1 (Lifestyle
Marketing)

2. (Internet Marketing)

3. (Decision model)

(Purchasing Behavior)

1 (Lifestyle
Marketing)

(Need)

(Demographic segmentation)

(Schreiber & Lenson, 1994)

(Psychographics segmentation)

(Gonzalez & Bello, 2002)

(Lifestyle segmentation)

(Values) (Personality)

Kwok (2001)



Plummer (1974)

(Socio-psychological profile)

(Chaney, 1996; Kim étal., 2001)
(Consumer lifestyle)
(Decision making process)

(Purchase behavior) 4

21

consumption process)

l > Needs/ Attitudes

Marketing
Leaming Activities

(Memory) CU"Ure

Perception
\ /Values

Consumer

/ Lifestyle Demographics

Personalit \
¥ \ Social Status

Emotions Reference

Motives

groups

Household

(Needs/Attitude)

21

(Lifestyle and the

Situations

Problem

Recognition

Information

Search

Evaluation and

Selection

Store choice

and purchase

Postpurchase processes

‘ Situations
Lifestyle maintenance or enhancement J

: Neal, c., Quester, p., & Hawkins, . (2001). Consumer behavior: Implications for
marketing strategyiand ed.). Sydney: Irwin/Magraw-Hill. 113.3




12

Neal, Quester Hawkins (2001)

(Lifestyle)
Plummer (1974)
. . 1963 Lazer (Lifestyles)
Solomon
(2004) (Lifestyle)
Duncan (2005)
Assael (2004) (Lifestyle) AlOs
(Activities)
(Interest)

(Opinions)

Neal et al. (2001) Hawkins, Best, Coney (2004)

(Lifestyle)
(Life cycle)
(Culture), (Values),
(Demographics), (Subculture), (Social
Class), (Reference Group), (Family)

(Motivation) (Emotion/Feeling) (Personality)
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(Lifestyle)

? (Lifestyle marketing)
Solomon (2004) (Lifestyle marketing)

(Things they like to do)
(How they like to sped their leisure time)

(How they spend their disposable income)

(2547)
(Lifestyle)
(Activities) (Interests)
(Opinions)
(Lifestyle)
(Lifestyle marketing)
? ? ?
Schreiber Lenson (1994)
(Lifestyle marketing) L (The
media is fragmented)
2.
} (Brand loyalty is hard to come hy)



. (Products are no longer just
product) (Niche market)

? 4.
(Product categories are saturated)

(Values) (Image)

(Lifestyle marketing) 4

(Involvement)

(Blair, Armstrong & Murphy, 2003) 2

3.
(Return on Investment ROI)
(Awareness)
Lifestyle Marketing
(Preference)
? ? (Lifestyle

marketing benefits)

(Lifestyle marketing)

14
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(Chaney & Giddens as cited in

Lawson & Todd, 2001)

(Lawson & Todd, 2001; Plummer, 1974)

(Hawkins et al., 2004)

Plummer (1974)

1) ) (Definition of the key target)

(Old-fashioned homebodies)

2) ) (Provides a new view of the market)
(Product-free)

(Broad lifestyle)

(Neal et

al., 2001)

3) (Product positioning)

(Neal étal., 2001)
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4) (Communication)

(Message)

(Schreiber & Lenson 1994)

5) (Helps develop
sounder overall marketing and media strategies)

6) (New product opportunities)

(Unmet needs)

1) (Helps explain the why of a
product or brand situation)

? ? ? (Lifestyle
segmentation)

(Market segmentation) Kucukemiroglu (1999)

) 3)
1) #

Plummer (1974)
(Lifestyle segmentation)
L
1) (Usage of the category) 2)
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(Frequency of category usage)

(Heavy) (Medium) (Light) 3) , '
' (Brand usage and brand share) 4)
d I (Product attitudes and usage patterns)

Schreiber Lenson (1994)

(1)
(Lifestyle and leisure interests) (2) (Family life)
(3) (BG”ETS and involvement) (4)
(Town or regional interests and concerns)
2.
(Shimp, 2000;
Swenson, 1992) Nike
“Just do it”

(Hoyer& Maclnnis, 2001)

(Hoyer& Maclnnis, 2001)

(Psychographics) (Quantitative)



AlOs, VALS (VASL1, VASL2, iVALS), LOV PRIMZ

AlOs

(Kucukemiroglu, 1999) Solomon (2004)

AlOs

(Belch, G & Belch, M, 2004)

Assael (2004) AlOs
2 ) § 1

21 -49

(Profit and non-profit organization) 2)

(Specific product)

AlOs 4 (
(Activities) (Interests) (Opinions)
(Demographics)  Lane  Russell (2001) Gonzalez
Mowen Minor (1998)
AlOs
(Activities)

18

AlOs

(Broad lifestyle)

(Repositioning)

D

Bello (2002)
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(Activities)

(Work)
(Hobbies)

(Social
events)

(Holidays)

(Entertainment)
(Club
membership)
(Community)

(Shopping)
(Sports)

(Interests)

(Opinions)

(Demographics)

19

AlOs (Several components of AlIO questionnaires)

(Interests)

(Family)
(Home)

(Job)

(Community)

(Recreation)

(Fashion)

(Food)

(Media)

(Achievements)

(Opinions)

(Themselves)
(Social

Issues)

(Politics)

(Business)

(Economics)

(Education)

(Products)
(The future)

(Culture)

(Demographics)

(Age)

(Education)

(Income)

(Occupation)

(Family size)

(Dwelling)

(Geography)

(City size)
(Stage in

life cycle)

. Plummer, J., T. (1974). The concept and application of life style
segmentation. Journal of Marketing, 3s(1), p. 34.

(
Neal étal. (2001)

1)

(Attitudes)

)

AlOs
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(Other people) (Place) (Ideas)
(Products) 2) (Values)
3) (Media patterns)
4) ' (Usage rates)
Plummer (1974) (Heavy)
(Medium) (Light) (Non-users)
Scott inyard (as cited in, Hawkins et al., 2004)
8
1) (Shopping lovers) (11.1% 24%
)
2) (Adventurous explorers) (9%
30% )

(Opinion leaders)

(Virtual community)

(Suspicious learners) (10%
)

, 15%



4) : fi' (Business Users) (129 2, 19%
) ?
?
?
5) (Fearful browsers) (11% 2, 5%
? ) ?
? (Window shopping)
6) (Shopping avoiders) (16% ? 3%
? )
?
7) (Technology muddlers) (209 ?
3% ?2 ) ?
?
8) (Fun seekers) (129 2, 2%
? )
?
?
2. ? ? ? ( VALS. VALS1
VALS2
Lane Russell (2001) . . 1978 Stanford Research International’s

(SRI)
VALS (Values and Lifestyles System)

. .1989 Stanford Research International Consulting (SRIC) VAL.S

VALS2 (Mowen & Minor, 1998; Schiffman & Kanuk, 2004)
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? 1 ->»  ? VALS
Mowen Minor (1998) VALS
Maslow's hierarchy-of-needs
q
(Duncan, 2005)
(Inner-
directed)
(Outer-directed)
(Vanden
Bergh & Katz, 1999) VALS
4 9 2.2
2.2 VALS
Integrated
Achievers | Social
i ; Inner-
Outer- ; Concious
| | | Directed
Directed Experientials ;
Emulators I-Am-Me's j
|
T
Belongers f
& Need-Driven
Sustainers |
Survivors

: Gunter, B., & Furnham, A. (1992). Consumer Profiles: An Introduction to
Psychographic. London: Routledge, Chaoman and Hall. p.72.
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(1) (Need-driven)
(L) $ (Survivors) (a%)
(L2) $ (Sustainers) (79s)
(Minorities)
(2) (Outer-directed)
3
(2.1) (Belongings) (3s%)
(2.2) (Emulators) (10%)
(2.3) (Achievers) (20%)
(Conservative)
(Republican)
(3) (Inner-directed)
(Assertive) 3
(3. (l-am-me group) (3%)
(3.2) (Experientials) (5%
(3.3) $ (Socially conscious) (129)

(Mature)

25-
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(4) (Integrated person) (2%)

(Inner-directed) (Outer-directed)
VALS 2 3
2 7
VALS

(Neal et al., 2001)

VALS 1
1 VALS
(Antonides & Fred van Raaij, 1998)
? I, VALS 2
Zeff Aronson (1999) VALS2
VALS
] 1 1
)
Maslow’s hierarchy of needs
(Assael, 2004) 4
42 (Hoyer& Maclnnis, 2001)
L
2.
3.
4,
.
6 1
I (Neal et al., 2001)



Schiffman Kanuk (2004)

25

8

2 1) $ (Consumer
capacities/Self orientations) (Education) (Income)
(Self-confidence) (Health)
(Eagerness to buy) (Energy level) 2) (RGSOUFCGS)
(Psychological) (Physical)
(Demographic) (Material)
2.3

(Peter & Olson, 2005)

1) (Principle-oriented)

(Belief)
(Feelings)

(Hoyer & Maclnnis, 2001)

1)

(Value-oriented)

12)

(Consumer capacities) 3

(Desire approval)

(Fulfillers/Thinkers)

(Professional)

(Shimp, 2000)

(Believers)

(Hoyer & Maclnnis, 2001)

(Shimp, 2000)



2) (Status-oriented)

2.1) (Achievers)

(Consen/ative)

(Respect authority)

high-ends
2.2) (Strivers)
(Achievers)
(Blue collar)
(Style)
3) (Action-oriented)

(Desire for social and physical activity)
(Practical) (Variety taking)
(Risk taking)

(Mowen & Minor, 1998; Schiffman & Kanuk, 2004)

31) § (Experiences)

26



3.2) (Makers)

(Self-sufficiency)

(Functional)

2 (Resources)

(Hawkins et al., 2004) 2

$  (Smugglers)

(Actualizes/ Innovators)
(Take charge)
(Sophisticated) 1
(Taste)

(Independence) (Characteristics)

(Open to change)
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2.3 VALS 2

VALS™ Framework

- INNOVATORS

High Resources
High Innovation

Primary Motivation

Achievement Self-Expression

ACHIEVERS

Low Resources
Low Innovation

SURVIVORS

Solomon, M. R (2004). Consumer Behavior Buying, Having and Being. New

Jersey: Pearson Prentice Hall. p. 208.

VALS2 vALs 1),

VALS2 !
2). 11 (Consumer capacities/Self-orientations)

(Makers)



1 (Experiences)
3). VALS?
VALS

(Ego-involving)

(Hawkins et al., 2004)

? ? ? ! ?

(Internet VALS: iVALS)

Neal et al. (2001) Internet VALS
(IVALS)
(Psychographics) (VALS Survey, 2005)

SRI, Steve Krause, Adam
Gross Bruce MacEvoy (Measure), (Analyze),

(Lifestyle)
VALS2
(Sociable) (Chat)

(SRI iVALS Program, 2005)

iVALS

VALS2 (Demographics)
(Psychological)
(iVALS, 2005)

iVALS2 (SRI iVALS Program, 2005)
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Neal et al. (2001)

' 8

24

24 The iVALS segmentation

(Wizard)

(Upstreamers)

(Socialttes)

: Comcon-2 Eurocia. (2005). Retrieved January 10, 2006, from http://www.comcon-

2.kz/.../ konsult_0012/publ_03.gif

L (Wizards)

(Virtual community)

30


http://www.comcon-

31

(Option)

2 (Pioneers)
f
(Web culture) (Editorial)
3 (Upsireamers)
(Mainstreamers;j
(Upstreamers)
? (Classified ads)

(Personalised)



(Utilitarian)

summaries)

32

(Socialites)

30

(Workers)

fl

(Editorial information

(Industry categories)

(Surfers)



board)

(Mainstreamers)

(Key word)

(Search engine)

(Sociables)

1 ?}

(Bulletin

70%

(Gossip)

(Seekers)

(Productivity)

33



(Seekers)
(Filtering information) (Meta-information)
$ (Immigrants)
1]
(50%) (50%)
VALS VALS?2 iVALS
?
SRI

(Mowen & Minor, 1998)



3. ? ? ! , LOV

VALS .. 1983 Kahle
Timmer University of Michigan Survey Research Center
List of values
(LOV) (Self-administered value)

2
(Terminal value)
(Hoyer& Maclnnis, 2001)

(Instrumental value) (Schiffman & Kanuk,

2004)
Hoyer Maclnnis (2001) (Values)
(Saocialization)
(Acculturation)
9 (List of values)
3
L ) (Individual values) 4
(Self-fulfilment) (Excitement)
(Sense of accomplishment) (Self-
respect)
2. (External values) 3
(Sense of belongings) [ (Being well-
respected) (Security)
3. ) (Interpersonal values) 2
) (Fun and enjoyment) [ f
(Warm relationship with others) (Mowen & Minor, 1998)
Kahle et al. (1986) VALS2 LOV

(Achievers)  VALS2
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(Sense of accomplishment) LOV

VALS2
4. ? PRIMZ
PRIMZ
(Geodemographic)
(Shimp, 2000)
(Repositioning)
(Peter & Olson, 2005)
PRIMZ Potential Rating Index by Zip Markets
Claritas
62
6 Elite suburbs
Rustic living
(Shimp, 2000)
VALS
PRIMZ
5 ? ?

Grey’s New Grownnups
J.Walter Thompson
J.Walter Thompson'’s Life Stage '

Ogilvy & Mather
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Ogilvy & Mather’'s NEW WAVE DDB Needham

DDB Needham's Lifestyle Study (Hoyer& Maclnnis, 2001)

Hawkins et al. (2004)

Yankelovich (Values)
(Lifestyles) (Motivations) MONITOR
MindBase
MONITOR MindBase L
(Materialism)
2. (Technology orientation)
1 3
(Family values)
4" ' (Conservatism) )
" (Cynicism versus optimism)
6. (Social interaction)
1. (Activity level)
(Life cycle) 8
1) Up and Comers (16%)
)
Aspiring Achievers (so) (Self-driven)
3)  Realists (12%) 18

(14%)

4)  New Traditionalists
18
5)  Family Centereds (149)
6)  Individualists (6%
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7)  Renaissance Masters (13%)

8)  Maintained (17%)

? ? (International lifestyles)

Hoyer Maclnnis (2001)

Backer spielvogel Bates Worldwide Global
Scan
( )
5 L (Strivers) (26%)
(Time)
(Energy)
2: (Achievers) (22%)
3 (Pressured) (13%)
4. (Adapters) (18%)

) y (Traditionals) (16%)



(Hawkins et ai., 2004; Hoyer& Maclnnis, 2001)

Young & Rubicam Cross-Cultural Consumer
Characterizations (4Cs) VALS 4Cs
I (Goals) (Motivations) (Values)
(Lifestyle) (Buying pattems) 7

Resigned poor, struggling poor, Mainstreamers, Aspirers, Succeeders,
Transitionals ~ Reformers (Hoyer & Macinnis, 2001)

DMB&B (Personalities)

(Values) (Product categories)

Kuptsi
Russian souls

Students

(Hoyer & Maclnnis, 2001)

Experian
Global MOSAIC 19
14
Yuppies
Yuppies
(Solomon, 2004)

(Neal et al., 2001)
1) (Life orientations)

2] (Attitudes to social change) 3)
(Traditional ways) 4) (Occupation) 5) (Innovation)
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6) (Achievements)  7) (Self-expression)

(Hoyer& Maclnnis, 2001)

L Integrators (a%)
2. Self-Innovators (7o) Self-Adopters (11%)

3. Ryoshiki innovators %)  Ryoshiki Adapters (10%)
? ? 4: Traditional
innovators %)  Traditional adapters (10%)

5: High pragmatics (14%)  Low pragmatics (17%)

6: Sustainers (15% )

(Lin, 2002)

Neal et ai. (2001)
Values 10 (l)
(Young optimism) (79)
2)
(Socially aware) (119%)
3) - . (Something hetter)

(9%)
4 . (Value achievement) (15%)
5 (Look at me) (14%)

(Self-centered)

(Peer-driven) 100 % (6)
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(Conventional family life) (10%e)

(7)
(Traditional family life) (189%) 50 1
8) . (Real
conservatism) (5%)
9) (A fairer deal) (796
35
(10
(Basic needs) (4%)
? (Thai lifestyles)
(Broad lifestyle)
(2543)
AlOs
14 1) (Self-
fulfilling)
2) (Workaholic)
3)
(Superstitiously money-grubbing)
4) (Futuristic)

5) (Challenge-loving)



6)

(Politic oriented)

(Social norm obedient)

(Despondent)
10)
(Conservative)
(On the run)
(Conservative)
8

(Self-sufficient oriented)
1)
8)
9)
(Socialable)
11) (Avant-garde)
12)
13)
)
(2543)
AlOs
L
2. '
3
5.

42



(2546)

AlOs 9
! 2) fu
4)
9) ?)
6)
1)
8)
9)
(2545)
1) (Work)

2) (Social events)

3) (Communities)

43



(Internet marketing)

(Interactive media)

Mohammed et al. (2004) (Two-way
communication) (Debate)
(Exchange) (Conversation)
(Videotex) (Mobile online)

(Hoffman & Novark, 1996)

Deighton Barwise (2001)
(Reach out) (Response)
(Message)
(Toll-free call)

(Database)

Kotler Keller (2006)

(Customer-controlled)

Rodgers Chen (2002)
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? (Internet history)

. .1969 United States Defense Department (ARPAnet)

Foundation

(World Wide Web: WWW)

AT) ' 7

(NECTEC)

(Teo, 1998)

(Server) . .1983

The National Science

(Network)

. . 1990

(Vanden Bergh & Katz, 1999)

(Thailand internet history)
. . 2530

(Baseband)

(Arens, 2002)

. . 2535

(AIT)
(NECTEC)

' " (THAISARN: Thai Social/scientific, Academic and Research Network)

. . 2537
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(Internet Service Provider: ISP) Internet Thailand 1

KSC, ComNET, Loxinfo " ", 2538)
1 - (Broadhand)
2 1) (Cable-modem)
(Download)
(Peak time) 2) (Digital Subscriber Line;
DSL)
(Arens, 2002)
(
2548)

(Internet characteristic)

(Internation electronic network)

(Paul, 1996) (Information superhighway) (Aziz & Yasin, 2004)
Lindstorm Anderson (1997) 10
L (The Internet is a global medium)

(Chen & Chang, 2003; Darby, Jones, & Madani, 2003)
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2. (The Intemet is open 24
hours a day!)

(Aldridge, Forcht & Pierson, 1997; Karakaya, 2001)

3 (Interactive media)

(Constantinides, 2004)

(Arnott & Bridgewater, 2002; Ferle, 2001)

4 (The Internet is
individual)

(Newsgroup)

( periali, 2001; Lynch, Kent& Srinivasan, 2001)

5: (From
consumer to “Prosumer

(Duncan, 2005; Michels et al.,

2001; Mois, 2000)

6: ) y
(The Internet is dynamic and easy to update)
(Animation) (Ferle, Edwards, & Lee, 2000)
(Access)
(Organizing) (Sharing) (Ainscough & Luckett, 1996)
(Search engine)

(Keyword)
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(Sandelands, 1997)

T (The
Internet is both a sales and a distribution channel) Kwak, Fox  Zinkhan

(2002)

! (Virtual market)

(Brackett, &

Carr, 2001; Rowley, 2001)

8: (The Internet is a two-
way medium)
(Breitnenbach & Van Doren, 1998; Forcht & Wex, 1996)
(Duncan, 2005)
9 (The Internet is
feedback-oriented) (Feedback)
(Aziz &

Yasin, 2004; Fleinen, 1996)

*10: (The Internet
is everything - everywhere - anytime)

(Arens, 2002)

? ?  (Differences between traditional
media and internet)

(Barwise, Elberse & Flammond, 2002; Rowley, 2001)



Wong, Chan Leung (2005)
(Push strategies)
(Top-down
communication) (Passive)
(Pull strategies)

(Bottom-up communication)

49

(Active) (Darby et al., 2003;

Deighton & Barwise, 2001)

(Yoo & Stout, 2001; Yoon & Kim, 2001) Vanden Bergh
(1999) 2 (1) f
(Subscription services)

@)

(Selective what they look =)

Lindstorm Anderson (1997)

(Herbig & Hale, 1997)

(Arens, 2002; Rowley, 2001)

“ " (Browser) " ', (Buyer)

O'Guinn et al. (2000)

(Hoffman & Novak, 1996)

Katz
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Mohammed étal. (2004)

? I
y  (Individulised) 2
(Lindstorm & Anderson, 1997) ?
?
(Wind & Mahajan, 2001) (Database)
, ?
(One-to-one Communication)
(Harris & Cohen, 2003)
Chandon, Chtourou Fortin (2003)
(Traditional communication)
(One-to-many)
? (Many-to-many)
(Hoffman & Novark, 1996; Yoo & Stout, 2001)
(Virtual communities)
(Deighton & Barwise, 2001)
? (Informediaries)
(Lindstorm & Anderson, 1997) , %
(Perpetually fresh)

(Deighton & Bao/zise,

2001)



(Control)
(Goal-oriented medium) (cho
& Chen, 2004; Mcmillan, & Hwang, 2002; Yun, 2001)

(Customer-oriented way)

(Relation)
(Barwise et
al., 2002; Hoffman & Novak, 2000)
? (Ferle et al., 2000) (Cutting out paper)
(Middleman) (Williams, 1997)
i (Right message)
(Retain) (Increase
brand's share)
(Duncan, 2005)
Zeff

Aronson (1999)

(ACtiVG) (Bezjian-Avery, Calder, & lacobucci, 1998; Wong étal., 2005)

(Muller & Chandon, 2003)

(Database)
(Cookie)

( , 2545)
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(Colvin, 2001)

(Brick & mortar) (Phau & Lo, 2004)

? (Internet communication type)

Lindstorm Anderson (1997)

(Sender)
(Receiver) (Protocol)
(Package) 3
1 Simple Mail transfer Protocol (SMTP)
(E-maiI) (Adam, Mulye,
Deans & Palihawadana, 2002)
1.1) (E-mail)
(E-mail)
(Word of mouth)
(Text)
(pictures) (Sound) (Ruefli, Whinston & Wiggins, 2001; Sandelands, 1997)
(Martin, Durme, Raulas &
Merisavo, 2003) (1) (Cheap)
(2) (Faster)
)
(Interaction) (Hyperiink)
1 1 (Click)

(Ainscough & Luckett, 1996; Armstrong, 2001)

2. Hyper Text Transfer Protocol (HTTP)
(World Wide Web: imwiy)
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(Hong & Poindexter, 2001)

(Deighton & Barwise, 2001) (Chat rooms) Internet

Relay Chat (IRC) (Real time) (Cox & Koelzer,
2004)

2.1) (Web site)

Arens (2002) ( )

(Text) (pictures) (Sound) (Animation) (Herbig &
Hale, 1997; Hoffman & Novak, 1996)

(Web server)
(Web browser) Internet

explorer Netscape (O’'Guinn et al., 2000)

1 1 (Home Pages)
(Link)
(Web sites)

(Web pages)

(Online Catalog) (Breitnenbach & Van Doren, 1998)
(Electronic mall)

(Barwise et al., 2002)

(Ease of

use) $ ! (User friendly)

(Download)

(llifeld &
Winer, 2002; Lynch et al., 2001; Hanson, 2000)



(Personalized website)

(Cutitta, 2001; Yang & Lester, 2004)

2 1) y
(Explicit preference method)

2) (Implicit
preference method)

(Chakraborty, Lala, & Warren, 2003)

(Lindstorm & Anderson, 1997)

Pagar (2001) ? The Four Ps
(1) (Prominence)
' (Placement) (3)
(Proximity)
(4) (presentation)

Kotler Keller (2006)

7cs  1.Context 2.Content
3.Community
4.Customization
5.Communication
(Site-to-user) (User-to-site)
0.Connection 7.Commerce
(Stickiness)

(Khalifa étal., 2002)



%

(Be interesting) Lo - . (Larger file)
(Promote
discussion and controversy)

(Rowley, & Slack, 2001)

(Generating repeat visits)

(Kotler & Keller, 2006) O’Guinn et
al. (2000)
(Substances) (Ease of use)
(Entertainment value)
(Favorite)
(Bookmark) (Hoffman & Novak, 1996)
(Hit) 1
(Arens,
2002; Rowley, 2001)
2.11) (Search engine)

(Search Engine)
(Web site list) !
(Key words) * (Input)
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yahoo.com, google.com (Berghel,

1997; Hoffman & Novark, 1996)
Kotler Keller (2006)

Search-related ads

Content-target advertising ,

(Mohammed et al., 2004)

(Khalifa, Limayem, &

2002; O’'Guinn étal., 2000)

2.12) (Portal)

(Hoffman & Novak,

2000) (Free e-mail) (Fcrum/Web board)
(Search engine) ' (On-line shopping malls)
America Online Sanook.com (
, 2543)

(Vertical portal)
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2.1.3) (Weblog/blog)
(Weblog/Blog)
(Winer, 2002)

(Solomon, 2004; , 2548)
(Content)
(Blogoshere)
( , 2548)
2.2) (Chat room)

IRC Pirch

(Cox & Koelzer, 2004)

3: Network News Transfer Protocol (NNTP)
(Newsgroup)
(O'Guinn, Allen &

Semenik, 2000)

3.1 (Newsgroup)
(Newsgroup) USENET Group (
, 2544)
(Mailing lists) (O'Guinn étal., 2000) CNN

(Herbig & Hale, 1997)

(Armstrong, 2001)
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3.2) (Forum)
(Forums) (Bulletin
Board) (Polling)

(Sandelands, 1997) (Messages)

(Cox & Koelzer, 2004)

33 (Teleconference)
? : (Web
Teleconferencing) (Web
Videoconferencing)
(Net
Events) (Webcasting)
(Netcasting Internet broadcasting)
(Ruefli étal., 2001)
Modern nine TV Atimemedia

(Online Seminars) (Cox & Koelzer, 2004)

(Type of information available on the intemet)

(Tangible products)
(Intangible products)
(Lindstorm & Anderson, 1997)
Barua, Desai Srivastave (2001)

(Undifferentiated products)
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(Infomercial)

(Arens, 2002)

(Classified ads)
1
(Frequently Asked Question: FAQS)

(Fleinen, 1996; Karakaya, 2001)

2 ' (Advertainmenty  Lindstorm  Anderson (1997)
"Advertainment” “Advertising”
"Entertainment”
(Surfers)
(Searchers)
3 (Purchase Facilitation)
Dou, Nielson, Tan (2002) 1).
(Product Information) (Attribute)
(Consumer recommendations) (Evaluation reports)
2). (Price Information) 3). !
(Distributor Information)
fl 4), (Purchase
assistance) 5). (Technical support)  FaQ  6).
(Extranet capability) (Suppliers) (Constantinides, 2004;

Karakaya, 2001)
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(Downloading)
(Speed of web site) (User's connection
speed)
(Cutitta, 2001; Park, 2001)

Barwise et al. (2002)

(Waiting Time)

G. Belch

M. Belch (2004) (Internet)

(Internet Marketing)

(Business)

(Paul, 1996)

(Michels, Patnode & Jin, 2001)

(Kwak et al., 2002)

(Consumers)
(Lindstorm & Anderson,

1997; Williams, 1997)
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(Jones & Vijayasarathy, 1998; Herbig & Hale, 1997)

(Transaction) (Zeff & Anderson, 1999)
? (Definition of Internet Marketing)

(Internet Marketing)

(Market paradigm)

(Barwise et al.,
2002)
E-marketing Kotler
Keller (2006)
Mohammed et al. (2004)
(Internet Marketing) (Building) (Maintain)
(Ideas)
(Products) (Services)
Shiu Dawson (2002) (Internet Marketing)

(Effective promotional tools)

(Muller & Chandon, 2003; Jones &



Vijayasarathy, 1998)

marketing)

(Concept)

?

Shiu Dawson (2002)

(. . 1993-1996)

2. (. . 1996-1999)

experimenting and investing)

3. (. . 1998-2001)

technology and equipment)

(Web TV)

(Digital technology)

Schiffman Kanuk (2004)

f (\iral
(Buzz marketing)

(internet growth)
(Internet growth)

(Initial hype)

! (Learning,

(New wave of

(Mois, 2000)

(Mobile internet phones)

62
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4: ( .. 2001-2005) (Infrastructure

consolidation)

Amazon.com
5: ( . . 2005 ) (Mass Marketing)
? 7 (Internet Market Segmentation)
(Kim étal., 2001;
Luarn, & Lo, 2004)
(Market Segmentation)
(Russell & Lane, 2002; Wells & Chen, 2001,
, 2001)
Duncan (2005)
(Customers) (Prospects)
(Characteristics) (Needs and want) (Desires)
(Cyber segmentation)
(Establishing) (Maintaining) (Commercializing)
(Time online)

(Pages and domain accessed) 6
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(1)$ (Simplifiers) (2)$
(Surfers)
(3)% (Connectors) {4)$
(Bargainers) (5)
(Routiners) (6)
(Sportsters) (Web community) (Wong et
al., 2005)
Wind  Mahajan (2001)
(Target)
(Message) (Attract)
(Retain)
(Mirtual communities)
(Want and need)
(Ries & Trout, 1986)
, 72 (Internet Marketing Type)
Shiu Dawson (2002)
(Demographics)
(Internet connectivity) (Browser type)

(Psychographics) $ (Behavioral)
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(Benefit segmentation)

(Psychoaraphics segmentation)

(Psychographics)

1) (Lifestyle)
(Thrill-seekers) (Fun
|0V€I'S) (RGC|US€S) 2) (Personality)
1 ' 3) 1 $ , (Affinity)
(Community builders) ' ' (Participants)

(Outcasts) (Peltier, Schibrowsky, Schultz & Davis, 2002)

Hortman, Allaway, Mason, Rasp (1990)
(Lifestyle)
1. (Number of months on the internet) 2.
(Hours online per week) 3.
(Hours per week working online, 4.

(Searching for product information online) 5.

(Attitude that e-mail is indispensable) (Grunert& Ramus, 2005)

(Behavioral segmentation)

(Behavioral segmentation)

(Use-related segmentation) Schiffman
Kanuk (2004)
a) (Level of usage) (Heavy
users) (Medium users) (Light users) (.

(Nonusers) (Mowen & Minor, 1998) b) (Level of awareness)



(Readiness to buy)

66

(Interest in the product)

(Need to be informed) c)

(Level of brand loyalty)

(Promation)

Mohammed étal. (2004) '

(Clickographics)

(Click-stream data)
Hong Poindexter (2001)
(Cliker types)
4 1)
(Heavy) 10
(Innovators)
2) (Medium)
2-9
(Early Adopter) 3) (1-Time only)
(Early Maturity) 4) (Non-Clickers)
(Laggards) 1
(3% 37
8
H Lewis R Lewis (1997) 5

(

information seekers)

(3)

(Entertainment seekers)

(Directed information seekers)
(2) (Undirected
(Browsers)

(Bargain hunters)

(4)
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(5) ' (Directed Buyer)

Korgaonkar Wolin (1999)

2 @ ' ' '
1 . (Light Use) (2 ' ° ' 1 . (Heavy
User)
(Benefit
segmentation)
(2001)
(Benefit
segmentation)
(Mowen & Minor, 1998)
(1) (Incidental-to-use experiences)
(Search engine)
(2) (Use Experiences)
google.com
(3) (Result Experience)
(Mohamm.ed et al.,
2004)
(Lin et al., 2004)
(Positioning on the internet)
(Position)
Evans, Moutinho Raalj (1996) (Positioning)

(Marketing mix)
(Image) (Value)



(Positioning on the

internet)
( igue Marketing Position Statement: UMPS)
(Cox &
Koelzer, 2004)
Wind Mahajan (2001)
(Simon & Schumann, 2001)
(Segmentation.)
(Target) (Positioning)
(Business type)
(Marketing mix)
7 (Business type on the internet)
3 (1)$ (Brick and
mortar)
(Cffline) (2) (Brick and

Click Click and mortar)

68
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{3) (Click and Click)

(Lynch et al., 2001)

2

(Electronic commerce: E-commerce)  Rowley (2001)

(Collaborate)
Cox Koelzer (2004)
3
(Business-to-Consumer Web Sites: B2C) (Business-to-
Business Web Sites: B2B) (Consumer-to-

Consumer Web Sited: C2C)

(Business-to-Consumer Web Sites: B2C)

(BanMvse et a., 2002)

Jelovcich (2001)
(Transaction)
(Awareness) (Brand Image)

(Providing customer service) (Lace, 2004)

? (Business-to-Business Web Sites. B2B)
Solomon (2004) (B2B website)

(Wwwv.siamcement.com)


http://www.siamcement.com

Jelovcich (2001)

(Transaction volume)

70

(Transaction amount)

{ (Logistics)

(Adam et al., 2002)

1). (Auction sites)

(E-Marketplaces -

(Niche)

Cox Koelzer (2004)

2).
B2B Exchange sites)

]

(Grunert & Ramus, 2005; Reibstei , 2001)

?

(W\wv.eBay.com)

(Consumer-to-Consumer Web Sited: C2C)

(Wong et al., 2005)
(Post)


http://www.eBay.com

(Business-to-Government: B2G)

( , 2544)

1)$ (Government-to-Government:
G2GJ 2)§ 1

(Government-to-Citizens: G2C)

(ICT)
3)8 (Government-to-Business: G2B)
(Holliday & Kwok, 2004)
(1) P
(Customer-to-Business: C2B)
(Cox Koelzer, 2004; wong et al., 2005) (2)# » 0%

(Peer-to-peer: P2P)

(Weblog) (Constantinides, 2004)

? ? (Marketing mix on the
internet)

! (Customer share)

(Market share)

(Product on the internet)
Zhang (2004)

( )



Mohammed étal. (2004)

(Product augmentation) ) : (Presales support)

) (Fulfillment options)

(Toll-free) c)m }

(Postsales support)

) n (Customer care)

(Product Design that assures product updates)

(Speed of development) (Product life cycle)
(Prosurmer) (
)
(Wind
& Mahajan, 2001)
?
Barua et a. (2001)
(Sharing) (Renting)
(Copying) (Mohammed et al., 2004)
Lindstorm Anderson (1997)
6

(Online)



I g
2:
3:
4:
5:
(Delivery)
6:
categories)
Kwak et al. (2002)
- (2).
25
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(The Computer Industry)

(The Travel Industry)

(The Entertainment Industry)

' (Gifts and Flowers)

(Food and Beverage)

lIApparel and other product

2 (1).
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Quadrant 3

(Chatting seivice)

25

Q1 * Q2

d Books Comouters

Music
. Education
* Travel
. internet
. Communication
* Electronics
Q 4 Entertainment

Low - information - High

:Kwek, H, Fox, R ., &Zinkhan, G M (2002). What products can be successfully
promoted and sold via the internet?. Journal of Advertising Research, 42(1),

p.36.
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(Price on the internet)

(Price variance)

(Chen & Chang, 2003; Simon & Schumann, 2001)

(Convenience)
(Customization) (Wind & Mahajan, 2001)

(Mohammed et al., 2004; ", 2546)

, (Pricing strategies)
Mohammed et al. (2004)
(Dynamic pricing strategies)
Simon Schumann
(2001)

) (New internet retail)



b)

pricing)

c)

76

(New internet buyer-led price offer/Customer-driven

(New internet bargaining)

(Classified ads)

(New internet seller-organized auctions)

ebay.com
pramool.com
e) (New internet buyer-organized auctions)
(New internet bid/Ask markets)
(Place)
?
(Distribution) ?
(Virtual

marketspace) (Barwise et al., 2002) ' A ?

/

' ' (Wind & Mahajan, 2001)



? (Promation on the internet)

( &Mshgjan, 2001)

(Public Relations)
Underhill (1999)

(Ashcroft, & Hoey, 2001)

1)
(E-malil releases)
2) (Publicity) '
(Newsietter)
(Ashcroft, & Hoey, 2001)
Janal (1995)
(Brand Image) ' '
(Positioning) (Branding)
(Cox & Koelzer, 2004) c

8



8

, 7 (Sales promotions)
Janal (1995)

(Free product samples)

(Constantinides, 2004)
(Software)
(0, 2004)

(Contests) 2

Zeff  Aronson (1999)

Dou et a. (2002)
(Export Promotion) ' 2 (1) /
(Government-sponsored promotions)
(2)

(Firm-initiated promotions)

? A 7 (Internet Advertising)
Free Traffic builders (FTBs)

Alliances affiliate
program (Kotler& Keller,
2006)



[

1) (E-mail advertising)
? (Virus marketing)
(Word of mouth)
(Arens, 2002)
(Spam)

(Hoffman, Novak & Peralta, 1999)

(Permission-
based email) (Harris & Cohen, 2003; Mohammed et al., 2004)
(Responsible e-mail)
(Arens, 2002)
(Martin et al., 2003; Rowley, & Slack, 2001)
2 Opt in
Optout
(Duncan, 2005)
2) | (Banner advertising)
Chandon et al., (2003)
(

, 2544: Shimp, 2000)



? ' Button ? (Icon)
(Arens, 2002)
2
(Donaher
& Mullarkey, 2003)
?  (Rowey, & Slack, 2001) ?
?  ad blockers (OGuinn et a., 2000)
?
2 2
-
(Donaher & Mullarkey, 2003) ?
? (Click-through rate: CTR)
?(Martin étal., 2003)

3 2 (Sponsorship on the internet)

Vanden Bergh Katz (1999) (Sponsorship
on the internet)

(Brand awareness) (Lace, 2004)
(Duncan, 2005)
G Belch M Belch (2004)
? 2 1) n (Regular

sponsorships)
2) $ (Content sponsorships)

(DInterstitial / Superstitial (Full-page ads/Larger
ads) (Pop up)



8l

G. Belch M. Belch (2004)

Pop-unders

(Banhise et al., 2002)

(2) Meta ads 1 (Keyword

Advertising)

(Search Engines)

3) (Classified ad websites)
(Web portal) (Mohammed et al., 2004)

(Search engine) (Arens, 2002)

(4) (Microsite)

(Kotler & Keller, 2006)
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I, (Decision model)
(Purchasing Behavior)
(Consumer decision making)
Assael (2004) (Consume! decision
making) 2 1

(Need recognition)
(Foxall, Goldsmith & Brown, 1998)

Assael (2004) 4 (
26) (Degree ofinvolvement in the purchase)
(High involvement) (Low involvement)

(Extern o f decision making)

(Decision making) (Habit)
(
2.6 (Four types of consumer behavior)
High Involvement Low involvement
Decision process Decision process
Decision Complex Decision Making Limited Decision Making
Making Hierarchy of effects Hierarchy of effects
Leam - Feel - Do Leam- Do - Feel
Theory Theory
Cognitive Learning Passive Learning
Decision process Decision process
Brand Loyalty Inertia
Habit Hierarchy of effects Hierarchy of effects
(Learn) - (Feel) - Do Leam - Do - (Feel)
Theory Theory
Instrumental Conditioning Classical Conditioning

- Assael, H (2004). Consumer behavior: A strategic approach. (8h ed.). New York,
NY: Houghton Mifflin, p. 100.
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} (Complex decision making
Extended problem solving)  buncan (2005)

Cognitive path

(High Involvement)

(Internal search)

(Bxternal search)

( 2.7) (Schiffman & Kanuk, 2004)

(Assael, 2004)

2.7 Cognitive path

The Cognitive Path

Recognize Search for Evaluation Make review
problem or > Information | choices ! buying decision
opportunity decision

: Duncan, T. (2005). Principles of advertising & IMC. (2nd ed.). New York, NY:
McGraw-Hill, p.152.

(Low Involvement)

[ (Limited Decision Making)

(Schiffman &

KanUk, 2004) Duncan (2005) Emotional path
(Feeling and emotion)
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2.8
(Assael, 2004)
2.8 Emotional path
The Emotional Path
: 7 771 A\ i o=
Recognize Evaluation } Make Review !
preblem _Or | choices [~ ] buying i | dacision |
opportunity L_deCiSig_f:'M___ui L____‘_m__;f i
|
: Duncan, T. (2005). principles of advertising & IMC. (2nd ed.). New York, NY:
McGraw-Hill, p. 155.
Duncan (2005) 2
4 (Brand Loyalty)
(Inertig) 2 (Habitual decision
model) 29

Assael (2004) 2
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(High Involverment)

(Brand Loyalty)

(Financial Risk)
(Performance Risk)

(Assael, 2004)

. (Low Involvement)

(Inertia) 1 Spurious loyalty ' '
(Routinized basis)
(Assael, 2004)
29 Habit / Repeat path
=
The Habit / Repeat Path
or opportunity deC|S|on deCiSion
: Duncan, T. (2005). principles of advertising & IMC. (2nd ed.). New York, NY:
McGraw-Hill, p. 151
( 2.10)
(1) (Problem identification) (2) ] (Information
search) (3) (Alternative evaluation) (4) (Purchase decision)

(5) (Postpurchase decision)
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2.10

Problem recognition

Information search

Evaluation of alternatives

Purchase decision

Postpurchase behavior

. Solomon, MR (2(1)4) Consumer behavior: Buying, having and being

(6th ed.). Upper Saddle River, NJ. Prentice-Hall, p. 293.

Hawkins et al. (2004)
3 1)Extended Problem Solving
(EPS) (Complex
Decision Making)

2)Limited Problem Solving (LPS)
(Limted Decision Making)
3)Habitual Decision Making (RRB)
(Brand loyalty)
(Inertia) 3
( 2.11)
Hawkins et al. (2004), Assael (2004) Duncan (2005)



(Involverment and Types of Decision Making)

Low-Involvement Purchase High-Involvement Purchase
Nominal decision making Limited decision making Extended decision making
Problem recognition Problem recognition Problem recognition
Selective Generic Generic
Information search Information search Information search
Limited internal Intemnal Internal
Limited internal Limited internal
Alternative evaluation Alternative evaluation
Few attributes Many attributes
Simple decision rules Complex decision rules
Few alternatives Many alternatives
v L3 :
Purchase Purchase Purchase :
; | |
. y
Postpurchase Poslpurenase Postpurchase
No dissonance No dissonance Dissonance
Very limited Limited evaiuation Complex evaiuaticn
Evaluation
: Ha\/\,kins, . L, Best, R, J., &Ooney, K, A (2(1)4) Consumer behavior: Building

marketing strategy. (gth ed) NG\NYOﬂ(, NY: McGravv—HiII/irwin, p.502.

L7 (Problem Recognition)
Solomon (2004)
' (Desired state) (Current situation)
(Need recognition)
(Problems)
(Solutions) 3

)Y
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$ (Self-concept)
( , 2542)
212
2 (1) (Actual state) '
(2) (Ideal
state) (Opportunity recognition)
(Better quality product)
212 (Problem recognition)
Ideal
Ideal State A Ideal
ml
Actual State Actual
Actual
No Problem Opportunity Recognition

Need Recognition

. Solomon, MR (2(])4) Consumer behavior: Buying, having and being (6th ed)
Upper Saddle River, NJ. Prentice-Hall, p 297.

(Primary demand)

7) (Secondary demand)
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(Solomon, 2004)
? ? (Input variables for need recognitio )
Assael (2004)
1) $ (Consumer past experiences)
(Buying situation) (Type of online
consumers) (Client’s intention to visit the site)
(Constantinioes, 2004)
2) (Consumer characteristics)
CRV
3) ' (Consumer motives)
4) 1 (Environmental influences)

5) (Past marketing stimuli)



(Hierarchy of needs)
Maslow (as cited in Assael, 2004)
(Self-directed)

(Outer-directed)

(Basic needs)
2.13 5 Maslow
(1) (Physiological)
(2) (Safety)
(3) (Social)
(4) (Esteem)
(5) (Self-actualization)
(Self-fulfillment)

Assael (2004) 2

(Utilitarian needs)

(Rational)

2) (Hedonic needs)

1)

90
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213 Maslow (Maslow's Need hierarchy)

Fulfilment needs
Self actualization

Flow experiences

Self-esteem development needs

Other directed Self-directed

Status - Self-developmen
Respect recognition Growth

- Achievement - Control comoetenc

Relationship needs

Other directed Self-directed

- Reduced anxiety about other - Give love, affection

Affiliate

Safety needs
Other directed Self-directed

- Reduced anxiety - Security

Predict and explain the world \

Physiological needs
Other directed Intemailly oriented

Escape, excitement, curiosity = Sexealing drinking
Arousal, external excitement, - Relaxation

stimulation

: Gonzalez, A, M, & Bello, L (2002). The construct “lifestyle” in market
segmentation: The behaviour of tourist consumers. European Journal of
Marketing 35(1), p54

(Information search)

(Information search)

(Solomon, 2004)

(Antonides & Fred van Raaij, 1998)



(Information overload)
(Assael, 2004)

Vanden Bergh

interest/involverment)

(M otivations)

Katz (1999)
(Routinized response)
(Little
(Prepurchase search)
(Schiffman & Kanuk, 2004)
(Neal étal., 2001)

(Ability) (Hoyer& Macinnis, 2001)

(Motivation to information gathering)

Hoyer Maclnnis (2001)

(Involvement and perceived risk)

] )

(Higher situational involverment)

92



(Perceived risk) Mowen Minor (1998)

(Kuhlmeier& Knight, 2005)
(Unsatisfactory)
(Neal et al., 2001)

(Solomon, 2004)

(1) (Monetary/Financial risk)

(2) - (Functional/Performance risk)
(3)

(Physical risk)
4)

(Social risk)

(5) (Psychological risk)

Antonides Fred van Raaij (1998)

1
(Barua et al., 2001)

2: 'V) ' (Perceived costs and benefits)
(Time) (Effort)

(Inconvenience) (Money)



94

(Nelmapius,
Boshoff, Calitz & Klemz, 2005)

3 (Consideration set)

4 1 (Relative brand uncertainty)
b: (Attitude toward search)

6. (Discrepancy of information)

(Ability to information gathering)
Hoyer Maclnnis (2001)
3
L (Customer knowledge)

(Complex knowledge).

2. (Cognitive abilities)

3. (Demographics)
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(Information resources)
Belch G. Belch M. (2004)

1) - 12y  (Personal sources)
(2) (Marketer-controlled/commercial sources)
(3) / (Public sources)
(4) (Personal experiences)
Assael (2004)
2 T (Personal and non personal)
(Marketer-controlled and Non-marketer-controlled)
2.14
2.14 (Sources of information)
Personal Nonpersonal
Salespeople «  Media advertising
Marketer-controlled . Telemarketing * In-store displays
» Trade shows * Sales promotion
E-mail . Packaging
Internet advertising
*  Word of mouth *  Publicity
Professional advices * Neutral sources (e.g.
Non-marketer-controlled . Experience from Consumer reports)
consumption . Intermediaries e.g.
Chatrooms Website

: Assael, H. (2004). Consumer behavior: A strategic approach. (8h ed.).

New York, NY: Houghton Mifflin, p. 188.

(Salespeople)
(Telemarketing) (Trade shows) (E-mail)

y (Word of

mouth) (Professional advices)
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(Experience from consumption) (McColl- Kennedy & Fetter, 1999)

(Chatrooms) ' ,

y

Xmn (Media advertising) (In-Store

displays) (Sales promotion)

Fred van Raaij, 1998)
y
(Neutral sources)
(Informediaries)

(Hoyer & Maclnnis, 2001)

(Packaging)

(Internet advertising)

(Antonides &

(Publicity)

(Consumer reports)

(Assael, 2004)

(Conditions for information search)

(Assael, 2004)

? ? (Type of information search)

Hoffman Novak (1996)

(Goal-directed behavior)

]

(Experiential)
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(Opinion leader)

Solomon (20004) (1) '
(Internal versus External Search) (2)
(Deliberate versus Accidental Search) (3) (The
Economics of information)  (4). (Variety Seeking)
L (Internal versus External
Search) X (Internal search)

(External search) (Antonides & Fred van Raai,

1998)
(Symbolic items)
Hoyer Maclnnis (2001) (External search)
2
(Prepurchase search)
(Mowen &
Minor, 1998) (Ongoing search)
(Neal et
al., 2001) (Product class)
2. (Deliberate versus

Accidental Search) (Deliberate search)
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(Direct learning)
Assael (2004)

(Search engine)

(Accidental search  Passive acquisition of
information)

(Incidental learning) (Solomon, 2004) Assael

(2004)

(Link)

3 (The Economics of information) solomon
(2004) (Economics of information)

4 (Variety Seeking)

(Hedonic)

(Dholakia & Bagozzi, 2001)

3, (Evaluation of alternatives)

1, (Evoked
set/Consideration set:  Neal étal. (2001)

(Top of mind) (Schiffman & Kanuk, 2004;
Solomon, 2004) ' 1
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(Consideration
set) Inept set (Unacceptable)
(Unworthy) (Dislike)
(Inferior) Inert set

(Indifferent)

? (Consideration set process)

Antonides Fred van Raaij (1998)

2.15
? ' (Awareness set)
(Evoked set)
? (Evaluative criteria)
Neal étal. (2001) (Evaluation criteria)
(Features) (Characteristics)

(Arens, 2002)

( )

(Consequences) Peter Olson (2005) 2
] (Functional consequences)

(Psychological
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consequences)
2.15 (Categories of Decision
Alternatives)
All Potential alternatives
(Brands. Products®
| i
Awareness set  memory Unawareness set
Alternatives the consumer is aware of Alternatives the consumer does not know
| N A
Evoked set Inert set Consideration set
Alternatives given consideration Backup altematives Avoided alternatives
............................ '
Specific alternative Alternative considered,
purchase but not purchase
. Hawkins, ., L. Best, R, J, & Coney, K, A (2004). Consumer benavior; Building

marketing strategy. (oth ed.). New York, NY: McGraw-Hill/lrwin, p.529.

(Decision rules)
Solomon (2004)

(Noncompensatory)

(Compensatory)

'L (Noncompensatory decision rules)



L1 Lexicographic rule

2 1
1.2 Eliminate-by-aspects rule
(Cutoffs)
Lexicographic
13 Conjunctive rule
(Performance standards)
1 (Cutoff)

(Schiffman & Kanuk,

2004)

(Antonides & Fred van Raaij 1998)

14 Disjunctive rule

(Performance standards) Conjunctive

(Antonides & Fred van Raaij 1998)
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(Compensatory decision rules)

2.1, (Simple additive rule)

(Consideration set)

22, (Weighted additive rule)

(Schiffman & Kanuk, 2004)

Bib

(Hawkins et al., 2004)

Schiffman Kanuk (2004)
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4, (Purchase Behavior)

G. Belch M. Belch (2004)
(Preference)
(Maximum expected satisfaction)

(Intention to buy) (Purchase decision)

(Assael, 2004)

Ajzen’s theory (as cited in Grunert & Ramus, 2005)

(Intention) 3 1). (Attitude
toward the action) Athiyaman
(2002)
2). (Social norm with regard to the action)
1
3).

(Perceived control)

( 2.16)

Peter Olson (2005)
(Time)
(How)
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2.16 (The theory of planned behaviour)
Outcomes believes . Attitude
Normative believes |  Subjective norm »| Intention »| Behaviour
Control believes | Perceived control

: Grunert, K., G., & Ramus, K (2005). Consumers' willingness to buy food through

the internet: A review of the literature and a model for future research. British Food

Journal, 107(G), p.391.

Assael (2004) (Purchase)
(Product Choice)

(Fully Planed Purchase)

(Partially Planed Purchase)
1 - - (Unplanned Purchase  Impulse
buying)

Chandon et al. (2003)

Antonides Fred van Raaij (1998)
(Impulse buying) 4 (PUI’G
Impulse)
11



(Suggestion)

! (Planned
Impulse) (Reminder)
(Shopping orientation)
(Underhill,
1999)
? ? (Shopping Orientation)
Stone (1954) (as cited in Vijayasarathy, 2003) 4
(Shopping Orientation)
(1) (Economic Shopper)
(2) (Personalizing Shopper)

(3) $ (Ethical Shopper)

105



Vijayasarathy (2003)

106

(Apathetic Shopper)

)

(Recreational Shopper)

(Virtual Activities)

2) (In-Home Shopping)
(Convenience) (Price-

oriented)

(Mail-order catalog)

3]
(Mall Shopping)

Neal étal. (2001)

(Situations) (Product categories)
7

(Shopping)

(Inactive shoppers)

(outdoor)



2. (Active shoppers)

(Do-it-yourself)

3 ]  (Service shoppers)

4 (Tradiitional shoppers)

(Do-it-yourself)

) (Dedicated
fringe shoppers)

6. (Price shoppers)

? (Transition shoppers)
Solomon (2004)
(Product category) (Stores type)

(Culture) (Gender)
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2.17 Vijayasarathy (2003) ?

{  (Economic Shopper)

2.17

Product Type

Shopping Orientation Intention to shop

// using the internet

. Vijayasarathy, L, R (2003). Shopping orientations, product types and

Demographics

internet shopping intentions. EIectronic Market, 13q), p.69.

5. ? ' ' (Postpurchase eva”ation]
Schiffman Kanuk, (2004)
Neal et al. (2001)
: (Degree of commitment)
(Importance) (Difficulty)
(Anxiety)

3 1)
(Neutral feeling) (2) (Positive
feeling/Satisfaction) (3)
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(Negative feeling/Dissatisfaction)

2
(Utilitarian)
' (Hedonic)
(Assael, 2004)
Solomon (2004) (Affect from Decision
Making)
(O'Guinn et al., 2000) Schiffman Kanuk (2004)
(Feedback)
(Assael, 2004)
(Cognitive

dissonance) Postpurchase dissonance (arens, 2002)

(Duncan, 2005; Mowen & Minor, 1998)  Neal et al. (2001)
(Habitual decision making)

(Limited decision making)

(Dissonance)



no

(Security)

(Ease of
use)
(Relationship between website and customer)
(Follow-through)
(Assael, 2004)
5
(Involvement) (Lifestyle) (Sherif's Theory
of Social Judgment) (Elaboration

Likelihood Model: ELM)
7 (Consumer involvement)

(Involvement)

(Mowen & Minor, 1998)

(Involvement Level)
Blythe (1997) 2

(Means-end knowledge)

(End goals)



2
involvement 2) Medium Involvement 3) Low involvement
1 (High Involvement)
(Blythe, 1997)
2 (Medium Involvement)
(Switch Brand)
3. (Low involvement)
2005)
? (Types of cor*mer involvement)

Mowen Minor (1998)

1) High

(Duncan, 2005)

(Duncan,



1 (Situational involvement)

2. (Enduring Involvement)

3. (Involvement responses)

Dahlen, Rasch Rosengren (2003)
2 (Functional)

(Expressive)

1 n

(Functional products)
' (Think Product)" 1" ' - (Functional)

(Inherent product features)

1 (Expressive products)
(Feel product)» "
(Auto-expressive products)”

n



2

(Theory of social judgment)

(Theory of social judgment)

(Social psychology)
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Shérif, Shefir & Nebergall (1964, as cited in Assael, 2004)

(Latitude of acceptance) (Latitude of rejection)

(Latitude of noncommitment)

2.18

2.18

High

Latitude of

Acceptance

Low

judgment theory applied to consumer behavior)

Level of information processing

High
Fewer
attributes Low Involverment
used to
evaluate High Involvement
more

brands 1

More attribute used to evaluate fewer brands

(Social

: Assael, H. (2004). Consumer behavior: A strategic approach. (8h ed.). New York,

NY: Houghton Mifflin, p.107.
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(Elaboration Likelihood Models: ELM)

? (Elaboration Likelihood Models: ELM)
Solomon (2004) Elaboration likelihood model (ELM)

.3 (1)
(Message-processing involvement)

2)
(Argument strength)

(Source characteristics)

| (Central route)

(Peripheral route)

| (Central route)

(Core message)

(Cognitive response)

(Peripheral route)
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(Supporting argument)
(Counterargument)

(Assael, 2004)

7 (Internet users)

(Aldridge et al., 1997)

(Herbig & Hale, 1997)

? ?  (Internet Web Usage Purpose)
Korgaonkar Wolin (1999) 2

1 (Business Purpose web usage)
(Filo & Funk,
2005)
(Chakrabortyétal., 2003)

Dou (2004)

2. ) (Personal web usage)
(Social) (Ferle et al.,
2000; Park & Jun, 2003) (Virtual communities)
(Recreational)

(Stafford, M., Stafford, T., 2000)
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? (Internet users)

Zeff Anderson (1999) Korgaonkar

Wolin (1999)

] 1

Donthu Garcia (1999)

(Male) (Young) (Well-educated)  $

(Highly Income)

Rodgers Harris (2003)

»
(Phillip & Suri, 2004)
(2545)
(2543)

1 (2544)



(Brackett & Carr, 2001)

Teo (1998)

(Non-IT Personnel)

(2544)

Markus Soh (2002)

, 2545)

(IT personnel)
(Students)

(Browsing)

3

(Messaging)
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(Opinion leaders)

1

Korgaonkar Wolin (1999)

(Transaction and Nontransactional based security and
privacy concerns)

(Berghel, 1997; Markus & Soh, 2002)

(Dou, et al., 2002)

Dou (2004)
Forcht ex
(1996) 3 (1) (Data integrity)
(2) (Confidentiality of data)
) fi
(Authenticity)

(Aldridge et al., 1997)
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(Janal, 1995)

Paul (1996)
(Hackers) (Firewall) (Forcht & Wex,
1996) , - (Encrypt-Decrypt)
SSL
(Secure Socket Layer)
1 SET
(Secure Electronic Transactions) SsL
(Certification Authority: CA)
Private key Public key
( , 2542; ,2546)
( , 2547)
2. 1 (Economic motivation)

(Bricks and Mortars)
(Constantinides, 2004; Underhill,

1999)

1 (2545)

(Price sensitive)



2004)

3. (Attitude toward Internet)
(Attitude toward Advertisements)

(Chen & Wells, 1999)

Padwardhan (2001)

(2543)

(2547)

(Cho & Chen,

(True)



256/128 Kbps.

(2545)
4 (Demographics) (2002)
f
(Gehrt & Yan,
2004) Chiu etal. (2005) 1
(Emotional)
(Park & , 2003)
b ) (Personality Variables)
(Jones & Vijayasarathy, 1998)
, 1 A (Opinion Leader)
(Risk Averseness)
Donthu Garcia (1999)
1 (Convenience Seeker)
$ (More innovative) (Less risk averse)
(More impulsive) (Promotions)

(Variety Seeker) (Less Price and Brand



Conscious)

122

Rowley Slack (2001) 1 I,

(Switcher)

6. (Physically touch)
(Examine products)
(Park& Kim, 2003)

(Karakaya, 2001; Barua et al.,

2001)
(Warden. Lai & ,2002)
? (Innovation)
Rogers (1983)
?j 2
(Relative advantage)
)

(Complexity)

Solomon (2004) \
innovations)

2004)

(Rodgers & Chen, 2002)

(Diffusion of

(Adopting innovation)
(Solomon,

Schiffman Kanuk (2004)
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219

2.19 (Adopting innovation)

Adopting Innovation

25% 13.5% 34 % 34 % 16%

Introduction Early adopters Early majority Lal8-majority Laggands

Life cycle

A 4

: Solomon, M. R (2004). Consumer behavior: Buying, having and being

(6th ed.). Upper Saddle River, NJ: Prentice-Hall, p. 568.

Rogers (1995) 5
L (Innovators: Venturesome)
(Self-reliant) (Experts) (Press)
(Peers)
2. (Early adopters: Respect)

(Opinion leaders)  * y
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3. (Early majority: Deliberate)

(Low involvement)

4, (Late majority: Skeptical)

(Peer opinion) (Economic necessity)

(Word of mouth)

b. (Laggards: Traditional) ' 1

Cltrin, sprott, Silverman Stem (2000)
2
(Open-processing innovativeness)
' (Domain-specific
innovativeness)

(Internet Experience)

Yoo Stout (2001)



(E-mail) (Web Browser)

2.20
(Innovativeness) (Internet usage)

(Internet shopping)

(Cltrin, sprott, Silverman & Stem, 2000)

2.20

i

~/ Intemet

Intemet \\

Usage

Shopping

Innovativeness

: Cltrin, A, V., Sprott, ., E, Silverman, ., N, & Stemjr., ., E (2000). Adoption of
internet shopping: The role of consumer innovativeness. [Ndustrial Management &
Data Systems, 100(7), p.295.

(Internet

nonshoppers) (Havlena & Graham, 2004) Constantinides (2004)

(Hong & Poindexter, 2001; Yun, 2001)



126

4.26 231 . 1

, 2545) 5.58
244  ( 12544)
1-2 (
, 2544; , 2545)
17.00 - 24.00 . ( , 2545)
(2544) 20.01 -24.00 .
3
(Internet Service Provider) ( , 2545)

2544; , 2543)



(Virtual communities)

(hotmail.com)

, 2544)

(2546)
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