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ABSTARCT

The objectives of this study were to examine personal factors affecting the decision to
buy Huawei smartphones, the influence of brand image, and the effect of brand trust to purchase
decision.

The sample in the study was 420 consumers who purchased Huawei smartphones in
Bangkok. A questionnaire was applied as a research instrument for data collection. The data were
analysed using descriptive statistics: frequency, percentage, mean, standard deviation, and inferential
statistics: independent sample t-test and Repeated-measures ANOVA. Multiple regression with the level
of significance of 0.05 was used to analyze relationship between variables.

The study indicated that the brand image factor which had the most important impact on
the decision to buy a Huawei smartphone was users, whereas personality and benefits were ranked
at the second and third places. Culture was the least important factor in decision-making, with a
significance level of 0.05. Regarding the brand trust factors, the three most significant factors
impacting the decision of buying Huawei smartphones ranked in order were: honesty, capability and

social responsibility, at the significance level of 0.05.
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