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Who ?
What ?
Why ?
Who ?
When ?
Where ?

How ?
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ANBENANININITARA (Marketing Influence)

® Product
® Price
® Place

® Promotion



ANBNAUDILARUNIIADIUNISD (Situational Influences)
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1. URqeN199MUE55N (Cultural factor )

1.1 JAUSTIUNUFIU ( Culture ) : ANWUTNUFIUVDIUAAA IUFIANTY
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1.2 IMUFINER8( Subculture ) : NANWBUA, NENAIFUN, NANFNI, WUNNI
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AlFEAs (n1A), NFNBITN, NFULRIATUBIEY, NGHNLDEATULNEA
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1.3 2UUSTIUVIUVIH (Cross Culture )

1.4 Fudeay ( Social class )
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1. Upper -Upper Class

ASOUASITTITDLALLAILA LAANNULADIRUNDINDY
2. Lower-Upper Class
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3. Upper-Middle class
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4. Middle class
NN LIvesgIRTUIAEnUIeYIelAgy
5. Upper-Lower Class
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6. Lower-Lower Class
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2. 1AM uFIAN ( Social factor )

2.1 NGU81984 ( Reference group )
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2.2 asaunsa ( Family ) WuauiuuludSnisandulaie

2.3 unummazanius ( Roles and statuses )
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4 QJ‘%L‘%N ( Initiator )

anana ( Influencer )

3, Q:\JT aaula ( Decider )

5. ﬁﬂ%( User )



3. Haa8Lan1zuAAA (Personal factor)
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3.1 818 ( Age WAz iInINTUBIYIN

3.2 919N ( Occupation )

3.3 @anun1sainiaAsynanTeela (Income )
3.4 5UkUUNSAS9TIN ( lifestyle )
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sULUUMIAN59BA( Lifestyle )anunsauansaanlusuiuuves
1. NANTIN ( Activities )
2. Aaula (Interests )

3. AUARALIAY ( Opinions )



UAANAIN ( Personality )
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1. 8a (1d)

2.9l (Ego )

3. ko38N ( Superego )



LUIAANUAAUDIAULDY ( Self concept )
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1. WUIRAUDINULDITIUTTASS

2. bUIANYDINULBILURALAR
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4. 1l238A1UA IEI?J‘V]EI’]( Psychological factor )

Al mig\ﬂ% (Motivation )
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4.2 M53U3  ( Perception )
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4.3 m‘JL%'EJuﬁ ( Learning )

AYULIULDEDINGANTTUIINUTEAUNTUNAIULT NITLTHUIVDS
UAPRAALIAYULIDUARALASU #IN38AU ( Stimulus ) HazazAANIs
ABUAUDY ( Response )



4.4 AT ala ( Beliefs )
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4.5 neauan ( Attitudes )
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1. @uv93A1M11a (Cognitive component)

2 a'fauf’uaqmmiﬁﬂ (Affective component)

3. @UVRANANITU (Behavior component)



