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Concepts and Importance of Consumer Behavior
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3. n1susziiumaaan (Evaluation Of Alternatives)
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4. ﬂﬁﬁmﬂﬁu?@%@ (Purchase Decision)
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5. NHANITNRINTITUD (Post-purchase behavior)
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6. AIMHFANLASVIARAR (Attitudes and feeling)
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ﬂﬁztﬂﬂ?lﬁ\‘léU%Tﬂﬂ (Types of Consumer)
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3. éﬁ%ﬂﬂﬂﬂ%lg (Government Buyers)
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Factors Influencing Consumer Behavior
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Factors Influencing Consumer Behavior

AANISHNINNITAAA (Marketing Activities)
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1. A1SNILASNNT15278 (Sales Promotion)
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2. NS IAYMT (Advertising)
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3. N15USSATITNNKE (Public Relations : PR)
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4. N1N59A91%i48 (Distribution)
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5. n1seaInfana (Digital Markeing)

asitwalulatinazunannasnaaulal 12
— AV R E T Google Ads, Fecebook Ads
_ N51% SEQ/SEM wNaLnn1sidinda iy lad
- 7175911 Email Marketing



6. N15IANAINTSHAILFSNNTI5218 (Event Marketing)
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7. N15USN1SKANNI5218 (After-Sales Service)
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1. wse99la (Motivation)

2. ﬂ'l'i%"l_l:'a‘ (Perception)

3. ATMNLTDUAZNIAKAR (Beliefs and Attitudes)

4. UARNNTNURLANEMERINUAAR (Personality and Individual Characteristics)
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5. N15L9813 (Learning)
6. B18UALI99529M (Age and Life Cycle Stage)
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1. IURESSH (Culture)

2.
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. wialulaguaruinnssy (Technology and Innovation)
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Models of Consumer Behavior

Input Black Box - Cstput




Models of Consumer Behavior

WUUITIRBINTDIAT2BY Smith and Taylor (Black box model)

taqe1tda (Inputs) na89ImA1 (Black box) NAAWS ( Outputs
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Stimulus Intervening Responses

Variables Variables Variables




Models of Consumer Behavior

External factors

O O O O O O

Economic condition
New technology
Media

Law and politics
Social culture

Marketing mix

Meldrum and McDonald Model

Buyer’s Black box

Characteristics
Culture

Social context

Family values

Personal circumstances
Socio—-economic position
Lifecycle stage
Lifestyle
Access to credit

Decision process
Recognition of need
Information search
Evaluation
Purchase intention

Purchase

Post-purchase perceptions

Outcomes

O O O O O O

Product form
Brand

Retail outlet
Value

Form of payment

Timing of purchase




Models of Consumer Behavior

Blythe Model
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Concepts and Importance of Consumer Behavior
Consumer Behavior Studies

Economics Sociology
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