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The purposes of this research were to study house-brand products purchasing
behavior of consumers; to study the relationship between personal fundamental data and house-
brand products purchasing behavior of consumers; and to study the relationship between
marketing mix and house-brand products purchasing behavior of consumers. The samples in this
research were 400 consumers taken from those house-brand products buyers working in
government or state enterprise organizations in Bang-khean District by using multi -stage random
sampling technique. Survey research was conducted. The instrument used for collecting data was
a questionnaire. The data were analyzed by using package computer program. Statistics used to
analyze the data were the percentages, arithemetic means, standard deviation and Chi - Square.

The research findings revealed that :

1. For house-brand products purchasing behavior of consumers, it was found that the
majority of consumers purchased Lotus brand with the reason that it was cheaper than other
brands. They knew the products by looking up on the shelves. They went to buy food with their
family members 1-2 times a month. They spent 100-500 bath and took one hour to buy products.
Morever, they intened to buy Lotus products more than other brands.

2. For the the overall relationship between personal fundamental data and house-brand
products purchasing behavior of consumers, it was found that house-brand products purchasing
behavior of consumers related to their ages, educational level, incomes. But their purchasing
behavior did not relate to their genders, marital status and numbers of family members.

3. For the overall relationship between marketing mix and house-brand products
purchasing behavior of consumers, it was found that marketing mix did not relate to house-brand
products purchasing behavior. But realizing the products and decision making to purchase

house-brand products related to four aspects of marketing mix.





