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ABSTRACT 

 

             The objective of this independent study was to investigate consuming behavior of ice 

cream consumers in ice cream shops in Mueang Chiang Mai District.  The sample groups were 

300 ice cream consumers in Mueang Chiang Mai District which were randomly selected. The 

data was statistically analyzed using frequency, percentage and mean values. 

 The consuming behavior of home made ice cream of the sample consumers revealed that 

most of the respondents were female students with age range of 21-30 years old. Their educations 

were mostly at undergraduate level with the average monthly income of 10,001-15,000 baht. The 

consumers preferred home made ice cream with the mixed fruit characteristic. The most popular 

flavors of the home made ice cream from each category were chocolate, passion, and blueberry 

flavor. The reasons for consuming ice cream were due to the persuasive flavor, convenient 

parking space, and beautiful atmosphere. The most important motivation to purchase ice cream 

was from friends. The popular ice cream consumption occasion was during general social 

gathering during lunch time. The majority also had the experience of purchasing homemade ice 

cream from I-berry shop. They expected that supermarket department store was another location 

where homemade ice cream should be sold. Most of the respondents obtained information 



 

 

regarding homemade ice cream from their friends or acquaintances. They preferred to visit the 

same ice cream shops regularly with the purchasing frequency of 3-4 times a month and spent    

50-100 baht per person. The satisfaction level of homemade ice cream shop was at satisfied level. 

 The sub-factors of marketing mix factors which influenced the customers at the highest 

level were process which was followed by distribution venue, servicing personnel, price, product, 

creation and physical presentation, and marketing promotion, respectively. Each sub-factor could 

be considered from the highest one-process. In term of process, the fast and accurate services 

were preferred. In terms of distribution venue, the shop was in the convenient location. In terms 

of servicing personnel, the staffs were well-mannered and polite. In terms of price, the price must 

match reasonably with the quality. In terms of product, the ice cream must taste delicious.           

In terms of creation and physical presentation, the shop must be clean. In term of marketing 

promotion, there must be the presence of ice cream free tasting. 

 

 

 

 

 

 

 

 

 


