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ABSTRACT

Homemade ice-cream market has grown up every year and it could provide more
margins than other desserts in Thailand. Additionally, Thailand is in the tropic area and
the Thais have many factors in consuming, such as physiological needs, luxury view,
convenience, etc and because of the climate. The project is about Thai customer
attitudes toward homemade ice-cream. The objective of this project report is to explore
the pattern of consumer behavior of homemade ice-cream in Thailand, to study the
customer's attitude toward price, taste, menu selection, promotion, brand awareness,
distribution channel, and salesperson, accordingly the marketing strategy factors for
coming new brands have to depend on customer.
This research has to set up the question depending on consumers. The 400 sets of
questionnaires are distributed on 4 channels, which could reduce the bias and is easy to
work. All the customer data is transformed to useful information by SPSS program, and
then analysed with the secondary data that could be collected by public report.
This project report was conducted to identify the customer's attitude towards
homemade ice-cream. The results of this study clearly show that customer behaviors
depend on degree of customer. Most of customers know the difference between
homemade ice-cream and international brand ice-cream in tastes, flavours, varieties,
menu selections and price are the important factors to select any ice-cream brands. So
the new brand could gain the market share, if they would like to use a suitable
marketing mix.
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I. INTRODUCTIC N

1.1 Background
Ice-cream market has grown up every year. In Thailand, homemade ice-cream
market has grown up rapidly for 3 years. Ice-cream is the most popular dessert of
Thais. It is suitable for everyone, every gender, region and age. It is easily to consume
and find out so ice-cream is the biggest in volume for desserts and luxury food.
According to quantity consuming of ice-cream, means also highly competition.
There are many ice-cream brands in Thai market that can be segmented by
resource as 2 types. First in local brands are Iberry, Bruno, Mahachai Ice-Cream,
Cremo, Oriental, Tasscanini, Apache, Paithong, and etc. Second is outsource (imported)
brands such as Swensen, Haagen-Dazs, Nestle, Buds, Baskin Robbins, Dairy Queen,
Mini Melts, Italian, Ice Magic, and etc which are popular brands in the world. The
other segmentation by market level are 3 types. The low-end is the biggest volume and
mostly produced locally. According to the biggest market of low-end, some imported
brands try to launch a new product to share this market so this level is just considered
one price. The mid-end and high-end have more complicated marketing strategies.
The mid-end and high-end groups have a lot of competition, each brand do need
update to improve their strategies all the time. There are a lot of factors to win the
market such as; price, ingredient, sale-person, promotion, brand awareness and
distribution channel (all of 4Ps). The target of ice-cream consumers can be segmented
by purpose as Wholesale customer, Retailer customer and End-User. The wholesale and
retailer only consider price and profit. The end-user is the most attractive group of
customers, because they are the indicator of demand. So the customer in this project
means end user consumers.
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To win the homemade ice-cream market within the high competition, the
customer attitude is very interesting because the customer can switch to other brands
easily. Additionally, homemade ice-cream business has a great generic competition
because it is easy to consume and is also a consumer product. So the marketing
strategies of homemade ice-cream has to concentrate on consumers and educate market
of generic competition to switch to homemade ice-cream market that is a bigger market
than the present homemade ice-cream market.
1.2 Problem Statement
There are many brands in mid and high-ends ice-cream channel. According to
clustered preference of customer, each brand has its own characteristics, that mean they
share the market by niche market strategies. Additionally, the major market has to share
by low-end, which uses the pricing war strategies. So the new competitors have to
create clear positions and characteristics to satisfy the customer expectation.
1.3 Scope
This project focuses on studying and analyzing the customer behavior that does
not know the real population. The study will not cover the immediate variables such as
political problem, war, economic crisis, and etc. The data collection covered just only
the metropolitan area which is the biggest market. The questionnaire is the selective
method to explore their attitude, and then analyze with both descriptive and quantitative
methods.
1.4 Research Objectives
To identify factors that impact customers' purchasing decision.
To study the customer attitude toward taste, price, menu selection,
salesperson, promotion, brand awareness, and distribution channel.
To create marketing strategies for a new coming brand.
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1.5 Limitations of the Study
The researcher sets the limit of the study as follows:
(1)

This study focuses on consumer. The researcher can not know anyone who
consumes homemade ice-cream in advance when meeting respondents.
Then, interviewer has to select place to interview in advance.

(2)

Some respondents are not willing to answer the questionnaires.

(3)

Time Limitation.

1.6 Benefits and Expectation from the Study
(1)

To learn more about homemade ice-cream business in Thailand.

(2)

To learn more about consumer behavior towards homemade ice-cream.

(3)

To learn more about consumer attitudes towards homemade ice-cream.

(4)

To learn more about consumer marketing in their mind.

(5)

To learn more about the strategy that homemade ice-cream brands have
to use to improve their business.
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LI'l ERATURE REVIEW

2.1 Overview
This research focused on homemade ice-cream business. It is interesting to study
because it has affected the ice-cream market in Thailand and consumer behavior toward
homemade ice-cream.
2.1.1 Homemade Ice-Cream Market Shares in Thailand
Whether it is a choc-o-holic, a lolly lover or a take —home-tub fanatic, there is
something for everyone in today's ice-creams in Thailand. And with average
homemade ice-cream around 22%, maximizing impulse sales is now the key to business
success.
This 48 million Baht Market is forever on the move, with new, and ever more
wacky and improbable flavors for customers of all ages and all pockets. Following the
Competition Commission ruling on stocking competitor products in branded fridges,
major homemade manufacturers are driving new product development, innovation in
the end refreshment sectors as they search for tomorrow's cabinet space winners.
2.1.2 S.W.O.T. Analysis Homemade Ice-Cream in Thailand
To identify and list the homemade ice-cream firm's strengths and weakness and
its opportunities and threats.
STRENGTHS
During 3 years, ice-cream homemade developed several crucial strengths which
helped it become the large ice-cream style in Thailand. Some of those strengths
include:
(1) Superior Ice-Cream Product — Homemade ice-cream is widely considered to
be the best super-premium style available today (taste-wise).

The

production process which includes chunks in all, as well as overall superior
ingredients stemming from the homemade ice-cream companies strict milk
and cream policies may account for this strength.
(2)

Homemade-Name Image and Reputation — Funky looking packaging. It all
contributes to an off-beat image which quickly caught on with consumers
who did not want to take their deserts too seriously. Over the years the
homemade ice-cream's reputation has grown exponentially, leading to a
growth in the number of fiercely loyal customers.

(3)

Strong Products Line — Homemade ice-cream entire menu totals over 30
ice-cream, frozen yoghurt and sorbet products, in a vast and unique variety.
Few other companies can claim the same.

(4)

Scoop Shops — Homemade ice-cream has many ice-cream scoop shops, the
majority of them in highly visible locations around Thailand. These stores
tend to be highly profitable, and increase brand awareness.

(5)

Well Established Distribution — Homemade ice-cream firms acquired the
distribution resources and expertise the ice-cream style.

WEAKNESSES
Homemade ice-cream offers so much from a product standpoint, but the
companies have failed to turn consistent profits and are losing market share to inferior
merchandise. Many reasons play a role in the decline:
(1) Serious Lack of Strategic Direction — A recurring theme in the following
pages, homemade ice-cream has lacked focus since day one. While the
quality product keeps the company afloat, several seriously bad decisions
(or lack of decisions) are putting the homemade ice-cream companies'
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future at risk. This managerial problem also manifests itself in many of the
following weaknesses.
(2)

International Presence — Homemade ice-cream has none, which explains
why the firms are now looking to expand into foreign countries. Previous
attempt at penetrating overseas markets were completely unsuccessful, due
to internal disputes and a lack of necessary planning and human resources.

(3)

Advertising — While the ice-cream may be great, relative few know about it.
Even fewer are aware of the companies' social mission and their
involvement in charity. This is due to a dreadful advertising campaign
which consists mostly of sponsoring and co-organizing environment-related
benefits.

(4)

Lack of Flexibility — Homemade ice-cream seems unwilling to divert from
their roots or to relinquish power.

(5)

Unutilized Plant Capacity — This draw attends to underutilization of
resources and bad strategic planning on th: part of management.

OPPORTUNITIES
The super-premium market involves orti a few players as powerful as
homemade ice-cream style, and the companies have some opportunities which,
with the right moves, would be able to capitalize on it:
(1)

International markets — Around the word, billions of Baht are annually
spent on ice-cream. But the firms' past -v mtures into foreign markets have
been disasters, and currently international sales total just 3 percent of total
sales. Smart strategically-sound expansion overseas has great potential.

(2)

Scoop Shops — Highly visible, profitable, yet few and far apart. With many
shops, homemade ice-cream trails Haagen dazs , Dairy Queen, and Baskin
6

Robbins. More stores (in prominent locations) may enchance the
company's image.
(3) Sell Company — Homemade ice-cream may do best by capitalizing on the
rather slim super-premium market and simply selling themselves to a large,
established company (for example multinational conglomerate, Uniliver!)
THREATS
Interestingly enough homemade ice-cream has few external threats to the
position in the market (most of their problems reside internally). However, some
things to keep in mind include:
(1)

Consumer Health Conscience — Super-premium is, by definition, high fat.
The thick and creamy ice-cream may lose popularity if Thais suddenly
become more focused on their health.

(2)

Dependency on Distribution — Maintaining an adequate relationship with a
competitor may be difficult. Homemade ice-cream firms heavy reliance on
provider brand the power to disrupt normal distribution operations.

(3)

Reliance on a Limited Number of Key Personnel — With a relative small
number of executives, the success of the homemade ice-cream companies
are significantly dependent on the top management and their staffs, as well
as on the owner. The loss of service of any of these individuals may cause
disarray in managerial order.

2.2 Theoretical Model
2.2.1 Marketing
The American Marketing defines as "a social and managerial process by which
individual and groups obtain what need and want through creating, offering and
exchanging products of value with others".
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Moreover, in a business context, "Marketing is a total system of business
activities designed to plan, price, promote and distribute want-satisfying products to
target markets to achieve organizational objectives".
The American Marketing Association defines marketing as "the process of
planning and executing the conception, pricing,, promotion and distribution of ideas,
good or services to create exchanges that will satisfy industrial and organization
objectives".
It does not mean that marketing should try to take over production, accounting
and financial activities. Rather, it means that marketing, by interpreting customers'
need, should provide direction for these activities and try to coordinate them.
It identifies the market variables of product, price, place (distribution) and
promotion that are used to provide customer satisfaction. It assumes that the customer
segments to be satisfied through the organization's production and marketing activities
have been selected and analyzed prior to production, so that the customer, client or
public determines the marketing program.
2.3 Definition of Purchasing Behavior
In so volatile a competitive environment, companies require to get close to and
understand their consumers. What are consumers looking for? Are consumers satisfied
with what's in the marketing? Are consumers convenient in buying the goods? The
answers to these questions need understanding of consumers' purchasing behavior.
Purchasing behavior is the decision processes and acts of people involved in
buying and using products. Consumer purchasing behavior refers to the purchasing
behavior of ultimate consumers: those people who purchase products for personal or
household use, not for business purpose.
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Marketing has classified types of purchasing behavior by using different criteria.
According to Schiffman and Kanuk (1991), consumers make two types of purchases:
trial purchases and repeats purchases. Trial purchases are the exploratory phase of
purchasing behavior in which consumers attempt to evaluate a product through direct
uses. But repeat purchases are closely related to the concept of brand loyalty, which
most firms try to encourage because it ensures them of stability in the marketplace.
Classified by intentions of purchase, purchasing behaviors fall into three
categories:
(1)

Fully planned purchase: both product and brand are chosen before the store
visit.

(2)

Partially planned purchase: there is an intention to buy the product only but
brand choice is deferred until shopping.

(3)

Unplanned purchase: both the items and brand are chosen in the store. This
is often referred to as the impulse purchase

Another approach categorized by buyer inv Avement and degree of brand
differences. Assael distinguished four types of purchas ng behavior.
(1)

Complex Buying Behavior: Complex buz ng behavior is when consumers
are highly involved in a purchase and perceive significant differences
among brands. Consumers may be highly involved when the product is
expensive, risky, purchased infrequently and highly self-expressive.

(2)

Dissonance-Reducing Buying Behavio; : Dissonance-reducing buying
behavior occurs when consumers are

involved with an expensive,

infrequent or risky purchase, but see little difference among brands. Because
perceived brand differences are not large, buyers may shop around to learn
what is available, but buy relatively quick! r.
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(3)

Habitual Buying Behavior: Habitual buying behavior occurs under
conditions of low consumer involvement and little significant brand
difference. For example, salt, consumers have little involvement in this
product category-they simply go to the store and reach for a brand.

(4)

Variety-Seeking Buying Behavior: Consumers undertake variety-seeking
buying behavior in situations characterized by low consumer involvement
but significant perceived brand differences. In such cases, consumers often
do a lot of brand switching. For example, when buying cookies, a consumer
may chose a brand without much evaluation. But the next time, the
consumer might pick another brand out of boredom or simply to try
something different.

The concepts of purchasing behaviors discussed above are general guidelines for a
firm to conduct further study which related to the firm's business. In practical way, a
firm usually works out a consumer research to find out consumers' purchasing behavior,
which corresponds with the firm's market segment.
2.3.1 Factors Influencing Consumer Behavior
Outside Stimuli
Marketing Technology
EnvironmentPlace
Product
Political
Economic Promotion
Price
Cultural

Buyers black box
Buyers
Buyer decision
Characteristics Process
Culture
Problem Recognition
Social
Information Search
Personal
Evaluation Decision
Postpurchase
Psychological Behavior

Buyers Purchase
Decision
Product choice
Brand choice
Dealer choice
Purchase Timing
Purchase Amount

Figure 2.1. Influencing Factors in Consumer Behavior.

Figure 2.1 shows the stimulus-response model. This figure shows marketing and
other stimuli entering the buyer's black box and producing the buyer's responses.
10
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Outside stimuli pass through the buyer's black box and produce the buyer's purchase
decisions. The marketer's task is to understand what happens in the buyer's black box
between outside stimuli and the buyer's purchase decisions.
The Outside stimuli have types. Marketing stimuli consist of the four Ps: product,
price, place and promotion. Environmental stimuli consist of major forces and events in
the buyer's macro environment: economic, technological, political and cultural.
Buyer's purchase decisions are highly influenced by the buyer's cultural, social,
personal and psychological factors.
2.3.2 Culture Factors
Cultural factors exert the broadest and deepest influence on consumer behavior.
The playing rolls are the buyer's culture, subculture and social class.
(1)

Culture: Culture is the most fundamental determinant of a person's wants
and behavior.

(2)

Subculture: Four types of subculture can be distinguished. (Nationality
groups, Religious groups, Racial groups and Geographical areas)

(3)

Social Class: Social classes are relatively homogenous and enduring
divisions in a society, which are hierarchically ordered and whose members
have similar values, interest and behavior.

2.3.3 Social Factors
A consumer's behavior is also influenced by such factors as reference groups,
family and social status.
(1) Reference Groups: All the groups (membership, primary, secondary and
aspiration) have a direct or indirect influence on the person's attitudes or
behaviors.
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(2)

Family: Family orientation from parents and family procreation from spouse
and children. It is the most important consumer buying organization in
society.

(3)

Roles and status: Roles and Status is the person that we are in our daily life
such as father, mother or teacher.

2.3.4 Personal Factors
A buyer's decisions also are influenced by personal characteristics such as the
buyer's age and life-cycle stage, occupation, economic situation, lifestyle and
personality and self-concept.
(1)

Age and Life-Cycle Stage
People change the goods and services they buy over their lifetimes.
Life-Cycle stage can be divided into three stages: Young, middle-aged and
older. A young person might have different wants and needs from a middle
aged person or an older person.

(2)

Occupation
A person's occupation affects the goods and services bought. For
example: camera is necessary for a photographer but not for a singer.

(3)

Economic Situation
A person's economic situation will affect product choice. A person
may consider buying an expensive product if she or he has enough
spendable income, saving or borrowing power.

(4)

Lifestyle
Lifestyle is a person's pattern of living as expressed in his or her
activities, interests and opinions. Activities may be work, hobbies,
shopping, sport or social event. Interests are food, fashion, family and
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recreation. Opinion is what they think about themselves, social issues,
business and products.
(5) Personality and Self-Concept
Personality refers to the unique psychological characteristics that lead
to relatively consistent and lasting responses to one's own environment.
Personality is usually described in terms of traits such as self —confidence,
dominance, sociability or aggressiveness. The self-concept is also called
self-image, how the people's possessions contribute to and reflect their
identities.
2.3.5 Psychological Factors
Buying choices are also influenced by four major psychological factors such as
motivation, perception, learning and attitudes.
Many forces and characteristics can be appreciated that act on consumer behavior.
A person's purchase choice is the result of the complex interplay of cultural, social,
personal and psychological factors. Many of these factors cannot be influenced by the
marketer. However, they are useful in identifying the buyers who might have the most
interest in the products.
2.3.6 Buying Decision Process:
The stages of the buying-decision process are:
(1)

Need recognition

(2)

Choice of an involvement level

(3)

Identification of alternatives

(4)

Evaluation of alternatives

(5)

Decision

(6)

Post purchase behavior
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Although this model is a useful starting point for examining purchase decisions,
the process is not always as straightforward as it may appear. Figure 2.2 describes the
stages involved in buying-decision process

Identification of
Alternatives

Choice of
Involvement
level

Need
Recognition

\/

Post purchase
Behavior

<==i

Purchase &
Related
Activities

<==

Evaluation of
Alternatives

Figure 2.2. Consumer Buying Decision Process.

2.3.7 Need Recognition
Need recognition may arise internally when a need that can be satisfied through
consumption and becomes strong enough to motivate a person. Need may also be
dormant until it is aroused by an external stimulus such as an ad or the sight of a
product. The decision process can be triggered by the depletion of an existing product
also.
2.3.8 Choice of Involvement Level
After recognizing a need, the consumer consciously or unconsciously decides how
much effort to exert in satisfying it. Two kinds of involvement, namely high and low,
can be encountered. If a consumer is dissatisfied with the quantity or quality of
information about the purchase situation when a need arises and decides to actively
collect and evaluate more, there is high involvement purchase. On the other hand, if a
14

consumer is comfortable with the information and alternatives readily available, the
purchase situation is low involvement.
The consumer must identify the alternative products and then brands to be capable
of satisfying the need. Product and brand identification may range from a simple
memory scan of previous experiences to an extensive external search. The search for
alternatives is influenced by:
(1)

How much information the consumer already has from past experiences and
other sources.

(2)

The consumer's confidence in that information.

(3)

The expected value of additional information or put it another way, what
additional information is worth in terms of the time and money costs to get
it.

2.3.9 Evaluation of Alternatives
The evaluation involves establishing some criteria against which alternatives is
compared. The criteria that consumers use in the evaluation result from their past
experience and feelings toward various brands, as the opinions of family members and
friends. Evaluations can be factually incorrect because experience is often limited or
dated and information from sources such as advertising or friends can be biased.
2.3.10 Purchase and Related Decisions:
The consumer ranks brands and forms of purchase intentions in the evaluation
stage. Generally, the consumer will buy the most preferred brand, but two factors can
come between; the purchase intention and the purchase decision.
The first factor is influenced by unexpected situational factors". The consumer
forms a purchase intention based on such factors as expected family income, expected

15
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price and expected benefits from the product. When the consumer is about to act,
unexpected situational factors may arise to change the purchase intention.
The preferences and even purchase intentions do not always result in actual
purchase choice. They may direct purchase behavior but may not fully determine the
outcome.
2.3.11 Post purchase Behavior
After the purchase is made, the unattractive features of the product purchased
grow in importance in the consumer's mind, as do the attractive features offered by the
rejected alternatives. Dissonance typically increases;
(1)

The higher the dollar value of purchase

(2)

The greater the similarity between the item selected and item(s) rejected

(3)

The greater the importance of the purchase decision.

Consumers try to reduce their post purchase anxieties that are likely to increase
the dissonance. And they seek out information that supports their decision, even to the
purchase, putting more effort into evaluating alternatives can increase a consumer's
confidence and reduce dissonance. The quality of a seller's follow-up and post sale
service programs can be significant factors in reducing dissonance also.
2.3.12 Attitudes
One of the important things for business is the need to understand what consumers
like and dislike. These likes and dislikes are called "attitudes" (Bern, 1979). Attitudes
can be defined as simply an overall evaluation that allows one to respond in a
consistently favorable or unfavorable manner with respect to a given object or
alternative (Engel et al, 1990). These play an important role in determining a product's
standing among customers.
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Characteristics of Attitudes (Phipss & Simmons, 1995)
Attitudes are held by individuals. When similar attitudes are held by many
individuals they become embedded in that society's culture. The following are
generally held to be characteristics of attitudes:
(1)

They can be held about any object, person, issue or activity - referred to as
the attitude object.

(2)

They may be strongly or weakly held - an attitude is not simply something
is turned on or off, it is an assessment based on a continuous evaluation.

(3)

They learned - we acquire attitudes in much the same way we acquire
culture, through conditioning and social modeling.

(4)

Attitudes change - they are dynamic. We no longer have the same attitudes
as we did when we were younger. We are constantly modifying attitudes
based on our experiences and acquiring new attitudes as we encounter new
attitudes as we encounter new attitude objects.

(5)

Some attitudes are more fundamental than others and more resistant to
change certain opinions stay with us throughout our lives, whilst others
change from week to week.

Attitudes usually play a major role in shaping consumer behavior. In deciding
which brand to buy or which store to shop, consumers will typically select the brand or
store that is evaluated most favorably. Consequently, in building an understanding of
why consumers do or do not buy a particular product or shop a certain store, attitudes
can be quite useful. And, this is especially true when attitudes are linked to the
knowledge consumers possess about a product or store.
Consumer-Behavior theorists distinguish three main components of attitude as:
(1) The Cognitive Component: (Phipps & Simmons, 1995)
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This is what the individual believes about the object whether it is good
or bad, necessary or unnecessary, useful or useless and so forth. The
cognitive component is based on reason and is related to knowledge and
experience.
(2)

The Affective Component: (Phipps & Simmons, 1995)
This is what the individual feels about — whether it is pleasant or
unpleasant, tasty or tasteless and so forth. The affective component pertains
to the individual's emotions.

(3)

The Behavioral Component: (Phipps & Simmons, 1995)
This is how a person responds to the attitude object (based on a
cognitive and affective component).

2.3.13 The Co native Component
This is how the individual responds to the object. The co native component is
based on the other two components and is related to the individual's behavior. From the
marketing standpoint, if the individual believes that the object is of value and feels good
about it, that person is likely to buy it.
Each of the tree components of attitude will vary according to both the situation
and the person. Attitudes toward products may range from indifference to enthusiasm,
with many gradations in between.
The success of a product in the market is partly determined by the company's
ability to understand, predict and influence consumer attitudes. Depending on how the
product is doing the marketer may want to:
(1)

Confirm existing attitudes (if the product is doing well)

(2)

Change existing attitudes (if the product is not doing well)
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(3) Create new attitudes (if a new product is introduced or old one is
repositioned)
Confirming existing attitudes is the easiest course to take. It simply involves
reminding consumers of why they like a product and why they should continue to
purchase it. Changing attitudes is a much more difficult task than this. At times it makes
better marketing sense to phase out a product that has run into negative consumer
attitudes. The marketer can then concentrate on creating positive attitudes toward and
new product. It is often more difficult to convert faithful users of other brands to one's
own product than to win over consumers to a new product.
Consumer Perceptions of Quality, Price, Value and Brand
Consumer perceptions of quality, price and value are considered pivotal
determinants of shopping behavior and product choice.
(1) Perception of Quality:
Quality was defined as a comparison between consumer expectation
and perceptions of performance based on those dimensions, an approach
that allows for individual differences across subjects in the attributes that
signal quality. Attributes that signal quality have been 'dichotomized into
intrinsic and extrinsic cues. Intrinsic cues involve the physical composition
of the product. These cannot be changed without altering the nature of the
product itself and are consumed as the product is consumed (Oslon 1977).
Extrinsic cues are product-related but not part of the physical product itself.
They are, by definition, outside the product. Price, brand name and level of
advertising are examples of extrinsic cues to quality.
Consumers may evaluate quality at the point of purchase or at the
point of consumption. The salience of intrinsic attributes at the point of
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purchase depends on whether they can be sensed and evaluated at that time,
that is, whether they contain search attributes. Where search attributes are
present, they may be important quality indicators. In their absence,
consumers depend on extrinsic cues.
At the point of consumption, most intrinsic attributes can be evaluated
and therefore become accessible as quality indicators. At the point of
purchase, consumers cannot always evaluate relevant intrinsic attributes of
product. Unless free samples are being provided, consumers cannot taste,
for example new food products, before buying them. In these and similar
situations, the consumers rely on extrinsic attributes such as warranty, brand
name and package as surrogates for intrinsic product attributes.
(2) Perception on Price:
From the consumer's perspective, price is what is given up or
sacrificed to obtain a product. The components of price are objective price,
perceived non monetary price and sacrifice. Levels of consumer attention,
awareness and knowledge of prices appear to be considerably lower than
necessary for consumers to have accurate internal reference prices for many
products. One study indicates that price awareness differs among
demographic groups, the greatest levels of awareness being in consumers
who are female, married, older and do not work outside the home. Other
research, summarized by Oslon (1977), shows that price becomes less
important as a quality indicator when other product quality cues, such as
brand name or store image are present. One exploratory survey research
indicates that price is among the least important attributes that consumers
associate with quality.
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Oslon (1977) showed that availability of intrinsic cues other than price
typically results in weighting those factors as more important than price. He
concluded that brand name is a stronger cue than price for evaluating overall
quality.
(3) Perceptions on Value:
Value has been defined as "whatever it is that the customer seeks in
making decision as to which store to shop or which product to buy.
Schechter (1954) defines value as all factors, both quantitative, subjective
and objective, that makes up the complete shopping experience. The benefit
components of value include salient intrinsic attributes, extrinsic attributes,
perceived quality, and other relevant high level abstractions. The sacrifice
components perceived value monetary prices and non monetary price.
Intrinsic attributes serve as "value signals" and can substitute for active
weighing of benefits and costs.
2.3.14 Customer-based Brand Equity
Keller (1993) defined customer-based brand equity as the differential effect o
brand knowledge on consumer response to the marketing of brand. Three important
concepts are included in the definition: differential effect, brand knowledge and
consumer response to marketing. Differential effect is determined by comparing
consumer response to the marketing of a brand with the response to the same marketing
of a fictitiously named or unnamed version of the product or service. Brand knowledge
is defined in terms of brand awareness and brand image and is conceptualized according
to the characteristics and relationships of brand associations. Consumer response to
marketing is defined in terms of consumer perceptions, preferences and behavior arising
from marketing mix activity.
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According to this definition, a brand is said to have positive (negative) customerbased brand equity if consumers react more (less) favorably to the product, price,
promotion and distribution of the brand than they do to the same marketing mix element
when it is attributed to a fictitiously named or unnamed version of the product or
service. High level of brand awareness and a positive brand image also have specific
implications for the pricing, distribution and promotion activities related to the brand.
2.4 Marketing Strategy Planning
Marketing plans focus on a product/market and consist of the detailed marketing
strategies and programs for achieving the product's objectives in the market. Marketing
plans are the central instruments for directing and coordinating the marketing effort.
Strategic marketing planning entails five steps:
conduct a situation analysis
develop objectives
determine positioning and differential advantage
select target markets and measure market demand, and
design a marketing mix
2.4.1 Situational Analysis
Situational analysis normally covers external environmental nonmarketing
resources that surround the marketing program. A situation analysis also considers the
groups of consumers served by the company, the strategies used to satisfy them, and
key measures of marketing performance. It is critical, can be costly, time consuming
and frustrating task. To fulfill its mission, an organization needs to capitalize on its key
strengths, overcome or alleviate its major weakness.
The situational analysis usually covers five major areas:
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Sales Trends: Each product's sales figures are examined over the previous several
years and compared with similar ones for competing products and with the product's
profit and expense patterns.
Previous Forecasts versus Previous Performance: A review of the accuracy of past
planning is made in terms of both sales and profits is done to help management uncover
obstacles in achieving obstacles in achieving past objectives, so that they may avoid
mistakes in the future.
Market situation and competitive environment: Factors concerning how both
consumers demand and competition function together in the marketing plan are
considered to develop a comprehensive picture of the marketing environment with
respect to the current situation of the product or service being analyzed.
Problems and opportunities: An evaluation is made of technological
developments, cost levels, and other internal factor that may have a positive or negative
effective effect on profits or sales. This evaluation will have a direct bearing on the
action programs that the organization decides to pursue.
Planning Assumptions and Constraints: As assessment is made of corporate
financial, personnel and production strengths and weakness, external factors such as the
state of the economy, government regulations and broad social trends are taken into
consideration.
2.4.2 Marketing Objectives
Establishing marketing objective is generally considered the single most
important step in the planning process. Without these objectives, which emerge from
the assumptions of the situation analysis, planning would not be a practical purpose.
Objective must be defined clearly and precisely so that both top management and
planners can determine a target at which marketing strategy should aim. Marketing
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objectives are often ranked in order of their importance to relate them to overall
corporate objectives.
The success or failure of the marketing plan is ultimately measured by how well
the marketing objectives reflect the organizations needs and what they have achieved.
Thus, objectives must be viewed in the context of both the beginning and the end of the
planning process. They may sometimes change as the marketing plan is put into effect.
But without them, it is impossible to evaluate how well the plan has succeeded.
2.4.3 Positioning and Differential Advantage
It involves two complementary decisions; how to position a product in the
marketplace, and how to distinguish it from competitors. Positioning refers to a
product's image in relation to directly competitive products as well as other products
marketed by the same company. The company's positioning must be rooted in an
understanding of how the target market defines value and makes choices among
vendors. The positioning task consists of three steps. First, the company has to identify
possible product, service, personnel and image differences that might be established in
relation to competition. Second, the company has to apply criteria to select the most
important differences. Third, the company has to effectively signal to the target market
how it differs from its competition.
After the product is positioned, a viable differential advantage has to be identified.
Differential advantages refer to any feature of an organization or brand perceived by
customers to be desirable and different from those of the competition. At the same time,
the company has to avoid the differential disadvantages for its product.
2.4.4 Target Markets and Market Demand
A market consists of people or organizations with needs to satisfy, money to
spend and the willingness to spend it. Ordinarily, it is impractical for a firm to satisfy all
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segments with different needs. Instead, a company targets its efforts on one or more of
these segments. Thus a target market refers to a group of people or organizations at
which a firm directs a marketing program. In a new company, management should
analyze markets in detail to identify potential target markets. In an existing firm,
management should routinely examine any changes in the characteristics of its target
markets and alternative markets. Management should decide to what extent and in what
manner to divide up total markets and then pursue only those segments that show the
best potential for successful marketing.
Target markets must be selected on the basis of opportunities. To analyze its
opportunities, a firm must forecast demand in its target markets. The results of demand
°recasting will indicate whether the firm's targets are worth pursuing or whether
alternatives need to be identified.
2.4.5 Marketing Mix
Whoever the marketer (whether indigenous multinational or governmental) and
whatever the nature of the country (rich or poor, large or small), in the long run
effective marketing mixes are essential.
Marketing mix is a combination of a product, how it is distributed and promoted
and its price. These four elements together must satisfy the needs of organization's
target market(s) and, at the same time, achieve its marketing objectives.
(1) Product
Product is the first and most important element of the marketing mix.
Strategies are needed for managing existing products over time, adding new
ones, and dropping failed products, strategic decisions must also be made
regarding branding, packing, labeling and other product features such as
warranties.
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Most companies handle more than one product. Each product line
consists of product items. The product-line manager should study the sales
and profit contributions of each product item as well as the way the items are
positioned against competitors' items. This provides information needed for
making several product-line decisions.
Companies have to develop brand policies for the individual product
items in their lines. They must decide whether to brand at all, whether to use
family brand names or individual brand names, whether to extend the brand
name to new products, whether to put our several competing brands and
whether to reposition any of the brands.
Physical products require packaging decisions to create such benefits
as protection, economy, convenience and test it functionally and
psychologically to make sure it achieves the desired objectives and is
compatible with public policy. Physical products also require labeling for
identification and possible grading, description and promotion of the
product.
(2) Price
Necessary strategies pertain to the location of customer price
flexibility, related items within a product line and terms of sale. Also,
pricing strategies for entering a market, especially with a new product, must
be designed.
Philip Kotler (2000) describes a six steps procedure for the companies
to be followed in setting up the price of a product. They are as following:
(a) Selecting the pricing objective: The company carefully establishes its
marketing objective(s), such as survival, maximum current profit,
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maximum current revenue, maximum sales growth, maximum market
skimming or product-quality leadership.
(b)

Determining demand: The company determines the demand schedule,
which shows the probable quantity purchased per period at alternative
price levels. The more inelastic the demand, the higher the company
can set its price.

(c)

Estimating costs: the company estimates how its costs vary at different
output levels and with different levels of accumulated production
experience.

(d)

Analyzing competitors' costs, prices and offers: the company
examines competitor's price as a basis for positioning its own price.

(e)

Selecting a pricing method: the company selects one of the following
pricing methods markup pricing, target return pricing, perceived-value
pricing, going-rate pricing and sealed-bid pricing.

(f)

Selecting the final price: the company selects its final price,
expressing it in the most effective psychological way, coordinating it
with the other market-mix elements, checking that it conforms to
company pricing policies and making sure it will find acceptance with
distributors and dealers, company seals force, competitors, suppliers
and government.

(3) Distribution
Strategies involve the management of the channel(s) by which
ownership of products is transferred from producer to customer and in many
cases, the system(s) by which goods are moved from where they are
produced to where they are purchased by the final customer. Strategies
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applicable to middle men, such as wholesalers and retailers, must be
designed. Six steps should be considered in distribution network design
namely:
(a)

Understand the total market demand and the growth rate for the firm's
products.

(b)

Use the right measure of coverage.

(c)

By customer segment, think through how end customers select dealers
or retailers outlets.

(d)

Be clear about the desired mix of dealers or retailers.

(e)

Consider the capacity of each dealer or retailer.

(f)

Set up only as dealers or retailers as can be well serviced.

Manufacturer

a
Wholesaler
Wholesaler
Retailer

a
Wholesaler

Retailer

a
Retailer

C
Consumer

Figure 2.3. Alternative Channel Structures for Consumer Products.
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A channel of distribution is any series of firms or individuals who
participate in the flow of goods and services from product to final Users or
consumers. Often it is more complex, involving many different kinds of
middlemen and specialists. Figure 2.3 shows examples of basic channels of
distribution for consumer products,
(4) Promotion
Strategies are needed to combine individual methods such as
advertising, personal selling and sales promotion into a coordinated
campaign. In addition, promotional strategies must be adjusted as a product
moves from the early stages to the later stages of its life. Strategic decisions
must also be made regarding each individual method of promotion.
Personnel selling involves direct spoken communication between
sellers and potential customers. Personal selling lets the salesperson adapt
the firm's marketing mix to each potential customer. But it can be very
expensive. Mass selling is communicating with large numbers of customers
at the same time. The main form of mass selling is advertising, any paid
form of nonpersonal presentation of ideas, or services by an identified
sponsor. Any unpaid form of nonpersonal presentation of ideas, goods or
services is another form of mass selling and called publicity. Sales
promotion refers to promotion activities other than personal selling,
advertising and publicity and it stimulates interest, trial or purchase by final
customers or others in the channel of distribution. It can involve use of
coupons, point-of-purchase materials, samples, signs, catalogs and circulars.
The four marketing-mix elements are interrelated; decisions in one
area often affect actions in another. Design of marketing mix is certainly
29

affected by whether a firm chooses to compete on the basis of piece or on
one or more other elements.

Table 2.1. Marketing Mix.
PRICE

PLACE

PROMOTION

Product variety

List Price

Channels

Sales promotion

Quality

Discounts
allowances

Coverage

Advertising

Design

Payment period

Assoc Intents

Sales force

Features

Credit terms

Locations

Public relations

Brand name

Inventory

Direct marketing

Packaging

Transport

PRODUCT

Sizes
Warranties
Returns

2.5

Market Segmentation
Before a marketing strategy can be implemented, the marketer must identify,

evaluate and select a target market. The importance of selecting a target market
approach is going to depend on a careful review of just who the firm is trying to reach.
The process of dividing the total market into several relatively homogenous groups is
called market segmentation.
Market segmentation cannot be used in all cases. Harold Chee and Rod Harris
(1994) also points out the basis requirements for segmentation as:
(1) The market segments must be measurable in terms of both purchasing
power and size.
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(2)

Marketers must be able to promote effectively to and serve (reach) a market
segment.

(3)

Market segments must be sufficiently large to be potentially profitable.

(4)

The number of segments must match the firm's marketing capabilities.

If one or more of these factors is missing, the marketer should reassess any
proposed market segmentation strategy. For the success of the overall marketing
strategy, age, sex, geographic locations, income and expenditure patterns, and
population size and mobility are the vital factors.
The four commonly used bases for segmenting consumer markets are geographic
segmentation, demographic segmentation, psychographic segmentation and benefit
segmentation. The last one is also defined as behavioral segmentation.
2.5.1 Geographic Segmentation
Markets can be divided into regions because one or more of the geographical
variables cause differences to appear from one region to another. It is useful only when
differences and purchase patterns for a product emerge along regional lines.
2.5.2 Demographic Segmentation
This is the most common approach in market segmentation and it divides the
consumer groups according to demographic variables such as age, sex, income,
occupation, education, household size, lifestyle and stage in the family lifecycle. These
variables are used in market segmentation for three reasons:
They are easy to identify and measure.
They are associated with the scale of many products and services.
They are typically referred to in describing the audiences of advertising
media buyers and others can easily pinpoint the desired target market.
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2.5.3 Psychographic Segmentation
Psychographic profiles produce a much richer description of a potential target
market and can assist in promotional decisions in attempting to match with the type of
consumer who uses the products. This often serves as component of an overall
marketing strategy in which markets are also segmented on the basis of
demographic/geographic variables.
2.5.4 Benefit Segmentation
Benefit segmentation is the division of market according to the benefits the
consumers want from the product. These factors may reveal important bases for
pinpointing prospective target market.
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M. RESEARCH METHODOLOGY

Thai customer attitudes toward homemade ice-cream is focusing on marketing
research that would like to explore Thai attitude and purchasing behavior on homemade
ice-cream. The information can be separated into 2 characteristics. Firstly, it is the
generic behavior of customer that can explore the purchasing behavior. Secondly, it is
homemade ice-cream expectation of customer that can be used for setting up the
marketing strategies. So the researcher is mostly depending on marketing research
methodology.
Methodology
3.1 Define the Population
The population can be defined as follows:
Element:

Decision maker

Sampling unit: Decision maker
Extent:

Bangkok area

Time:

July 2003

3.2 Determined the Sampling Size
The exact population size and population variance is unknown, the sample size
will be determined by an interval estimate of a population as the following equation.
Z2 p(1-p)
E2

Where
sample size
allowable error (precision required)
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Z score based on research's desired level of Confidence
population proportion that has the required characteristic (or estimate)
Then
E

Represent 3%. The desired maximum sampling error

Z

Represent 1.96. Select 95% level of confidence

P

Represent 90% of customer who consume ice-cream
N=

1 .962(0.90)(1 -0.90)
0.032

N=

384.16

Minimum sample size

The 400 sample size is applied for this study

3.3 Data Collection
We cannot estimate the amount of ice-cream consumers in Thailand. So the NonProbability sampling is selected. The convenience sampling is the most suitable for data
collection. The respondents are anyone who consume ice-cream. There are places to
meet consumers, so the questionnaire is equally spread in the following: university and
school, downtown, department store and discount store.
The respondent has to be a decision maker, so there is a screening question as
"Are you the decision maker?".
Secondary data are collected from annual reports and other publications,
newspaper, magazine, book, journals.

3.4 Data Analysis
Analysis involves breaking the data down into meaningful categories and studying
differences and relationships between them. In this regard, as one of our objectives is to
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set up the marketing strategies from customer behavior in consuming ice-cream, we will
analyze the consumers' behavior about the influential factors in their decision. We will
find out the relation of each factor with customer behavior.
Using Statistical Package for Social Sciences (SPSS) and Microsoft office Excel
software to analyze the output of the questionnaire for Thai customer attitudes toward
homemade ice-cream.
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IV. DATA ANALYSIS

Data Analysis
Sample Characteristics
Consumers are the sole judges of attitudes by any organization. Age, Sex, Income,
Education and Consuming behavior affect the way people choose to consume icecream. Therefore, the discussion of customer's background is considered to be relevant
to this study.
The output of the questionnaire for customer attitude towards ice-cream is
analyzed by using Statistical Package for Social Sciences (SPSS) Software.

Figure 4.1. The Gender Proportions of Ice-cream Consumer.
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Table 4.1. The Output of Ice-cream Consumer's Gender.

Valid

Male
Female
Total,

Respondent's Gender
Frequency Percent
Valid
Percent
167
41.8
41.8
233
58.3
58.3
400
100.0
100.0

Cumulative
Percent
41.8
100.0

41.8% of ice-cream consumer is male and 58.3% is female.

Figure 4.2. The Age Proportions of Ice-cream Consumer.
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Table 4.2. The Output of Ice-cream Consumer's Age.
Respondents' age

Frequency
Lower 15
year
15-20 year
21-25 year
26-30 year
31-35 year
Upper 35
year
Total

Valid

Valid Percent

Percent

Cumulative
Percent

31

7.8

7.8

7.8

146
119
44
28

36.5
29.8
11.0
7.0

36.5
29.8
11.0
7.0

44.3
74.0
85.0
92.0
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8.0

8.0

100.0

400

100.0

100.0

36.5% of consumers, in the range of 15-20 years, are studying. Most of them
have many friends and free time to consume ice-cream. 29.8% is in the 21-25 year
range that is work starting period. 11.0% is in the 26-30 year range. 7.8% is in the lower
15 year range. 8.0% is in the more than 35 year range and 7.0% is in the 31-35 year
range.

Respondent's Education

2% 4%

51%
14%
is Secondary
o Bachelors Degree or Upper

[3 Primary
o Vocation/Diploma
w Others

Figure 4.3. The Education Proportions of Ice-cream Consumer.
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Table 4.3. The Output of Ice-cream Consumer's Education.
Respondent's Education
Education
Valid

Primary
Secondary
Vocation/Diploma
Bachelors Degree or
Upper
Others
Total

4.0
29.3
14.5

Valid
Percent
4.0
29.3
14.5

Cumulative
Percent
4.0
33.3
47.8

50.0
2.3
100.0

50.0
2.3
100.0

97.8
100.0

Frequency

Percent

16
117
58
200
9
400

According to age of ice-cream consumers, which most of them are in the
education result follows at 50.0% is Bachelor's Degree or Upper. 29.3% is in
Secondary Degree. 14.5% is in Vocational/Diploma Degree. 4.0% is Primary Degree.
2.3% is in Other Degrees. So it shows that the most ice-cream consumers are students.

Figure 4.4. The Income Proportions of Ice-cream Consumer.
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Table 4.4. The Output of Ice-cream Consumer's Income.
Responsent's income
Frequency

Income
Valid

Lower than 10,000 Baht
10,001-20,000 Baht
20,001-30,000 Baht
30,001-40,000 Baht
Over than 40,000 Baht
Total

Percent
57.8
25.8
8.0
5.0
3.5
100.0

231
103
32
20
14
400

Cumulative
Valid
percent
percent
57.8
57.8
25.1
83.5
8.0
91.5
96.5
5.0
100.0
3.5
100.0

This table shows the average monthly income of the respondents or ice-cream
consumers. It consists of 57.8% and 25.8% are consumers who earn lower than 10,000
Baht and 10,001-20,000 Baht per month respectively, which is followed by the age and
education result that most of ice-cream consumers are teenagers. 8.0%, 5.6%, 5.0% and
3.5% are the group percentage of ice-cream consumers who earn 20,001-30,000 Baht,
30,001-40,000 Baht, and more than 40,000 Baht per month respectively. According to
the table, most ice-cream consumers are students and the next are private officers or
state enterprise officers that consume ice-cream a lot.

Table 4.5. The Output of Ice-cream Consuming Ice-Cream Frequency.
Responsent's Consuming Ice-Cream Frequency
Consuming per
month
Valid Lower than 1 time
1-2 times
3-4 times
Over 5 times
Total

Frequency

Percent

99
118
86
97
400

24.8
29.8
21.5
24.3
100.0

Valid
Cumulative
percent
percent
24.8
24.8
29.5
54.3
21.5
75.8
24.3
100.0
100.0

Most of consumers prefer 1-2 times per month ice-cream consuming about 118
persons or 29.8%. For lower than 1 time per month or 2-3 times per month, the result is
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99 persons or 24.8% that has the similar amount number of over 5 times per month
respondents which is 97 persons or 24.3%. Consuming 3-4 times per month is 21.5% or
86 persons.

Table 4.6. The Output of Favorite Taste.
Group $FAVORITE Favorite Taste
(Value tabulated = 1)
Pct of Pct of
Count Respons Cases

Dichotomy label

Name

Creamy flavour
Light flavour
Yoghurt flavour
Fruity flavour
Herbal flavour

CREAMY
198
237
LIGHT
YOGHURT 326
267
FRUITY
HERBAL
309
Total responses

14.8
17.7
24.4
20.0
23.1

50.6
60.6
83.4
68.3
79.0

1337 100.0

341.9

9 missing cases; 391 valid cases

Favorite taste is classified by favor consuming. Creamy flavour such as
Chocolate, Mocha, Coffee, Rum Rasin and etc has got 14.8%, light flavour such as
White Chocolate, Vanilla, Cookie & Cream, and etc has got 17.7%, Yoghurt flavour
that is low fat fruity ice-cream has got 24.4%, and fruity flavour such as Strawberry,
Raspberry, Blueberry, etc has got 20.0% Additionally, ice-cream consumers like 23.1%
of herbal flavour such as Green Tea, Japanese, Chinese and Thai Tea.
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Table 4.7. The Relation Output Between Favorite Taste and Gender.
Favorite Taste * Gender
Crosstabulation
Count
Favorite Taste
Male
Creamy
Light
Yoghurt
Fruity
Herbal
Column Total
391 valid cases;
9 missing cases

Gender
Percentage
50.6
124
60.6
133
173
83.4
68.3
148
79.0
164
226
100.0%
57.8%

Female

74
104
153
119
145
165
42.2%

Row Total
198
237
326
267
309
391

Firstly, yoghurt is the most favorite flavour for both male and female that is
83.4%. Herbal is the second one for them that is 79.0%. Fruity is the third that is
68.3%. 60.6% and 50.6% are light and creamy that are the fourth and fifth respectively.

Figure 4.5. Actual Price.
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Table 4.8. The Output of Actual Price.
Respondent's Actual Price
Price per Scoop
Valid

Lower than 20 Baht
21-30 Baht
31-40 Baht
Over than 40 Baht
Total

Frequency

Percent

180
122
63
35
400

45.0
30.5
15.8
8.8
100.0

Valid
Percent
45.0
30.5
15.8
8.8
100.0

Cumulative
Percent
45.0
75.5
91.4
100.0

Most consumers about 45.0% prefer to consume homemade ice-cream that has
price lower than 20 Baht per scoop and 30.5% is 21-30 Baht per scoop. Just 15.8% and
8.8% prefer the price 31-40 Baht per scoop and more than 40 Baht per scoop
respectively.

Actual Price and Price Attitude Relation

Figure 4.6. The Relation Between Homemade Ice-Cream Actual Price and Price
Attitude.
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Table 4.9. The Relation Between Actual Price per Scoop and Price Attitude.
Actual Price and Price Attitude Crosstabulation
Actual Price per
Scoop
Cheap
Lower than 20 Baht
21-30 Baht
31-40 Baht
Over than 40 Baht
Total

36
2
0
2
40

Price Attitude
Suitable
118
56
18
10
202

Expensive
26
64
45
23
158

Total
180
122
63
35
400

Actual homemade ice-cream price that is lower than 20 Baht per scoop is the most
suitable for 118 ice-cream consumers and cheap price for 36 persons. For 21-30 Baht
per scoop, it is suitable for 56 persons and expensive for 64 persons. 31-40 Baht is
expensive for 45 persons and suitable for 18 persons. More than 40 Baht is expensive
for 23 persons and cheap for 10 persons.

20 Baht 21-25 26-30 31-35
per scoopBaht per Baht per Baht per
scoop scoop scoop

Figure 4.7. Price Expectation.
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Table 4.10. The output of Price Expectation.
Respondents Price Expectation
Price per Scoop
Valid

Frequency

Percent

248
100
40
12
400

62.0
25.0
10.0
3.0
100.0

20 Baht per scoop
21-25 Baht per scoop
26-30 Baht per scoop
31-35 Baht per scoop
Total

Valid
Percent
62.0
25.0
10.0
3.0
100.0

Cumulative
Percent
62.0
87.0
97.0
100.0

Most of ice-cream consumers would like to consume homemade ice-cream that
shows 62.0% of 20 Baht per scoop. 25.0% and 10.0% are 21-25 Baht per scoop and
26-30 Baht per scoop. Only 3.0% think that the price should be 31-35 Baht per scoop.

Respondents Favorite Ice-Cream Style

31%
ED International Brand
in Homemade Ice-Cream
❑ Both of International Brand and Homemade Ice-Cream

Figure 4.8. Favorite Ice-Cream Style.
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Table 4.11. The Output of Favorite Ice-Cream Style.
Respondent's Favorite Ice-Cream Style
Style
Valid

International Brand
Homemade IceCream
Both of International
Brand and
Homemade IceCream
Total

Frequency

Percent
38.3

Valid
Percent
38.3

Cumulative
Percent
38.3

153
124

31.0

31.0

69.3

123
400

30.8
100.0

30.8
100.0

100.0

Ice-cream consumers prefer international brand more than homemade ice-cream
the table above shows that 38.3% is international brand and 31.0% is homemade icecream. Some ice-cream consumers like both international brand and homemade icecream that the percentage is 30.8%. So it means the average of favorite ice-cream is
similar.

Favorite Ice-Cream Style and Age

16.00% 14.00%
12.00%
10.00%
8.00%
6.00%
4.00% 2.00%
0.00%

Both of International
brand and Homemade
ice-cream

Figure 4.9. The Relation Between Favorite Ice-Cream Style and Age.
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Table 4.12. The Relation Between Favorite Ice-Cream Style and Age.
Favorite ice-cream style * Respondents' age Crosstabulation

Respondents' age
Favorite ice-cream style
International brand

Count
% of Total

15-20
year

Lower 15
year

21-25
year

26-30
year

31-35
year

Upper
35 year

% of Total

153
38.3
%

15

48

50

16

8

16

3.8%

12.0%

12.5%

4.0%

2.0%

4.0%

8

61

31

10

8

6

124

2.0%

15.3%

7.8%

2.5%

2.0%

1.5%

31.0
%

8

37

38

18

12

10

123

2.0%

9.3%

9.5%

4.5%

3.0%

2.5%

31

146

119

28

32

7.8%

36.5%

29.8%

44
11 0
%

0%

8.0%

Count
Homemade icecream

Total

Count
Both of
International brand
and Homemade
ice-cream
% of Total
Total

Count
% of Total

-

30 8

%
400
100.0
%

This table shows the relationship between favorite ice-cream style and age that
consists of the following results:
Lower 15 year consumers choose international brand or 3.8%, homemade icecream and both styles have the same percentage of 2.
Consumers who are 15-20 years prefer homemade ice-cream or 15.3%.
International brand and both styles are 12.0% and 9.3% respectively.
For 21-25 year consumers, international brand is 12.5%. Both styles is 9.5% and
homemade ice-cream is 7.8%.
For 26-30 year consumers, both styles is 4.5%, international brand is 4.0% and
homemade ice-cream is 2.5%.
Consumers who are 31-35 year prefer both styles or 3.0%. International brand
and homemade ice-cream are equal percentage of 2.
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Upper 35 year consumers choose international brand or 4.0%. Both styles is in the
result of 2.5% and homemade ice-cream is 1.5%.

Table 4.13. The Output of Favorite Ice-Cream Styles and Reason.
*

*

*

CROSSTABULATION*

*

*

FAVOICE Favorite ice-cream style
by $REASON (tabulating 1) reason to choose
$REASON
Count
Tab pct

Fresh

FRESH

Well-kno Convenie Tasty
wn
nce

Hygienic

WELLKNOW CONVINIE TASTY

HYGIENI

Row
Total

FAVOICE

0

135
34.4

81
20.7

67
17.1

52
13.3

118
30.1

147
37.5

Homemade ice-cream

52
13.3

102
26.0

76
19.4

71
18.1

99
25.3

122
31.1

2
Both of Internationa

87
22.2

85
21.7

44
11.2

38
9.7

93
23.7

123
31.4

274
69.9

268
68.4

187
47.7

161
41.1

310
79.1

392
100.0

International brand

1

Column
Total

Percents and totals based on respondents
392 valid cases; 8 missing cases

For international brand, ice-cream consumers prefer fresh that is 34.4%. Hygienic
is 30.1%, well known is 20.7%, convenience is 17.1% and tasty is 13.5%.
For homemade ice-cream, consumers choose the reason of well known that is
26.0%. Hygienic is about 25.3% and convenience is 19.4%. Tasty and fresh is 18.1%
and 13.3% respectively.
For both international brand and homemade ice-cream, consumers think that
hygienic is the most factor for ice-cream consuming that is 23,7% and the next ones that
are fresh or 22.2% and well known or 21.7%. Convenience is 11.2% and tasty is 9.7%.
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So hygienic is the first important reason for ice-cream consumers, the second one
is fresh, the third one is well known, the forth one is convenience and the last one is
tasty. Hygienic, fresh and well known have similar percentage.

Table 4.14. The Relation Between Favorite Ice-Cream Styles and Consuming
Frequency.
Frequency.
Consumin: Frequency
Over 5
1-2
Lower
3-4
times
times
than 1
per
per
times per
time per
month
month
month
month
Favorite
IceCream
Styles

International Count
Brand

Homemade
Ice-Cream

Both of
International
Brand and
Homemade
Ice-Cream

Total

% of
Total
Count
% of
Total
Count

% of
Total
Count
% of
Total

Total

46

36

32

39

153

11.5%

9.0%

8.0%

9.8%

38.3%

33

37

26

28

124

8.3%

9.3%

6.5%

7.0%

31.0%

20

45

28

30

123

5.0%

11.3%

7.0%

7.5%

30.8%

99

118

86

97

400

24.8%

29.5%

21.5%

24.3%

100.0%

Ice-cream consumers who consume international brand 2-3 months per time is
calculated about 11.5%, homemade ice-cream is 8.3%, and both styles are 5.0%
For 1-2 times per month ice-cream consuming, international brand is 9.0%,
homemade ice-cream is 9.3%, and both styles are 11.3%.
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For 3-4 times per month, 8.0%, 6.5%, and 7.0% are international brand,
homemade ice-cream, and both styles respectively.
For over 5 times per month, international brand is 9.8%, homemade ice-cream is
7.0%, and both styles are 7.5%.

Table 4.15. The Output of Favorite Flavour and Consuming Frequency.
Favorite Flavour * Consuming Frequency
Crosstabulation
Count Tab pct
Respondent's Consuming Frequency
Favorite Flavour

Creamy
Light
Yoghurt
Fruity
Herbal

Column Total
391 valid cases;
9 missing cases

Lower than 1 1-2 times per 3-4 times per
Row Total
time per
month
month
Over 5 times
month
per months
63
54
41
40
198
16.1
13.8
10.5
10.2
50.6
61
79
47
50
237
15.6
20.2
12.0
12.8
60.6
89
94
65
78
326
22.8
24.0
16.6
19.9
83.4
68
85
54
60
267
17.4
21.7
13.8
15.3
68.3
81
92
64
72
309
20.7
23.5
16.4
18.4
79.0
99
25.3

116
29.7

86
22.0

90
23.0

391
100.0

For lower than 2-3 month per time, creamy is 16.1%, light is 15.6%, yoghurt is
22.8%, fruity is 17.4%,and herbal is 20.7%.
For 1-2 times per month, creamy is 13.8%, light is 20.2%, yoghurt is 24.0%,
fruity is 21.7%, and herbal is 23.5%.
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For 3-4 times per month, creamy is 10.5%, light is 12.0%, yoghurt is 16.6%,
fruity is 13.8%, and herbal is 16.4%.
For over 5 times per month, 10.2%, 12.8%, 19.9%, 15.3%, and 18.4% that are
creamy, light, yoghurt, fruity, and herbal respectively.

•

1.0

Figure 4.10. Season Effect.

Table 4.16. The Output of Season Effect.
Respondent's Season Effect
Frequency
Valid

Not effect at all
A little effect
Moderately effect
Very effect
Total

76
96
151
77
400

51

Percent

Valid
Percent
19.0
19.0
24.0
24.0
37.8
37.8
19.3
19.3
100.0
100.0

Cumulative
Percent
19.0
43.0
80.8
100.0

Season effects ice-cream moderately or 37.8%. A little effects in the range of
24.0% and very effect is about 19.3%. Not affect at all or 19.0% is the last range for
season in Thailand.

Menu selection in summer
ao

Percent Menu selection in summer

30

20

10

0
Seasonal fruit

Light

Creamy

Herbal

Every taste

Figure 4.11. Menu Selection in Summer.

Table 4.17. The Output of Menu Selection in Summer.
Respondent's Menu Selection in Summer
Frequency
Valid

Seasonal fruit
Light
Creamy
Herbal
Every flavour
Total

62
108
52
28
150
400

52

Percent

Valid
Percent
15.5
15.5
27.0
27.0
13.0
13.0
7.0
7.0
37.5
37.5
100.0
100.0

Cumulative
Percent
15.5
42.5
55.5
62.5
100.0

Most ice-cream consumers can consume every flavour in menu selection in
summer that is 37.5%. Light is 27.0% and seasonal fruit in the summer such as durian,
ripe mango, etc is 15.5%. 13% and 7.0% are creamy and light favors in the accordance
of precedence.

Menu selection in rainy

Percent Menu selection in rainy

30

20

10

0
Seasonal fruit

Light

Creamy

Herbal

Every taste

Figure 4.12. Menu Selection in Rainy Weather.
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Table 4.18. The Output of Menu Selection in Rainy.
Respondent's Menu Selection in Rainy
Frequency
Valid

Seasonal fruit
Light
Creamy
Herbal
Every flavour
Total

Percent

80
107
58
111
44
400

Valid
Percent
20.0
20.0
26.8
26.8
14.5
14.5
27.8
27.8
11.0
11.0
100.0
100.0

Cumulative
Percent
20.0
46.8
61.3
89.0
100.0

Menu selection in rainy, herbal is the most popular taste in this season because it
has the number of choosing that is 27.8%. Light, seasonal fruit, creamy and every taste
are 26.8%, 20.0%, 14.5%, and 11.0% respectively.

Menu selection in winter
40

Percent Menu selection in winter

30

20

10

0
Seasonal fruit

Light

Creamy

Herbal

Every taste

Figure 4.13. Menu Selection in Winter.
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Table 4.19. The Output of Menu Selection in Winter.
Respondent's Menu Selection in Winter

Valid

Frequency

Percent

91
61
143
78
27
400

22.8
15.3
35.8
19.5
6.8
100.0

Seasonal fruit
Light
Creamy
Herbal
Every flavour
Total

Valid
Percent
22.8
15.3
35.8
19.5
6.8
100.0

Cumulative
Percent
22.8
38.0
73.8
93.3
100.0

Menu selection in winter, the popular favor is creamy that has got 35.8%.
Seasonal Fruit has got 22.8%. For 19.5%, 15.3%, and 6.8% are herbal, light, and every
taste in accordance with precedence.

Table 4.20. The Output of Shop Decoration.
Group $_Shop Decoration
(Value tabulated = 1)
Dichotomy label

Name

Modern
Cute
Luxury
Simplify

MODERN
CUTE
LUXURY
SIMPLIFY
Total responses

Pct of Pct of
Count Responses Cases
93
147
14
146

23.3
36.8
3.5
36.5

400

100.0

23.3
36.8
3.5
36.5
----100.0

0 missing cases; 400 valid cases

Cute and Simplify decoration has got 36.8% and 36.5% respectively so it means
that amount of ice-cream consumers has similar shop decoration. Modern has got
23.3% and luxury has got only 3.5%.
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Table 4.21. The Relation Output Between Shop Decoration and Ice-Cream Style.
* * * CROSSTABULATION * * *
FAVOR Favorite Ice-Cream Style
by $DECOR (tabulating 1) Shop Decoration
$DECORATION
Count I Modern I Cute I LuxurylSimplifyl
I Row
I
I
I
Row pct I
I Total
I
I
I
Col pct I
I
I
I
I
Tab pct I
- - - - - + - - - + - - - + - - - - +
Ice-Cream Style
153
I
4 I
59
I 57
0 I 33
1.0I
14.8
38.3
I 14.3 I
I 8.3
International Brand
+
+
+ - - - - +
+
124
36
I
2 I
I 56
Homemade Ice-Cream 1 I 30
31.0
9.0
0.51
I 14.0 I
I 7.5
+
+ - - - - +
+
+
123
51
I
8 I
I 34
2 I 30
30.8
12.8
2.01
I 8.5 I
Both of International I 7.5
I
I
I
I
Brand and Homemade
+ - - - + - - - + - - - + - - - - +
Ice-Cream
400
146
147
14
Column
93
100
36.5
36.8
3.5
23.3
Total
Percents and totals based on respondents
400 valid cases; 0 missing cases

From the table, the results of cross-tabulation show that international brand shop
should be decorated in the style of simplicity that is 14.8%. Cute, modern and luxury
are in the range of 14.3%, 8.3%, and 1.0% respectively.
For homemade ice-cream, the most styles of shop decoration is cute that is 14.0%.
Simplicity has got 9.0%.from ice-cream consumers. Modern and luxury styles are 7.5%
and 0.5% in accordance with precedence.
Consumers think that simplicity is the most suitable for Both of international
brand and homemade ice-cream that is about 12.8%. The second one is cute or 8.5%,
the third one is modern or 7.5%, the last one is luxury that it has only got 2.0%.
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Table 4.22. The Output of Ice-cream Consumer Opinion Response.
Group $OPN_RESP Opinion Response
(Value tabulated = 1)
Dichotomy label

Name

Suggestion Box
Internet Media
Direct Response

SUG_BOX
INTERNET
DIRECT R
Total responses

Count
226
78
96
400

Pct of
Responses
56.5
19.5
24.0

Pct of
Cases
56.5
76.0
100.0

100.0

0 missing cases; 400 valid cases

56.5% of people like to respond their opinion by suggestion box because it is
convenient. 24.0% concern on direct response, for instance, salesperson or branch
manager in the ice-cream shop and 19.5% show idea by internet media, for instance,
website or e-mail.

Table 4.23. The Output of Product Attitude.
Group $PRODUCT Product Attitude
(Value tabulated = 1)
Dichotomy label

Name

Seasonal Menu
Taste
Variety

SEASONME
TASTE
VARIETY

86 missing cases;

Total responses
314 valid cases

Count
188
137
171
496

Pct of
Responses
37.9
27.6
34.5
100.0

Pct of
Cases
59.9
43.6
54.5
158.0

Menu selection in season is the important factor for ice-cream that is 37.9% of
consumers choosing. The next one is variety or 34.5% and the last one is taste or
27.6%.
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Table 4.24. The Relation Between Favorite Ice-Cream Styles and Product Attitude.
* * * CROSSTABULATION * * *
FAVOR Favorite Ice-Cream Styles
by $PROD ATTI (tabulating 1) Product Attitude
$PRODUCT ATTITUDE
Count
Row pct
Col pct
Tab pct
Ice-Cream Styles
0
International Brand
Homemade Ice-Cream

1

2
Both of International
Brand and Homemade
Ice-Cream
Column
Total

I Seasonal I Taste
I
I Menu
I
I
I
I
+
I
55
I
71
17.5
I
22.6 I
+
+
43
47
I
I
13.7
I
15.0 I
+
+
39
I
70
I
12.4
22.3 I
I
I
I
+ - - - - + - - - 137
188
59.9
43.6

I Variety I Row
I Total
I
I
I
I
I
+
+
117
54
I
I
I
17.2 I
37.3
+
+
+
I
100
I
66
31.8
I
21.0 I
+
+
+
97
51
I
I
30.9
I
16.2 I
I
I
+ - - - - + - - - 314
171
100.0
54.5

Percents and totals based on respondents
400 valid cases; 0 missing cases

From the table, the results of cross-tabulation show that ice-cream attitude of
international brand should have seasonal menu or 22.6%, taste and variety are 17.5%
and 17.2% respectively.
For homemade ice-cream, variety is the most factor for ice-cream that is 21.0%.
Seasonal menu has got 15.0% and 13.7% is variety.
For both international brand and homemade ice-cream, seasonal menu is in the
range of 22.3%. Variety and taste are 16.2% and 12.4% in accordance with precedence.
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Table 4.25. The Output of Price Attitude.
Group $PRODUCT Product Attitude
(Value tabulated = 1)
Dichotomy label

Name

Fair Price
Price Label

186 missing cases;

Count

FAIR PRICE
PRICE LABEL

140
153

Total responses

293

Pct of
Responses
47.8
52.2
100.0

Pct of
Cases
65.4
71.5
136.9

214 valid cases

The ice-cream price is also important factors for consuming. Ice-cream
consumers think that price label influenced their decision making that is about 52.2%.
Fair price is in the range of 47.8%.

Table 4.26. The Relation Output Between Favorite Ice-Cream Styles and Price
Attitude.
* * * CROSSTABULATION * * *
FAVOR Favorite Ice-Cream Styles
by $PR10E ATTI (tabulating 1) Price Attitude
$PRICE ATTITUDE
Count
Row pct
Col pct
Tab pct
Ice-Cream Styles
0
International Brand
Homemade Ice-Cream 1
2
Both of International
Brand and Homemade
Ice-Cream
Column
Total

I Fair Rrice I Price Label I
Row
I
I
I Total
I
I
I 48
I
22.4
+
I
34
I
15.9
+
I 58
I
27.1
I
+ - - - - 140
65.4

I 55
I
25.7
+
I
48
I
22.4
+
I 50
I
23.4
I
+ - - - - - 153
71.5

Percents and totals based on respondents
214 valid cases; 186 missing cases
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I 83
I
38.8
+ - - I
61
I
28.5
+ - - I 70
I
32.7
I
+ - - 214
100.0

From the table, international brand consumers will consider the most price label
factor (25.7%) and the next one is fair price (22.4%).
Price label is also an important factor for homemade ice-cream that is 22.4% and
fair price is 15.9%.
But ice-cream consumers of both international brand and homemade ice-cream
will consider fair price factor (27.1%) and price label (23.4%) respectively.

Figure 4.14. The Pareto Chart of Location.

Table 4.27. The Output of Location.
Group $LOCATIO Location
(Value tabulated = 1)
Dichotomy label

Name

Count

Department store
Discount store
Downtown
Near house

DEPARTME
DISCOUNT
DOWNTOWN
NEARHOUS
Total responses

109 missing cases; 291 valid cases

60

Pct of Pct of
Responses Cases

128
122
139
147

23.9
22.8
25.9
27.4

44.0
41.9
47.8
50.5

536

100.0

184.2

According to the output of the table, there is 27.4% of near house that is
convenient location for the consumers. There is 25.9% of ice-cream consumers who
choose downtown, for instance, Thonglor, Silom, Siam, and etc, 23.9% is department
store and 22.8% is discount store such as Big C, Carrefour, Makro and Tesco Lotus.

Table 4.28. The Relation Between Favorite Ice-Cream Style and Location Attitude.
* CROSSTABULATION

*

*

*

FAVOICE Favorite ice-cream style
by $LOCATIO (tabulating 1) Location
$LOCATIO
Count
Tab pct

Departme Discount Downtown Near hou
se
nt store store

Row
Total

DEPARTME DISCOUNT DOWNTOWN NEARHOUS
FAVOICE
International brand

64
22.0

45
15.5

54
18.6

56
19.2

113
38.8

1

24

41

45

42

87

8.2

14.1

15.5

14.4

29.9

40
13.7

36
12.4

40
13.7

49
16.8

91
31.3

128
44.0

122
41.9

139
47.8

147
50.5

291
100.0

0

Homemade ice-cream
2
Both of Internationa
Column
Total

Percents and totals based on respondents
291 valid cases; 109 missing cases

From the table, the results of cross-tabulation show that the most international
brands should be located in the department store (22.0%). Near house, downtown, and
discount store are in the range of 19.2%, 18.6%, and 15.5% respectively.
Consumers will consider the homemade ice-cream about the factor of location, the
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St. Gabriers

most downtown is selected (15.5%). Near house, discount store and department store
are 14.4%, 14.1%, and 8.2% in accordance with precedence.
Near house (16.8%) is considered by Both international brand and homemade icecream consumers. Department store and downtown has the same as 13.7%. Discount
store is 12.4%.

Figure 4.15. Place Attitude.

Table 4.29. The Output of Place Attitude.
Group $PLACE Place
(Value tabulated = 1)
Dichotomy label

Name

Shop appearance
Convenient parking facility

SHOPAPPR
PARKING

Total responses
218 missing cases; 182 valid cases
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Pct of Pct of
Count Responses Cases
96
144

40.0
60.0

52.7
79.1

240

100.0

131.9

For the place attitude, the output shows that the most factors is convenient parking
facility that has chosen 60% and the next one is shop appearance such as cleanness and
decoration.
Table 4.30. The Relation Between Place Attitude and Favorite Ice-Cream Style.
* * * CROSSTABULATION * * *
FAVOICE Favorite ice-cream style
by $PLACE (tabulating 1) Place
$PLACE
Count

Shop app Convenie

Tab pct

earance nt parki
ng f

1 Row
Total

SHOPAPPR PARKING
FAVOICE
0
International brand

45
24.7

1

17

Homemade ice-cream
2
Both of Internationa
Column
Total

58
31.9

78
42.9

9.3

41
22.5

43
23.6

34
18.7

45
24.7

61
33.5

96
52.7

144
79.1

100.0

182

Percents and totals based on respondents
182 missing cases; 218 valid cases

Ice-cream consumers pay attention about convenient parking facility (31.9%) and
shop appearance (24.7%) for international brand.
They are also concerned with convenient parking facility that is 22.5% and shop
appearance has got only 9.3% for homemade ice-cream.
For both of international brand and homemade ice-cream, 24.7% is convenient
parking facility and shop appearance is 18.7%.
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Figure 4.16. Marketing Campaign.

Table 4.31. The Output of Marketing Campaign.
Group $MKTCAMP Marketing Campaign
(Value tabulated = 1)
Dichotomy label

Name

Member card
Turn in package
Discount coupon
Collection stamp

MEMCARD
TURNIN
DISCCOUP
COLLECST
Total responses

161 missing cases;

239 valid cases
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Count

Pct of
Responses

Pct of
Cases

115
115
143
107

24.0
24.0
29.8
22.3

48.1
48.1
59.8
44.8

480

100.0

200.8

The table shows that the most important factors of marketing campaign is
discount coupon (29.8%). Member card and turn in package has equal percentage that
is 24.0%. Ice-cream consumers will consider collection stamp about 22.3%.

Table 412. The Relation Between Favorite Ice-Cream Style and Marketing Campaign.
* * * CROSSTABULATION * * *
FAVOICE Favorite ice-cream style
by $MKTCAMP (tabulating 1) Marketing Campaign
$MKTCAMP
Count
Tab pct

Member
card

Turn in Discount Collecti
package coupon
on stamp

Row
Total

MEMCARD

TURNIN

DISCCOUP COLLECST

FAVOICE
0

38

International brand

1
Homemade ice-cream
2

Both of Intetnationa
Column
Total

15.9

47
19.7

52
21.8

48
20.1

43
18.0

34
14.2

46
19.2

24

34
14.2

34
14.2

115
48.1

115
48.1

87
36.4

10.0

85
35.6

18.8

35
14.6

67
28.0

143
59.8

107
44.8

100.0

45

239

Percents and totals based on respondents
239 valid cases; 161 missing cases

For international brand, discount coupon is the most important factor in market
campaign that is 21.8%. Collect stamp, turn in package and member card are 20.1%,
19.7%, and 15.9% respectively.
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Ice-cream consumers are also concerned with discount coupon (19.2%) for
homemade ice-cream. 18.0%, 14.2%, and 10.0% are member card, turn in package, and
collect stamp in accordance with precedence.
For both international brand and homemade ice-cream, discount coupon has
chosen the most 18.8%. Collect stamp has got 14.6%. Member card and turn in
package has considered the equal of 14.2%.

The Pareto Chart of Advertising Media

Billboard media

Magazine and
new spaper media

Figure 4.17. The Pareto Chart of Advertising Media.
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Table 4.33. The Output of Advertising Media.
Group $ADVER Advertising
(Value tabulated = 1)
Dichotomy label

Name

Television media
Radio media
Magazine and newspaper media
Billboard media
Leaftlet

TV
RADIO
MAGNEWS
BILLBOAR
LEAFLET

Total responses

Count

Pct of Pct of
Responses Cases

149
125
109
116
99

24.9
20.9
18.2
19.4
16.6

58.4
49.0
42.7
45.5
38.8

598

100.0

234.5

145 missing cases; 255 valid cases

Ice-cream consumers pay attention to the most media on the television (24.9%)
and radio media (20.9%). Billboard, magazines and newspaper media, and leaflet are
19.4%, 18.2%, and 16.6% respectively.

67

Table 4.34. The Relation Between Favorite Ice-Cream Style and Advertising Media.
* * * CROSSTABULATION * * *
FAVOICE Favorite ice-cream style
by $ADVER (tabulating 1) Advertising
$ADVER
Count
Tab pct

Televisi Radio me Magazine Billboar Leaftlet
Row
and new d media
on media dia
spap

Total
TV

RADIO

MAGNEWS

BILLBOAR LEAFLET

FAVOICE
63

47

41

45

47

24.7

18.4

16.1

17.6

18.4

49

45

31

29

30

19.2

17.6

12.2

11.4

11.8

37

33

37

42

22

14.5

12.9

14.5

16.5

8.6

Column

149

125

109

116

99

Total

58.4

49.0

42.7

45.5

38.8

0
99
International brand
138.8

1
79
Homemade ice-cream
131.0
2
77
Both of Internation
130.2
Al and Homemade
255
100.0

Percents and totals based on respondents
255 valid cases; 145 missing cases

For international brand, consumers will consider the media of television the most
(24.7%). Radio and leaflet have got the same percentage of 18.4. Billboard is 17.6%
and magazine and newspaper media is 16.1%
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For homemade ice-cream, the first media that they will concern is television
(19.2%). Radio, magazine and newspaper, leaflet, and billboard are 17.6%, 12.2%,
11.8%, and 11.4% in accordance with precedence.
Billboard (16.5%) is interesting for both international brand and homemade icecream consumers. Television and magazine and newspaper media has got equal
percentage of 14.5%. Radio and leaflet are 12.9% and 8.6% respectively.
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Figure 4.18. Service Attitude.

Table 4.35. The Output of Service Attitude.
Group $SERVICE Service
(Value tabulated = 1)
Dichotomy label

Name

Salesperson personality
Fast service

SALESPER
FAST
Total responses

233 missing cases; 167 valid cases
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Pct of Pct of
Count Responses Cases
129
118

52.2
47.8

77.2
70.7

247

100.0

147.9

Ice-cream consumers are concerned with the most factors of service that is
salesperson personality (52.2%). Fast service is in the range of 47.8%.

Table 4.36. The Relation Between Favorite Ice-Cream Style and Service Attitude.
* * * CROSSTABULATION * * *
FAVOICE Favorite ice-cream style
by $SERVICE (tabulating 1) Service
$SERV10E
Count
Tab pct

Salesper
son pers

FAST
service

onal

Row
Total

SALESPER

SPEED

55
32.9

44
26.3
32

48

Homemade ice-cream

38
22.8

19.2

28.7

2
Both of International

36
21.6

42
25.1

54
32.3

129
77.2

118
70.7

100.0

FAVOICE
0
International brand

1

Column
Total

65
38.9

167

Percents and totals based on respondents
167 valid cases; 233 missing cases

For international brand, salesperson personality is more important than speed of
service that is 32.9% and 26.3% respectively. Homemade ice-cream consumer will
consider salesperson personality (22.8%) and speed of service (19.2%). Both of
international brand and homemade ice-cream consumers are concerned about speed of
service the most that is 25.1% and salesperson personality is the next that is the output
of 21.6%.
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V. CONCLUSIONS AND RECOMMENDATIONS
5.1 Conclusions
The study on the topic of "Thai Consumer Attitudes Toward Homemade IceCream" has the following objectives as follows:
(1)

To identify factors that impact on customers' purchasing decision.

(2)

To study the customer attitude toward taste, price, menu selection,
salesperson, promotion, brand awareness, and distribution channel.

(3)

To create the marketing strategies for new coming brand.

This study uses questionnaire as the research instrument for collecting the primary
data, 400 copies of questionnaires are completed by the target population. This research
is a quantitative research that presents the data analysis in tabulation for by using
descriptive analysis to explain its frequency and percentage. The questionnaire is
according to consumer at the shop, not including the packaging in the supermarket.
After analyzing the 400 respondent data by SPSS software, it is found that the
consumer of ice-cream has identified behavior. The independent factors are personal
information and ice-cream favor. The dependent factors are consumer attitude on icecream.
5.1.1 Personal Information
The gender of respondents from the population in this research consists of 167
male respondents (42%) and 233 female respondents (58%).
Most respondents' age range is between 15-20 years which consists of 146
persons (36.5%). While the respondents at the age between 21-25 years consists of 119
persons (29.8%), between 26-30 years consists of 44 persons (11%), above 35 years
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consists of 32 persons (8%), lower that 15 years consists of 31 persons (7.8%), and
between 31-35 years consists of 28 persons (7%).
The majority of respondents' occupation is students (168 persons or 42%). The
private or state enterprise officers consist of 105 persons (26.3%). They have free time
to consume ice-cream and also have many friends or colleagues. The entrepreneurs
consist of 71 persons (17.8%), the government officers consist of 30 persons (7.5%),
and others consist of 26 persons (6.5%). The education results also support the icecream favor consumer.
Monthly income group of majority respondent (231 person or 57.8%) is lower
than 10,000 Baht. The respondents' monthly income is between 10,001-20,000 Baht
consists of 103 persons or 25.8%, 20,001-30,000 Baht consists of 32 persons or 8%,
30,001-40,000 Baht consists of 20 persons or 5%, and over 40,000 Baht consists of 14
persons or 3.5%. So most the ice-cream consumers are educated with bachelor degree
or 50% and cannot earn by themselves.
5.1.2 Ice-Cream Consuming
According to the expansion of ice-cream market, there are many brands and new
homemade ice-cream in Thailand. Ice-cream market has about 66.0% growth rate in
this year, which is measured as a way to receive both profits and investor confidence.
The average of consuming is higher than the last year. The average ice-cream
consumers consume ice-cream 3-4 times per month. Because of consuming frequency,
it is also effect on consumer behavior. Consumers consume international brand icecream over 5 times per month but they consume homemade ice-cream 2-3 times per
month.
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5.1.3 Consumer Attitude
Nowadays, many ice-cream brands try to create new taste to the consumer
according to their favorite flavours and popularity. Because of ice-cream flavour , it
also effects on consumer decision making. People pay attention to their health more
than the former time so Yoghurt and Herbal, for instance, low fat fruity ice-cream and
Green tea are popular. These flavours get more quantity of consuming. Although
creamy such as Chocolate, Mocha, Coffee, Rum Rasin, and etc and light flavours such
as Vanilla, White Chocolate, and etc are traditional tastes, the average consuming does
not decline.
Additionally, the price also effects ice-cream consumer because it is the first
decision making of most consumers. They prefer the actual homemade ice-cream price
that is lower than 20 Baht per scoop because they think that that it is a suitable price.
For about 30-40 Baht per scoop, is expensive and their opinions decide that it is
unnecessary to consume. For the new unique taste and ice-cream style that includes the
location, they prefer 20-25 Baht per scoop.
International brand such as Swensen, Haagen-dazs, Buds, Baskin Robbins, Mini
Melt Italiano, Ice Magic, and etc is in the result of 38.3%. Homemade ice-cream such
as Iberry, Bruno, Tascanini, Oriental, and etc is about 31.0%. Consumer who likes both
styles, consists of 30.8%. So the number percentage of the ice-cream research is not
different at all. Hygienic and tasty are important factors for international brand. Fresh
and convenience to consuming are main reasons for homemade ice-cream. Well known
is the next reason to consume for them.
Thailand weather and season can effect moderately ice-cream consuming. Menu
selection should be adapted suitably in season. Ice-,cream consumers can consume
every flavour in summer because they can consume a lot. They prefer light and herbal
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in rainy because they care for their health in this season. Menu selection in winter, they
prefer creamy flavour because it makes the body warm and give energy to the ice-cream
consumers. Seasonal fruit such as Kiwi, Banana, Strawberry, Lichee, Durian, Mango,
custard apple, Longon, Sapodilla, Mangosteen, etc also is chosen in the winter because
imported or difficulty in seeking fruit is delicious for them.
The marketers have to identify the new idea of menu selection in season and
variety of flavours so marketing strategies have to hit on consumer expectation. Icecream price should be clear by label or in the ice-cream menu. Fair price is also
considered by ice-cream consumer.
The relation between location and place such as shop appearance (cleanness,
decoration, and parking facility) supports ice-cream consumers for which they need
more convenience and good sense conforming to consume ice-cream. International icecream consumers prefer to consume at the department store and downtown respectively,
the next ones are near house and discount store respectively. For homemade ice-cream,
consumers prefer downtown and near house respectively. Most of homemade famous
brands are located at downtown and some convenient near his or her houses.
Additionally, shop decoration influences consumers. Consumers like cute and
simplicity that has got the similar number of percentage from the research. The next
ones, modern and luxury are attractive to them respectively
The wide advertising channel as TV has also most important effects to consumer
decision. Radio and leaflet media are attractive channels of international ice-cream
consumer respectively. Radio and magazine or newspaper is the attractive media for
homemade ice-cream consumer in accordance with precedence. Importantly, Thais have
not good reading behavior, so reading skill requirement is not attractive. Billboard is
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the next attractive media of international and homemade ice-cream. So advertising
strategies of ice-cream should understand easy and graphical perception.
The promotion activity could increase selling volume, but the good strategies have
to hit on customer expectation. The research of international brand and homemade icecream shows the same following results. The first customer expectation on promotion
activity is discount coupon. Mostly ice-cream consumer would like to reduce expense
and increase their power of money. This method can promote ice-cream brand because
consumer would like to try new taste and brand with discount price. It is easy to get it
in the department store. Member card is the next attractive one of international brand
and homemade ice-cream because consumers get privilege and special premium. The
next for international and homemade ice-cream consumers are accumulated stamp and
turn in package respectively. The four attractive promotion activities could get action
immediately which consumer can perceive. But on the other hand the later action of
promotion activities as turn in package and accumulated coupons are not attractive at
all. The promotion could not only mean ice-cream activity, but also salesperson or
branch manager communication with consumer such as asking consumers about the icecream taste that it is a popular way in the shop today.
Service is the most important for ice-cream consumer. Salesperson personality is
the most important factor for international brand and homemade ice-cream consumer.
The more consumers impressed and satisfied the best, the more ice-cream business get
profits. Fast service is also an important factor today for consumer because of rush
time. So the suitable win-win business should apply to each ice-cream brand.
Ice-cream consumers prefer to show their opinion and suggestion through
suggestion box the most that consists of 226 persons (56.5%). The next one is direct
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response through salesperson or branch manager that consists of 96 persons (24%) and
the last one is internet, website, or e-mail that consists of 78 persons (19.5%).

5.2 Recommendation
According to the study, it appears the important components of taste of homemade
ice-cream taste, price, place, and promotion. For the recommendation, according to the
result of the analysis as the followings:
5.2.1 Homemade Ice-Cream Expansion
With a weakening Thai economy, homemade ice-cream must act quickly to try and
establish a brand internationally or risk once again sliding into the red. There are
currently viable options to enter the foreign market. Entering into a new international
markets opportunistically, with complete vision or strategic planning that is so
appealing for entrepreneur with extensive knowledge of homemade ice-cream business.
Seven-Eleven, a chain of about 2,150 convenience stores in Thailand and the
biggest seller of super-premium ice-cream in local country (over 40% of all sales in the
country) is interested in a deal to add the unique chunky ice-cream to its freezers. A
second alternative would give exclusive marketing and sales rights to franchise in
foreign countries. Both alternatives present intriguing opportunities for expansion.
Seven-Eleven has an exciting offer: instant access to millions of oversea
customers through one of the biggest convenience store chains in the world. And it
often uses its size to buy directly from suppliers, avoiding layers of middleman usually
found in the business mold. But savings would come at a cost would want to change
the image and putting a damper in hopes of a globally recognized product. There is
another risk that the homemade ice-cream would in essence become a Seven-Eleven
store brand and shift considerable power to the Asian company.
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Finding the perfect mix in the retailer stores:
With the freedom to give the customer what he wants, retailers need to make sure
that they follow market segmentation data when stocking cabinets. Currently, it is choc
snacks continuing to lead the way, while the total cones market grew by 17% in 2001,
and the bars market was up 24% in the same period in Thailand.
Consider carefully whether several different flavours of the same substituted for a
new line that looks set to take-off are always contenders for space.
Merchandising Magic
(1)

Show homemade ice-cream in the shop.

(2)

Ideally, locate cabinets where they are adjacent to the till and visible from
outside the shop.

(3)

Tempt customers with full use display boards, and point-of-sale.

(4)

Stock a clear selection in a regularly cleaned and well presented cabinet.

(5)

Maintain adequate back-up stocks of leading sellers - remember, 75% of
flavour cabinet is for storage.

(6)

Tailor homemade ice-cream offering to the time of year that ice-cream is
not just a summer line.

5.2.2 Marketing Mix
The marketing mix is the best way to describe the marketing strategies, which is the
weapon to win the market. Importantly, this plan is for new coming homemade icecream firms who are concerned to compete with international brand ice-cream products.
1. Product
A focus on market niche strategy based on difference means
concentrating on buyer segmentation and outcompeting rivals' by offering
target market. A customized product that is " All Seasons Homemade Ice-
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Cream" that meets their tastes and requirement better than rivals' offering.
Creating new menu selection according to the season that appeals to the
consumers because different weather and season in Thailand effect icecream consuming.
Firstly, the homemade ice-cream menu selection is most important,
because the quality of ice-cream is the most important consumer decision
criteria. The quality of homemade ice-cream can come from 2 ways. First is
taste of itself, it contains a lot of preference which can meet with consumers
needs. It should be delicious and unique ingredient. Second is variety
because by nature ice-cream consumer has many choices of flavours.
Homemade ice-cream has to stay in the right and suitable temperature
process of frozen that is at least -5 .0 because of climate nature ice-cream
may melt. So the suitable products in good preference and preserve level are
the most important for consideration. According for preference of ice-cream
taste, Thais mainly concern customer satisfaction. It can attract the
consumers.
Moreover, homemade should have the variety of flavour, menu
selection and styles such as according to season and festival. Homemade
ice-cream should create brand awareness to the consumers.
2.

Price
The suitable price of new imported brand should be cheaper or equal
to existing ice-cream brand, but should mainly focus on trading promotion.
The more profitability to seller can hardly convince sell and promote. Thais
prefer reasonable price so price strategies can support homemade ice-cream
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consuming. The brand owner has to maintain the selling price, which every
branch shop should sell at the same price.
Place
Distribution channel is very important. Mostly Thais concern on
convenience, and do not have high brand awareness. So the amount and
location of distribution channel should satisfy consumer behavior.
Additionally, the distribution channel should support the market positioning.
For new homemade brand, the new homemade ice-cream consumer is
more easy to catch up than the existing customer. So department store is the
most attractive, that can response to the variety of consumers. There are a
lot of cost places on this channel, so ice-cream selection is very important.
The advantage on department store channel is suitable location. The
department store and downtown are always located in residence area that are
full of mid and high-end customer, which is the same with high-end's target
group. So homemade ice-cream firm should know and understand target
group.
Shop decoration and appearance such as cleanness and convenient
parking facility play an important role for consumer's decision making.
4.

Promotion
Mostly consumers concern on price which can satisfy by discount
price and with quality but same price methods. These methods mainly
focused on increase of the customer's value of money. On the other hand, it
actually affects the logistic cost, which is the most important variable cost
(on the imported brand). These methods could increase sale when consumer
increase consuming frequency.
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The good promotion strategies should be suitable for each distribution
channel. The increasing of the customer value of money is suitable for
channel that is able to sell high volume of consuming in the department
store and downtown. But in others such as discount store or near house gets
low sale volume of consuming.
The advertising on public media can set up the brand awareness and
loyalty. Magazines and newspaper which is of low cost but is not attractive.
In the wide view, TV advertising is the most effective and efficient, which
can access to every field of consumers. But the company should focus on
the time to launch the TV advertising. Radio is also the media in which
they know the brand.
Others important promotion strategies are discount coupon, which can
easily pull the consumers. Additionally the company has to pay attention
member card because it can perceive the customers feedback directly. Point
of sale is spread in ice-cream shop because consumers feel that they get
friendship from the salesperson. So the homemade ice-cream company has
to support the relation between the distribution channel, promotion and
salesperson's service.
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APPENDIX A
ENGLISH QUESTIONNAIRE

Assumption University

Number
Date

I am a graduate student of Assumption University. Now I am conducting a marketing
research on Thai Consumer Attitude Towards Homemade Ice-cream, which is a partial
fulfillment of the requirements for the degree of Master of Science in Computer and
Engineering Management.

I would like to ask for your kind cooperation in completing the questionnaires for a few
minutes. This is in order to develop homemade ice-cream in every preference of quality
to meet consumer behavior. I will ensure that the information given will be kept
confidential.

Thank you very much.
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1. Gender
( ) Male
( ) Female

Age
( ) Lower than 15 years

( ) 26 — 30 years

( ) 15 — 20 years

( ) 31 — 35 years

( ) 21 — 25 years

) Over than 35 years

3. Education
( ) Primary
( ) High School
( ) Vocational/Diploma

) Bachelor or Upper
Degree
) Others

4. Occupation
( ) Student
( ) Entrepreneur
) Government Officer

( ) Private or State
Enterprise Officer
( ) Others

5. Income
( ) Lower than 10,000 Baht

( ) 30,0001 — 40,000 Baht

( ) 10,001 — 20,000 Baht

( ) Over than 40,000 Baht

( ) 20,0001 — 30,000 Baht

The questionnaire is not including ice-cream packaging in the supermarket

6. How often do you consume ice-cream?
( ) Less than 1 time per month
( ) 1 -2 times per month
3 — 4 times per month
Over than 5 times per month
7. Which flavour ice-cream do you usually consume? ( more than 1 answers)
Creamy such as Chocolate, Coffee, Rum Rasin, or Mocha
Light such as Vanilla or White Chocolate
Yoghurt or low fat ice-cream
Fruity such as Strawberry, Blueberry, Orange, and etc
Herbal, Green Tea, and Mint
8.

How much do you pay for each homemade scoop?
( ) Lower than 20 Baht per scoop
) 21 — 30 Baht per scoop
( ) 31 — 40 Baht per scoop
( ) Over than 40 Baht per scoop

9.

From the question no. 8, what is your opinion about the price?
( ) Cheap
( ) Suitable
( ) Expensive
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10. What do you think that the unique taste of homemade ice-cream price should
be? (including location and place)
( ) 20 Baht per scoop
( ) 21 — 25 Baht per scoop
( ) 26 — 30 Baht per scoop
( ) 31 — 35 Baht per scoop

11.

What is your favorite ice-cream style?
( ) International Brand such as Swensen, Haagen-Dazs, Buds
( ) Homemade Ice-Cream that has ice-cream maker in the shop
( ) Both of Styles

12.

From question no. 11, why do you prefer that style?
( ) Well known

( )

Fresh

( ) Convenience

( )

Tasty

( ) Hygienic
13. How the weather and season of Thailand effect ice-cream consuming?
( ) Not at all

( ) Moderately effect

( ) A little effect

( ) Very effect

14. What is your flavour opinion of menu selection in summer?
) Seasonal Fruit such as ripe mango, durian
) Light because of consuming a lot in this season
) Creamy that contain intense of cream
) Herbal for health such as green tea, mint
) Every taste
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15. What is your flavour opinion of menu selection in rainy?
) Seasonal Fruit such as ripe custard apple, rambutan
) Light because of consuming a lot in this season
) Creamy that contain intense of cream
) Herbal for health such as green tea, mint
) Every taste
16. What is your flavour opinion of menu selection in winter?
Seasonal Fruit such as ripe strawberry, lichee
Light because of consuming a lot in this season
Creamy that contain intense of cream
Herbal for health such as green tea, mint
Every taste
17. What is your favorite shop decoration style?
(

( ) Modern

Luxury
Simplify

( ) Cute

18. Which way would you like to show your opinion and suggestion?
( ) Suggestion box
( ) Internet, website, or e-mail
( ) Direct response such as salesperson or ice-cream branch manager
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Instruction: Please mark only one answer in the blank for each question.
Where:

5

=

Very important

4

=

Moderately important

3 = Important
2 = Unimportant
1

=

Very unimportant

Factors that have effect towards ice-cream consuming decision
Level of importance of the factor
Message
4

5
Product Factor
19. New idea of ice-cream
menu selection in the
season
20. Taste
21. Variety
Price Factor
22. Fair Price
23. Price Label
Place Factor
24. Department store
25. Downtown such as
Thonglor, Silom,Siam
26. Discount store such as
Tesco Lotus, Big C
27. Near house
28. Shop appearance such as
cleanness and decoration
29. Convenience parking
facility
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3

2

1

Level of importance of the factor
Message
4

5

Promotion Factor
Sales Promotion
30. Member card
31. Turn in package
32. Discount coupon
33. Accumulated stamp
Advertising
34. Television
35. Radio
36. Magazine and Newspaper
37. Billboard
38. Leaflet
Service Factor
39. Salesperson personality
40. Fastness service

87

3

2

1

APPENDIX B
THAI QUESTIONNAIRE
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