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ABSTRACT

The purpose of this independent study was to analyze the customer behavior towards
Purchasing House Brand Products of Tesco Lotus Store in Amphoe Fang, Changwat Chiang Mai.
The data were collected through questionnaires from 300 customers who used the house brand
products of Tesco Lotus in Amphoe Fang, Changwat Chiang Mai. Convenience sampling
technique was applied in data collection. The data were analyzed by using descriptive statistics
including frequencies, percentages, and averages.

From the study, it was found that most of the respondents were female within the age
range of 20 - 29 years. Most had an educational background lower than a bachelor’s degree, or
were currently studying in undergraduated level or lower. They had an average income of less
than 10,000 baht per month and mostly made a living with a self - employed or commerce.

On the Tesco Lotus’ house brand product purchasing behavior, the study found that
82.0% of the respondents bought brand “Tesco” ; 75.7% of the respondents bought brand “Khum
Kha” ; 4.0% of the respondents bought brand “Skin Wisdom” ; 1.0% of the respondents bought

brand “All About Face” respectively.



For the “Tesco” brand, most of the respondents occasionally purchased the products.
The mostly purchased product were consumer products. The objective in purchasing was to
ensure the quality of the products were as good as other brands. Most of the respondents were
satisfied with Tesco’s products and they mostly wanted to repurchase the products.

For the “Khum Kha” brand, most of the respondents occasionally purchased
products. The mostly purchased product were consumer products. The purpose in purchasing
these products was to meet their needs for the cheapest price compared to others. Most of the
respondents were satisfied with the products and wanted to repurchase the products.

For the “All About Face” brand, most of the respondents occasionally purchased
products. The mostly purchased products were lipsticks. The reasons for purchasing these
products were to meet their needs for the cheapest price compared to others; and also quality that
could meet other brands. Most of the respondents were satisfied at a moderate level, and might
purchase the products again.

For the “Skin Wisdom” brand, most of the respondents occasionally purchased these
products. The mostly purchased products were cream baths. The objectives in purchasing these
products were to meet their needs for a product with a Hallmark, such as FDAs, and clearly stated
the expiration date. Most of the respondents were satisfied with the brand at a moderate level, and
they wanted to repurchase these products.

The respondents that purchased products of the Tesco Lotus house brands mostly
made the purchasing decision on their own. Most of the respondents had never purchased other
house brands from any other stores. They made purchases specifically for regular household
usage and were familiar with the products from viewing various advertising media from the Tesco
Lotus store; such as brochures, books, leaflets with regular offers of products’ action prices, and
websites. When acquiring information, respondents noticed price tags and would compare the
prices with the former brand used. The respondents mostly purchased products under the house
brand only 2 - 3 times per month. The factor that had the highest average ranking impact on the
decision making process of Tesco Lotus’s house brands was the lowest price. The respondents
mostly viewed themselves as having the characteristics of considering every aspect; not just the
image of the brand or the advertisements. Therefore, they made rational considerations, which

led to believe that they were making a wise choice.



