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Abstract

226694

The-conjoint analysis used as a method for testing 32 concepts of health milk of Thai
consumers by surveying preference of 100 respondents (18-35 years of age). The results
showed that kind of milk was the first essential attribute effecting to utility value of health
milk concepts. Being plain milk in product concepts increased utility value when comparing
with being chocolate milk in product concepts. The second essential attribute was adding
benefit into health milk and adding antioxidant was better for increasing utility value than
adding vitamin B2 and B12. The health milk’s concept which contained of plain milk,
adding of antioxidant, 2.3-2.5 % fat, adding collagen, and 15 Baht of price was highest score
of liking of concepts. The liking model Of Thai consumers depended on kind of milk, adding
benefit to milk, price of health milk, adding other ingredients to milk and fat content of the
product respectively. In the conclusion, conjoint analysis could be applied into food product
development and helped food product developer to discovery the optimum of food
formulation.





