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PURCHASE INTENTION/HOUSE BRAND/ATTITUDE/MARKETING MIX

This research aimed as follows; 1) to study the attitude, marketing mix and
the purchase intention to house brand products of the customers. 2) to compare the
customers’purchase intention on house brand products that having different
demographical factors such as gender, age and average monthly income level. 3) to
compare the customers’ purchase intention on house brand products that was different
according to the type of house brand products.4) to analyze the attitude to house brand
products that affected the customers’ purchase intention on house brand products and
5) to analyze the marketing mix of house brand products that affected the customers’
purchase intention on house brand products. Samples are 400 customers who having
experience in using of Big C house brand products within the period of last 3 months
and residing in the Nakhon Ratchasima district area. The collected data instrument of
this study was a questionnaire. Quantitative analysis were used to analyze the data
such as mean, standard deviation, t-test for independent samples, analysis of variance

with F-test and multiple regression analysis.



The results indicated that customers’ attitude to house brand products. When
considering by each aspect showed that the customers’opinion to the cognition at a
high level. The customers focused on the marketing mix of house brand products.
When considering by each aspect showed that the customers focused on distribution
channel at a high level and the purchase intention on house brand products at the
mosthigh level. Moreover, it has shown that the different customers’ age to the
purchase intention, which was different at statistical significance level of 0.05. The
different of average monthly income level to the purchase intention on house brand
products, which was different at statistical significance level of 0.05.In terms of the
customers’ purchase intention on house brand products was not different according to
the type of house brand products, which were foods and non - foods. The attitude to
the house brand products in cognition aspect (f = 0.199), in affective (B = 0.264) and
in behavior (B = 0.357) are correlated and positively affected to the customers’
purchase intention on house brand products at the statistical significance level of 0.05.
The marketing mix of the house brand products in product aspect (B = 0.237), in
distribution channel (f = 0.166) and in promotion (B = 0.136) are correlated and

positively affected to the customers’ purchase intention on house brand products at

the statistical significance level of 0.05.
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