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ABSTRACT

The objectives of this research were to study: (1) a comparison of the marketing mix strategies of
manufacturers of Thai branded air conditioners; and (2) marketing mix factors that affected the decisions of
dealers in Bangkok to buy Thai branded air conditioners.

This was a survey research. Questionnaires were used to collect data from 471 dealers in
Bangkok that sold 3 Thai brands of air conditioners. Additional data were collected from 3 people
responsible for planning and implementing the marketing mix strategies of the 3 brands of air
conditioners, namely, Saijo Denki, Central Air and Armena, using in-depth interviews. Data were
analyzed using means, percentages, standard deviation and F test.

The results showed that: (1) the air conditioner manuAfacturers used four components of
marketing mix strategies: 1.1) product: Central Air and Armena produced air conditioners for home use
up to large-size industrial use while Saijo Denki produced air conditioners only for home and small-size
industrial use. All 3 brands had energy efficient stickers on their products and certification from the
Office of Industrial Quality Standards. In terms of technology, Saijo Denki and Central Air focused on
energy efficiency and Armena focused on bacteria control; 1.2) price: the prices of all 3 brands were
reasonable compared to the quality. Central Air gave discounts and allowed dealers to bargain. Central
Air's payment and credit conditions were more favorable to dealers than those of Saijo Denki and
Armena. 1.3) place: dealers could conveniently buy directly from the company or from the sales people
for both Saijo Denki and Central Air but Armena sold only through the sales people. All 3 brands
provided fast and accurate delivery, kept enough products in stock and had good continuity of products.
1.4) promotion: Saijo Denki and Central Air paid more attention on advertising through various media
while Armena paid more attention to point of sales advertisements. For dealer promotions Central Air
focused on both sales incentives and relationship building activities. All 3 brands put similar emphasis
on providing support for dealer shop decorations, sales promotion equipment and setting up booths.
(2) Four components of marketing mix factors that affected the decisions of the dealers to buy Thai brands
of air conditioners were: for product, most of the dealers chose Saijo Denki; for price and place most
chose Central Air, and for promotion approximately equal numbers of dealers chose Saijo Denki and
Central Air.
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