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ABSTRACT

The objectives of this independent study were to study the consumer perception
towards premium ice cream and to study the factor used in determining the marketing position of
premium ice cream in Bangkok Metropolitan. The data were collected by questionnaires.
Purposive sampling technique was applied in selecting 400 consumers who were the customers of
4 brands: Swensen, Baskin Robbins, Haagen-Dazs and Ete. The statistics used in data analysis
consisted of the frequency, percentage, average and factor analysis. The results were summarized
as follows:

From the study, it was found that the factor used in determining the marketing
position of premium ice cream were four factors as follows:

Factor 1: Value and offering consisted of suitable price with the quality and
brand image, taste of ice cream, store decoration, decoration of the ice cream topping, infrequent
price change, brand awareness, brand recognition, store coverage, suitable size and packaging,

variety of the taste, the ice cream is smooth, fragment promotion offered, and good service staff.



Factor 2: Marketing promotion, consisted of special event related free gift, TV
commercials, uses of point of sale / leaflet, discount for annually subscribed members, convenient
in store access, availability in supermarkets, and special discount based on seasonality.

Factor 3: Product variety consisted of different menu offered the name of menu,
the ingredient of milk and fruit, and variety of the menu.

Factory 4: Consumer’s interest in product information, consisted of interest in
gathering information, store-based information, media-based information and personal-based
information.

Determining the marketing position of premium ice cream perceived by the
consumers as follows:

Swensen premium ice cream, the consumer perceived the marketing position in
following the news of product higher than other factor. The next factor was value and offering,
marketing promotion and product variety.

Baskin Robbins premium ice cream, the consumer perceived the marketing
position in following the news of product higher than other factor. The next factor was marketing
promotion and product variety.

Haagen-Dazs premium ice cream, the consumer perceived the marketing
position in product variety higher than other factor. The next factor were following the news of
product and value and offering.

Ete premium ice cream, the consumer perceived the marketing position in value
and offering higher than other factor. The next factor was following the news of product.

From the study, it was found that each brand of ice cream positioned itself to be
the premium ice cream, but 84.75 percent of consumer did not perceive the ice cream of Ete to be

a brand of premium ice cream.



