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 Summary 20 

The objective of this research paper was to assess consumer knowledge, attitudes, and perceptions towards 21 

dairy fat. Adult participants completed a web-based survey collected from November 2022 to February 2023, 22 

across Mexico, Chile, and Argentina. In total, 1,204 respondents completed the survey. Most respondents were 23 

between 18 and 39 years old, female, educated, and employed. Results indicated that for both women 24 

(χ²=13.7, df4, p<0.01) and men (χ²=26.7, df4, p<0.01), the percentage of people who consume dairy products 25 

at least once a day increases with age. However, neither gender nor age affected the consumption of milk, 26 

yogurt, butter, cheese, and cream. An effect of country (χ²= 330.2, df18, p<0.01), age (χ²= 69.2, df36, p<0.01), 27 

and gender (χ²= 69.2, df36, p<0.01) was observed with respect to the type of milk consumed. In Mexico, 28 

whole milk garnered the highest consumption rates, while semi-skimmed milk was favored in Chile, and 29 

skimmed milk was preferred in Argentina. Results also show that whole milk consumption was higher in men, 30 

however, skimmed and light milk were preferred by women. Moreover, an effect of country (χ²=30.4, df14, 31 

p<0.01) and age (χ²=70.1, df28, p<0.01) was observed in relation to the type of fat that people consider most 32 

important. More respondents (48%) considered milk fat to be “healthy” or “very healthy” while no 33 

dependence was observed between countries and the relationship between the milk fat content and health. The 34 

best-known milk fat component in Argentina was omega-6 while Chilean consumers were less familiar with 35 

this component. Mexican consumers, on the other hand, gave greater importance to mono-unsaturated fats. 36 

Knowledge of other dairy fat groups and nutrients was similar across countries. This study benchmarks 37 

consumer knowledge and perceptions of dairy fat in Latin America, offering valuable insights for academia, 38 

industry, and consumers in the dairy sector. 39 

Keywords: dairy, consumer preferences, fat, lipids, Latin America. 40 

41 
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Introduction  42 

Global consumption of dairy fat influenced by factors such as cultural preferences, dietary habits, and 43 

economic development (Kapaj & Deci, 2017). Dairy fat is a key component of milk, cheese, butter, and cream, 44 

affecting their flavor, texture, and nutritional profile of these foods (Waldron et al., 2020). However, 45 

consumption patterns are shifting due to health concerns (particularly around saturated fats) (Giosuè et al., 46 

2022), dietary trends (low-carb or ketogenic diets) (Volek et al., 2021), plant-based alternatives (Cardello et 47 

al., 2022), and consumer preferences (Vargas-Bello-Pérez et al., 2020). As a result, global dairy fat 48 

consumption is evolving, driven by health, environmental, and lifestyle factors, with ongoing trends expected 49 

to continue shaping consumption patterns (Bojovic & McGregor, 2023). 50 

Historically, dairy fat consumption has been high in regions with strong dairy traditions, such as Europe and 51 

North America (Cox & Zhu, 2005; Comerford et al., 2021). In these regions, products like cheese and butter 52 

are commonly consumed in various dishes and cuisines (Comerford et al., 2021). Although Latin American 53 

countries make a strong contribution to global dairy production, data on dairy consumption is limited and data 54 

focused on dairy fat is even more difficult to find. 55 

Argentina, Chile, and Mexico have a well-established dairy sector, and produce 31% of the total milk of Latin 56 

America and Caribe (Fariña et al. 2020). We hypothesized that these countries represent a wide spectrum of 57 

consumption preferences, making them ideal for studying consumer behavior in dairy products. Dairy 58 

consumption in Mexico has been increasing steadily over the years, due to several reasons, including 59 

urbanization, increasing disposable incomes, and a growing awareness of the nutritional benefits of dairy 60 

products (Fariña et al., 2020). Milk, cheese, and yogurt are among the most consumed dairy products in 61 

Mexico. Traditional Mexican cuisine often incorporates dairy in various forms, such as cheese in dishes like 62 

quesadillas and enchiladas (Dobson, 2003). While dairy consumption is generally increasing, there are still 63 

disparities in access to and consumption of dairy products among different segments of the population. 64 

Additionally, cultural and dietary preferences also influence the types and quantities of dairy products 65 

consumed in various regions of Mexico (Fariña et al., 2020). 66 

Dairy consumption in Argentina is traditionally high compared to many other countries, owing to the country's 67 

strong agricultural sector and cultural preferences for different forms of animal source protein (Lazzarini et al., 68 

2019). Milk, cheese, and yogurt are staple components of the Argentine diet and are consumed in various 69 

forms throughout the day. The Argentine dairy industry is well-established, with dairy farms scattered across 70 

the country, particularly in regions like the Pampas, where favorable climatic conditions support cattle farming 71 

(Lazzarini et al., 2019). As in other countries, trends in dairy consumption in Argentina are influenced by 72 

factors such as urbanization, changing lifestyles, and health awareness (Fariña et al., 2020).  73 

Dairy consumption in Chile has experienced significant growth over the past few decades, reflecting changes 74 

in dietary patterns and increasing urbanization. The Chilean dairy industry has expanded to meet the growing 75 

demand for dairy products, with domestic production supplemented by imports to fulfill consumer needs 76 
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(Llorca-Jaña et al., 2020). Dairy farming is practiced in various regions of Chile, with some areas, such as the 77 

Los Lagos Region, being significant dairy-producing regions (Fariña et al., 2020). Despite the growth in dairy 78 

consumption, there are ongoing discussions and debates regarding the impact of dairy products on health, 79 

particularly concerning issues such as lactose intolerance and dietary preferences. Nonetheless, dairy products 80 

continue to be an integral part of Chilean cuisine and culture (Vargas-Bello Pérez et al., 2018). 81 

The objective of this study was to assess consumer knowledge and perceptions toward dairy fat. Although 82 

dairy products are common foods in the region, we hypothesized that consumer toward dairy fat would be 83 

different between countries. Therefore, a survey was conducted in Latin America including countries that are 84 

very representative of dairy production in that part of the world. This study offers valuable feedback for 85 

academia, industry, and consumers. Understanding consumer perceptions can inform strategies to meet 86 

expectations, assess market effectiveness, and drive innovation in the dairy sector. The findings can help 87 

identify opportunities to educate consumers, improve product development, and enhance the overall dairy 88 

market. 89 

Materials and methods 90 

Data collection and participants 91 

A web-based survey was designed and developed for data collection using Google Forms. The survey was 92 

available online from November 2022 to February 2023. The survey link was circulated through social media 93 

outlets (e.g., Facebook and Twitter – now ‘X’). The survey was anonymous, as no personally identifiable 94 

information was collected. The survey was voluntary, and participants had the opportunity to exit the survey at 95 

any time.  96 

Only respondents of 18 yr of age or older were included in the analysis. The decision to close the survey was 97 

made when response rates started to decline (fewer than 5 responses per week). For sample size, a post hoc 98 

power analysis was performed (SAS Institute Inc.) and the power of analysis (1 – β) was calculated, accepting 99 

a null hypothesis error of 0.05, considering the question, “Do you consume dairy products?” as a dichotomous 100 

variable. This study obtained ethical clearance from the School of Agriculture, Policy and Development of the 101 

University of Reading (ID 1949D). 102 

Questionnaire development 103 

The questionnaire had 24 multiple-choice questions and was divided into the following sections: (1) socio-104 

demographic information (age, gender, education, employment status, country, growing up in the countryside, 105 

familiarity with livestock farming); (2) dairy fat consumption; (3) knowledge, attitudes, and perception toward 106 

milk fat (Supplementary Table S1). Before launching the online questionnaire, we performed a pilot survey 107 

among 30 participants from each country to evaluate the questions in terms of clarity, the accuracy of response 108 

options, the use of scientific and colloquial terminologies, and the overall flow of the survey. The 109 
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questionnaire was initially developed in Spanish and was adjusted based on feedback from the pilot survey to 110 

Spanish variations from each country. In so doing, we were careful not to change the meaning or tone of the 111 

questions in the survey. 112 

Dairy consumption habits by gender, age, and the same for consumption frequencies 113 

The effect of gender and age on dairy consumption was evaluated. Regarding dairy consumers, first, it was 114 

checked whether there was a difference in the proportion of men and women who consumed at least one dairy 115 

product per day. Next, the age dependence of the consumption of at least one dairy product per day was 116 

evaluated. Subsequently, it was evaluated whether within each group (women and men) there was an effect of 117 

age on this variable. The effect of the variables gender and age on the frequency of consumption of milk, 118 

cheese, butter, and yogurt was also evaluated. 119 

Data and statistical analysis 120 

Statistical analysis was conducted in R version 2024.04.0 (www.r-project.org/) and Excel version 2016 121 

(Microsoft Corp., Redmond, WA). Question response alternatives that were scarcely selected or mentioned 122 

were regrouped to form a new category. Contingency tables were prepared, and chi-squared tests were 123 

performed to determine the association between the country of origin, age, and gender. Categorical and ordinal 124 

data were shown as frequencies and percentages. The threshold for statistical significance was set at P < 0.05. 125 

Results 126 

Sociodemographic characteristics 127 

In total, 1,204 surveys were answered and completed (Table 1). Most respondents were aged between 18 and 128 

39 years old (66%) and female (61%). Most respondents had bachelor’s (30.9%) or master’s (17.4%) degrees 129 

and were employed (58.5%). More than seventy percent of respondents declared they did not grow up in the 130 

countryside (74.7%), and most (95.4%) respondents consume dairy products.  131 

Frequency of dairy consumption  132 

Consumption of dairy products: No significant gender differences were detected in the daily consumption of at 133 

least one dairy product, with 49.8% of men and 51.7% of women reporting such consumption (χ²=0.39, df2, 134 

p=0.5313). Age influenced dairy consumption (Supplementary Figure S1), with increasing age associated with 135 

higher daily dairy consumption in both women (χ²=13.7, p<0.01) and men (χ²=26.7, p<0.01). Among men, a 136 

notable increase in the frequency of dairy product consumption was identified in the 50-59 age group, whereas 137 

among women, a similar trend was observed at 60 years and older (p<0.01). 138 

Milk consumption: In the total sample, neither gender (χ²=7.4, df5, p=0.19), nor age (χ²=30.3, df 20, p=0.06) 139 

affected the frequency of milk consumption. However, when the effect of age is analyzed within the group of 140 
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women, it is evident that in women between 18-29 years old, there is a greater frequency of milk consumption 141 

as they reported higher percentages in the frequency categories 1-2 times and 3-6 times per week (χ² =51.36, 142 

gl20, p<0.01). 143 

Yogurt consumption: Similarly, to what was observed in milk consumption, no significant gender (χ²= 4.2, df5, 144 

p=0.51) or age (χ²= 27.4, df20, p=0.12) effects were observed in the frequency of yogurt consumption. Within 145 

each gender, differences by age category were also not observed. 146 

Cheese consumption: No gender differences were found in cheese consumption (X2= 10.0, df5, p=0.07). 147 

However, age had a significant impact (χ²=56.3, p<0.01), with higher consumption frequencies among those 148 

over 60 years. Meanwhile, people aged 18-29 years had a significantly higher frequency of consumption than 149 

the other age ranges in the 1-2 times per week category and a significantly lower frequency in the everyday 150 

category (Figure S2). 151 

Butter consumption: Butter consumption frequency varied significantly by country (χ²=112.6, df=10, p<0.01), 152 

but not by age (χ²=31.9, df=20, p=0.04) or gender (χ²=4.6, df=5, p=0.46) (Figure S3). Country-specific 153 

patterns emerged: Argentina showed higher frequencies of 1-2 times/week and 2-3 times/month, while Chile 154 

had higher everyday consumption. In Mexico, despite observing a lower daily consumption of butter, there is a 155 

higher percentage of the population with butter consumption 3-6 times per week and 1-2 times per week. 156 

Cream consumption: Cream consumption influenced by country of origin (χ²=228.8, df10, p<0.01) (Figure 157 

S4), but no gender (χ²=2.4, df5, p=0.78) or age (χ²=28.6, df20, p=0.09). Also, country influenced ice cream 158 

consumption (χ²=114.1, df10, p<0.01), as did age (χ²=40.9, df20, p<0.01) (Figure S5). Argentina had higher 159 

frequencies of ice cream consumption 1-2 times/week, Chile had higher frequencies 1-6 times/year, Mexico 160 

had a lower percentage of non-consumers. 161 

Type of milk consumed % of population by country, gender, age 162 

Country (χ²=30.2, df18, p<0.01), age (χ²=69.2, df36, p<0.01), and gender (χ²=69.2, df36, p<0.01) effects were 163 

observed on the type milk consumption preferences (Figure 1A-C). Whole milk was preferred in Mexico, 164 

while semi-skimmed milk was favored in Chile. In Argentina, skimmed milk was the most popular (Figure 165 

1A). Age-specific preferences showed that 18-29-year-olds preferred whole milk, 40-49-year-olds preferred 166 

semi-skimmed milk, and those over 60 preferred lactose-free milk (Figure 1B). Whole milk consumption was 167 

higher in men than in women, whereas skimmed milk was preferred by women. No effect of gender was 168 

observed on the consumption of semi-skimmed, lactose-free, fortified, organic, or fermented milk (Figure 1C). 169 

Knowledge and perception of nutrients in milk 170 

A significant relationship was found between nutrient type and importance assigned by participants, both 171 

overall and by country (Figure S6). In the global number of respondents, 32% considered fat the least 172 

important, whereas 38% prioritized protein. Carbohydrates and vitamins were also deemed less important than 173 
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average, whereas calcium ranked as the second most important nutrient. Notably, differences emerged across 174 

countries, 7% of Argentine respondents considering fat relatively unimportant, compared to 26% in Chile and 175 

22% in Mexico. Furthermore, Chile and Argentina respondents (< 26%) also downplayed carbohydrates, 176 

whereas 47% of Mexicans ranked them among the top three most important nutrient 177 

Knowledge and perception of milk fat  178 

Country (χ²=30.4, df14, p<0.01) and age (χ²=70.1, df28, p<0.01) significantly influenced the type of fat 179 

considered most important (Figure 2AB). Notable country-specific differences emerged in preferences for 180 

omega-6 and mono-unsaturated fats. Argentineans prioritized omega-6 (14.8%), while Mexicans emphasized 181 

mono-unsaturated fats (Figure 2A).  Age-related differences were also found, with younger people gave a 182 

higher value to essential fats, unlike people in older age categories, who give greater importance to omega 3 183 

(40-49 years) and omega 6 fats (50-60 years and over 60 years) (Figure 2B). 184 

More than 40% of the surveyed population across the 3 countries did not associate milk fat as “healthy” or 185 

“unhealthy”. On average, 48% considered it healthy or very healthy, while only 2.2% deemed it “very 186 

unhealthy”. No country-specific differences were found. However, age-related differences emerged, with 187 

those under 40 years of age showing no clear perception of milk fat's healthiness and those over 60 years of 188 

age perceiving it as healthy. 189 

Among respondents who perceived milk fat as healthy, the main reasons were nutritional benefits (50.8%), 190 

energy supply (31.5%), and natural origin (18.1%). No country-specific differences were found (Figure S7A). 191 

Those respondents aged 50 - 59 linked milk fat's healthiness with energy supply (39%), while those over 192 

60 emphasized its natural origin (32% versus 17.6% of the overall population). 193 

Country-specific differences emerged in reasons for perceiving milk fat as unhealthy (Figure S7B). In 194 

Argentina (67.2%) and Chile (40.1%) primarily cited cholesterol concerns, while Mexico (28%) emphasized 195 

cardiovascular diseases (24%). Age-related differences were also found, with 31.6% of older respondents 196 

(aged 50-59) linking milk fat to cardiovascular problems, while 25% of those aged 40-49 attributing 197 

unhealthiness to calorie content. 198 

There was a dependence between country and the source of information about milk fat (χ²==24.2, df12, 199 

p=0.01) (Figure S8). Sources differed across countries, while in Argentina 38.5% cited education as the main 200 

source, this percentage increased to 60% in Mexico. In contrast, social networks were less frequently cited in 201 

Mexico compared to Chile and Argentina, whereas TV and radio were more commonly mentioned in 202 

Argentina. Age-related differences were also found, with younger respondents (18-29) relying more on 203 

education (55.8%), while older respondents (60+) relied more on newspapers (17.4%). 204 

Seventy-five percent of the total population was willing to pay a premium for milk with a healthy fat content, 205 

with no significant differences by country, age, or gender. When it comes to labeling, animal welfare, and 206 
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environmental conservation were top priorities (Figure S9). Country-specific variations emerged, with Mexico 207 

emphasizing sustainability (45.9%) and Chile prioritizing local production (45.6%). 208 

Discussion 209 

Dairy products are a staple in the human diet, with an upsurge in their global consumption, particularly in 210 

middle- and low-income countries (Bojovic & McGregor, 2023). This despite warning about the sizeable 211 

contribution of ruminant agriculture to greenhouse gas emissions (Kearney et al., 2023). Nutritional 212 

characteristics in dairy products are strongly valued by consumers worldwide, and this regard is particularly 213 

crucial for dairy fats that have received conflicting statements from long-term studies in relation to public 214 

perceptions of harm to human health from dairy fats (Tabacco et al., 2021). Also, it is well established that the 215 

consumers' preferences concerning dairy food play a key role in shaping food marketing strategies, 216 

communication approaches, and policymaking processes (Martinho, 2020). Therefore, delving into the factors 217 

that shape consumers' knowledge and perceptions will enable us to develop a more nuanced understanding of 218 

consumer habits. This, in turn, will facilitate the design of market opportunities and public policies that aim to 219 

boost the dairy sector (Merlino et al., 2022; Vargas-Bello Pérez et al., 2018).  220 

The sample consisted of 56.5% females aged 18-39, reflecting a trend in Latin America where women are 221 

more likely to participate in online surveys and undertake household shopping. Comparable trends have been 222 

reported in studies regarding dairy products (Guiné et al., 2020), milk (Vargas-Bello-Pérez et al., 2018), and 223 

cheese (Vargas-Bello-Pérez et al., 2014) consumption in Latin America, as well as in research focused on 224 

meat (Verbeke & Vackier, 2004) and cheese (Mesias et al., 2003) purchases in high income countries. The fact 225 

that the majority of participants were young females (between 18 and 39 years old) with a high education 226 

(39.4% with a Bachelor's and 24.3% with a Master’s degree) which agrees with previous reports from Chile 227 

(Vargas-Bello-Pérez et al., 2017), Italy (Palmieri et al., 2021), Iran (Rahnama & Rajabpour, 2017), China (Xu 228 

et al., 2016), and Turkey (Can, 2023) that demonstrated a higher interest of well-educated young women for 229 

dairy nutritional properties. It was reported by Lando et al. (2022) that while raw milk drinkers in US were 230 

generally younger and more often lived in rural areas or states permitting raw milk sales, occasional drinkers 231 

were more likely college-educated, whereas frequent drinkers had lower formal education levels. Additionally, 232 

a recent study (Bréjon et al., 2024) indicated that certain sociodemographic variables, specifically country and 233 

age, significantly impacted knowledge about milk fat, which supports our findings. 234 

Our data indicate that neither gender nor age affected the consumption of milk, yogurt, butter, cheese, and 235 

cream. The association between gender, age, and dairy consumption has been demonstrated in numerous 236 

studies (Rabiei et al., 2021; Tütenk et al., 2022; Vargas-Bello Pérez et al., 2018; Rahnama & Rajabpour, 237 

2017). In line with this, the results of an earlier study conducted in Chile indicated that factors such as age, 238 

gender, socioeconomic class, and educational level did not significantly influence the frequency of milk 239 

consumption (Vargas-Bello Pérez et al., 2018). It has been also shown (Guiné et al., 2020) that gender did not 240 
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significantly influence the consumption of dairy products in Portugal and Brazil. Tütenk et al. (2022) found no 241 

significant relationship between age and consumption of milk and dairy products in Turkey. 242 

Our study found that whole milk was most consumed in Mexico, semi-skimmed milk in Chile, and skimmed 243 

milk in Argentina. The varying preferences across countries (i.e. the differences in concern about fat and its 244 

perceived health benefits) may be attributed to differing food policies that have been implemented in each 245 

country in the last few decades. These policies have likely shaped consumer perceptions, expectations, and 246 

decision-making processes regarding the health benefits and fat content of milk and other food products 247 

(Vargas-Bello-Pérez et al., 2020). 248 

This study reveals gender-based differences in milk consumption preferences among Latin Americans, with 249 

men favoring whole milk and women preferring skimmed and semi-skimmed milk. This finding can be 250 

partially attributed to the fact that consumers from different countries are influenced by distinct cultural 251 

factors, which affect their perception of food products (Girois et al., 2001). In line with our data, the study of 252 

milk consumption habits in Latin America (Vargas-Bello Pérez et al., 2018) highlighted that women consume 253 

more (60.4 %) skimmed milk compared with male participants who favored (44.1 %) whole milk. This 254 

suggests a conscious consideration of daily fat intake, prioritizing low-fat milk options for health objectives. In 255 

confirmation, previous literature (Bus & Worsley, 2003; Krešić et al., 2010; Johansen et al., 2011) showed that 256 

female consumers exhibited a lower preference for full-fat milk compared to their male counterparts. These 257 

researchers suggested that women may prioritize fat content and weight management more than men, 258 

potentially influencing their milk consumption choices. This finding is also supported by studies in other 259 

markets, such as Slovakia (Krivošíková et al., 2019) and Croatia (Krešić et al., 2010), where semi-skimmed 260 

milk is preferred due to its lower fat content  261 

In all respondents, protein was identified as most critical nutrient in milk followed by calcium. In line with our 262 

results, it has been reported (Vargas-Bello-Pérez et al., 2022) that the protein in dairy products from sheep and 263 

goats was the most highly valued nutrients noted by respondents. Similarly, a survey of Polish consumers 264 

found that protein was the most highly valued nutrient (Sajdakowska et al., 2020). In our survey calcium 265 

ranked as the second most important nutrient. This aligns with existing knowledge, as milk is widely 266 

recognized as a rich source of calcium, essential for maintaining bone health (Bus and Worsley, 2003). Bréjon 267 

et al. (2024) found that participants from France and Portugal attributed milk's nutritional value primarily with 268 

calcium, proteins, lipids, vitamins, minerals, and water. According to Vargas-Bello-Pérez et al. (2020), 269 

calcium was perceived as a key milk nutrient by a significant proportion of respondents in Denmark (38%), 270 

the United Kingdom (49%), and the United States (45%). Sajdakowska et al. (2021) indicate that enhancing 271 

the calcium content of dairy products may be perceived favorably by consumers. Additionally, the high 272 

protein content of dairy products was a key driver of positive perception, with consumers evaluating these 273 

products as nutrient-dense and conferring health benefits. 274 
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Over 40% of participants held a neutral view on the healthiness of milk fat, while 48% perceived it as 275 

"healthy" or "very healthy". This disparity may be attributed to cultural factors influencing food perceptions, 276 

which vary across countries (Girois et al., 2001; Vargas-Bello-Pérez et al., 2020). Additionally, the complex 277 

interplay of political, economic, and scientific factors (Astrup, 2006) likely contributes to the varying concerns 278 

and perceptions about milk fat's healthfulness. 279 

In the current study, participants who perceived milk fat as "unhealthy" primarily associated it with cholesterol 280 

and cardiovascular disease. This finding is consistent with previous research, which has shown that consumers 281 

often link the perceived unhealthiness of milk fat to obesity, cholesterol, and cardiovascular disease (Vargas-282 

Bello-Pérez et al., 2020). The cholesterol and energy content of milk fat are commonly cited as the primary 283 

reasons for its perceived unhealthiness (Bus & Worsley, 2003). 284 

Formal education was identified as the primary source of information about milk fat by most respondents. 285 

Similarly, a study (Vargas-Bello-Pérez et al., 2020) of consumer knowledge and perceptions of milk fat in 286 

Denmark, the United Kingdom, and the United States found that a notable proportion of respondents in each 287 

country cited formal education (e.g., school or university) as a key source of information about milk fat, with 288 

37%, 44%, and 43% of respondents, respectively, naming education as a primary source. In contrast, social 289 

media was consistently ranked as the least important source of information across all three countries. In 290 

contrast, a survey of 733 urban consumers in Turkey found that mass media plays a significant role in shaping 291 

consumer perceptions towards dairy products (Atabek & Atabek, 2019). 292 

Additionally, our findings showed an effect of country and age on the best-known dairy fat type. In Argentina, 293 

omega-6 was the most recognized milk fat component, while Chilean consumers were less familiar with this 294 

fat type. Mexican consumers, on the other hand, prioritized mono-unsaturated fats. However, knowledge of 295 

other fat components and nutrients in milk was similar across countries.  A previous study found that 45% of 296 

consumers in Denmark, the UK, and the US were willing to pay more for milk with a better fat profile 297 

(Vargas-Bello-Pérez et al., 2020). A consumer survey conducted in Poland (Sajdakowska et al., 2020) found 298 

that n-3 fatty acids were highly valued by consumers, especially for those with a ‘health-oriented’ profile that 299 

aligned with the findings of the current study. It has been well established (Tabacco et al., 2021) that providing 300 

consumers with clear and straightforward information about dairy fat properties empowers them to make more 301 

educated decisions and possibly pay a higher milk price that fulfills the health benefits advertised on the 302 

packaging. Our survey found that many Latin American consumers overlook milk fat content, presenting an 303 

opportunity for the dairy sector to enhance product quality and justify premium pricing, addressing challenges 304 

with low raw milk prices. 305 

Our results showed that consumers prioritized animal welfare and environmental conservation in the labeling. 306 

A study examining Chilean consumers' perceptions of animal welfare in dairy production systems found that 307 

86% of participants considered information about animal welfare production conditions to be a crucial aspect 308 

to include on dairy product labels. Furthermore, 36% of participants expressed a willingness to pay a premium 309 
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of 20-30% more for dairy products that prioritize animal welfare (Vargas-Bello-Pérez et al., 2017). A recent 310 

study (Meyerding & Seidemann, 2024) on consumer segments preferences for milk in Germany showed that 311 

label influence was minimal, while packaging had a significant impact on consumer choices.  Research 312 

suggests that consumers with higher socioeconomic status, characterized by higher incomes and educational 313 

attainment, are more likely to pay a premium price for products that prioritize farm animal welfare (Clark et 314 

al., 2016; Sajdakowska et al., 2021) and the dairy industry in Latin-America should start looking to develop 315 

this type of products and labeling. 316 

The implications of this study are valuable to various stakeholders, including dairy producers, retailers, and 317 

public health officials. The Latin American dairy sector could be advised to emphasize the nutritional value of 318 

milk fat. Concurrently, the marketing sector should target the factors influencing milk consumption trends 319 

based on fat content. By enhancing labeling information, they can assist consumers in making healthier food 320 

selections. Additionally, the study's findings can serve the public health sector in educating different segments 321 

of the public about misconceptions surrounding dairy milk, highlighting the availability and benefits, for 322 

instance, of milk with healthier fatty acid profiles. 323 

This study serves as a benchmark for understanding consumer perceptions of dairy fat within Latin America. 324 

However, more studies are necessary, with detailed surveys tailored to this region, and focused on nuanced 325 

preferences and behaviors. To enhance the quality and reliability of future surveys, it is recommended that the 326 

sample size per country is increased, that stricter enrollment criteria are set to limit the levels of potential 327 

confounding variables among participants and ensure comparability across respondents by matching them 328 

based on relevant confounding factors.  329 

Conclusions 330 

Our results highlight the importance of studying demand, especially for dairy fat, to inform production, 331 

processing, and marketing strategies for dairy products within Latin America. Significant differences in the 332 

types of milk consumed were observed, with whole milk being preferred in Mexico, semi-skimmed in Chile, 333 

and skimmed in Argentina. Gender also played a role in shaping milk consumption habits, as men favor whole 334 

milk, while women opt for skimmed and semi-skimmed variants. A notable 75% of respondents were willing 335 

to pay a premium for healthier milk, indicating a market opportunity for premium dairy products with 336 

improved fat profiles. 337 

Despite the observed differences, most respondents held neutral or positive views on the healthiness of milk 338 

fat, linking nutritional value and energy supply. The best-known milk fat component in Argentina was omega-339 

6 while Chilean consumers were less familiar and Mexican consumers, on the other hand, 340 

favoring monounsaturated fats. These findings highlight the importance of understanding regional consumer 341 

preferences to inform targeted marketing strategies and policies that address sector challenges, such as low 342 

raw milk pricing. 343 
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The knowledge of other fat components in dairy products remained consistent low across the studied 344 

countries. Building upon this study, future research endeavors that encompass an investigation into lifestyle-345 

related variables—including beliefs, norms, and values tied to individual health and environmental concerns—346 

could substantially enrich the profiling of Latin American consumers and elucidate the determinants of their 347 

purchasing behavior for dairy products. 348 
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 479 

Table 1. Characteristics of participants interviewed (n=1024) from Mexico, Chile, and Argentina. 

 Participants, n (%) 

  Argentina Chille Mexico Total 

Age 18-29 135 (31.8) 210 (52) 165 (44) 510 (42.4) 

30-39 124 (29.2) 81 (20) 73 (19.5) 278 (23.1) 

40-49 95 (22.4) 66 (16.3) 89 (23.7) 250 (20.8) 

50-59 49 (11.5) 33 (8.2) 33 (8.8) 115 (9.6) 

60 or more 22 (5.2) 14 (3.5) 15 (4) 51 (4.2) 

Gender Female 266 (62.6) 228 (56.4) 241 (64.3) 735 (61) 

Male 157 (36.9) 165 (40.8) 131 (34.9) 453 (37.6) 

Other 2 (0.5) 11 (2.7) 3 (0.8) 16 (1.3) 

Education 

level 

PhD 9 (2.1) 45 (11.1) 33 (8.8) 87 (7.2) 

Primary school 4 (0.9) 1 (0.2) 2 (0.5) 7 (0.6) 

Secondary education or 

vocational education 244 (57.4) 174 (43.1) 111 (29.6) 529 (43.9) 

Master 56 (13.2) 73 (18.1) 80 (21.3) 209 (17.4) 

Bachelor 112 (26.4) 111 (27.5) 149 (39.7) 372 (30.9) 

Employment 

status 

Unemployed 36 (8.5) 4 (1) 15 (4) 55 (4.6) 

Entrepreneur or employee 

(agriculture/veterinary/animal 

production/animal science) 66 (15.5) 72 (17.8) 85 (22.7) 223 (18.5) 

Entrepreneur or employee 

(other disciplines) 244 (57.4) 116 (28.7) 122 (32.5) 482 (40) 

Student 

(agriculture/veterinary/animal 

production/animal science) 25 (5.9) 27 (6.7) 107 (28.5) 159 (13.2) 

Student (other disciplines) 46 (10.8) 175 (43.3) 34 (9.1) 255 (21.2) 

Retired or retired 

(agriculture/veterinary/animal 

production/animal science) 1 (0.2) 4 (1) 1 (0.3) 6 (0.5) 

Retired or retired (other 

disciplines) 7 (1.6) 6 (1.5) 11 (2.9) 24 (2) 

Grew up in 

the 

countryside 

No 335 (78.8) 277 (68.6) 287 (76.5) 899 (74.7) 

Yes 
90 (21.2) 127 (31.4) 88 (23.5) 305 (25.3) 

Dairy 

products 

consumption 

No 2 (0.5) 8 (2) 9 (2.4) 19 (1.6) 

Yes 
411 (96.7) 377 (93.3) 361 (96.3) 

1149 

(95.4) 

Only non-dairy beverages 12 (2.8) 19 (4.7) 5 (1.3) 36 (3) 

 480 
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484 
Figure 1. Types of milk consumed by country, age, and gender.485 
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Figure 2. Types of fat considered important by country and age. 488 


