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ABSTRACT

The objective of this independent study was to study the customers’ satisfaction
towards the services marketing mix of Bud’s ice-cream, Chiang Mai branch. The data collection
was completed through the questionnaire distributed randomly to 200 customers as the sample
group. Then, the narrative analysis which consisted of frequency, percentage, and mean, was
applied in order to analyze data.

Based on the questionnaire results, it found that most respondents were single
female with Bachelor’s Degree whose ages were between 21-30 years old. Most of them were
the university students whose average monthly allowance was less than 3,000 Baht.

According to the study of respondent’s behavior, it was mentioned that Rumraisin
was their favorite flavor and wiping cream was the most favorite topping. In term of Sundae
Ice-cream, the most favorite one was Cake Ice-cream with Vanila-Cookie flavor, however, it
was revealed that respondents would take this kind of Cake Ice-cream home. It was found that
the respondents came to Bud’s ice-cream less than one time a week and preferred to sit and

consume the product at the shop itself. The most preferable time spending in Bud’s ice-cream



shop was between 18.01-23.00 hrs. Whenever they came to Bud’s ice-cream, they usually came
with close friends.

Based on the study result of respondent’s satisfaction towards the services
marketing mix of Bud’s ice-cream, Chiang Mai branch, it was found that;

In term of Product factor, the average satisfaction level of most respondents was
scored at high level and the taste of ice-cream was considered as the sub-factor that received the
highest score for this factor.

In term of Price factor, the average satisfaction level of most respondents was
scored at high level and the clear price sign was considered as the sub-factor that received the
highest score for this factor.

In term of Distribution Channel factor, the average satisfaction level of most
respondents was scored at high level and the service hours was considered as the sub-factor that
received the highest score for this factor.

In term of Promotion, the average satisfaction level of most respondents was
scored at high level and the promotion, Buy Two-Get One for Every Monday, was considered
as the sub-factor that received the highest score for this factor.

In term of People, the average satisfaction level of most respondents was scored at
high level and the being well-dressed workers was considered as the sub-factor that received
the highest score for this factor.

In term of Physical Evidence and Presentation, the average satisfaction level of
most respondents was scored at high level and the reliability of the shop itself was considered as
the sub-factor that received the highest score for this factor.

In term of Process, the average satisfaction level of most respondents was scored
at high level and the rapid cashier service was considered as the sub-factor that received the

highest score for this factor.



