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Abstract

This research aimed 1) to study the demographic
information factors influencing the purchasing decision process of Big
C’s House Brand in Bangkok area, 2) to study the effect of marketing

mix factors including product, price, place and promotion on purchasing

decision of the Big C’'s House Brand in Bangkok area. The samples
consisted of 322 customers who bought the Big C’'s House Brand in
Bangkok area by using accidental sampling method. Then, the
frequency, percentage, mean, standard deviation, independent t-test, 1-
way ANOVA and Multiple Regression statistics were applied.

This research found that; 1) There was no difference on purchasing
decision process regarding all demographic factors. 2) In term of the
impact of marketing mix factors to purchasing decision process this
study found that price, promotion and product had an impact to
purchasing decision process of the Big C's House Brand in Bangkok

area at a significant level of 0.05.
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