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Marketing Strategies Influencing Brand Awareness of Electrical

Appliance among people in Bangkok Metropolitan Area
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Abstract

This research aimed to study the marketing strategies that influence brand
awareness of electrical appliances among residents in Bangkok. The study focused on the
impact of the marketing mix (4Ps), including product, price, place, and promotion, as well
as Integrated Marketing Communication (IMC), which comprises advertising, sales
promotion, digital marketing, and customer relationship management. This quantitative
research employed questionnaires to collect data from a sample of 400 respondents, who
were Bangkok residents who had purchased or intended to purchase electrical appliances

within the past year.

The research findings revealed that different demographic factors of Bangkok
residents influenced their brand awareness through varying marketing strategies. Regarding
brand awareness via marketing strategies, Bangkok residents placed importance on
product factors, particularly after-sales service. In terms of price, they valued pricing that
aligned with the product's perceived value. For distribution channels, convenience in
accessing the brand's distribution channels was prioritized. In promotion, online advertising
was favored. For advertising specifically, exposure to the brand's advertisements across
diverse media was important. Regarding sales promotion, discounts or free gifts were
significant. For digital marketing, the use of SEO (Search Engine Optimization) to enhance
the discoverability of electrical appliance brands contributed to increased brand awareness.
Finally, in customer relationship management, providing appropriate advice and service to

customers in selecting electrical appliances significantly boosted brand awareness.

Keywords: Awareness, Brand, Marketing Strategy
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