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ABSTRACT

The objective of this independent study was to investigate consumer acceptance towards
banana blossom extract product which was a new product, produced from banana blossom extract
filled in bottle and sterilized. From 417 consumer’s respondents in Chiang Mai district who answered
the questionnaires, most of them were females, during the age of 21-30, graduated bachelor’s degree,
had 10,000-30,000 baht per month income and known that banana blossom can help nursing mother
to increase amount of mother’s milk. It was showed that most of the consumers used to buy
supplement drinks for a serving size per time and less than one time a week. Mostly, they bought
these products from supermarket and minimart for themselves and got information for buying
decision from 3 sources; product labels, product testing and closed person information. These
behaviors were similar to all kinds of personal respondents. The sensory evaluation of this product
showed that most of respondents accepted slightly in 6 attributes; appearance, color, odor, taste,
viscosity and overall acceptance. Correlation analysis between sensory evaluation and personal
respondents showed that each genders and family incomes had similarly acceptance scores.
In addition, 51-60 years old and primary educated level groups accepted this product at the highest
scores. Furthermore, most of respondents would like to buy 15-20 baht for 30 ml bottles. They

recommended to add some information about other benefits besides the milking of nursing mother.



The important level of marketing mix showed that all items of product were high level of important.

Some of price and place items were medium level of important.



