Kotler (1997)

1 Need



2. Want

3. Demand
want (Ability
and Willingness to Buy)

Louis Vuitton Gucci

Abraham Maslow

Abraham Maslow

(Maslow’s Hierarchy of Needs)

( 1) Hawkins, Best Coney
(1998) Maslow
1 (Physiological Needs)
2. (Safety Needs)

3. (Belonging Needs)



4, (Esteem Needs)

5. (Self-actualization Needs)

21 : ? Maslow

(Self-actualization
\Y L d o, Needs)
(Esteem Needs)
(Belonging Needs)
(Safety Needs)
(Physiological Needs)

:Adapted from Solomon, M. R. (1996). Consumer behavior : Buying, having, and being (3rd ed.).

Englewood Cliffs, NJ: Prentice Hall, p. 132.

Maslow Solomon (1996)

3
1 (Need for Affiliation)
(Schachter, 1959, cited in Solomon, 1996)
2. (Need for Power)

(Fodor & Smith, 1982, cited in Solomon, 1996)

3. (Need for Unigueness)



(Snyder & Fromkin, 1980, cited in Solomon, 1996)

Needs)
(Psychogenic Needs)

(Solomon, 1996)

(Utilitarian Needs)

Classification)

(Product)

need want" (Kotler, 1997, p. 9)

Churchill Peter (1998)

(Hedonic Needs)

(Products and Product

" (Wisner, 1996, p. 212)

(Biogenic



10
" (Hawkins et d., 1998, P. 18)

" (Russel & Lane,

1099, P.so)

" (Peter & Donnelly,

1998, p. 97)

(Product Classification)

Kotler (1997)
3

1 (Non-durable Goods)

2. (Durable Goods) fi

3. (Services)

Hill O " Sullivan (1996)



(Product Classification)
2
1. (Consumer Products)
11 (Convenience Products)

(Low Involvement)

Moving Consumer Goods)

Impulse Products

(Visual Signal)
Emergency Products
1.2 (Shopping Products)
2
Homogeneous Products 1

Heterogeneous Products

Hill

0 "Sullivan

Staples (Fast

11



1.3

Steinway

1.4

Peripheral Products

Products)

21

Materials)

Products)

(Specialty Products)

Jaguar

(Unsought Products)

2 New Products

(Encyclopedia)

(Consumer

(Business Products)

(Business Products) ,

(Process Products)
2 (Raw

(Components)

(Farm

12
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(Natural Products)

2
(Component Materials)
(Component Parts)
22 (Plant and Equipment)
(Capital Goods) (Accessory
Equipment)
(Radar)

(Accessory Equipment)

23 (Supplies and Services)
2

(Maintenance, Repair and Operating Supplies)
(Business Services)
Peter Donnelly (1998) 2

(End Use or Market)

(Degree of Processing or Physical Transformation)



3 @ (Agricultural Products and Raw Materials)

2 (Industrial Goods) (3 (Consumer Goods)
Peter Donnelly
2 AC Nielsen (Thailand) Media
Data Resource (Category)
(Sub-Category) AC Nielsen (Thailand)

(Skin-Care Preparations)

(Acne Preparations) (Body-Skin Care
Products) (Facial-Skin Care Products)
(Facial Cleansers) (Sunblock Products)
(Lipsticks) (AC Nielsen [Thailand], 1999) Media Data Resource
(Skin Care)

AC Nielsen (Thailand)
(Face Moisturizer)
(Body Moisturizer) (Baby Cream) b (Pimple
Cream) ( Care) (Media Data

Resource, 1999)

14



0 Sullivan (1996)

3

(

2.2

AuAEIUT

15

Hill
(Product Level)
2)
(Core Product)
1 [} n
(Actual Product)
| , (Core Product)

(Actual Product)

(Extended Product)

CHill, E. & 0 " Sullivan, T. (1996). Marketing. London: Addison Wesley Longman Limited, p. 146.



(Product Forms)

(Product Size)

Peckham (1963)

(Extended Product)

52%

16
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0% 18% 2
(Peckham, 1963, p. 23)

(Physical
Attributes)
(Associate
Attributes) b

(Peter & Donnelly, 1998, p. 97)

(Market Segmentation)



1 (Demographics Segmentation)

(Marital Status) (Social Status)
(Family Life Cycle) (Family Size) (Churchill &
Peter, 1998: Engel, Blackwell, & Miniard, 1995; Kardes, 1999; Schiffman & Kanuk, 1994;
Wells & Prensky, 1996)

20

3 (Social Status)
(Moven & Minor, 1998)

18
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Wilkes (1995) (Young Married)
! "6 (Full Nest 1)

(Wilkes, 1995, p.

(Moven & Minor,
1998)

2. (Geographic Segmentation)
(Geo-demographic Segmen-

tation)

(Churchill &Peter, 1998; Engel etal., 1995; Kardes, 1999; Schiffman



& Kanuk, 994; Wells & Prensky, 1996)

21 :

30 10 19 35 52
16 6 8 10 n
7 18 1 8 10
5 14 7 5 3
4 8 5 5
13 14 13 12 7
24 30 30 25 13

: Adapted from Sookdeo, R (1993). The New Global Consumer. Fortune. Autumn-Winter, 68-76,
cited in Hawkins, Best& Coney, 1998, p. 66.

2.1 1 1 1

(Geo-

demographic Segmentation)



Wetfjisrc-< flowuimnii* 3 |

011 > 10

(Schiffman & Kanuk, 1994)

3. (Psychographic Segmentation)

(Personality)
(Self Concept) (Lifestyle) (Churchill & Peter,

1998; Engel et al., 1995; Kardes, 1999; Schiffman & Kanuk, 1994; Wells & Prensky, 1996)

Moven Minor (1998) (Personality)

Traits

(Howard & Sheth, 1969, cited

in Chisnall, 1995) Traits
4
Cattel
(Cattel, Eber, &Tatsuoka, 1970, cited in Moven & Minor, 1998)
(Reserved vs. Outgoing)
(Unstable vs. stable) (Tough-minded vs. Tender-minded)

(Aggressiveness)



(Low Self-esteem)
(Berkman, Lindquist & Sirgy, 1997)

(Schiffman & Kanuk, 1994)

(Self Concept) Hawkins (1998)
4 Actual Self Ideal Self
Private Self
Social Self
(Maintain)
(Enhance)
(Possessions and Extended Self)
(Self Identity) (Kleine, Kleine, & Allen, 1995, cited in Hawkins
et al., 1998)
(Sexual Identity) (Body Image)
(Body Cathexis) (Solomon, 1996)
(Self age/Product Image Congruence)
(Heath Products)
eaning Products rooming Products
(Cleani ducts) (G [ ducts)
(Leisure) (Belk, Bahn, &

Mayer, 1982, cited Moven & Minor, 1998)

22
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(Lifestyle)
(Golden, 1984, cited in Hawkins et al., 1998)
AIO Statements
(Activities)
(Interests)
(Opinions) (Moven
& Minor, 1998)

(Group Phenomenon)

(Berkman et al., 1997) Cosmas (1982)
(Lifestyles and Consump-

tion Patterns)

8 ;
(Actives)
(Self-indulgent) (Personal Appearance)
(Personal Care)
(Immediate Gratifiers) (Personal Care)
(Cooking and Baking) (Self-indulgent)
(Social) (Cosmas, 1982, pp. 454-55)

(Hawkins et al., 1998)

(Media Exposure) (Media
Consumption) ,
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(Media Planner)

4, (Domain Specific Segmen-

tation) ' ' (Behavioral

Segmentation)

(Time Shortage) (Darian & Cohen, 1995) !

(Loyalty) (Churchill & Peter, 1998; Engel et al., 1995; Kardes, 1999; Schiffman & Kanuk,
1994; Wells & Prensky, 1996)

(Product Benefits)

(Time Shortage)

(Darian & Cohen, 1995)

(Usage

Situation)

(Kardes, 1999)
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(Frequency of Buying)

(Amount of Buying)

(Usage Problem)

(Brand Loyalty)

(Credit Card) (Membership Card)

3 (Customized Market)

(Segmented Market)
(Mass Market)

(Wells & Prensky, 1996)



to Users)

2.

to Products and Usage)

1

()
Mackie, 1992)

(User)

(Buyer)

(Post Purchase Accquisition)

Engel (1995)

1. (Factors Directly Related

(Factors Directly Related

(Factors Directly Related to Users)

(User)

(Purpose of Usage)

(Gender Schematicity)

(Gender-typed Products)

(Worth, Smith, &

26
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Engel (1995)

(Product
Misuse)
(Staelin, 1978, cited in Engel et al., 1995)
(Usage Rate) -
I
80
! 20
20% 80% (Arens, 1999; Russel & Lane,
1999; Urban & star, 1991)
4 Heavy
User \ ! Medium User .
! Light User |
Non-user

Potential User

(Use Innovativeness)

Heavy User !

(Wansink & Gilmore, 1999)



2.

(Factors Directly Related

to Products and Usage)

Usage)

Heavy User

Antonides

(Symbolic Products)

(Cycle of Usage)

500
5
1
(Frequency of
(Durable Goods)
(Amount of Usage)
Raaij (1998) /

(Duration of Use, Ownership and Lifetime)

(Non-durable Goods)

(Symbolic Consumption)

( ego)

28



(Prestige Goods) 2.
(Status Goods) Nike Lacoste 3.
(Maturity Goods)
4, (Anxiety Goods)
(Sacred Goods)
(Antonides & Raalj, 1998)

(Consumption Constellation) ~ Solomon & Englis (1994)

(Solomon &Englis, 1994, p. 58)

Rituals Symbolic Consumption

(Rook,

1985, cited in Berkman et al., 1997)

(Profane Consumption)
(Sacred Consumption) (Belk, Wallendorf &
Sherry, 1989, cited in Berkman et al-, 1997)
Ritual Artifacts , ritual

)

(Berkman et al., 1997)

(Desacralization)

29



(Sacralization)

(Berkman et al., 1997)

Engel et al., 1995)

(International Brands)
Thorstein Veblen

Conspicuous Consumption

Ethnocentrism

(The Statue of Liberty)

Mozart

(Usage Situation)

(Higgins, 1985,

2539
(D omestic Brands)
(French & Crabbe, 1998)

(Social Analyst)

(Solomon, 1996)

(Gordon, 1986)

(Solomon, 1996)

(Life Cycle Costs : LCC)

cited

in

30



1998)

(Usage

(Antonides & Raaij, 1998, p.

S atisfaction)

Consumption) (

M inor (1998)

Schiffman

(Disposal)

77) Antonides

3)

Antonides

Kanuk

Raaij

(1994)

Raaij

(1998),

(Antonides & Raaij,

(Usage Dissatisfaction)

(1998)

Hawkins,

(M odel of Consumer

et

al.

(1998), Movert

31
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23 (Model of Consumer Consumption)
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