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Abstract

The purpose of this independent study was to study ice-cream consumption behavior of
consumers in Mueang District, Samut Sakhon Provice.The data was collected  through
questionares from 400 people by quota sampling. The data was analyzed by descriptive statistics ,
consists of frequency , percentage, mean and standard deviation.

The result of this study revealed that most respondants prefered to consume “Walls”
icecream. The most popular single flavour was chocolate and the most popular mix flavour was
chocolate chip. The most prefered package was cup shape.The family members were the
influencer of icecream perchasing. Most respondents bought from supermarket in normal
occasion. The average cost of purchasing icecream was not more than 50 baht per week and
consume less than 2 times a week.

The consumers rated marketing mix in low level.The consumers rated promotion in low
level. For product price and place parts , The consumers rated in high level.

The consumers rated product in a high importance level. Factor including good
taste,varity of flavours , the available of new flavours, reliable and well known brand , guarantee
mark from Thai Food and Drug Association (FDA) ,the convenience to consume and easy to find
the place to purchase were in high level. While quantity , the attractive of packaging and varies

sizes of packages , low calories,colour factors were in low level. For the price factor , the



consumers reted in the high level of importance. The factors of optimal price compared to the
quality and optimal price compared to the quantity were rated in a high level. However , the low
price was rated in low level. For the place factor , the consumers rated in high level of
importance. The factor of cleanliness of the shop , the convenience location were rated in a high
level. While the places that provide variety of flavours , convenience parking space , the nice
decoration were rated in a low level. For the promotion factor , the consumers rated in a low leve!
of importance such as the factors of advertisement , lucky draw , compliment , extra amount ,
discount coupon and new package for special occasions.

The problems that the consumers found out were the quaiity ‘of icecream package was
not good enough which caused melting, the price was too expensive, as the bad effect for health,
the cleanliness, the few flavour to choose, the impolitation of the shop employees, and the

difficulties in purchasing, respectively.



