them. Nowadays, the promotion 
itself of these products via rational appeal is not sufficient, 
but emotional appeals are becoming still more important. 
Many companies utilize emotions in their advertising spots 
to induce some feelings and imagination of the target 

 
 Figure 6 Most frequently purchased dairy products. 
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group, which can have an impact on purchasing behavior 
and decision-making. A personality is a determinant that 
influences the model of consumption. Even if a consumer 
is not aware of it, he/she tends to buy and use the products 
which correspond with his/her personality. A personality 
reacts to the promotional interests of firms that have an 
impact on the consumer personality and his/her choice of a 
product and brand. 
 The results of the pursued questionnaire survey suggested 
that the consumer personality is influenced by the 
purchasing behavior, however, the personality itself is 
influenced by many factors – price, advertisement, opinion 
of other consumers. That very much depends on the 
consumer to what extent he/she is influenced by the 
external environment and which role is played by his/her 
judgment. 
 Based on the pursued marketing survey by Eyesenck`s 
personality questionnaire, the majority of respondents 
were ranked among the emotionally stable extroverts. 
According to temperament, these consumers belong to the 
group of sanguines (34.73%). The second biggest group 
were emotionally labile extroverts – cholerics (21.50%). 
From the viewpoint of consumer behavior, we can claim 
that the purchase planning depends on a particular kind of 
a purchased product. The impulsive behavior of 
respondents was not affirmed, therefore we assume that 
this type of purchasing behavior is influenced by  
a particular kind of dairy product and also the form of 
shopping. The survey has proved the increased interest in 
the purchase of the dairy products recommended by 
advertisements, where 37% of respondents expressed their 
positive attitude. In the quality versus decision-making 
factor about the purchase of the dairy products, we 
conclude that the consumers are not willing to buy more 
expensive products, although these commodities should be 
of a higher quality. 25% of respondents had a negative 
approach towards the price of milk and dairy products and 
their impact on the purchase of these products. 
 We can evaluate positively the significant interest in the 
consumption of milk and dairy products. More than  
92% of respondents do not have any problems with the 
consumption of milk and dairy products. The principal 
reasons for the purchase of milk and dairy products were 
taste and health benefits for the human organism. The 
important fact is that the respondents would be motivated 
to the increased consumption of milk and dairy products 
by better informedness about the beneficial effects on 
human health (34.16%). The most remarkable factor, 
which has a positive impact on the purchase of cow`s milk, 
is its origin (more than 25% of respondents). The 
producers of the Slovak traditional cheeses can consider 
the consumption of the Slovak traditional cheeses to be a 
highly positive response (more than 94% of respondents). 
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