Demby (1989)
(Psychographics) (Psychological
Factors) (Sociological Factors)
" (Anthropological Factors)
(Lifestyle)
1 (Consumer Behavior)
(Behavioral Sciences)
2. (Anthropology)
3. (Sociology)
4, (Psychology)
b. (Psychographics)
(Lifestyle)
6.
(Consumer Behavior) (Behavioral
Sciences)
(Consumer Orientation)

(  2540)



(Consumer Behavior)

(Schiffman & Kanuk, 1997) Antonides & Raaij (1998)

(Wilkie, 1994, cited in statu997)

(Kalasa, 1969)
(Behavioral Sciences)
(Economics) (History) (Political Sciences)

(Social Sciences)
21



feaAnAand

(Social Sciences)

10

A gAans Uszinaran Amanen HYysEIng) dapaningn fgaanf
(Economics) (History) (Psychology) (Anthropology) (Sociology) (Palitical Sciences)
noAnsTuANANT

Behavioral Sciences)

l

NOANTTI

(Human Behavior)

Y

woAnssugiilng

Consumer Behavior)

21
.(2540). .2

Kolasa,

B. J. (1969). Introduction to Behavioral Science for Business. New Delhi. India:

Wiley Eastern Private Limited, p.12-16.

21

Demby (1989)

(Psychograhics)

Hawkins, Best Coney (1998)

2.2




useaslanmsuan
(External Influences)
AMUSIIH (Culture)

IMIUFITULDY (Subculture)

n§uB1981 (References Groups)

ATDUATI (Family)

AN sEang(Demographics)

AUz NAIANNAIAN (Social Status)

AN?IUN1INTIAAA (Marketing Acitivities)

S TETTTLTTERY ~

usegelaanmeluy

(Internal Influences)
A 1A INMsFuf (Perception)

n3Fuuf (Leamning)
n173n31 (Memory)
393913 (Motives)

YARNNMN (Personality)
21910 (Emotions)

YAUAR (Attitudes)

UszaunisniuazRagiaiu

AMuAANEITUANBIATULILNIANTINTIR

(Self-Concept and Lifestyle)

(Experiences and Acquisitions)

ATNATTURATAINABINNT

(Needs and Desires)

Uszaunsapardanlaiu

(Experiencedland Acquisitions)

< L\
ADTUNITURA 9 (Situations)
n1smsEwintatiymy (Problem Recognition)

m?mﬁﬁqa (Information Search)

msUssfiunna@an (Alternative Evaluation and Selection)

o X
NILUAMUNIINRINTTDD (Post purchase Process)

22

: Hawkins, .I, Best R. J. & Coney, K. A. (1998). Consumer Behavior: Building

Marketing strategy (7hed.). Boston, MA: McGraw-Hill. p. 3.

2.2



(Anthropology)

(Anthropology)

( Anthropology)

(Patterns of Behavior)

(Kolasa,1969)

(Hawkins et al.,1998 )

(Culture)

& Sheth, 1969, cited in Chisnall, 1995)

12

(Lifestyle)

(Howard



(Soloman, 1999)

Schiffman  Kanuk (1997)

(White, 1949,

Malhotra.1993, cited in Hawkins et al, 1998)

Activities)

(Statu 997)

2485

(Culture)

, 2540)

(MaCort &

(Leisure

13



(Pattern of Learned Behavior)

(Shared by Members of Society)
among the Members of Saciety)
(Culture is Adaptive)
is Integrative)

Behavior) ( 1 14 , 2540)

(Norms)

(Folkways)

(Institutions)

(Values)

14

(Transmitted
(Culture is Gratifying)
(Culture

(Ideal Form of

(Material Culture)

(Nonmaterial Culture)

(Hawkins et al., 1998)

(Moral)

(Chisnall.1995)

(Cultural Values)



(Statt.1997)
(Hawkins et al., 1998)

et al., 1998)
1

11
/Collective)

12
(Extended/Limited Family)

1.3

1.4

1.5

(Competitive/Cooperative)

15

1
1
4,
- 2540)
3 (Hawkins
(Other-Oriented Values)
( dividual
(Adult/Child)

(Masculine/Feminine)

1.6 (Youth/Age)
2. (Environment-Oriented Values)
21 (Cleanliness)
2.2
(Performance/Status)
2.3

(Tradition/Change)



Fatalistic)

24
2.5

2.6

31
3.2
3.3
3.4

16

(Risk Taking/Security)

(Problem Solving/

(Nature)
(Self-Oriented Values)
(Active/Passive)
(Material/Nonmaterial)
(Hard work/Leisure)

(Immediate

Gratification/ Postponed Gratification)

Abstinence)

35

3.6

(Sensual Cratification/

(Humor/Serious)

, 2541)



1

7.
8.
9.
| -
. )
12.
13.
14.
Antonides Raaij (1998)
2.3
AMIENUATUITIAE U (Values and Norms)
AMNAUlA (Interests)
AMNAUlANIBANAAIU (Opinions)
WOANTTN UTB NANIITUTINN (Behaviors or Activities)
2.3

:Antonides, G. &van Raaij, . F. (1998). Consumer Behaviour : A European
Perspective. Chichester: John Wiley & Sons, p. 377.




2.3

2.2)

(Ethnic Subcultures) (Asian-American)
(Religious Subcultures)
(Age-Based Subcultures) Baby Boom Generation X

(Sex as a Subcultures) (Schiffman & Kanuk, 1997)

(Broverman,
Vogel, Clarkson, & Rosenterantz,1972, cited in Schiffman & Kanuk,1997)

4 (Stay-a-home Housewives)
(Plan-to-work Working Women)
(Just-a-job Working Women)

(Career-oriented Working Women)

(Direct Mail) (Barry, Gilly, & Doran, 1985, cited in Schiffman & Kanuk,
1997)



19

(Sociology)

(Sociology) ?  (Lifestyle)

(Sociology) "

(Kolasa,1969)

(Alpert, 963, cited in Kolasa,
1969)

(Marketing Activities)
(Communication within Groups)
(Word-of-Mouth) (Opinion
Leadership)  Hawkins et al., (1998)

(Households)

(Hawkins et al.,1998) 3



1 (Nuclear FamilyHS

(Hawkins, et al.,1998)

( , 2540)
2. (Extended Family)
3. (Nonfamily Household)
. .1995
30%

al.,1998)

(Hawkins et

20



UOfIISTWH ®tni* e
tmnoiJWO 08

, 2540)
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(Group)
(Reference Group)
(Antonides & Raaij, 1998)
(Hawkins et al., 1998)
(Schiffman & Kanuk,
1997) (Information

Influences)

(Utilitarian Influence)

(Identification Influence)

(Bearden, Netemeyer, &

Teel, 1989, cited in Hawkins et al., 1998)

(Opinion Learder)



23

(Rogers, 1983, cited in Solomon, 1994)

(Feick, Price, & Higie, 1986, cited in Hawkins et al.,
1998)

(Demographics)

Hawkins et al.(1998)



(Social Stratification)

(Statt, 1997)
(Objective Criteria)
(Subjective Criteria)
1
( , 2540)
(Sociology™
(Lifestyle)
(Psychological Approach)
(Psychology) (Lifestyle)
(Psychology)

(Central Control Unit)
(Memory)
(Thinking and
Behaving) ( , 2540)

2



25

(Self Concept)
(Perception)
(Learning) (Memory) (Motivation) (Personality
Characteristics) (Emotions) (Attitudes) (Hawkins et al., 1998)
(Perception)
(Stimuli)
(Exposure) (Selection) (Perceptual
Defense) (Perception Blocking)
(Perceptual Image)
(Brand Loyalty) (Well-known Brand)
(Most Expensive Brand) (Guarantee)

(Schiffman & Kanuk, 1997)



26

(Learning and Memory)

(High-Involvement) (Cognitive)

(Low-Involvement)

(Brand Image) (Brand loyalty)

(Motives) (Personality)
(Emotion) (Hawkins et al., 1998)

(motives)
Maslow
(Psysiological Needs)
(Safety Needs)
(Social Needs)
(Esteem Needs)
(Self-actualization)
(Schiffman & Kanuk, 1997) (Personality)

(Hawkins et al., 1998)



1 (Psychoanalytic Theory)

3 Id Ego  Superego Id

Superego

Superego  (Schiffman & Kanuk, 1997) Ego

(Ego Defense) (Hawkins et al., 1998)

(Depth Interviews)

(Project Technique)

(Gunter & Furnham, 1992)

2, (Trait Theory)
(Guilford, 1959, cited in Schiffman & Kanuk, 1997)

21



( Consumer Innovativeness) (Consumer
Susceptibility to Interpersonsal Influence) (Consumer
Materialism) , (Consumer
Ethnocentrism)

(Schiffman & Kanuk, 1997)
(Gunter & Furnham, 1992)

3 (Self-Image ' Self-Concept)
(Self Concept)
(Object)
(Self Concept)
(Hawkins et al.,1998, p. 430)

28

(One or Multiple Selves)
(The Makeup of the Self-Image) (Extended Self)
(Schiffman & Kanuk, 1997)
(One or Multiple Selves)
(Markus & Nurius,

1986, cited in Schiffman & Kanuk, 1997)

(The Makeup of the Self-Image)

(Schiffman & Kanuk, 1997) 5

(Sirgy, 1992, cited in Schiffman & Kanuk, 1997)
31 (Real Self)



32

33
()

34

(

35
(attitudes)

Aronson,Wilson, &Akert,1997)
Hawkins et al., 1998)

(Ideal Self)
(Social Self)
(Ideal Social Self)

(Expected Self)

(Schiffman & Kanuk, 1997)

(Hawkins et al., 1998)

(Eagly & Chaiken, 1993; Olson &Zanna,1993, cited in

4 (Katz,1960, cited in
(Knowledge Function)

(Value-Expressive Function)

Function)

(Utilitarian



30

(Ego-Defensive Function)

(Psychographics)
(Lifestyle)

Psychographics Demographic  Psychology Psychographic

Demby .. 1965 (Demby, 1994)
(Psychographics) (Psychological Factors)
(Sociological Factors) (Anthropological Factors)

(Demby,1974, cited in Piirto, 1992)

(Lifestyle)
(Focus Group) (In-Depth Interview)
(Psychographics) 3 (Demby, 1974
Lcited in Piirto, 1992)
1 (Behavior Sciences)
2
(Socioeconomic)
(Use/Nonuse Analyses)

3



Approach)

1974) 2)

(Interests)

3

(Hawkins et al.,1998)

(Situation-Specific

(General Approach) (Barrie & Furnham, 1992)

)
(Activities)
(Opinions) AIO (Plummer,
(Values and Lifestyles)



R

VALS  VALS?2 3) (List of Values)
LOV
AlO

(Personality )

(Lazer, 1963, cited in Gunter & Furnham, 1992)

(Activities  Behaviors)

(Interests) (Opinions)
300
(Demby,1974, cited in Piirto, 1992)
Lazer (1963) i
24

AIANUATIMUSFTIN (Culture and Society)

|

AINAIAIILATATENTRINGHUAaTTAlANYAAA (Group and Individual Expectations and Values)

AflanuazgluuunsAnTiugIn (Lifestyle Patterns and Values)

|

L3
WNANTINNITT8AUAN (Purchase Decision)

N1TABLAUBINIINIAAINTBILLFINA (Market Reaction of Consumers)

24 (Lazer's Lifestyle Hierarchy)
: Gunter, B. & Furnham, A.(1992). Consumer Profiles: An introduction to
psychoaraphic, London: Routledge, Chapman and Hall. p. 3b.
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2.4 (Lifestyle)
(Mental) (Attitudes) (Beliefs) (Opinions)
(Personality) ' (Schiffman &
Kanuk, 1997) (Antonides & Raaij, 1998 )
(Self Concept)
(Hawkins et
al,, 1998) (Kotler, 1997)
(Michman, 1992)
(Measurement of Lifestyle)
1
(Activities) (Interests) (OpinionsA
(Antonides & Raaij,1998)
(Acitivities)

(Interests)



(Opinions)
(Lifestyle) ~ AlOs Statements
Joseph T. Plummer (1974) 2.5
panzsa(Acivites SR A0 sl (Interests) SR Aa1 AR (Opinions
(Work) (Family) (Themselves)
(Hobbies) (Home) (" ocial Issues)
( ocial Events)  (Work) (Politics)
(Vacations) (Community) (Business)
(Entertainment) (Recreation) (Economic)
(Club Membership) (Fashion) (Education)
(community) (Food) [ (Products)
(Shopping) (Media) (Future)
(Sports) (Achievements) (Culture)
2.5

- Plummer, J. T.(1974) cited in Gunter, B. & Furnham. A. (1992). Consumer Profiles:
An introduction to psychographic. London: Routledge, Chapman and Hall. p.66.



2.5
(Lifestyle Segmentation)
(Activities) (Interests)
(Opinions)
(Self Concept)
' Wells  Tigert (1971)
300 (
) Likert Scales
5 ’
W 1
I VALS
(Value and Lifestyles System : VALS)
Mitchell (1983 Lcited in Gunter & Furnham,1992) SRI
California
Maslow (1954) Riesman,
Glazer,  Denny (1950) VALS
9
2.6

X4G%2 4411

3



3

NEHUANHA

(Integrated) 2%

J v M - -~
ngliANAATYudn
ocial Conscious) 12%

nfulszauAINATA

(Achievers) 20%

nguesuMIzaunITl

P (Experientials) 5%
NUTIAIUINILNN

(Emulators) 10%

' - -~
Uszumauladadiain NEUNAIAILDY TEUMEARILDY
n1euen (Outer-Directed) (-AM-Me's) 3% \{umdn(Inner-Directed)
ngsimINdIAN
(Belongers) 38%
NHAUDINAU

(Sustainers) 7% .
URHANAUAINAINANTY

(Need-Driven)
nfudeslonia

(Survivors) 4%

2.6
9 (VAL
: Mitchell. (1983). Gunter, B. &Furnham. A (1992). Consumer Profiles: An
Introduction to psychoaraphic, London: Routledge, Chapman and Hall. p. 72,

2.0
Mitchell 4
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1 ? (Need-
Driven)
2
(Survivors) (Sustainers)
(Survivors)
4%
(Sustainers)
%
2. (Outer-Directed)
iy
3 (Belongers)
(Emulators) (Achievers)
(Belongers)
40%

(Emulators)

8%



3

(Achievers)
(Materialistic Values)
20%
3 ? ( er-Directed)
Outer-Directed
3
l-am-me’s) 1 (Experientials)
(
(Societally Conscious)
(I-am-me’s) 20
(Narcissistic) (Exhibitionists)
3%
(Experientials) 26
6%
(Societally Conscious)
30 ' 11%
4, (Integrated lifestyle)

(Outer-Directed Acheivers)
(Inner-Directed Societally Conscious)
40 '



2%

Mitchell (1983)

VALS

Miniard, 1993) )

VALS 2 (Gunter & Furnham,1992)

2.1 3R
i,

(Self-Oriented)

(Status-Oriented)

Oriented)

(Resources)

3

(VALS)

VALS
VALS
(Engel, Blackwell &
VALS

., 1989 SR

VALS?
42

, (Self Orientations)
VALS 2

2.1

(Principle-Oriented)

3, (Action-

VALS 2



VALS 2

& Kanuk, 1997; Piirto, 1992)

' »
nguaaLInNdIAN

(Actualizers)

MANNIg

(Principle)

NENABING
Uszauau

aFaluTim

G o Y
NENEANY

(Believers)

40

(Hawkins et al., 1998; Schilffman

(Abundant Resources)

AN
(Status)
NEHIAN
NUYINTLIU

(Achievers)

1 -
NEUTIAIM
ATglTRbY]

(Strivers)

2.1

N1 TN

IAction)

nguiisraunisal

(Experiencers)

ngugUjIRN"g

(Makers)

nguAndAu

(Strugglers)

. SRI International (1994), cited in Hawkins,
Consumer Behavior: Building Marketing strategy (7hed.). Boston, MA: McGraw-

Hill. p. 439,

Y

(Minimal Resources)

VALS 2
.|, Best R J. &Coney, K A (1998).



(Actualizes)

(Principle Oriented)

(Principle Oriented)

(Believers)

(Fulfille)

(Fulfilled

(Believers)

4



(Achievers) (Strivers)
(Status Oriented)

(Achievers)

(Strivers)

(Image Concious)

Fast Food
(Experiences) ] (Makers)
(Action Oriented)
(Experiences)
Fast Food

Rock

42



(Makers)
Outdoor
(Smugglers)
(Fulfilled)
(Actualizes)
(Innovative)
(Experiental™ (Thriving on risk)

( predictable)

(Believes)
(Strives) (Experiences)

VALS 2

(Actualizes)

(Experiences)

(  pulsive)
(Variety)
(Achieves)
# (Makers)

43

(Fulfiled)



(Experiences)
(Struggles)

cited in Gunter & Furnham,1992)
cited in Eagel et al., 1993)
2

(Instrumental Values)

$ (Makers) (Believers)

VALS 2
(Solomon, 1999)

LOV

(List of Values) Kahle (1983,
Rokeach, (1973,

(Terminal Values)

L
(List of Values)
9 (Self-Respect)
(Security) (Warm Relationships with others)
(Sense of Accomplishment) (Self-Fulfillment)
(Sense of Belonging) (Being well
Respected) (Fun & Enjoyment in Life)
(Excitement)
9
1 211
% 20.6 %
162 % 0.2 %

(Kahle,1983, cited in Bearden, Netemeye, & Mabley, 1993)

44



VALS LOV

VALS
(Inner Directed)
(Outer Directed) LOV
(Internal Locus of Control) (External Locus of
Control) (Sense of Belonging) (Being
well Respected) (Security)
VALS LOV
LOV VALS LOV
VALS LOV
VALS
(Kahle, Beatty, & Homer, 1986, cited in Engle et al., 1993)
2 y

(Gunter & Furnham, 1992)
1)
(Consumer Activity)
2)

(Consumer Sub-Groups)

1



2) 3
(Gunter &

Funham, 1992)

D

(Opinion Leadership)
(Innovativeness) (Catalogue Buying Behavior)
(Concern for the Environment)

2)
(Carmen, 1974; Plummer, 1973, cited in Gunter & Furnham, 1992)

3

(Appearance)
6 ) 2 (Self Aware)
2) (Fashion Direct)
3

(Green Goddesses)

46



4) (Unconcerned )
) (Conscience stricken)
6) (Dowdies)

(Bowles, 1988, cited in Hawkins et al., 1998 )

, 2541)

1,651 16

40 $35,000

30 6-12

(McConkey, & Warren, 1987, cited in Gunter & Furnham, 1992)

(“Ecologically & Socially ... ” 1980).

( | 2541)



6 1
( , 2540)
(Lifestyle) (Consumer Sub-Groups)
(Sexual Marketing) (
, 2540) Macann Ericson Co., Ltd.
(Hawkins et al., 1998)
22
1. Price Conscious 2. Fashion
Conscious 3.Child Oriented ] 4 Compulsive
Housekeeper 5. Dislikes Housekeeping 6.
Sewer 7. Homebody 8. Community Minded
9. Credit User 10. Sports Spectator
11. Cook 12. Self-Confident 13. Self-
Designated Opinion Leader 14. Information Seeker
15. New Brand Tryer 16.Satisfied with finances
17.Canned food User 18.Dieter
19.Financial Optimist 20.Wrapper 21. Wide

horizons 22 Arts enthusiast

48
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(Cross-Tabulation) (Correlation)
(Factor Analysis)
(Wells & Tigert, 1971)

(Bryant, 1977, cited in Gunter & Furnham, 1992)

(Reynolds, Crask, & Wells, 1977, cited in Gunter & Furnham,1992)

Ziff (1971, cited in Gunter & Furnham,1992)

2,000 214
6 L (Outgoing Optimists)
2. (Conscientious
Vigilants) 3, (Apathetic
Indifferents) 4, (Self-Indulgents)
B, (Contented
Cows)
0. (Worriers)

(Gunter & Furnham,1992)
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! I
(Anderson 11972a, cited in Gunter & Furnham, 1992)

(Anderson, 1972b, cited in Gunter & Furnham,
1992)

(Self-
|dentification Measure)
(Hui et al.,, 1993)

(Tai, &Tam, 1997)

(Ideosyncrasies)



Latham, 1993)

1
(Mintel International's Report, 1993 cited in

51
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