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Abstract

Though, cashew apple can be eaten but most of Thai consumers are not familiar
with consuming cashew apple. Thai farmers are normally leave them after harvesting
cashew nuts. Thus, cashew apples are left as refuse. The analysis of consumer behavior
towards cashew apple value addition aimed (1) to study value added process of cashew
apple which are not harvested by farmers, (2) to study consumer behavior towards
perception of information relating to cashew apple value addition, and (3) to develop
value added guidelines for processed cashew apple product. Mixed method was
applied using exploratory sequential design. At first, qualitative research method was
adopted and depth interview was used with each cashew farmers in Chanthaburi. This
procedure aimed to understand the whole picture of cashew agriculture, leftovers of
cashew management, leftover of cashew processing. Then, quantitative research
method was practiced using survey research. Questionnaire was designed and 100
samples were selected by convenience sampling method. This practice aimed to study
the differentiations of consumer behavior between before and after watching video
presenting the product value. Statistic analyzation was used for the research result.

The result of the study yielded that after harvesting cashew nuts, the cashew
apples were left and were left as waste. Selecting of the good parts of the leftover fruits
were needed. In this study, gelatin was used to heal the astringent taste of cashew juice.
The study. of consumer. behavior. before and after. perceiving. product information
yielded statistical significant difference in all areas: price, information, and product. After
perceiving information, the consumers’ willing to buy was also improved. Hence,
marketing communication relating product value can add value to the leftover cashew

apple processed product.
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