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ABSTRACT

TE 142823

The objective of this study was to identify new rice product ideas. The reason action theory
developed by Fishbein and Ajzen was applied to study consumer attitude toward consumption of rice
product. Consumer perception existing on rice products also was studied by using multidimensional
scaling technique. The subjects used in these studied are one hundred Thai consumers, age between 19
and 22 years old. In consumer attitude study, a set of 84 questions of attitude and outcome evaluation
was given. Questions were related to nutrition value, time of consuraption, food manufacturing, seasory
characteristics, price and desirable characteristics. The consumer perception study involved grouping 45
rice products currently available in Thai market. The consumer attitude survey showed that the subjects
desired for a product that can be eaten anytime, has a modern look, has Thai influences, convenient and
ready to eat. While the perception study showed that the subjects could separate the tested rice products
into 4 group giving some available areas in the perception map for new rice product ideas. Each method
can compliment each other in generating new rice product ideas. The combined results of these two
studies suggested that new rice product for Thai consumer should function as an appetizer, can be served
anytime, be ready to cat or convenience to cook and have Thai infiuences. Some cxamples include
frozen Thai noodle with curry sauce, crispy kha-nom-krok (Thai dessert made of coconut milk and rice
starch), Kha-nom-touy-fu pre-mixed powder. The result from consumer attitude study may also be

useful for product promotion campaign because the result could explain reasons behind those consumer

attitudes.



