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This thesis studies the effects of customers’ attitudes and behaviors on the
purchasing decisions of house-brand products. 400 questionnaires were handed out to
the 20-30 years old target population who used the services of the modern retail stores
in Muang Nakhonratchasima municipality. Descriptive Statistics and Interface
Statistics methodologies were used to analyze the data in the following aspects:
percentage, mean, standard deviations, t-test, F-test, Pearson’s Chi-Square,
Spearman’s Rank Correlation Coefficient, Pearson’s Correlation Coefficient and
Multiple Regression.

The results show that the educational levels and the occupations of the
customers affected attitudes toward marketing mix of house brand products in 4
aspects, listed in order of significance as: 1) Place: product placement and
atmosphere, 2) Product: good quality of products. 3) Price: reasonable price, 4)
Promotion: effective advertisements. The study also shows the following correlations:
the demands on house brand products/personal status, educational level and
occupation, the search for product information/genders, the purchasing
decisions/amount of family members, the satisfaction/monthly income, and the re-

purchasing decision/genders. Attitudes toward house brand products correlate most,



respectively, with the purchasing decision and the re-purchasing decision behaviors.
The prediction of purchasing intentions of house brand products can be done based on
the summation of attitudes toward house brand products and subjective norms of the
reference group where the attitudes toward house brand products have more influence
on the purchasing intention of house brand products than subjective norms of the

reference group.
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