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ABSTRACT

This study aims at investigating consumer behavior towards purchasing house brand
products at hypermarkets in Mueang Chiang Mai district. Data are derived from 300 sets of
questionnaire distributed to customers of house brand products at hypermarkets in Mueang
Chiang Mai district. In order to analyze those given data, the statistics consisting of frequency,
percentage, and means are applied.

The majority of respondents were married female aged 36-45 years old with
undergraduate educational background. Most of them were either employees of private companies
or self-employed/merchants, earning monthly income at amount of lower than 10,000 baht. The
purchasing personality of those subjects was to purchase cheap products, as the prior choice.

Findings of the study on consumer behavior in purchasing house brand products of
hypermarkets shows that the respondents mostly purchased the house brand product from Tesco
Lotus, Big-C, and Carrefour during 18:01-21:00 hrs. for family consumption. They were
acquainted with those house brand products by seeing them displayed on shelves. The category
of house brand product for consumption that they purchased or used was referred to paper
product — facial tissues, toilet papers and diapers. In each time of purchase, they spent 501-1,000
baht with the purchase frequency of either once a month or 2-3 times a month and the influencing
person to purchase the mentioned products was specified to the respondents themselves. The

purchasing decision was done upon the aim to purchase the cheapest product as compared to



other brands. In order to search for product pricing data, they preferred seeking data from price
tags; then, compared prices with the previous brand they purchased. In regard to the factor
affecting customers to purchase the house brand products, the result suggested that the
respondents ranked high level of concern to the current economy since it forced them to stay

economizing by spending money in the worthy way.



