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ABSTRACT

Title of Thesis : Factors Affecting Purchasing Behavior Towards House

Brand Products of Women in Bangkok Metropolis
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The study of “factors affecting the purchasing behavior towards house brand
products of women in Bangkok metfopolis were; 1) to study the purchasing behavior
towards house brand products of women in Bangkok metropolis; 2) to determine the
factors affecting the purchasing behavior towards house brand products of women in
Bangkok metropolis and 3) to find out the solutions to improve the house brand products
which response the consiiniers’ satisfaction.

The 400 respondents of women in Bangkok metropolis who were between 18-60
years old were used in the study. The questionnaire was used as the tools to collect the
information from the respondents. The statistics technique, descriptive and inferential
statistics composed with frequency, percentage, simple regression and multiple
regression were used in the analysis.

The research findings were as foliows:

1. Factors affecting the budget to purchased the house brand products of
women in Bangkok metropolis at .05 statistics significant level composed with six
factors; occupation (government officer, private firms employee), income/allowance per
month (less than 5,000 baht/month, 10.001-20,000 baht/month and 20,001-50,000
baht/month), marketing stimulus factors (product), reference group factors (family
member). For the knowledge on the house brand products was not influenced to the

budget to purchase the house brand products.

2. Factors affecting the frequency to purchased the house brand products
of women in Bangkok metropolis at .05 statistics significant level composed with;
demographic factois which composed with education (lower than secondary school
level 3), occupation (government officer, private firms employee), income/allowance per
month (less than 5,000 baht/month and 5,001-10,000 baht/month), marketing stimulus
factors (product and channel), reference group factors (friend). For the knowledge on
the house brand products was not influenced to the frequency to purchase the house

brand products.





