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Abstract

 The objective of this research was to 

study the factors affected customers behavior 

in Bangkok buying house brand products  

by using questionnaire instrument for data 

collection. Samples used in the study were 

400 customers living in Bangkok cases. Data 

were analyzed by the following statistical 

tools : frequency distribution, percentage, 

means, and standard deviation. For testing 

hypothesis, Chi-square, quantitative statistical 

analysis, were used for testing relation at 

 The results were as follows:

that the majority of customers were female, 

aged during 21-30 years, were undergrad-

uates, worked as employee with average 

salary between 10,001-20,000 baht per 

month.

 2. Social factors, it showed that the 

family members were around 4-5 persons. 

The products popularly bought were  

consumer goods. The customers went to  

buy and made their own selection, and used 

the house brand products by themselves. 

Additionally, husband or wife was the  

reference group who had the most impact 

on buying the house brand products.

 3.  Marketing mix factors, it was 

found that most of the customers put the 

importance on the marketing factors in  

overall at high level. The factor of price was 

the most impact, the factors of products, 

channel of distribution, and marketing  

promotion, were respectively.

 4. Buying behavior, it was showed 

that most of the products bought were  

seasoning for cooking, those were : salt,  

were bought for the reason that their prices 

were cheaper than the general ones, and 

usually for household usage, The preferable 

hrs. The frequency of buying about 1-2 times 

a month, and mostly done at Tesco Lotus. 
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Expenditure for buying house brand was  

less than 1,000 baht a time, and the  

satisfaction of the house brand products  

was at moderate level.

 5. Testing Hypothesis, it was indi-

cated that :

level, occupation, and average monthly  

income were related to buying behavior  

of house brand products.

  5.2  Social factors, those were : 

number of family members and referring 

group, had a relationship with buying be-

havior of house brand products.

  5.3  Marketing mix factors, which 

were : aspects of product, price, distribution 

channel, and marketing promotion had  
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