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(Marketing mix strategy determination)

(Kotler. 1994 :98)

(Acquistion)

13

( , 2530, 55)

(Marketing mix)

1 5
(Product)
(Price)
(Place of distribution)
(Promotion)

(Position)
(Product Strategy)
(Attention)

(Using) (Consumption)

(Kotler. 1994 : 98)

(Price Strategy)

(Value)



(Place o fdistribution strategy)

(Promotion Strategy)

(Attitude) (Buying Behavior)
5

1 (Advertising strategy)
2. (Personal selling strategy)
3. (Sales promotion strategy)
4. (Public and PR strategy)
5. (Direct marketing strategy)

N ‘ (Productpositioiiing Strategy)

(Important)
(Distinctive)
(Superior)
(Communicative)
(Prestige)
(Profitable)

(Affordable)

U



( , 2533)

(Atkin, 1973 208)

(Selectivity Process) (Klapper, 1960)

(Selective Process)

(Filters)

3 ( 2530)
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11

12

13

16

(Selective exposure or selective attention)

(Festinger L.A. : 1995 : 2530)

(Cognitive dissonance)

(Reinforcement Information)

(Selective perception or Selective interpretation)

(Selective retention)



17

2.
(Information seeking)
(Information ignoring)
(Information yielding) (Charles Atkin : 1973
2530)
(Schramm)

4,

) (Mass Media)

(Rogers and Svenning 1969 : 363-364) ( , 2531)
5

(Joseph T. Klapper)



. (Personal Media)

(Bettinghaus, 1968 : 180)

(Characteristics)

(Rogers)

(Hovland, Janis and Kelley,1968 ] 99)

(Competent or Expertness)

(Lazarsfeld and Manzel, 1968 : 97)

4

18



(Schamn: 1967)

19



20

(Admas 1977 : 162-167)

(Target Audience)

) " "Attitude" (Webster : 1960)
"Aptus”
"Attitude"

(Norman L. Mun)

(Cyrun Mayshakk and E. Richardson)



8 tf JIM!
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(2517 : 157-163)

(Rensis Likert, 2526 91-93)

(Learning)

(Specific Experience)



2. (Communication from others)

3. (Models)

4. (Institutional Factors)
1

2.

3.

(Attitude Change)

(Zimbardo and others, 1977 39-43)

(Cognitive Component)

22

(Affective Component) (Behavioral Component)



(McGuire, 1968)

5
1
2.
3.
4,
5.
(McGuire, 1968)
( , 2532)
1
2.

23



(Herbert C.Kelman, 1967:469-471)

(Compliance)

(Identification)

(Interanalization)

(2531)

(2520)

(Zimbardo, et al., 1977)

24



(Nancy E Schwartz , 2526)

(Festinger quoted in Red Handley, 1972)

(Consumer Behavior)

, 2525), 31-41))

Krugman (Krugman, 1968 : 350)

Matthews (Matthews, R.Buzzell, T. Levitt and R.E. Frank, 1962 : 36)
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(Ahility to buy)

(Willingness to buy)

( , 2539 1))

(Consumer Behavior)

(Searching) (Purchasing) (Using) (Evaluating)
(Disposing)
(Evaluating) (Acquiring) (Using) (Disposing)

( ,2538 :3)

(2539 : 42-43)
(Human Actions)
(Mental Process)

(Stimuli or Antecedents)

“The Black Box Model” 3
(Stimulus) (antecedents) R (Responsg)
(Inference)
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Inference

ntecedents ehavic

(Stimulus) (Buyer’s

black box)

(Buyer’s Response) (Buyer’s Purchase Decision)

(2539 47)
3
L
2. 1
3.
(Needs)
(Motives)

(Perception)

(Attitude)



2539 : 16-17)

(Needs)

Status needs)

(Motive)

28

5
, 2537 :41-42)
(Physiological needs)
(Safety needs)
(Belongingness and needs)
( ) Esteem and

(Self-actualization needs)

(Drive)



, 2537 :41) (Motives) 2
, 2539 :19-20)
— (Rational Motives)
— (Emational Motives)

L (Rational Motives)
( ) (The Cost of Purchase)
11 (Cost of Purchase)
1.2 (Cost of Operation)
13
(Cost of Repair Service)
14 (The Useful
Life of the Article)
15 (The Effectiveness of the
Article)
2. (Emotional M otives)
2.1 Appeal to the Sense 5

2.2 Courtship
2.3 Protection

2.4 Prestige and Status
Personal Satisfaction ,
(attitude)



( , 2538 37-38)

(Everett Rogers) , (Diffusion of Innovation)
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12

13
14
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11
12
13
14
15
16

111

112
113

114

115

1.1.6

3-5

32
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3.2

11

34



1.2
(Brand Loyalty)

2.1
2.2
2.3

(Decision)

(Basic
Purchase or  Consumption
Decision)



(Brand
Purchase or  Consumption
Decision)

(Channel Purchase Decision)

(Payment  Purchase
Decision)

36



37

4
(Four View of Consumer Decision Making)

4
(Model of Man)
4

1 (Economic Man Theory)
2 {Passive Man Theory)

1 (Attention)

2. (Interest)

3. (Desire)

4,

(Action)
(Motivation), (Selective Perception), (Learning),

(Attitude), (Communication) (Opinion Leader)



(Consumer’s

Information

"1

(Cognitive Man Theory)

Processing  System)

2001 (Emotion Man Theory)
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