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ABSTRACT

The study of customer behavior towards purchasing Tesco Lotus house brand
products in Lumpang province aimed to analyze the behavior of customers in purchasing products
of the Tesco Lotus house brand in Lumpang. The sample consisted of 222 customers who used
Tesco Lotus’s house brand products in Lumpang. Then, the collected data were analyzed by
descriptive statistics including frequencies, percentages, and means.

According to the result of the study, it was found that most respondents were female
within the age range of 20-29 years. Some of them graduated from the Bachelor’s degree as the
highest educational background and some were studying in the Bachelor’s degree. Most of them
worked for private company and earned
10,000 -19,999 baht as an average monthly income.

Based upon the study of product purchasing behavior, it found that 95.05% of
respondents bought brand “Tesco”; 81.98% of the respondents bought brand “Khum Kha”;
11.71% of the respondents bought brand “Skin Wisdom”; and 6.31% of the respondents bought

brand “All About Face”, respectively.



For the “Tesco” house brand, the respondents purchased this product brand
occasionally. The products mostly purchased were in an appliance category. The objective in
purchasing was to ensure that the quality of the products were as good as other brands. Most of
them rated their satisfaction towards this product brand at high level and wanted to repurchase the
products.

For the “Khum Kha” brand, the respondents purchased this product brand
occasionally. The products mostly purchased were in a consumption category. The objective in
purchasing was to meet their needs for the cheapest price compared to other brands. Most of
them rated their satisfaction towards this product brand at moderated level and wanted to
repurchase the products.

For the “All About Face” brand, the respondents purchased this product brand
occasionally. The product mostly purchased was lipstick bars. The objectives in purchasing were
to meet their needs for a product with a hallmark such as FDAs as well as the clear indication of
expiration date, to use the qualified product which they used to use, and to serve the desire in
trying the new product they had never used. Most of them rated their satisfaction towards this
product brand at low level and wanted to repurchase the products.

For the “Skin Wisdom” brand, the respondents purchased this product brand
occasionally. The product mostly purchased was cream baths. The objective in purchasing was
to test a new product they had never used. Most of them rated their satisfaction towards this
product brand at moderated level and wanted to repurchase the products.

Most respondents who purchased the Tesco Lotus house brand products mostly made
the purchasing decision on their own. Most of them had never purchased other house brands
from other stores. They made purchases specifically for regular household usage and were
familiar with the products by viewing various advertising media as distributed by Tesco Lotus
Store such as brochures, books, leaflets, and website. In order to acquire information, the
respondents would look for the cheapest brand within each category. The majority purchased
house brand products 2 - 3 times a month. Concerning the factors affecting the evaluation of
purchasing house brand products from Tesco Lotus Store, the most important factors as referred
by the respondents were the cheap price of products, the good quality of product, and the standard

hallmarks given by many organizations, in orderly. In terms of personality, most of them agreed



that they themselves made a careful consider in every single aspect of products; not just the brand
image or its advertisements. Thus, they believed that they made enough rational judgment which

led them to feel that they had made a wise purchasing decision.



