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ABSTRACT

The purpose of this independent study is to investigate the mixed factors of service
marketing that affect the Bangkok consumers’ choice of branded computer purchase. The data
were collected from 300 samples by questionnaire. Data were analyzed by the form of descriptive
statistics : frequency, percentage and arithmetic mean.

From the study, it was found that most respondents were single female and aged
between 25-34 years old, had a bachelor degree, worked as employees of private sectors. They
earned approximately 22,401 baht per month or higher. They chose to buy imported desk top
computer the most, were self-purchased and paid in cash. They thought that purchasing choice
depended on reasonable price. The choice also relied on its effectiveness, durability and centre of
computer accessories. The purpose of computer purchase was for personal use and was the doubt
about their existing computer brand if they wanted to buy a new computer.

It was founded that the respondents gave much importance on the mixed factors of
service marketing that affect their choice of branded computer purchase with the means at high
level : process, people, price, physical evidence, product, place, and promotion.

It was also indicated that there were seven sub-factors that have the highest means.
They are product factor: computer effectiveness; price factor: reasonable price in comparison to

quality; place factor: proliferation of outlets around Bangkok area; promotion factor: post-



purchasing service; people factor: knowledge, ability and expertise; physical evidence factor:
proliferation of service centers around Bangkok area; process factor: punctual service as indicated

As for the problems in choosing to buy computer according to it sources, it was
revealed that respondents had problems with mixed factors of service marketing. Imported
computer had the highest means. Its problems were post-purchasing service, service center, fixing
cost, computer effectiveness and guarantee period respectively. As for local computer, it was
found that it had the problems with computer effectiveness, ability to increase effectiveness, post

purchasing service, guarantee period and fixing cost respectively.



