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Abstract 1 7 9 8 4 7

The purposes of this study were to investigate the consumers’ behavior and
attitudes towards commodities with distributors’ brands, to examine the relationship
between their personal status and behavior in buying distributors’ brand goods, and to
compare attitudes of consumers with different status. The informants of this study were
400 people with the age of 18 years upward, living in Bangkok Metropolis. Interviews
following questionnaires were used to collect the data. Frequency, percentage,
arithmetic mean, standard deviation, Chi-square, t-test, ANOVA, Scheffe analysis, and
LSD were used to analyze the data via SPSS software.

It was found that most informants were female with the age range from 18 to 30
years, and bachelor's degree background, working in private companies, and earning
10,000 - 15,000 baht/month. Most of them used to buy commodities with Tesco brand.
All kinds of consumer goods including use-up or disposal ones, those for body
application and for in-house-usage, and miscellaneous things were bought averagely
once a month except for the miscellaneous that were bought once in a while. Goods
mostly bought were tissue paper, soap, baht créme, cloth softener, and things used in
baht / rest rooms. Most respondents reasoned that commodities with distributors’ brands
were cheaper than those of the manufacturers. They liked to buy newly-launched goods
for experiment. They felt satisfactory after purchasing and using the items and were
willing to buy them as their new alternatives. Television commercials affected their
decision to buy the most. Their preferable sales promotion was discount price. They

tended to buy the items from groceries and discount stores in their neighborhood.

With respect to the analysis of relationship between the customers’ behavior in
buying commodities with distributors’ brands and their personal status, three behaviors
were found related to sex, one each to age, educational background and income per
month. No relationship was found between behavior and occupation.

Regarding attitudes, the study revealed that most informants moderately agreed
with all asked items except for those on continuous sales promotion, advertising at the
sales spots and packaging development all of which were highly agreed.

The comparison of the consumers’ attitudes and their personal status, the study
indicated no differences among respondents with different sex, educational background
or occupation. However, for those with different age and income, it was found that they
had different attitudes towards distributors’ brand commodities. The statistic significance
level of this study was set at .05.
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