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Background: Diet Consult is a software that can provide recommended diet for 
individuals according to age, sex, height, weight and health condition. It includes 2 
forms: nutrition software in compact disk and vending machine with nutrition software. 
Before the actual implementation of the project, a survey on the marketability of Diet 
Consult was conducted. The market survey was contracted outside FNRI to avoid bias 
results. Objectives: The main objective was to determine the marketability of Diet 
Consult. The specific objectives were: to determine if there are users of nutrition 
software and nutrition vending machine; to determine the target market by gender, age 
group and socio-economic class; and to determine the amount potential users are 
willing to pay for the software and usage of vending machine. Materials and Methods: 
The questions on marketability were incorporated with Omnibus study questionnaire of 
AC Nielsen. Answers were elicited by means of face to face interview showing pictures 
of prototype products. Respondents were asked on intent usage of nutrition software, 
vending machine and the cost they would be willing to spend or pay to use the product. 
Eight hundred (800) respondents were selected thru stratified sampling of 12 – 60 years 
old subjects from both sexes in 800 stratified households from AB,C,D,E socio-
economic class in Metro Manila. Results: Of the 800 respondents, 49% were males 
and 51% were females. Half reached high school and third year college education. 
Their income were mostly between P5,000 – P15,000 per month. The intent to use the 
nutrition software was expressed by 38% of the respondents. Intent to use the nutrition 
software was skewed among female, one-third of the middle aged group (18-45 years 
old) and age group 56-60 years old. It did not appeal among the very young (12-17 
years old) and older segment (46-55 years old). Interested respondents were willing to 
spend P100 at maximum to purchase the software, however, majority of the lower class 
segment would want to spend P50. No differences in price threshold of males and 
females were noted. On the other hand, 41% were interested to use the vending 
machine. Interested users came from upper to middle socio-economic class, females 
and from middle-aged group (26-35 years old). There is less chances of using the 
vending machine from lower class E, 56-60 years old and male segment. Target market 
was willing to pay P24 on the average. The upscale segment can extend up to P39. 
Price threshold of males and females was generally the same in terms of spending to 
use the vending machine. Conclusion and Recommendation: Less than half of the 
target market was willing to use the nutrition software and nutrition vending machine. 
Interested users were females coming from the upper to middle socio-economic 
segment. It is recommended that further study on cost-benefit analysis be undertaken 
since a potential market exists for Diet Consult software. 


