A A @ @ a 9 e d2 00w = ad
Foiseamsdunhuuubasy virundvedlFumsgudquammiitidelennsuTuida

Tudunailos  anda@aalng
A gq a =
Fodite UNAT WIas  anudl
VIMITgINeTioda AMIUITHITFIND

AmSATIUMTRBUMSAUA UL AT

L4 % o
8158 BYYY  wdlAS semunssums
soemamsnsd ngyan  fauwgnd AIFUMS
5BIMNEARSINTS TP Sygeud NSINIT
UNAALS

nmsfunfunnasnSes  “druadvesdlduimsgudgunmiitse lesndu
Toidn Tuduasos Sindadodlny”  $agszasmiednuvinuadvastdusSmsaud
a1 4

guamniiaeleandulonia Tudunofies SeanimGosin

nRudedefe Jisusngudaunn $ou 7 ude Tuduneides Sanda

I's

a £ s 4 a4 dagy ] Y - -
k‘ﬂﬂ\‘liﬁu VTUIU 245 AU &ﬂﬁ'ﬂquaﬂahf 114ﬂ15!ﬂ1ﬁ'3117'31|'“ﬂ3‘.!ﬁﬂ9 Huvaauoy MIAUAATISH

e v ed =2 [
doynidlisunsudnSegineadd sessper Tesadanidfe atwd dovas uasaunie



wamstnymun  AlduSmeguigeaivdaninginuanneuTInn lesdulofidn
{ - & ar : 1] { A o { e
Taetvevasleaniuluidafidsnuniigafie enudy uazideniinissiigafienafaiy
ssddszneudiuaned Suwdadusd §lFuSmsgudgunm $hleansuTudsmily
| d3 o ‘ o o ad ' cy
TesnSufifinnaeimuniige sesmunfevessuudusedty  dune dwlwgdnd
1 & d ' VA, ' 3t 4 <
smgantleaniunaly  sasdhugomhdimbe {hihimbemedasmndeanniige
seilznedunnuidn Sundadust JldTmsquigumimiiudwiudeanun
Nnleandulafdanrslivawsandliidon  nmsMmmuzussyihiagdosaasdeiiums
uamtInnuiuAsveuRedInuvenEn  MITIHEWIIAUITEUETIINIANINALAINUAR
2 ' a ag ¥ - 1\ oA v A d g a
¥o wanihwslisamdbhifenmnahil Tussdunmudomn s diunlesny
P A w o {
Tofidalisnunaivll  @ealouiouduleaniviall wazdnsvennmimruzussg
¥ a o 4 1 . v '
penFaou Tuszsuimudenn Susnufismie duhanidwmielugldsdinda
w A a ' o 1 4 , o oA & 97 ] o
TussdumAudionn daumsstmielugudguamlussdviniudioies Srumsdaasy
o - ] A ar
msama swudioiu msiineasduds msuen oy msTamawudeIngimi myld
1 4
} L) o =
UM Tayen o gde  mIsenm sasnsArudunaeaslulieeans ey uas
@ Mo & o o o
niisfeofiun Tussdummudisnn
Y al Py = 4
semlszpovdmun TiulumsuSian  dwmfudlduSmagudquamalimensing
¥
- | 13K ] ] - % =4
losnsuTedse dawmdnglumilohwdelonnivloffaniel nelu 1 @oudhambhr 4
- a ad A A & E - =
taus Ina leanu Tuida Wollms an uan uen uou ssdeleaniulafiamuiln®d fevas
¥ 4 ] L c‘ i bl
3627 ¥y {euar 33.82 uaslumiledesns 2000 amunRgISmIgudgumm

r1 ~ [ o ¢ c{
asansde leandulaiinludiniadodmivnhgefomhlesuia seauniadu

A
TEAINHD



Independent Study Title The Attitude of Health Club Customers towards Frozen

Yogurt in Amphoe Muang , Changwat Chiang Mai.
Author Palap Lekmanee
M.B.A. Business Administration

BExamination Committee :

Mrs. Orachorn Maneesong Chairman

Assost.Prof, Krisana Ratanapruck Member

Assost.Prof. Sirikiat Rachusanthi Member
Abstract

The independent study of The Attitude of Health Club Customers towards Frozen
Yogurt in Amphoe Muang, Changwat’ Chiang Mai  was carried out in order to study the
attitude of a sample of 245 health club customers from 7 health club centers. The technigue
used in this study was questionnaires. The calculation process was done by computer using the
SPSS/PC+ program. The data oblained were analysed by means of frequency, percentage, and

average .

The results of this study revealed that most of the health club customers have known
and tasted frozen yogurt. The most well-known brand referred to, was Swensen, and the least
well-known was Whirla whip.

According to the cognitive component of product, most health club customers knew
that frozen yogurt contained low calories and helped to improve the digestive system. The
price of yogurt was higher than any other icecream and most customers knew that the place to

buy it was convenience stores.



According to the affective component, the health club customers highly agreed on the
quality of various flayours ,the use of disposable materials which composed of a container,
which indicated a responsibility to society, and the variety of container size was convenient for
customers . The customers highly agreed that the price of frozen yogurt was higher than any
other icecream, together with the method of pricing the label clarly. The health club customers
more highly agreed that frozen yogurt should be sold in supermaket, but fewer answered that it
shonid be sold in the health club center. For promotional purposes, a high level agreed with
free samples tasting, free giveaways, advertising through television, magazines,journals and
newspapers, poster displays and discounting.

According to the behavioral component, most of the health club customers who had
never tried the frozen yogurt were uncertain whether to buy it or not within the next month. In
the case of those who usnally purchase yogurt 36.27 percent would continue to buy, if there
were discounting or free samples, 33.83 percent would buy more than usual due to the
promotion and 29.90 percent would be uncertamn. The places where the health club customers
wanted to buy frozen yogurt in Chiang Mai was firstly supermarkets and secondly convenience

stores.



