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This independent study aimed to investigate how media exposure affecting 

consumers buying decision towards computers in Mueang Chaing Mai District. The population 

was assigned by quota sampling method that was 325 consumers who have lived or worked in 

Mueang Chaing Mai District that bought computers within 6 months. The tool for collecting data 

was a questionnaire. Statistic description was used to analyze the data using frequency, 

percentage and mean. 

The results of the study show that most questionnaire respondents were male,   

21 - 30 years old and single. The level of their education was Bachelor’s degree. They were 

private company employees, with salary of 15,001 - 20,000 Baht. They bought laptop, brand 

ACER cost 20,001 - 25,000 Baht from Phanthip Plaza and they were responsible for the cost of 

computers by themselves. The reasons for buying computers were to use for work, report and 

homework. 

From studying, it was found that the media that most exposed was product 

consultant with less than 1 time per week of exposure. The strongest influence in selecting 

computers was the peers such as family, friend, lover or supervisor, followed by computer 

magazines and catalogues. 



 

 

 

( 

 

From studying, the media exposure in choosing to buy computers, the results 

were as follows. 

In terms of need recognition, it was found that the reasons for buying the 

computers were to use for work, report and homework and for movie watching and songs 

listening. They acquired information about functions, quality such as durability and computer 

price, expenses from computer magazines the most, followed by customer assistants and product 

consultants. 

In terms of information search, it was found that after they showed interest in 

buying computers, they needed more information about appearances and features such as model, 

size, color and weight, followed by new technologies and functions. They acquired the above 

information from catalogues, internet and computer magazines. 

In terms of pre-purchase alternative evaluation and purchasing, it was found that 

the respondents compared information in the following categories: functions, quality such as 

durability and computer price. 

In terms of consumption and post-purchase alternative evaluation, it was found 

that most respondents sought information to compare the computer they bought with other model 

or brand. They wanted information about appearances and features such as model, size, color and 

weight, functions and the favorite of brand. They acquired that information from internet, 

catalogues and peers such as such as family, friends, lover or supervisor. 


