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The objective of this research was to develop reduced-calorie bakery from Thai
local fruits and integrated marketing value to support AEC markets. The mixed-method
research including qualitative, semi- experimental and quantitative researches was
employed to evaluate consumers’ attitudes towards reduced-calorie bakery from Thai
local fruits. The findings of the qualitative research from the depth interview with
consumers and cuisine experts indicated that 10 Thai local fruits were preferred among
consumers and suitable as the raw materials of reduced-calorie bakery. These selected
fruits included mango, Gros Michel banana, jackfruit, Pisang Mas banana, durian,
pineapple Sriracha, toddy palm, sweet honey orange, passion fruit and custard apple.
Regarding the semi-experimental and quantitative researches, the market testing was
conducted with 398 samples including 200 western consumers and 198 Chinese

consumers. The samples completed the questionnaire after having tested reduced-



calorie bakery. The non-probability sampling was employed to select the mentioned
samples.

The research findings revealed that western consumers were satisfied with
the first three reduced- calorie bakeries made with Gros Michel banana, passion fruit
and mango. For Chinese consumers, the first three reduced-calorie bakeries which
were satisfied most included mango, durian and Gros Michel banana. Both consumer
groups’ attitudes towards reduced-calorie bakery in terms of sensory value, nutritional
value, hedonic value were at the moderate and good levels. In addition, consumers’
satisfaction, intention to buy and word- of-mouth recommendation towards reduced-
calorie bakery were found to be at the moderate and good levels. Consumers’
attitudes towards packaging, brand name (Healthee Fruitee) and label and innovation
adoption of reduced- calorie bakery were rated at the good level. Regarding the
hypothesis testing, the results revealed that sensory value, hedonic value and
nutritional value of reduced - calorie bakery influenced consumers’ satisfaction,
intention to buy and word-of-mouth recommendation. Furthermore, innovation of
integrated marketing communication, product value, attitudes towards packaging,
brand name and label and past consuming behavior affected post purchase behavior
of reduced- calorie bakery. For the integrated marketing communication, the online

media should be utilized for the advertising and publicity of reduced-calorie bakery.



