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Abstract

The objectives of this research are to analyze the facial tissue brand positioning of House
Brand and Brand products comparing 3 levels positioning as followings; Level 1 means Good, Level 2
means Better and Level 3 means Best between Big C supercenter and Tesco Lotus in Bangkok
including the study of customer behavior which affects to decision making of purchasing facial tissue
brand products. The questionnaires, collected with 60 respondents, are employed as research tool
and testing customer perception with both of facial tissue brand products and house brand products
in blind test. 60 respondents were asked about the satisfaction of facial tissue brand and house brand
products of 3 levels by putting their judgments into questionnaires. The statistical analysis of the
responses data was used as Multidimensional Scaling Technique or MDS technique to show the
positioning of facial tissue brands. The perception of consumers between facial tissue house brand
and brand products are classified into 4 factors as follows: 1. The basic benefits 2. Products package
3. The quality of the products 4. Price. The research result showed that the visual perception of
consumers (Perceptual Map) were similar in each level and in each of 4 components were similar
more than 50% in all components.
Keywords: 1) Multidimensional Scaling Technique (MDS) 2) Facial Tissue Brand 3) Brand Positioning

4) Customer perceptions.
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