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ABSTRACT
176647

The objective of this independent study was to study consumer behaviors of ice cream
consumers in ice cream shops in Mueang District, Chiang Mai Province. The sample groups
were 300 ice cream consumers in Mueang District. The samples were randomly selected. The
data was statistically analyzed using frequency, percentage and mean.

Most respondents were female students of 21-30 years of age, with undergraduate
education, and 10,000 baht income. |

Results of this study indicated that most respondents preferred milk ice cream. The most
favorite one-flavor ice cream was chocolate, and the most favorite mixed-flavor ice cream was
chocolate chips. The reason for going to ice cream shops was to relax and read/study. The
respondents made their own decision when choosing ice cream shops. They went to ice cream
shops for no special occasions, and liked to have ice cream from 1:01-7:00 p.m. Most preferred
premium ice cream shops and looked for information about ice cream shops from television and
advertisement pamphlets. They frequented ice cream shops 2-3 times a month and spent 51-150

4

baht per visit. In general, they went in twos.

’i’he sub-factors of marketing mix factors which influenced the customers at the highest
level were as follows. In terms of product, the ice cream tasted good. In terms of price, the price
was reasonable for the quality. In terms of place, it was convenient. In terms of marketing
promotién, there was discount. In terms of process, the service was fast and accurate. In terms

of personnel, the staff were well-mannered and polite. In terms of physical evidence, the shops

were clean.





