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6) Pragmatic Strugglers

1) Social Strivers
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Kotler (2000)
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(Mowen&Minor, 1993)
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(Value expressive)
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Engel (1995)
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(Engel et al.,1995)
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(Shiftman & Kanuk,2000)

(Hawkins et al.,1998)
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4) (Buyer)
5 (User)

(Consumer Socialization)
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(Selects)
(Oraganizes) (Interprets) (Stimuli)
(Schiffman & Kanuk,2000)
(Perception) 3
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(Attention)
(Interpretation) 3
(Short-term memory)
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(Perceptual defense)
(Stimulus Factors)
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involvement leaming)
(Low-involvement learning)
(Hawkins et al., 1998)
2
(Short-term memory) (Long-term
memory) (Hawkins et al., 1998) (Consumer memory)
(Hoyer& Maclnnis,2000)
(Short-term memory)
1 7
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memory)

(Hoyer& Maclnnis, 2000)

(Long-term memory)
(Schiffman & Kanuk ,2000)

(Assael,1998)

Semantic memory
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memory
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(Motive)

Kanuk ,2000)

(Hawkins et al.,1998)
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Maslow
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5.Self-actualization needs

(Hawkins et al., 1998)
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Rational Motives :

Emotional Motives
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Hoyer & Maclnnis(2000)
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(Social Learning Theory)

al.,1998)

(Mowen&Minor, 1998)

(Hawkins et al.,1998)

Hawkins et al.(1998)

( Physiological changes)

(Hawkins et

49



(Hawkins et al.,1998)

(Schiffman & Kanuk,2000)

(Assael.1998)
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3 (Schiffman & Kanuk,2000)
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2) (Affective)
3) (Conative)
(Cognition) (Conation)
(Belief)
(Affect)

(The Unidimensional View of Attitude) (Lutz, 1991)
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(Multi-imensional)

(Brand Evaluation)
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Hawkins et al.(1998 )

1
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(Affect)
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(Knowledge function)

(Value-expressive function)
(Self-concept)

(Utilitarian function)

(Ego-defensive function)
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3.2
3.3
34
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WHO

Orem (1985)

(Positive Health life-style) (Williams, 1996)
(Wellness)

(Seiger &Richter,1997)

(Health)
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(Wellness)

(Seiger &Richter,1997)

Anspaugh,Hamrick & Rosato (1997)
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2.

3,
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(
2536)
312
(Mullen,McDermott,Gold & Belcastro, 199)

Williams (1996 )

3
(Predisposing Factors)

(Enabling Factors)

(Reinforcing Factors)
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3
(Wellness-Lifestyle) (Mullen et al.,1996)
3
1
2)
3)
(Williams, 1996)
1 (Positive Behavior)
5
2. , (Negative
Behavior)
( 2542)
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(Health Promoting Behavior)



(Gochman,1982 )

(Passive participation)
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3.2

(Personal Lifestyle)

(
Kraft & Goodell (1993) Factor Analysis
(Wellness Scale) 4
L Health environment sensitivity
2. Physical fitness
3. Personal responsibility
4, Nutrition and Stress Management
(Healthy Lifestyle)
(Anspaugh et al., 1997)
(Healthy Lifestyle)

(Wellness Components) (Seiger& Richter,1997)

2534)
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(Williams, 1996)

Seiger& Richter (1997)
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2,
3.

4

(Seiger& Richter,1997)
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(Anspaugh et al.,1997)

80

(Anspaugh et al.,1997)

Cooper Institute for Aerobic Research (1995 cited  Anspaugh et al.,1997)
12
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11.
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Institute for Health Promotion and Disease Prevention (IHPDP) (1995
cited in Anspaugh et al., 1997)

Cooper Institute for Aerobic Research

64



-8

Health Lifestyle Assessment Inventory  The Public Health Service

(Positive Health life-style)
(Statement) 12
L

(Williams, 1996)

Anspaugh (1997)
Health Lifestyle Assessment Inventory  The Public Health Service
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(Obesity)

Bronner (1995)

2542)

(You are what you eat)
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(Nutrition)
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(Food)
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(2541)
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1

(Bronner,1995)

100

30
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Healthy People 2000

Grosvenor ,2000)

(Smolin &
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(Antioxidation)
(Free radical)

341
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(Fads Food)
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1980
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(www.anamai.co.th)

Davies,Titterington & Cochrane(1995)
(Organic Food) 4
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2,
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30-45

Childs & Poryzees (1997)
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(Gamma-Linolemc Acid)
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(Macrobiotics)
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Ferdinand
Toennies (1885-1936 cited in Vaughan,2001)

Gesellschaft (Society)

Bernstein (1992) Paddison (2001)

(Vaughn,2001)

(Wirth ,1993 cited in
Paddison,2001)
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Weber (1954,cited in Vaughan ,2001)

1)
2)
3
Frey & Zimmer (2001)
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