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ABSTRACT

Notebook-Computer becomes an essential tool in communication and education for
student. A person who wishes to buy a notebook-computer can obtain relevant information from
mass media and people who are opinion leaders. This survey study aimed to describe
characteristics of opinion leaders and their information that influenced notebook-computer buying
decision among Chiang Mai University students. The sample, selected by quota sampling based
on genders, were 350 undergraduate students of Chiang Mai University who had notebook-
computer. They were 215 female and 135 male students. A questionnaire was used to collect data
regarding personal profile, received information from mass media, and opinion leaders and their
information that influenced notebook-computer buying decision. Frequency, percentage, and
descriptive statistics were used in the data analysis.

The study results showed that 56.74 percent of the sample decided by themselves in
buying a notebook-computer. The sample identified their parents, friend, siblings, and salepersons
as their opinion leaders influencing the notebook-computer buying decision. Prior to their buying,
the sample sought information from mass media; especially internet, pamphlets, and magazines.

Friends were a major resource of notebook-computer information. Parents, acquaintants, and



salepersons were also information resources identified by the sample. Those who were sought for
the notebook-computer information were described as notebook-computer experts and the
notebook-computer users.

The sample wanted to find out the notebook-computer information from mass media but
received wanted but yet completed information. The information sought from people, especially
friends, were completed and satisfactory. The information that led to the buying decision was the
product information, particularly prices and the product quality.

These findings reflect that notebook-computer buying decision is based on multi-step
flow of relevant information. The significant information came from the opinion leaders who
were surrounding the study sample. To design a media, especially internet, for providing the
notebook-computer marketing information, the designer must be aware of the information flow

for the sample’s opinion leaders.



