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This thesis aims to study consumers’ behavior and factors influencing
consumers in deciding to buy house brand products. The research tool
consisted of a questionnaire to collect data from 384 government officials,
state enterprise peréonnél, private company employees, students and people
from all walks of life who buy products at the Mall Department Store in
Hua Mark district.

The findings are in five sections as follows.

1. Inregard to the sample the population, the majority are female
(58.6%), aged between 21-30 years old (58.8%), mostly private company
employees (42.7%), with a bachelor’s degree (53.9%). and an average
monthly income of between 5,001-10,000 baht (33.3%).
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2. In regard to the knowledge of house brand products, the majority of
the population know the products through the department store’s
advertisements (40.9%), seeing the products on shelves (33.6%), and from
newspaper advertisements (14.1%), respectively.

3. Inregard to preference for particular types of house brand products,
the majority of fhe population favored fresh produce (45.6%), drinks,
household utensils, and food products, respectively.

4. Inregard to the factors influencing the decision to buy house brand
products, the population pays attention, in descending order, to the price of
the products the most (35.7%), and the quality of products appropriate to the
price (32.3%). It can be seen that price is an important motivation in the
consumer’s decision to buy house brand products. In other words, consumers
see that the products are not at a high price, so they buy them in order to try
them out. Whether the quality of the products is good or not can be judged
after the try-out. If the quality is good, they will come back and buy more or
persuade others to buy them as well. If the quality is not good, they will not
use them again.

5. The hypothesis test to determine the relationship between gender,
age, occupation, level of education, and income and the reasons for buying
house brand products used a Chi Square test to analyze the data at a reliability
level of 95 percent. The findings are as follows. Female consumers buy
house brand products because they are manufactured by the same factory

producing other popular brands. Those aged between 21-30 buy house brand

products because the price is lower than that of other brands, with the date,
month, year of manufacture and expiry date clearly marked. There are also
various sizes of products to choose from. These with a bachelor’s degree buy
house brand products because the date, month, year of manufacture and an
expiry date are clearly labeled. Those with an average monthly income of
between 5,001-10,000 baht buy house brand products because their price is

lower than that of other brands.





