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ABSTRACT

A study on marketing strategies of a computer selling business in Phrao district,
Chiang Mai province was conducted to investigate marketing strategies of a computer selling
business as well as problems encountered in the business. Respondents in this study consisted of
6 owners of computer selling firms. Service Marketing Mixed strategy was employed in this
study.

Results of the study showed that most of the respondents carried on their
business of less than 10 years. Four respondents had no partnership whereas the rest had. Based
on the investigation of marketing strategy on the product, it was found that computer selling
shops having many alternatives of the product usually had a lot of customers and resulted in a
high income, respectively. It was found that computer selling shops offering inexpensive price of
the product and credits usually interested customers to use the service than that of needing cash
only. For distribution channel, it was found that computer shops located close to the street or in
the community area were well-known among computer customers. For market promotion, it was
found that most respondents gave discounts to customers whom they were familiar with. Also,
various forms of advertisement and public relations strategies effected customers to have a higher
tendency to use the service compared to computer selling shops that did not use these strategies. It
was found that all respondents had encouraged their staff to always study details of new computer
products so that they would be ready for giving suggestions to customers. The respondents also
emphazed on a good personality of their staff such as a polite conservation. For the physical
aspect, it was found that all respondents must have sample computer products for the

consideration of customers to purchase the products.





