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Abstract

The objective of this study was to study purchasing decision process of notebook
computers by Chiang Mai University undergraduate students. The data for the study was
collected from questionnaire distributed to 319 quota selected respondents, namely 80 from
Health Science Major, 112 from Technological Science Major and 127 from Social Science
Major and others. The statistics used were frequency, percentage and mean.

The result of the study showed that the majority of the respondents with the age of 18-20
years old were male, thought their computer skills were at the middle level, used Acer brand with
price around 25,001-30,000 baht. Most of the respondents used computer to search on websites,
to communicate with friends and to do school works. The favorite programs were Microsoft
Office, Internet Explorer and MSN Messenger. Most searched websites were www.google.com,
www.hi5.com and www.cmu.ac.th

For the problem recognition, it was found that most respondents would like to buy a
notebook for doing reports, communicating with friends via wireless internet services provided
by the university, studying and doing library search, respectively.

For the information searching, it was found that most respondents had medium level of
computer skills and information when making buying decision and preferred to search for

information from computer exhibitions. Other sources of information were from people who had



used them and from the internet. They ranked the importance of these sources at the medium
level: from high to low, advertisement in television and/or in radio, spread sheets and,
information from vendors.

For the evaluation of alternatives, it was found that the respondents ranked product,
marketing channel, and price higher than promotion which was rank at the medium level. The
speed of CPU was the most important sub-factor in product while reliability and reputation of
retail stores were the most important one in marketing channel. In addition, reasonable price was
the most important sub-factor in price and selling discounts were the most important one in
promotion.

For the purchasing process, it was found that most respondents made their own
purchasing decision and purchased from an IT stores. Parents were responsible for payment in
cash.

For the post-purchasing evaluation, it was found that most respondents were satisfied
with their notebook at high level. In cases where there was no satisfaction they would still
continue to us it but in the future they were not sure whether they should buy the same brand or
from the same outlet, but they may suggest the brand to others.

For problems, it was found that the problem found the most in product was underquality.
The problem found the most in price was over pricing. The problem found the most in place was
unreliable shop. The problem found the most in marketing promotion was gift with low quality or

too few gifts.



