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This research was aimed to create innovation of reduced-calorie ice creams
from Thai local fruits and marketing innovation strategies. This research was designed
as the mixed-method research including qualitative, semi-experimental and
quantitative researches. The findings of the qualitative research revealed 10 favorite
flavors of reduced-calorie ice creams from Thai local fruits including mango, Gros
Michel banana, sweet tamarind, passion fruit, toddy palm, jackfruit, sweet honey
orange, mangosteen, pineapple Sriracha and cantaloupe. The brand name of
“Healthee Fruitee”, packaging along with label were developed and tested in the
market testing process. To implement the market testing to evaluate consumers’
attitude towards these reduced-calorie ice creams, 394 respondents were recruited

consisting of 198 Thai consumers and 196 foreign consumers. The non-probability



sampling was employed to select the mentioned samples for the semi-experimental
and quantitative researches.

The findings of the quantitative research revealed that consumers’ ratings of
10 reduced-calorie ice creams in terms sensory value, nutritional value, hedonic value
and monetary value were at the moderate and good levels. In addition, consumers’
satisfaction, intention to buy and word-of-mouth recommendation towards these
reduced-calorie ice creams were rated in the moderate and good levels. Lastly, the
attitude towards brand name, packaging and label were mostly good in the consumers’
mind. The findings of hypotheses testing indicated that sensory value, nutritional value,
hedonic value and monetary value influenced consumers’ satisfaction, intention to
buy and word-of-mouth recommendation. Moreover, innovation of integrated
marketing communication, marketing strategy innovation, attitudes towards brand
name, packaging and label and past consuming behavior affected post purchase
behavior of these reduced-calorie ice creams. Marketing implications were also

discussed.



