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Abstract

This research aimed 1. to study the decision — making behavior on purchasing house brand
products of Lotus: a case study of Lotus Liap Khlong 2 branch; 2. to investigate the marketing mix for
house brand products of Lotus: a case study of Lotus Liap Khlong 2 branch; and 3 to examine the
marketing mix affecting decision — making behavior on purchasing house brand products of Lotus: a case
study of Lotus Liap Khlong 2 branch. The research tool was a questionnaire. The sample were 334
customers purchasing within supermarket department at Lotus Liap Khlong 2 branch. The data were
analyzed by frequency, percentage, mean, standard deviation, Pearson product moment correlation
coefficient, and Multiple Regression Analysis.

The findings found that 1. The decision — making behavior on purchasing house brand products
of Lotus: a case study of Lotus Liap Khlong 2 branch was at a very high level. Considering with each
aspect, the decision — making behavior on purchasing was the highest mean, followed the need
recognition, the post purchase, the alternative evaluation, and the information seeking, respectively; 2. The
marketing mix was at a very high level in overall. Considering with each aspect, the product was the
highest mean, followed the personnel, price, promotion, physical evidence, service process, and marketing
channel, respectively; and 3. There are 7 marketing mix factors including the product, price, marketing
channel, promotion, personnel, physical evidence, and service process. These factors have affected the
decision — making behavior on purchasing house brand products of Lotus: a case study of Lotus Liap
Khlong 2 branch at statistical significance of 0.05.

Keywords : Marketing Mix, Decision — Making Behavior, House Brand Products
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