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Abstract

The Social Media is the most important for IT Equipment because the consumers are
interested in the information via the social media such as Facebook more than before, especially
the entertainment and the information. The objectives of this study were the influence of social
media marketing on IT equipment that affecting on brand equity and consumer responsiveness in
Bangkok and to validate the concordance of the causal model with empirical data. The sample
consisted of 400 peoples who were selected by Simple Random of people who have followed the
IT Equity information via Facebook. The questionnaires composed of the 7 rating scales. The
guestionnaires contain the query measure gauges for measuring variables included three variables:
1. Social Media Marketing Effort, 2. Brand Equity and 3. Consumer Response.

The findings were as follows: the model is consistent with the empirical data to a great
extent. The statistic shows results the Chi-square statistics goodness of fit test at (y?) 21.32, p value
= 0.26, degrees of freedom (df) = 18, CMIN / DF = 1.18, GFI = 0.99, AGFI = 0.96, SRMR = 0.01 and
RMSEA = 0.02 and the final is the predictive coefficient of 0.94. We could explain the variability of
consumer response for percentage 94 with the social media marketing and brand equity which are
combined affecting with the response of consumers.

Keywords: Social Media Marketing, Brand Equity, Consumer Response, IT Equipment, Facebook
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