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PURCHASE INTENTIONS OF MOLTO ICE CREAM : THE ROLE OF CUSTOMER
BEHAVIOR AND CHARACTERISTICS
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Abstract

This research aims to study purchase intentions on Molto Ice Cream and the role of customer
behavior and characteristics. The sample group used in this research consisted of 400 people who have
eaten and purchased Molto ice cream in Bangkok. It is a quantitative comparison using questionnaires as a
data collection tool. The statistics used for data analysis were descriptive statistics, including percentage,
mean, standard deviation, multiple regression analysis, and decision tree models. The hypothesis testing
results at a statistical significance level of 0.05 found that consumers' personal characteristics, including
gender, age, and monthly income, did not influence purchasing intention of Molto ice cream. However,
education level has a negative influence on the purchase intention of Molto ice cream. Marketing
programs that have a positive influence at a statistical significance level of 0.05 on the purchase intention
of Molto ice cream including product quality and taste, price-to-value ratio, and effectiveness of
promotional activities. Marketing programs that had a negative influence with a statistical significance level
of 0.05, on the purchase intention of Molto ice cream including product distribution and availability. The
attractiveness of discounts and promotions, and the influence of reference groups on purchasing decisions
were found to have an influence at a statistically significance level of 0.05 on the purchase intention of
Molto ice cream. The distinctiveness of ice cream flavors, convenience in purchasing ice cream, and the
impact of social media advertising do not have an influence with a statistical significance level of 0.05 on
the purchase intention of Molto ice cream. Regarding consumer behavior, and it was found that the
consumer group with expenses less than 100 baht has the highest effect on the purchase intention of

Molto ice cream compared to other groups (Mean = 9.613).

Keyword: Demography, Purchase Decision, Purchase Intention, Market Segmentation
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