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Abstract

This independent study aimed to explore consumer behavior towards house
brand products in Bangkok Metropolitan. Data collection was conducted through the
distribution of questionnaires to 390 consumers of house brand products. Then, the given data
was analyzed by using frequency, percentage, and arithmetic mean.

According to the studying results, it indicated that most respondents were
female in the ages of 25 — 34 years old with Bachelor’s degree. They mostly worked for private
companies and earned 10,001 — 15,000 baht for monthly income.

The results of consumer behavior showed that the most favorite modern
retail/wholesale superstores where the respondents used to go shopping was Tesco Lotus with
the frequency of 1-2 times a month. In general, they spent 0.5 -1 hour for each time of their
shopping. It was revealed that those respondents usually went shopping on Saturday and Sunday
and Friday as the most favorite day for working days. The reason that encouraged those
consumers to go shopping at the modern superstores or modern retail and wholesale stores was
given to the variety of products. In the meanwhile, the most influencing person to consumer

purchasing decision was referred to the consumers themselves.



Based upon the studying results on consumer behavior towards the purchase of
house brand products, the respondents got to know about the house brand products from the
brochure distributed from superstores. The most favorite house brand product they used to
purchase was Tesco brand products from Tesco Lotus. They normally purchased the house
brand products together with other brands.

According to the study on marketing mix factors affecting house brand products
purchasing decision, the findings indicated that the factors which moderately affected the
consumer purchasing decision respectively were promotion, product, and place. The price
factor, however, could affect the purchasing decision of those consumers at low level.

In terms of product factor which was ranked in moderate level of influence, the
first three sub-factors were defined to the fine and attractive package, the best selected products
from manufacturers, and the reliable quality of products which were from the well-known
shops.

In terms of price factor which the first three sub-factors was ranked in moderate
to low level of influence respectively: the availability of credit card payment, the appropriate
price comparing to product’s quality, and the cheaper price for the more amount of purchase.

In terms of place factor which was ranked in moderate level of influence, the first
three sub-factors were defined to the distribution of house brand products to various branches of
modern stores, the attractive products arrangements, and the easy accessibility of house brand
products.

In terms of promotion factor which was ranked in moderate level of influence,
the first three sub-factors were defined to the availability of product-proficient salespeople to
provide products information to consumers, the advertisement of products as found through

various media, and the guarantee of product quality.



