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The objectives of this research were to development of food information
media prototype: home bakery Suan Dusit product and study acceptance, opinion
and behavior of target consumer on food information media. From screening the
product prototypes using qualitative and quantitative method, there were 10
products including, toffee cake, cereals cake, mushroom filled bread, ham & cheese
filled bread, almond cookie, granola, tuna danish pastry, bacon danish pastry, ham
salad and butterfly pea & lime drink. Next, creating picture databases of chosen
products containing product picture and nutrition fact and uploading to internet
which access by QR code were done. Questionnaire was designed and was evaluated
by 5 experts. The average IOC score was 0.9 (IOC score ranging from 0.8 to 1.0).
General information of 400 panelists, there were 47% male and 53% female, 87.5%
of 18 - 24 of age/ below bachelor degree / student and 12.5 % of working age (25 -
54 of age/ bachelor degree) including 6.5% government organization working, 3.8 %
self employed business working and 2.3% private organization working. Monthly
income of panelists was normal curve distribution. There was 33.8% of 3,000 - 5,000
Baht/month. An average monthly income was 7,421 Baht/month. Average
acceptance scores of using food information media ranging from 4.2 to 4.3 (SD = 0.7)
meaning much acceptance level. Comparison of general information and acceptance
of panelists were studied. Gender did not affect the acceptance scores. Acceptance
scores of working age are higher than teen age scores. Student scores are lower than
other groups. Acceptance scores of government organization working and self
employed business working were higher than private organization working scores.
Groups of 10,001 — 20,000 Baht and 20,001 - 30,000 Baht of Monthly income gave
the higher acceptance scores than other groups. There were 9.5% of panelists gave
opinions. Moreover, 99% of panelists indicated that food information media gave

benefit to themselves and 93% of panelists had purchase intention.



