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ABSTRACT

The study of customer behavior towards purchasing house brand products of Tesco
Lotus stores in Amphoe Mueang Chiang Mai aimed to analyze the behavior of customers in
purchasing products of the Tesco Lotus house brand in Amphoe Mueang, Chiang Mai. The
sample consisted of 300 customers who used Tesco Lotus’ house brand products in Amphoe
Mueang Chiang Mai. Customers from Kad Kum Tieng Branch and Hang Dong Branch were
selected equally. The data were collected and analyzed with descriptive statistics including
frequencies, percentages, and mean.

The result of the study found that most of the respondents were females within the
age range of 20 -29 years. They had an educational background below a bachelor’s degree and
mostly had a freelance occupation in commerce. Their average income per month was less than
10,000 baht.

On the Tesco Lotus’ house brand product purchasing behavior, the study found that
83.6% of the respondents bought brand “Tesco” ; 71.1% of the respondents bought brand “Khum
Kha” ; 15% of the respondents bought brand “Skin Wisdom” ; 8.7% of the respondents bought

brand “All About Face” respectively.



For the consumer’s purchasing behavior towards the “Tesco” house brand, most of
the respondents purchased products in this brand occasionally. The products mostly purchased
were consumer products. The objective in purchasing was because they wanted the lowest price
compared to other brands. Most of the respondents were very satisfied with Tesco’s products and
mostly wanted to purchase the products again.

Considering the purchasing behavior towards “Khum Kha” brand, most of the
respondents purchased products in this brand occasionally. The products bought were consumer
products. The purpose of purchasing these products were to meet their needs for the cheapest
brand compared to others, and most of the respondents were very satisfied with the products and
mostly wanted to purchase the product again.

When considering the behavior towards the brand “All About Face”, most of the
respondents bought products in from this brand occasionally. The products mostly purchased
were lipsticks. The reasons for purchasing these products were to meet their needs for the
cheapest brand compared to others, and secondly, they wanted to test a new product that they had
never used. Most of the respondents were satisfied at a certain level, and mostly said that they
might purchase the product again in the future.

When considering the purchasing behavior towards the brand “Skin Wisdom”, most
said that they would buy these products occasionally. The products mostly purchased were
moisturizing lotions. The reasons for purchasing these products were to meet their needs for the
cheapest brand compared to others, and secondly, they wanted to test a new product that they had
never used. An even amount of respondents, which added up to the majority were either satisfied
with the brand at a certain level or had little satisfaction. Most of the respondents said that they
would not purchase these products again in the future.

Most of the respondents that purchased products of the Tesco Lotus house brand
mostly made the purchasing decision on their own. Most of them had never purchased from
house brand of other stores. They made purchases specifically for regular household usage and
were familiar with the products by viewing the display of products and posters within the shop.
When acquiring information, respondents would look for the cheapest brand within each
category. A majority of the respondents purchased house brand products only 1 time per month.

Concerning the factors that affect the evaluation of purchasing products from Tesco Lotus house



brand; the respondents gave the importance level to the economic situation which necessitates
conserving and economizing. In addition, they paid an important level to the lowest prices in
products and its promotions such as discounts, and free products, respectively. Most of the
respondents would consider every aspect, and not just the brand’s image or advertisements.
Because they made rational judgments, it led them to fulfill the feeling that they had made a wise

purchasing decision.



