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'The objectives of this research are to study customer behavior and factors influencing
cugtomer's decision on purchasing house brand products from Tesco-lotus express in Bangkok
and suburb. The methodology in this‘ research was a quantitative research. A survey was used to
collect the data from a person who bought house brand products from Tesco-lotus express in
Bangkok and suburb. A total of 370 usable questionnaires were obtained.

Descriptive statistics, including percentage (%), mean (X ), and standard deviation

(S.D.), were used to describe demographic characteristics of tiic respondents and the respondents

opinion towards house brand products. Chi-square technique was used to test hypotheses of the

study.

The findings illustrated that
1. Most of the respondents were female, age between 20-29 years old, single, have no child,

graduated bachelor degree, and have income between 5,001-10,000 baht/month.

2. Most of the respondents buy house brand products from Tesco-lotus express on average 1-2
times a month and use them as personal use. The most popular house brands were “Super
Save” and “Khumka”, both are Tesco-lotus’s house brand products. The respondent also
reported to buy cleaning products the most, with the average spending between 200-500
baht/time.

3. Cheap price was found to have the most influence toward decision to buy house brand
products, which also follows by product’s quality, promotion, and distribution channel.

4. Most respondents satisfied with quality of house brand products. The most satisfied product
was household products, which follow by cleaning products, personal products, food and
drink, and stationary.

5. In terms of demographic, the study found occupation to have positive relationship with
frequency in buying house brand product per month and found marital status, number of
children, and monthly income to have a positive relationship with amount of money spending
on h(_)uSC brand product.

6. In téfms of market factors, the study found price and other marketing factors to have positive
relationship with frequency in buying house brénd product per month and found price,
product quality in relation to price, packaging, variety of products to choose from, and
television advertising to have a positive relationship with amount of money spending on

house brand product.





