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Abstract
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The objectives of a study of Levels of consumer brand onalt%/ieﬁg?heir
decision towards private brands purchase are 1) to determine the level of brand loyalty
of the private brand in the frequency of purchase, brand recognition, and repeat purchase
and 2) to propose creation of brand loyalty to the products under the brands of the retail
middlemen. The study was done by using the mixed methods research consisted of
quantitative research and qualitative research. In quantitative research, data was collected
from 400 samplings to determine the leve! of brand loyalty to private brand in the frequency
of purchase, brand recognition, and repeat purchase. Each point of the study was used
statistical programs. In qualitative research, there were in-depth interviews with executives
and academic experts in refail business and brands. The results of study were obtained
by using content analysis.

The results from the above-mentioned two research methods revealed that
in quantitative research, the majority of samplings were female, aged 31-35 years and held
below a bachelor's degree. They were business owners, freelances, and employees with
the average income between 12,001-18,000 Baht per month. To be considered from the
brand loyalty to the private brand in three issues, the study found that 1) the frequency
of purchase of consumer products under the private brands in each category was in the

like level.  The product with the highest means average was housing appliances and
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cleaning utensils. The next highest levels were in personal use, toiletries, and products®
for pets, respectively. 2) The samplings’ brand recognition to the private products was in
the satisfactory level. The mostly recognized more Tesco Lotus brand than Big C brand,
and 3) the loyalty level of repeat purchase was in love and faith levels. Among the above
samplings, who repeat purchase, wanted to buy and change new product brands. The
level of the loyalty was in the like and the highest proportion. For qualitative research,
the study results also showed three issues, which were 1) the idea of development of the
private brands should be consisted of two perspectives. For the operators’ perspective,
they want to create the difference in the prices with the private brands. This will
decrease the cost impact on the consumers' purchasing decision. There must be
communication in order to give knowledge and understanding about the product quality,
which is not different from the other manufacturers' brands. For the consumers’
perspective, the obtained results are the chances and choices in consuming products and.
using services, which are more increased under the éheaper prices. This is an important
role in development the private brands. 2) The idea of creation of the customers’ loyalty
to the private brands should be used administrative principals in products and prices,
which are relevant and proper between the price and quality in order to achieve
reliability, communicate right to the point, be honest to the customers, and create
marketing activities in order to maintain good relationship with the customers in the long
run, that will affect the brand loyalty, and 3) the idea of using the private brands for
competition is to create the different brands, have the unique shops and brands, focus
on the target group clearly, and find an efficient strategy of marketing communication

with the target group to know the distinguished point of the store brand.



