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ABST RACT 

The use of co n s umers in the pro duct develo pment sy s tem for de v e l o p in g  

a food pro duct w a s  i n v e s tigate d. The i nv e s tigati on s tud i e d  the 

techn i que s suitab l e  f o r  use w ith con sumer s an d how well the develo pm e nt 

s y s tem worked in a cr o s s-cul tur al s ituati on. A b akery sn ack was 

deve l o p e d  for export from New Ze al and to Malay s i a, tar getted at two 

ma j or ethn i c  gr oup s ,  the Mal ay s and Chi n e s e .  

In itial market r e s e ar ch ( including a co n s um e r  survey and a focus group ) 

pr o v i d e d  general inform ati o n  on the e ating o f  snacks by the Mal ay s and 

the Chin e s e . Multidim en s i o n al scal ing a l s o  prov i d e d  general i n f ormati o n  

o n  the i r  p e rce pt i o n s  o f  bakery snacks and uncover e d  a n  ar e a  for 

further deve l o pment work . The initial m ar k e t  r e s e arch f indings indicat e d  

that the Mal ay s a n d  Chine s e  were s im i l ar in the ir percepti o n s  and 

preference s of bakery s nack s . The ir purcha s ing p atterns of b akery 

pro ducts from b r e ad and cake shops wer e  s omewhat differ ent. Br ead 

and cake were more p o p ul ar among the Malay s ,  whil e  the Chin e s e  bought 

more f ill e d  buns and currys puf fs . 

Con sum e r s  generated 100 n ew pro duct i d e a s  for b akery snack s u s i n g  

brainstorming and nomi nal group te chn ique. Both techn ique s were found 

to b e  use ful un der d i ffer ent con dition s. The pro duct ideas were re duce d 

to s e v e n  using a s er i e s  of quantitative te chn i que s .  The f i n al 

s e lecti on of a macar o n i  and minced meat p i e  for further develo pment 

was m ade by Malay an d Chi n e s e  con s umer gr oup s . 

Formulation of the p i e  was s tudied, using s e n s ory prof i l ing with 

f i x e d  ''i d e al s", by a smal l panel in New Ze alan d . The p an e l  con s i sted 

of Mal ay s ian s tudents who had b e e n  in New Zeal an d for one or two y e ar s . 

Data obta i n e d  from the s e n s ory profil ing we re us e d  to derive emp ir i cal 

equati ons r e l ating s e n s ory attr ibute s and acce p tab il ity to ingr e d i e nt 

l e v e l s , s o  that the formul ation could b e  gui d e d  quickly and 

s y s tematicall y . The f i nal pro duct was co n s umer te sted in Mal ay s i a  

using a centr al l ocatio n  te st, focus gr oups and s e n s ory p r o f i l i n g . 



C o nsumer input was use ful in e very st age of the devel opment of t h e  

pr o du c t . Their input was p ar t i cularly impor t an t  during t h e  init i al 

mar k e t resear c h , the formu l a t ion stage and produ c t  t e st ing . I t  was 

c o n c l ud e d  that c o nsumers were b est ut i l ise d  in as many stages of the 

d e v e l opme n t  of a c onsume r  product as p o ssibl e ,  using groups of 10-30 

p e o p l e . Most t e c hn iqu e s  were found sui t able for cross-cul t ur al 

r e s e ar c h . Ex c e p t i ons o c c ur r e d  wher e  quest ionnair e s  were involved 

( i . e .  the in i t i al c onsumer survey and the c e n tral l o c at i on t e st ) 

whe r e  i t _was found that Mal ay s were relu c t an t  to answer quest i ons . 

Resu l t s  from the d i f f e r e n t  t e chnique s  at the v ar i ous st ages o f  the 

pro j e c t  c or r e l at e d  well w i t h  f e w  e xc e p t io ns. 

The p i e  devel o p e d  was a c c e p t ab l e  to Mal aysians , b o t h  Malays and 

C h i n e se , but imp r ov e m e n t s  ar e st ill n e c essary , p ar t i cularly in the 

sensory p r o p e r t i e s  b e f or e  t est marke t ing . The b e e f  f l avour was 

t o o  strong and c o u l d  p o ssibly be redu c e d  by d e c r e asing the b e e f  

c on t e n t  and r e p l ac in g  i t  w i t h  t e xtur e d  vege t ab l e  pro t e ins . 

i i i  
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