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Abstract TE 135119

This study is a study of the views and behaviour of customers who decide to buy a
personal computer and to compare the views of the general mixture of personal computer
buyers and separate them into categories by gender, age, education level, occupation and
monthly earnings. The people in this study were from the regular individual subscribers to
the computer magazine PC. A sample of 440 was selected. The tool used in this study
was a questionnaire. 4The time taken to collect the sample and store the data was donated
by PC magazine. The statistics used were percentages, standard deviations (S.D.), Chi
Square (Xz), t-test, ANOVA and the test for comparison of means was Scheffe’s multiple
comparison test. SPSS v.10 was used to do the statistical analysis.

The resuits of this study were as follows. The purchasers’ objective when using a
computer was for it to work successfully whether at the place of work or place of study.
People consulted friends about computer purchases. The most important requirements when
choosing a computer to buy were efficiency and a machine appropriate for their work.
Purchasers had enough knowledge to choose a computer to buy. The programmes they
used most frequently were Internet programmes. A small number of customers did not have
Inte] CPUs. They chose a cream case. They had moderate speed machines with a lot of
memory and 17 inch screens. Purchasers bought moderately priced machines and had 1 to
3 year warranties. The packing box had to be streng and secure. Purchasers estimated they
spent 30,000 to 40,000 baht per machine for which they paid cash. Purchasers make
their purchases at Pantip Plaza and it is important that the company or shop has after-sales-
service. The source of the information about computer purchases was computer magazines.
Sales promotions which were most sought after were: price reductions in cases where the
price included an afier-sales-service contract. Purchasers want medium priced computers
and they want a repair service. Buyers have to bring their machines to the repair centre.
The do not want to have to spend money on repairs during the warranty period. As far as
the views of purchasers are concerned, for the general mixture of computer buyers in the
personal computer market, overall it was found that they are in the middle. When
comparing the bebaviour of people who want to buy a computér, gender was associated
with 7 items; age was associated with 8 items; education level was associated with 5 items;
occupation was associated with 6 items and income was associated with 10 items. When
comparing the views of purchasers who are mixed in the personal computer market. It was

found that there were no differences. A significance level of 0.05 was used in this study.





