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ABSTRACT

This research had the objectives of (1) studying the decision factors affecting the
consumers’ buying of Housebrand products at Tesco Store , (2) finding the comparison between
those factors and the personal factors on similar buying , and (3) examining the comparison
between the categories of the Housebrand products that affected the consumers’ such buying. The
research was conducted on 400 subjects in Bangkok Metropolitan and the data was collected by
using questionnaire. The data acquired was processed to find frequency, percentages, averages
and average comparisons by using t-Test and One-way ANOVA at the statistical significance
level of 0.01 and 0.05.

The research found that most of the subjects were female, aging 25 -35, who worked as
private firm employees with the monthly salary of Baht 20,001 - 30,000 and were.bachelor’s
degree holders. Of the total, 328 subjects, or 82%, used to utilize Housebranded products.

In regard to the subjects’ Housebrand products buying behavior such as buying
frequency and the categories of Housebrand products bought, it was found that most of the
subjects who had used to use Housebrand products bought them less than 1 time per month and
non-food grocery product was chosen the most.

Each of the marketing mix factors, namely, products, prices, places, and promotions,
impinged on the buying behavior in the same level, i.e., in high stage for each with the most

significant motive being places followed by prices, promotions, and products themselves.

Personal factors affecting the subjects’ buying of the Housebrand products were age,
occupations, average income per month, and education level. The private causes in terms of sex

and categories of the Housebrand products not affected the consumers’ such buying decision.





