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Independent Study title: Marketing Mixs Affected Purchasing Behavior of House Branded
Products in Seven Eleven at Din Daeng, Bangkok Province
Author: Miss Ratree Raumaom; ID: 2563005038; Degree: Master of Business Administration

(Marketing); Independent Study advisor: Dr. Anothai Ngamvichaikit; Academic year: 2014

Abstract

The objectives of this study were: (1) to study personal factors of consumers at Din
Daeng District, Bangkok; (2) to study purchasing behavior of house branded products at Seven
Eleven; (3) to study marketing mixed factors affected purchasing behavior of house branded
products; and (4) to study the relationship between marketing mixed factors and purchasing
behavior of house branded products.

This study was a survey research. Population was unknown number of consumers
who purchased goods at Seven Eleven convenience store at Din Daeng District, Bangkok. Sample
size was 400 samples and employed convenience sampling method. Research instrument which
used in data collection was a questionnaire. Statistical analysis included of frequency, percentage,
standard deviation and Spearman Correlation Coefficient.

The results showed that: (1) most of consumers were female, age 21-25 years old,
single, employee at private company, graduated bachelor degree or equal as educational background,
average income a month less than 15,000 baht; (2) purchasing behavior of house branded products
showed that most of consumers knew and used to buy house branded product at Seven Eleven
convenience store. Consumers bought 6-7 times a week during 18.01-22.00 hrs. Average cost of
purchasing was 51-100 baht; (3) marketing mixed factors affecting purchasing behavior in an
overall image was at high level. Considered each aspect, it was found that marketing promotion
factor was at the highest level, followed by product, price, distribution factors respectively and;
(4) all marketing mixed factors were related to purchasing behavior of house branded products. It
was found that purchasing frequency, time and cost were related in high level with product factor,
related in low level with price and place whereas related in very low level with promotion factor,

all were in same direction.

Keywords: Marketing Mixed Factors, Purchasing Behavior, House Branded Products
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