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IVUNRDINNFANSSNHUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2. ﬁnumszjaocgga (buyer’s characteristics)

ANUIUEIONHIOLUILIREONNSNUINNTITUNINONUAWY IRSRNHRANSINUMNDANKNSINUHNANYOIEYO
(buyer’s Black Box) InaRUa ol

2.1 Uy 2.3 Uy
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IVUINRDINNINSSNEPUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.3 URUADUUARR
2.3.1 mquﬂzﬂ‘wﬁuﬁuaooamsﬁﬁm (Age and Stage in the Life Cycle)
QAUBTN AV FOALAENIREUSNMSAINNGWALUUNRDMHEINTIN TnuR
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IVUINRDINNINSSNEUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.3 UURDUUAGR
2.3.2 913 (Occupation)
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IVUINRDINNINSSNEHUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.3 UWAIUUAGR
2.3.3 AINUNMISOUMIIFAISUINA (Economic Circumstances)
RAOUNISUNIIASHINIUSsNDUMUGDY SNUlBRNSUISING
NLIDONIRAUNSNE NHRAU SILNANUNISATN NALARNRNGONSTS
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IVUIRDINOTINSSNYUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.3 URURDUUAGR
2.3.4 sUluuMmsemitiugin (Lifestyle)
ALHIGIREALETIKNENASNIINI NS SSKEDY SLINNANAN idooT3n
IREIAUNIN 11107199sRSUIVUNISENITAZINAINNGNOILG SusRHR
fioNsIRONFOALMINIUENS TnaSUILUMSEITIUZINHLREINANN
1. Activities : NANSSK
2. Interests : ANNRALHR

3. Opinions : ANAMIAL



IVUINRDINNINSSNEHUSING (Model of Consumer Behavior)
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2.3 UUAUUAAR
2.3.5 UARNMWIRSILNAINNANIDINUIDN (Personality and Self-Concept)
1. UARNNMW (Personality)
MNNUT SUIUUZIONNNFINSSKINS0aUNREIOALHINRSAL NREDLITI
AITUHIOLRIONUAARILIY
2. ILDANNANIDINLIDNY (Self-Concept)
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IVUINRDINNINSSNEHUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)
2.4 JUoMUICHINEN
2.4.1 MSWMR (Motivation)
IIUNANNSSALNS ORI NRNGUADYNMUTUOIUAMR BINSALI
UAARNSNAZDGITILNISTATGRN SN AU Tnso19:RnN
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IVUINRDINNTINSSNEUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

NOYHRANAUIUAINKNADINISYDINIRIRD

Maslow's hierarchy of needs model

msussanwkue (Self-actualization)
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AMuIAIsSwW (Esteem)
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A”usn mstudwav (Sense of Belongings)
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IVUINRDINNINSSNEUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.4 J¥9mMUReINLN
2.4.2 MS5US (Perception)
ITUNSEUIUNMSTUARRLNNISANIRDN ANSSITUU IRSTNINRIIRNE
JOUIORA INOFNALAITUNMNARANKNARNUILNT N 4 Junou o
1. Selective Explosure : MSIRONIUNSUIORIR
2. Selective Attention : NMSIRDNRUNRTOKA
3. Selective Distortion : MSINONAAIINIORR

4. Selective Retention : MSIRONTANTITORA



IVUINRDINNTNSSNFUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)
2.4 J3UoNURHINeN
2.4.3 NNSIBYUS (Learning)

70 NMISIURULHIURNINOGINSSKIOAURIRNIUINNUSSRIUNIS T
NLINNYONALIGIRE AL FAERNRGDNONNSSKNNNSTOIONEUSTNA (1D0aIRIL
AL FinsaniRofiodiio  OPPO  IRDKNAIINIRNNOIRIACUN WAL
AuLLANN U OB BoTnsAnliRodoindovinkion RNz IFondo

Nsawinotodiko OPPO ARKINIU



IVUINRDINNINSSNEHUSING (Model of Consumer Behavior)

Kotler, P. and Keller, K. (2014)

2.4 JUoMuURINeN

2.4.4 MWIBOIRIFALAD (Beliefs and Attitudes)
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IVUINRDINOTINSSNYUSING (Model of Consumer Behavior)
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3. NSUIUNSOINAURZONEYD (buyer’s decision process)

3.1 NMsnssrtinfivdourm
3.2 MSUMJONA
3.3 NISUSINUNNIRON
3.4 NsiinALZo

3.5 WOOINSSKIRINISEO



IVUNRDINNINSSNYUSING (Model of Consumer Behavior)

Aunsziu AuNszAUBLIM
MINSOANG
- WRNAUA - IASUIN
RS, - INAUAREY
- AONURA - NN
- MISRNIRBH - JONUISSSH
MSORA

CONSUMER BEHAVIOR

I0ulns? NRNUUzou IS ? NdNIZohsomtiunosls ?

NO30muuiiav ? anosls ? anaudls ? MINOYAaIUULILE ?

AnunUsoIR3o

- U3uonUIoNUSSSH

l
cr

Bl
R aNSNRIN]
Bl
Bl

l
cr

WURIUUAAR

TN

Buyer’s Black Box
A wSRntinfnzouddo

NSUILNMISEIORUR
Yougdo

NMsmsstNtiudour
- MSMIONR
- MsUSSIRUNIIRDN
- MSGORUR
- WOGINSSNVIAYNISTo

Hnssulunis
AnRAURZoou IS ?

Yoosls? oz

MstinAukdo

NSIRNONEWRNNTUAN
NNSIRONNSIALAN

MSIRONEIWILNY

PR
USKNOUAZO

Kotler, P. and Keller, K. (2014)

|

MISIIASANANRNGAN
ITANNYIIRENISI W
CNIALINEROSIOWA
® Segmentation
¢ Targeting

® Positioning

NRYNSANDUUSEAN
NINNTSORNG
Product

® Price

Place

Promotion




IVUINRDINNINSSNEHUSING (Model of Consumer Behavior)

- 5 .. Kotler, P. and Keller, K. (2014)
4. MSOMAURYD (purchase decision)

4.1 NISRONWANCUAN MsiFondoomsiSu JUNuEonio
N2 [ONON 150 AR

4.2 MSRONNSIAUAN ANEONSUUSIINURIRG AdiovEoniivsSonsgioln
It 19Ny IRIROS YRY

—u a o ' JUSTNAIRONI1S0 NI Foavnaliu
4.3 ﬂ"ISIﬂOﬂG\IUQ"IU'Il/ﬂU ° X .
1L RO NIRISSWRAUNN Food Delivery App

g IBoNBINRTRLSO FIPRUNGT
4.4 NANJo |
1IS0B3INIVIN Promotion

4.5 USKNUiNdo FonizFofindoy Aun



WOONSSNEUSINA (Consumer Behavior)

UNUWIRISVQUSINATINEIdoutiunssUaLNMSOnAuLRkRzouZo

(Consumer Buying Roles)

1. GBIBN (Initiator)

5. Qf3 (User) 2. WNBUBWA (Influencer)
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THE END
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