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In this thesis, the researcher delineates (1) the demographical
characteristics of selected consumers insofar as they affect brand equity
perceptions of western and Asian notebodk computer brands. The researcher
also studies (2) differences in perceived brand equity between western and
Asian brands of notebook computers on the part of these consumers. The
researcher additionally investigates (3) the relationships between the factor of
marketing mix for notebook computers and the perceived brand equity of
product brands. Finally, the researcher suggests (4) guidelines for enhancing

the efficiency of marketing strategies in the present connection.
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In this survey research investigation, the research population consisted
of those who bought notebook computer in Bangkok Metropolitan and its
environs and who were between the ages of twenty and forty-five. These
subjects were domiciled in the following districts: Pathum Wan, Bang Kapi,
Prawet, Din Daeng, Bangkok Noi, and Bang Khae.

In order to obtain proportional representation of each of the districts
concerned, the researcher extrapolated probability sampling theory
techniques. At this juncture, the researcher then applied a random sampling
technique in selecting 400 respondents as proportionally representative of all
the districts in question. The instrument of research was a questionnaire.

In testing the hypotheses postulated- for this investigation, the
researcher applied the correlation coefficient technique to test the
relationships between variables and the techniques of independent sample
t test, one-way analysis of variance (ANOV A), and F test to test the
differences between variables. |

Findings are as follows:

Most members of the sample population wefe females between the
ages of twenty and twenty-five who were unmarried holders of bachelor’s
degrees. Most of them were employees in private companies with a monthly
income between 10,001 and 20,000 baht. The brand of notebook computers
owned by members of the sample population was Acer. The length of time
they had been using notebook computers was between one and two years.

Their friends introduced them to the idea of purchasing notebook computers.

(8)
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The reasons for buying notebook computers were mostly for use in furthering
one’s education or being able to work at a higher level. The locations at which
they purchased notebook computers were computer centers in shopping
centers such as Panthip, IT Mall, Fortune and Zeer. The reason for buying
notebook computers from various places was because of attractive promotion
offers. Most of them plan to buy the same brand when they make their next
purchase.

Brand equity consists of brand awareness, brand associations,
perceived quality and brand loyalty. Applying the composite notion of “brand
equity,” the researcher determined the overall mean for each brand by

:determining the mean for each component and then éscertaining the mean for
‘the components as a whole. Each component was weighted equally. The mean
value thereby obtained was subsequently construed as the mean value for the
brand equity of each brand. It was found that consumers displayed brand
equity differences between western and Asian brands of notebook computers
whether they carried high or low prices. The brand equity of Apple was found
to be at the highest level. Next, in descending order for brand equity, were
Sony, Acer and Dell, respectively.

In regard to the factor of marketing mix, the researcher found that most
of the subjects under study paid attention to the factor of marketing mix in an
overall picture at a high level. They paid attention to the aspects of product
and price at the highest level. Next, in descending order, were marketing

promotion and channels of distribution. In regard to the aspect of product, the

)
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consumers under study especially paid strict attention to the aspect of
warranty. Next, in descending order, were efficiency and use of new
technology. In regard to the aspect of price, it was found that the subjects
under study paid attention to the aspect of appropriate price when compared
with working capacity at the highest level. In the aspect of marketing
promotion, it was determined that the subjects under study paid attention to
the aspect of having service centers at various branches as the most important
feature. Next, in descending order, were ease and convenience in making
purchases and the possibility of being able to place an order via the
company’s website, respectively. In regard to the channel of distribution, it
was established that the consumers under study paid attention-to the aspect of
having sales representatives giving recommendations as the most important
feature. Next, in descending order, were organizing special activities such as
Com Mart, Com World, having continuous and interesting sales promotions,

and advertisements in various media, respectively.

(10)
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