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A B S T R A C T

Cheese is a significant agri-food product for many people 
and the economy. Its manufacture has a long tradition, 
and its consumption varies according to the specifics of 
the cultures. Knowing consumers’ needs, attitudes, and 
approaches to consumption is essential in any industry, 
including the agri-food industry. That is why the subject 
of this paper is consumer behavior (CB), defining the 
factors that influence attitudes and intentions in cheese 
consumption observed at the level of two regions from 
Southeast Europe: the Republic of Serbia and Montenegro. 
The CB-Cheese scale was created for research purposes, 
which proved appropriate for this agri-food product 
research. The research showed significant differences in 
the behavior of the consumers of these two markets and 
that the consumption of cheese increases with the level 
of income. Special attention is paid to the quality of the 
product and its compatibility with the price. The obtained 
data provide clear guidelines for adequate placement in the 
regional market.
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Introduction

Commencing with its definition is crucial when debating cheese as a well-known 
and significant category of agri-food products in the human diet (Tendero, Bernabeu, 
2005; Fox et al., 2015; Guine, Florenca, 2019; Ferreo, Guine, 2019; Šmugović et al., 
2021; Ivanović et al., 2022). Cheese is a dairy product that is obtained through the 
process of coagulation and fermentation. The diversity in production technology is 
enormous, varying in the types of milk used, production operations and technologies, 
milk cultures, ripening time, as well as conditions, giving the final products a wide 
range of characteristics such as taste, texture, color, shape, and size (Fox et al., 2015; 
Guine, Florenca, 2019; Ferreo, Guine, 2019; Ivanović et al., 2022; Zheng et al., 2021; 
Najera et al., 2021; Skalkos et al., 2023; Stošić et al., 2023). The primary goal of cheese 
production is to preserve the main nutritional ingredients from milk while establishing 
certain sensory characteristics. Thanks to the progress of the food industry, cheese 
has managed to evolve, so that it has become a food of haute gastronomy, with an 
association with products of superior quality (Fox et al., 2015; Guine, Florenca, 2019; 
Ferreo, Guine, 2019). According to its characteristics, cheese belongs to a neutral 
group of foods that fully corresponds to the principles of proper nutrition (Dekker et 
al., 2019), and its properties make it almost indispensable to the human diet. In addition 
to belonging to the group of highly valuable foods that have an exceptional nutritional 
value, this group of agri-food products has exceptional economic importance for world 
trade (Guine, Florenca, 2019; Ferreo, Guine, 2019; Pantić et al., 2021). 
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Observing consumption in the context of consumer behavior (further BC) when it 
comes to this group of agri-food products, it is essential to emphasize that they are 
in households consumed by a large percentage of the population, with the fact that its 
consumption is frequent, but in small quantities, which results in low consumption 
per capita. The research showed that socio-economic and demographic factors greatly 
influence consumers’ consumption of dairy products because the higher social classes 
in European countries consume more cheese than the lower classes (Prättälä et al., 
2003). Given that recent research on this topic has not been done, the need for this 
research arises. 

This paper explores the factors that have an impact on BC and consumer preferences, 
that is, intentions to consume cheese as an important agri-food product in the diet of the 
population and the dairy industry. The study was carried out in two Southeast European 
regions: the Republic of Serbia and Montenegro. The information gathered will help 
clarify cheese consumption and offer recommendations for how it should be offered in 
the local agri-food market in the researched regions.

The research task is to examine BC and the factors that influence their choice, with the 
aim of achieving successful placement within the selected localities.

Q1: What is the agri-food market’s profile of cheese consumption in both regions?

Q2: Are there any differences in BC?

Q3: Which factors influence BC, i.e., cheese procurement in both afri-food markets, 
and are there any differences?

Cheese consumption

A large amount of research on BC and cheese as an agri-food products consumption 
has not been done recently, except for some whose concepts and results are mentioned 
in the rest of this paper (Schmitt et al., 2016; Scozzafava et al., 2020; Maceín et al., 
2019; Petković, Užar, 2020; Echeverría et al., 2021). What was a particular challenge 
was to research data on BC in terms of cheese consumption in the territory covered by 
this research (R. Serbia and Montenegro) because such data are very scarce (Paskaš et 
al., 2020), regardless that cheese belongs to agri-food products consumed by a large 
part of the population in their households (Tendero, Bernabeu, 2005). In addition to 
the large and economically significant production of industrial cheeses, the traditional 
production of cheeses, which makes them unique, carries with it a certain social 
significance, making them an important part of cultural heritage (Zheng et al., 2021; 
Najera et al., 2021; Šmugović et al., 2021; Ivanović et al., 2022; Skalkos et al., 2023). 

The research conducted by Miloradovic et al. (2022) showed that consumers from 
different countries have different preferences for cheese depending on the type and 
different ways of consuming it. The highest consumption of cheese per capita is achieved 
in Europe. In 2022 alone, cheese consumption in European Union countries reached 
20.96 kg per capita, which brought the USA and Canada to second and third place with 
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a consumption of about 17.8 and 14.85 kg. During 2022., about 9.4 million metric tons 
of cheese were consumed in the European Union, which far exceeded the consumption 
in other parts of the world, among which we should mention China, which has three 
times the number of inhabitants and whose consumption of cheese amounted to about 
409 thousand metric tons (https://www.statista.com/statistics/527195/consumption-of-
cheese-per-capita-worldwide-country/). 

Profile of cheese consumer behavior and cheese consumption

The industries that produce cheese are trying to meet the consumer’s needs and increase 
consumption, which is why frequent research is conducted to obtain highly valuable 
information to meet their demands (Tendero, Bernabeu, 2005). Investigating the profile 
of cheese consumers, it was found that among the dominant buyers of this group of 
dairy products are women (Perez et al., 2014), and these are women who manage larger 
households, who are university-educated, and are 40 years old and older (Davis et al., 
2011; Sánchez-Villegas et al., 2003). The same profile of respondents is also related to 
the willingness to pay for different types of cheese (Scozzafava et al., 2020).

Research conducted by Pérez et al. (2014) showed that 35% of respondents consume 
cheese three times a week and that cheese consumption is related to the consumption 
of sandwiches. Statistics have shown that American consumers mostly use cheese (in 
grated form) in recipes such as pizza, quesadillas, and the well-known macaroni and 
cheese (https://www.statista.com/statistics/527195/).

Its acquisition or purchase is most often realized in supermarkets and hypermarkets 
(Tendero, Bernabeu, 2005), even though a large number of specialized stores appear 
on the market that sell premium products (Calvo-Porral et al., 2017). The research has 
shown that the suggestion to serve cheese influences the purchase because there is a 
significant relationship between the decision to purchase and proper nutrition (Rebolla 
et al., 2016). Semi-hard and hard cheeses should be singled out here because they belong 
to the group consumed daily worldwide (Guine, Florenca, 2019; Ferreo, Guine, 2019).

In the territory of the Republic of Serbia, the focus was on the consumption of goat’s 
milk cheese, where it was noted that the acceptability of dairy products was significantly 
lower compared to others, regardless of the fact that this type of cheese is seen as a 
product with unique health benefits (Paskaš et al., 2020). More detailed research was 
not done in the Republic of Serbia and Montenegro.

Consumer behaviour

Studies have shown that the main aspects consumers consider before purchasing are the 
brand (Calvo Porral et al., 2016) and the origin and price of cheese (Pérez et al., 2014). 
Moreover, Maceín et al. (2019) identified price as the most important criterion when 
buying cheese. However, the consumer’s willingness to pay for cheese depends on factors 
such as income and prior knowledge of social sustainability, as stated by Echeverría et 
al. (Echeverría et al., 2021). This is where the protection of cheese labels comes into play 
because most consumers identify certified cheese with labels of origin and production 
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as better due to guaranteed stricter quality control (Tendero, Bernabeu, 2005). And 
consumers are willing to pay more for such cheese (Scozzafava et al., 2020). In the 
research conducted in Italy and France, in regions famous for producing and consuming 
cheese, the price is the most important factor that influences consumers’ choices. Apart 
from price, combined quality labels influence consumers’ choices, such as origin labels, 
organic labels, and mountain products (Menozzi et al., 2022). Tendero and Bernabeu 
(2005) point out that in the choice of cheese among regular consumers, the type of cheese 
is the most important factor, followed by the price, and finally, the certification, however, 
among consumers whose frequency of consumption is more sporadic, the guarantee of 
quality is more important than the price, as in regular consumers.

Protected labels of origin influence consumer purchasing decisions, even though 
they are premium-priced products (Braghieri et al., 2014). The research showed that 
consumers value the origin of the product more than the certified protected labels of 
origin, which is conditioned by the distance between the region of origin of the product 
and the residence of the consumer, which shows that the importance of certification for 
consumers increases with the increase of the distance from the region of origin of the 
cheese (Marcoz et al., 2016).

The place of origin can positively influence cheese selection (Braghieri et al., 2014). 
The research conducted by Miloradovic et al. (2022) confirmed that consumers 
appreciate homemade, artisan cheeses from industrial ones more because they deem 
them healthier and of higher quality. Consumers’ willingness to buy traditional cheese 
is driven by price, suitability, and method of milk processing (pasteurized milk/
unpasteurized milk), emphasizing the product’s traditional and authentic character 
(Almli et al., 2011). In contrast, Schmitt et al. (2016) compared local and global cheese 
supply chains in Switzerland and Great Britain and found that although local cheese 
was better at creating added value, animal welfare, and biodiversity, global chains 
were more accessible to consumers and more efficient and had a better performance 
in environmental indicators (Schmitt et al., 2016), despite the fact that due to the 
specificity of agricultural production and its products, these products require complex 
transportation and storage as well as a greater number of intermediaries in their 
transportation from producer to consumer (Petković, Užar, 2020). Cheese consumers 
do not have exact opinions and trust in the health safety of cheese that is made by 
artisan manufacturers (Miloradović et al., 2022). Health awareness about cheeses is 
another major factor in selection and purchase (Bahety et al., 2022).

The design of cheese packaging is also an essential element, which, as with other 
products, contributes to improving the perception of the taste of cheese (Veflen et 
al., 2023). Miloradovic et al. (2022) believe that significant work should be done on 
improving the proper packaging, labeling, and branding of cheeses, as well as expanding 
the assortment and greater availability of this group of food products.
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Materials and methods

Creation of a questionnaire survey

A questionnaire survey was created based on similar research worldwide (Tendero, 
Bernabeu, 2005; Mesías et al., 2003) with certain modifications adapted to the market. 
The questionnaire was structured into four distinct parts. The results of three parts were 
processed and displayed in this paper:

−	 The initial section of the survey gathered information on the respondents’ age, 
gender, amount of education attained, and monthly income.

−	 The second section of the survey collected data on cheese consumption, such as 
frequency of consumption, quantities, type of consumption, and place of purchase.

−	 The third section of the survey had to collect data on consumer preferences, 
i.e., factors driving consumer decisions regarding cheese purchases. For the 
purposes of this part of the research, a dedicated CB-Cheese scale was created, 
which consisted of 10 factors whose influence was marked on a Likert scale 
from 1 (strongly disagree) to 5 (strongly agree).  These variables included 
product quality, product origin (imported or domestic), attractive packaging, 
clearly indicated expiration date, favorable price, purchase by recommendation, 
familiarity with the manufacturer, advertising of the product, appearance, and 
the best price-quality ratio.

Research and survey site 

The research included two countries in Southeastern Europe (whose positions are 
shown in Figure 1), namely:

−	 the Republic of Serbia (Northern region of Vojvodina - South Bački 
Administrative District with 607.178 inhabitants) (https://popis2022.stat.gov.
rs/ ) and 

−	 Montenegro (Coastal region with 370.243 inhabitants) (https://www.monstat.
org/ ). 

The research was conducted from January 15th to April 15th, 2023. The survey was 
administered via email after obtaining respondents’ consent, ensuring full respect for 
ethical standards. For research purposes, a survey was sent to 500 (300 in Serbia and 200 
in Montenegro) email addresses. 411 were received, of which 370 were processed (226 
from the Republic of Serbia and 144 from Montenegro). This number of respondents 
was considered adequate because it is proportional to the number of inhabitants of the 
investigated localities.

Statistical data processing

Data collected through questionnaires were organized and analyzed using statistical 
software R version 4.1.2. Descriptive statistical analysis and the Chi-square test of 



http://ea.bg.ac.rs 1111

Economics of Agriculture, Year 71, No. 4, 2024, (pp. 1105-1128), Belgrade

independence were applied to the first and second parts of the questionnaire, which 
addressed the respondents’ sociodemographic characteristics and cheese consumption 
patterns. To identify the factors influencing the decision to buy cheese, explanatory 
factor analysis (EFA) was performed, followed by confirmatory factor analysis (CFA) 
to validate the results obtained through EFA. A key assumption for conducting EFA is 
the presence of correlations between variables, with correlation coefficients above 0.3, 
which were assessed using the Kaiser-Meier-Olkin (KMO) measure and Bartlett’s test 
of sphericity. Factorial rotation was applied using 

Figure 1. Location of researched regions

Author: Đercan, 2023
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Varimax rotation with Keiser normalization. The reliability of the study was evaluated 
using Cronbach’s alpha, where a minimum value of 0.6 indicates that the data is suitable 
for analysis (Hair et al., 2006).

Subsequently, the average variance extracted (AVE) and the composite reliability 
coefficient (CR) were calculated. These metrics assess the quality of measurement, 
with AVE representing the proportion of variance explained by a construct in relation to 
measurement error (Fornell and Larcker, 1981). AVE specifically evaluates convergent 
validity, which measures the level of agreement between multiple indicators of the same 
construct. To establish convergent validity, item factor loadings, composite reliability, 
and AVE values were computed (Hair et al., 2014). Both AVE and CR values range 
from 0 to 1, with higher values indicating stronger confidence. Convergent validity is 
confirmed when AVE is greater than or equal to 0.5.

CFA was employed to test and evaluate multiple models of the underlying constructs 
represented by the questionnaire items, enabling the selection of the most appropriate 
measurement model (Bryant et al., 1999). Specifically, CFA assessed how well each 
observed variable aligns with the expected latent constructs. The evaluation also 
included assessing measurement reliability and validity by considering correlations 
and variances among the variables. To assess the overall fit of the model, the chi-square 
statistic (χ²) was calculated. A significant chi-square value, relative to the degrees of 
freedom, indicates differences between the observed and expected matrices. To address 
chi-square sensitivity, the normalized chi-square (χ²/df) was used, which highlights 
discrepancies between observed and estimated matrices. A χ²/df ratio of 5.0 or lower is 
considered acceptable (Tabachnick et al., 2013).

The Comparative Fit Index (CFI) is a statistical metric used to evaluate the fit of an estimated 
model by comparing it to a null or independent model. Its values range from 0 to 1.0, 
where higher values indicate a better fit. CFI is particularly effective for model development 
methodologies involving small sample sizes (Leesatapornwongsa et al., 2023).

The model’s fit is further assessed using the Root Mean Square Error of Approximation 
(RMSEA). A range of 0.05 to 0.08 is considered indicative of a close fit, while values 
below 0.05 suggest a strong alignment between the model and the degrees of freedom 
(Schumacker and Lomax, 2004).

After conducting the factor analysis, the method of multiple linear regression was 
applied to determine whether the identified factors have a statistically significant impact 
on GDP growth. Multiple linear regression involves examining the impact of one or 
more independent variables on a dependent variable. This statistical technique allows 
researchers to understand the relationship between the dependent variable and several 
independent variables simultaneously. By including multiple predictors in the model, 
it is possible to assess the relative contribution of each factor while controlling for the 
influence of other variables. This method provides a comprehensive analysis of how 
various factors collectively influence the dependent variable, in this case, GDP growth.
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Results

Analysis of sociodemographic characteristics of respondents

The descriptive statistics (Table 1) show that 226 respondents from the Republic of 
Serbia participated in this questionnaire; 109 respondents were male, and 117 were 
female. The survey in Montenegro included 144 respondents, of which 64 were male, 
and 80 were female respondents. According to the age structure, the respondents were 
divided into five age groups where in the Republic of Serbia: the group from 21 to 30 
years of age has the highest participation (23.5%), and the group under 20 years of age 
has the lowest participation (16.8%). Montenegro also had the highest participation of 
respondents aged 21 to 30 (48.6%) and the lowest participation over 51 years of age 
(4.9%).

Table 1. Sociodemographic characteristics of the respondents

Serbia Montenegro
Variables Categories n Percentage n Percentage

Sex
Male 109 48.2 64 44.4
Female 117 51.8 80 55.6

Age

Up to 20 years old 38 16.8 11 7.6
21-30 53 23.5 70 48.6
31-40 45 19.9 42 29.2
41-50 48 21.2 14 9.7
51 and higher 42 18.6 7 4.9

Level of education

Elementary 9 4.0 1 0.7
Secondary 77 34.1 50 34.7
High/university 90 39.8 58 40.3
Md/PhD 50 22.1 35 24.3

Monthly income 

Up to 450 EUR 63 27.9 41 28.5
451-750 EUR 98 43.4 70 48.6
751-950 EUR 38 16.8 20 13.9
More than 950 EUR 27 11.9 13 9.0

Source: Author’s interpretation

According to the level of education, in both observed countries, the highest participation 
of respondents with completed higher school or university (39.8%; 40.3%), while 
the lowest participation is only 4.0%, i.e., 0.7% of those with completed elementary 
school. Slightly less than half of the respondents from the Republic of Serbia (43.4%) 
indicated that they had a monthly income of 451 to 750 euros, while only 11.9% of 
the respondents indicated that they had a monthly income of more than 950 euros. In 
Montenegro, the situation is similar as regards the monthly income of respondents: the 
highest participation (48.6%) of those who have a monthly income of 451 to 750 euros, 
and the smallest participation (9%) of respondents who have a monthly income above 
950 euros.
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Analysis of Cheese Consumption

The following examined the consumer characteristics of both regions (Table 2). In the 
Republic of Serbia, slightly more than half of respondents (51.8%) stated that they use 
cheese once a week, and only 10.2% of respondents stated that they use cheese less 
than 2-3 times a month. As for the consumption of cheese, the situation is somewhat 
different in Montenegro, i.e., the largest percentage of respondents (38.2%) declared 
that they use cheese every day, and the smallest percentage (14.6%) said that they use 
cheese two to three times a month. 

Table 2. Cheese consumption

Serbia Montenegro
Variables Categories n Percentage n Percentage

Cheese Consumption

Every day 46 20.4 55 38.2
Once a week 117 51.8 46 31.9
2-3 times a month 40 17.7 21 14.6
Less often 23 10.2 22 15.3

According to your 
estimate, how much 
cheese do you eat on 
a monthly basis

Up to 100g 19 8.4 12 8.3
101-300g 50 22.1 26 18.1
301-600g 76 33.6 33 22.9
601-1000g 49 21.7 28 19.4
More than 1001g 32 14.2 45 31.3

How do you eat 
cheese 

As breakfast as a side dish 95 42.0 31 21.5
As a part of savory dishes 84 37.2 85 59.0
As a part of desserts 13 5.8 2 1.4
On its own 18 8.0 24 16.7
Other 16 7.1 2 1.4

Where do you mostly 
buy cheese

In supermarkets and shops 156 69.0 93 64.6
In creameries 28 12.4 10 6.9
On the market 33 14.6 41 28.5
Other 9 4.0 0 0.0

Source: Author’s interpretation

Regarding the consumption of cheese on a monthly level, respondents from Montenegro 
are ahead of respondents from the Republic of Serbia, i.e., the highest percentage of 
respondents from Montenegro (31.3%) stated that they consume more than a kilogram 
of cheese per month. In the Republic of Serbia, the largest percentage of respondents 
(42%) declared that they most often consume cheese as breakfast as a side dish. In 
contrast, in Montenegro, the largest percentage of respondents (59%) declared that they 
most often consume cheese as an integral part of savory dishes. When asked where 
they most often buy cheese, more than half of respondents from both countries (69%; 
64.6%) stated that they most often buy cheese in supermarkets or stores.
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Analysis of statistically significant differences

In the following, the Chi-square test was applied to analyze whether there are 
statistically significant differences regarding the age category of the respondents, the 
level of education of the respondents, and their monthly income regarding their monthly 
consumption of cheese, the way they consume cheese and the type of facility where 
they most often buy cheese (Table 3).

Table 3. The results of the Chi-Square test
Serbia Montenegro

Age Level of 
education

Monthly 
income Age Level of 

education
Monthly 
income

Monthly 
consumption of 
cheese

22.224 
(p=0.136)

18.178
(p=0.110)

26.726
(p=0.008)

19.418 
(p=0.248)

13.906
(p=0.307)

28.204
(p=0.005)

Mode of cheese 
consumption 

37.044
(p=0.002)

11.733
(p=0.467)

14.071
(p=0.296)

17.205
(p=0.372)

18.698
(p=0.096)

23.958
(p=0.021)

Type of 
facility where 
the cheese is 
purchased

6.870
(p=0.866)

13.700
(p=0.133)

7.518
(p=0.583)

12.376
(p=0.135)

9.894
(p=0.129)

6.051
(p=0.418)

Source: Author’s interpretation

The Chi-square test results show a statistically significant difference between age 
categories and cheese consumption patterns in the Republic of Serbia (p<0.05). 
Specifically, respondents under 20 years of age most frequently consume cheese as a 
side dish for breakfast, while those aged 21 to 50 most often consume cheese as part of 
savory dishes. A statistically significant difference (p<0.05) among respondents in the 
Republic of Serbia was also noted in terms of monthly income and their monthly cheese 
consumption. As expected, respondents with higher incomes have higher monthly 
cheese consumption. Similarly, in Montenegro, a statistically significant difference 
(p<0.05) was observed in the monthly incomes of respondents and their monthly 
cheese consumption, i.e., respondents with higher incomes have higher monthly cheese 
consumption. The results from the previous table indicate a statistically significant 
difference between respondents’ monthly incomes and their cheese consumption habits 
(p<0.05). Respondents with lower monthly incomes predominantly consume cheese 
as a side dish for breakfast or with savory meals, whereas those with higher monthly 
incomes are more likely to eat cheese on its own.

Factorial analysis - Serbia

Ten research questions were formulated to identify the key factors influencing cheese 
purchasing decisions (Table 4). The test results indicate that, upon applying principal 
component analysis to all variables, the total extracted variance was below 50% 
(46.071%), suggesting the absence of significant bias effects.
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Table 4. Descriptive statistics of variables used in factor analysis (Republic of Serbia)

Serbia
Variable Mean Standard deviation
Product Quality 4.51 0.855
Origin of the product (imported or domestic) 3.82 1.256
Attractive packaging 3.27 1.249
Clearly stated expiration date 4.09 1.143
Affordable price 3.85 1.090
Recommendation 3.92 1.087
Familiar producer 3.46 1.310
Advertised product 3.21 1.377
Product is appealing 3.95 1.068
The best price and quality ratio 4.36 0.929

Source: Author’s interpretation

Observing the variables related to the characteristics of the product on the basis of 
which respondents make a decision to buy cheese, respondents from the Republic of 
Serbia mostly agreed that quality is the decisive characteristic they consider when 
making a decision (Mean=4.513). In addition to quality, respondents expressed the 
highest degree of agreement with the statement that when making a purchase decision, 
they consider the best price-quality ratio of the product (Mean=4.367).

Respondents showed the lowest degree of agreement with the statement that when 
making a decision to buy cheese, they consider attractive packaging (Mean=3.278). 
and advertised products (Mean=3.217).

Before proceeding with factor analysis, the justification for its application was assessed 
through the Kaiser-Meyer-Olkin test and Bartlett’s test of sphericity (Table 5).
Table 5. The Kaiser-Meyer-Olkin (KMO) and Bartlett’s test of justification of factor analysis 

(Republic of Serbia).
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.874

Bartlett’s Test of Sphericity
Approx. Chi-Square 1157.128

Df 45
p-value 0.000

Source: Author’s interpretation

The Kaiser-Meyer-Olkin coefficient was calculated at 0.874, significantly surpassing 
the recommended threshold of 0.6 (Hair et al., 2006), indicating that factor analysis is 
suitable for this set of variables. This was further validated by Bartlett’s test of sphericity 
(p<0.05), confirming a statistically significant correlation among the observed variables.

The principal components method was used to identify the factors found in the 
correlation matrix. After extracting the factors, Varimax rotation was applied, and the 
values for the two extracted factors were shown (Table 6).
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Table 6. Total variance explained (Republic of Serbia)
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Source: Author’s interpretation

As shown in the previous table, two factors with eigenvalues greater than one were 
identified using the principal components method. Together, these factors account 
for 63.245% of the total variance.These two single factors explain 63.245 % of the 
total variation. In the continuation of the analysis, factor loadings were observed after 
rotation (Table 7). When presenting the results of the factor analysis, a factor was 
considered significant if it had a primary loading greater than 0.50.

Table 7. Factor loading after rotation (Republic of Serbia)

Variables Component
1 2

Familiar producer 0.900
The product is advertised 0.869
Attractive packaging 0.789
The product is appealing 0.618
Origin of the product(imported or domestic) 0.526
Product Quality 0.815
The best price-quality ratio 0.780
Recommendation 0.699
Clearly stated expiration date 0.671
Affordable price 0.524
Cronbach’s Alpha 0.866 0.812
AVE 0.569 0.846
CR 0.517 0.829

Source: Author’s interpretation

As shown in Table 7, the first factor exhibits the highest factor loading values for the 
first five statements, which can collectively be categorized under the name Market 
factor. The second factor is defined through five statements; when analyzing this factor, 
it can be called the Production and Economic Factor.

The obtained data also indicate that the factor loadings of the statements vary across 
different factors. Based on their values, the statements with the greatest influence on each 
factor can be identified. The highest factor loading of the Market factor has the statement 
that implies that the respondent’s purchase decision is influenced by whether they know 
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the manufacturer (0.900), and the lowest is the statement that the respondents look at the 
origin of the product when making a purchase decision (0.526). The second factor mostly 
fulfills the statement that the product quality (0.815) influences respondents’ purchase 
decisions, while the statement that the respondents make decisions about purchasing a 
product based on its affordable price satisfies the least (0.524). From previous table it 
can also be seen that AVE and CR values in this case are relatively low, but CFA will be 
conducted to determine the accuracy of this analysis.

Reliability and validity are essential measures of scale quality (Ning et al., 2024). 
Following the application of EFA, the model requires validation, with the next step 
involving an assessment of its reliability and validity through CFA (Table 8).

Table 8. CFA results (Republic of Serbia)

Factor Variable Loadings AVE CR Cronbach’s 
Alpha p-value

Market

Familiar producer 0.880

0.582 0.872 0,856

0.000
The product is advertised 0.845 0.000
Attractive packaging 0.768 0.000
The product is appealing 0.716 0.000
Origin of the 
product(imported or 
domestic)

0.567 0.000

Production 
and 
Economic

Product Quality 0.656

0.567 0.822 0,810

0.000
The best price-quality ratio 0.821 0.000
Recommendation 0.674 0.000
Clearly stated expiration date 0.577 0.000
Affordable price 0.728 0.000

df=34; χ²=84.695; CFI=0.971; RMSE=0.056

Source: Author’s interpretation

The CFA model demonstrates sufficient goodness-of-fit indices to validate the structure. 
Specifically, the model has 34 degrees of freedom, a CFI of 0.971 (above the acceptable 
threshold of 0.90), and an RMSEA of 0.056. All fit indices fall within acceptable ranges. 
The results in the previous table indicate that the model’s factor loadings exceed 0.5, 
reflecting a strong relationship between the observed and latent variables. The average 
variance extracted (AVE) for both factors is above 0.5, confirming good validity, while 
the composite reliability (CR) exceeds 0.7, meeting the standard criterion. Cronbach’s 
alpha values for both factors are above 0.8, demonstrating strong internal consistency 
and aligning with established norms. Notably, based on the factor loadings, the Market 
factor is the most explanatory. Similar to the EFA results, the statement with the highest 
influence on purchasing decisions is whether the manufacturer is known (0.880).In 
the case of the Production and Economic factors, the situation is somewhat different; 
this factor is mostly explained by the statement that the price-quality ratio is the most 
important for them when deciding on a purchase (0.821), while the statement that 
the respondents make a decision about purchasing a product based on clearly stated 
expiration date (0.577).
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After the factor analysis, multiple linear regression analysis was conducted to determine 
whether the obtained factors significantly impact GDP growth (Table 9).

Table 9. Regression analysis results (Republic of Serbia)

Model Unstandardized Coefficients Standardized 
Coefficients t p-value

B Std. Error Beta
Constant 3.169 0.182 17.407 0.000

Market 0.207 0.240 0.076 0.863 0.389

Production and 
Economic -0.173 0.253 -0.060 -0.685 0.494

Source: Author’s interpretation

The results of the regression analysis indicate that none of the identified factors had a 
statistically significant effect on GDP growth (p>0.05).

Factorial analysis - Montenegro

To identify the key factors influencing the decision to buy cheese, the same ten research 
questions were posed to respondents in Montenegro (Table 10). Harman’s single-factor 
test was applied to check for potential bias in the results (Podsakoff et al., 2003). The 
test findings indicate that, using principal component analysis, the total extracted 
variance was below 50% (47.414%), suggesting no significant bias effects.

Table 10. Descriptive statistics of variables used in factorial analysis (Montenegro)

Montenegro
Variable Mean Standard deviation
Product Quality 3.56 1.432
Origin of the product (imported or domestic) 3.31 1.265
Attractive package 2.95 1.371
Clearly stated expiration date 3.72 1.186
Affordable price 3.42 1.227
Recommendation 3.46 1.194
Familiar producer 2.97 1.327
Advertised product 2.97 1.327
Appealing product 3.17 1.308
The best price-quality ratio 3.68 1.227

Source: Author’s interpretation

Observing the variables related to the product characteristics on the basis of which 
the respondents make a decision about buying cheese, the respondents mostly agreed 
with the fact that the best ratio of price and quality is the crucial characteristic they 
consider when making a decision (Mean=3.681). In addition to this characteristic, the 
respondents expressed the highest degree of agreement with the statement that when 
making a purchase decision, they consider the quality of the product (Mean=3.569). 
Respondents showed the lowest degree of agreement with the statement that when 
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making a decision to buy cheese, they consider attractive packages (Mean=2.951). and 
advertised products (Mean=2.972). As in the previous instance, the validity of factor 
analysis was evaluated prior to its application using the Kaiser-Meyer-Olkin test and 
Bartlett’s test of sphericity. (Table 11).
Table 11. The Kaiser-Meyer-Olkin (KMO) and Bartlett’s test of justification of factor analysis 

(Montenegro)

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.903

Bartlett’s Test of Sphericity
Approx. Chi-Square 1149.413

Df 45
p-value 0.000

Source: Author’s interpretation

The Kaiser-Meyer-Olkin coefficient was calculated at 0.903, significantly exceeding the 
recommended threshold of 0.6 (Hair et al., 2006), confirming the suitability of factor 
analysis for this set of variables. Bartlett’s test of sphericity (p<0.05) further verified 
the presence of statistically significant correlations among the observed variables. The 
principal components method was employed to identify factors within the correlation 
matrix. After factor extraction, Varimax rotation was applied, and the values for the two 
extracted factors were presented (Table 12).

Table 12. Total variance explained (Montenegro)
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As presented in Table 13, the first factor exhibits the highest factor loadings for the 
initial six statements, allowing it to be categorized as Production and Economic Factors. 
The second factor is characterized by four statements. When analyzed, this factor can 
be defined as the Market factor.

Table 13. Factor loading after rotation (Montenegro)

Variables Component
1 2

Product Quality 0.883
Clearly stated expiration date 0.859
The best price-quality ratio 0.783
Affordable price 0.772
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Variables Component
1 2

Recommendation 0.684
Origin of the product (imported or domestic) 0.675
Attractive package 0.909
Product is appealing 0.883
Advertised product 0.872
Familiar manufacturer 0.754
Cronbach’s Alpha 0.935 0.948
AVE 0.608 0.734
CR 0.902 0.916

Source: Author’s interpretation

It is also evident that the factor loadings of the statements vary across different factors. 
Within the Production-Economic factor, the highest loading is associated with the 
statement indicating that respondents’ purchasing decisions are influenced by product 
quality (0.883), while the lowest is linked to the statement that respondents consider the 
product’s origin during their decision-making process (0.675). The second factor is most 
satisfied by the statement that the respondents’ decision to buy a product is influenced 
by attractive packaging (0.909), and the least by the statement that respondents make a 
decision to buy a product based on whether they know the manufacturer (0.754). The 
results of the CFA model for Montenegro are presented in the next table (Table 14).

Table 14. CFA results (Montenegro)

Factor Variable Loadings AVE CR Cronbach’s 
Alpha p-value

Production-
Economic

Product Quality 0.799

0.711 0.872 0.933

0.000
Clearly stated expiration 
date 0.852 0.000

The best price-quality ratio 0.859 0.000
Affordable price 0.903 0.000
Recommendation 0.820 0.000
Origin of the product 
(imported or domestic) 0.824

0.823 0.949 0,949

0.000

Market

Attractive package 0.899 0.000
Product is appealing 0.914 0.000
Advertised product 0.948 0.000
Familiar manufacturer 0.866 0.000

df=34; χ²=82.359; CFI=0.974; RMSE=0.047

Source: Author’s interpretation

The results of the CFA model indicate that the structure is valid, supported by goodness-
of-fit indices. The model includes 34 degrees of freedom, a CFI of 0.974 (greater than 
0.90), and an RMSEA of 0.047. All model fit index values were acceptable. The results 
shown in the previous table suggest that the factor loadings of the model exceed the 
threshold of 0.5, which implies a high correspondence between the observed and latent 
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variables. The average variance (AVE) of both factors is at the level of over 0.7 (>0.5), 
which implies good validity; the results of the composite reliability (CR) of the model 
exceed 0.7, fulfilling the standard criterion. Cronbach’s alpha was used to assess the 
scale’s internal consistency, and the values for both factors were above 0.9, which is in 
accordance with established standards. Based on the results of the CFA, it can be seen 
that the first Production-Economic factor is most explained by the statement that implies 
that when purchasing a product, affordable prices are important to customers (0.903), 
and the least by the statement that implies that the quality of the product is important to 
them (0.799). The second factor, the Market factor, is best explained by the statement 
that when purchasing a product, the most important thing for customers is that it is 
advertised (0.948), and the least important is that they know the manufacturer (0.866).

And in the case of the sample from Montenegro, after conducting the factor analysis, 
the method of multiple linear regression was applied to determine whether the identified 
factors have a statistically significant impact on GDP growth (Table 15).

Table 15. Regression analysis results (Montenegro)

Model Unstandardized Coefficients Standardized 
Coefficients t p-value

B Std. Error Beta
Constant 2.845 0.817 3.484 0.001
Production-
Economic 0.181 0.812 0.019 0.222 0.824

Market -0.413 0.815 -0.043 -0.507 0.613

Source: Author’s interpretation

According to the regression analysis, none of the identified factors were found to have 
a statistically significant influence on GDP growth (p>0.05).

Discussion

The first research question was (Q1): What is the agri-food market’s profile of cheese 
consumption in both regions? The research obtained statistical data on cheese 
consumption and consumer preferences. It revealed that in the Republic of Serbia, 
more than half of the respondents consume cheese once a week, while in Montenegro, 
the largest percentage of respondents declared that they consume cheese every day, 
which is more often than the ones included in the research of Perez et al. (2014).

Considering the monthly cheese consumption, Montenegrin consumers are ahead of 
respondents from the Republic of Serbia, as the highest percentage of respondents 
consume more than a kilogram of cheese per month. The research showed that in the 
Republic of Serbia, the most significant percentage of respondents most often consume 
cheese with breakfast as a side dish, while in Montenegro, cheese is most often consumed 
as an integral part of a large number of savory dishes. More than half of the respondents 
from both regions stated that they most often buy cheese in supermarkets or stores, 
which also coincides with research conducted by Tendero and Bernabeu (2005).
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The second research question was designed to answer the following question: (Q2): Are 
there any differences in BC? The research has shown that in both regions, respondents 
who have higher incomes have higher monthly cheese consumption, which was also 
confirmed by other research worldwide (Prättälä et al., 2003). The research also showed 
that respondents with lower monthly incomes most often consume cheese as a side dish 
with breakfast or with salty dishes, while respondents with higher monthly incomes 
more often consume cheese on its own, hedonic.

After that, the third research question had the task of finding an answer (Q3): Which 
factors influence BC, i.e., cheese procurement in both afri-food markets, and are there 
any differences? For consumers from the Republic of Serbia, quality is the decisive 
characteristic they consider when making a purchase decision. In addition to quality, 
when making a purchase decision, they consider the best price-quality ratio of the 
product. The least important is the attractive packaging and whether the product is 
advertised, although some studies prove their exceptional importance (Vaflen et al., 
2023), and often conditioned by the personalities who advertise those products (Calvo-
Porral et al., 2021). Similarly, Montenegrin consumers agreed that the best price-
quality ratio is the decisive feature they consider when making a decision. In addition 
to this feature, consumers consider product quality when making a purchase decision. 
Consumers least consider the attractiveness of the packaging and whether the product 
is advertised, contrary to some research (Calvo-Porral et al., 2017).

The set research CB-Cheese scale proved to be appropriate because the research defined 
significant factors that influence consumer preferences when choosing cheese: Market 
factors and Production-economic factors.

Conclusions

Cheese is an important agri-food product, and understanding BC and their preferences 
is essential to its proper and successful marketing on the regional market. The research 
conducted led us to the conclusion that cheese is a significant agri-food item in the 
daily diets of consumers from Southeast Europe, and that these consumers’ preferences 
vary amongst themselves due to cultural, demographic, and geographic factors. 
Research has demonstrated that one of the most important factors in consumption and 
selection is income level. The important point to note is that there is a clear preference 
differentiation between various Market elements and Production-economic factors. 
The acquired data will offer precise recommendations for the placement of cheeses 
on the domestic market and for agri-food marketing. Based on the obtained data, 
entrepreneurs can improve their sales approaches, focusing on new consumer demands 
(Maceín et al., 2019). Based on the data obtained on the increasing attention to cheese 
consumer preferences, this research can help increase profitability (Bir et al., 2020).

Theoretical and practical contribution of research

The theoretical contribution of this research lies in the integration of information 
gathered from a review of contemporary literature on the topic, combined with data 
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collected from consumer research conducted in the studied localities.The practical 
contribution of the conducted research is reflected in the methodological approach 
(further application of the created CB-Cheese scale), data collection, and processing, 
but mostly in the information that provides insight into the behavior of consumers 
and their preferences when consuming cheese, which gives clear instructions for the 
placement of cheese in the investigated areas. The results of this research can be used 
in order to improve access and positioning of cheeses in the market of Serbia and 
Montenegro, but also beyond.

Recommendations for further research

The established research could be upgraded through the data collection on the types of 
cheese and the characteristics that have the highest consumption. The emphasis could 
be placed on domestic types of cheese (locally produced) but also on international 
cheeses that are consumed more. By following the global model of individual research, 
significant data might be gathered by establishing a connection between the health 
status and body mass of dairy product users and their intake (Alegría-Lertxundi et al., 
2014). Additional research could be directed at measuring agri-food marketing effects.
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