AMVUNGANIINAVI A (Model of Consumer Behavior)

° uuuaeﬁflﬂﬁquﬁﬂ'ﬁu @U%Tﬂﬂ (General Perspectives of Consumer Behavior)

= lasiludimuanaa?
A o 9 a 9 A a A ~ ~
iomMmaouduedumiousms luaaiariomsnsounsosnaIaiuIniga
&’
=) aaalimsaenzls?
A o % a (% PN Aal} [ 1 1
memmasumHannunndougenuluaaiadiulvg)
o =R A &’ U
= 3) M lunaadimseunanu?
A 0 o F A A v v Y A A gX
marmneuingilszasamssedumanlivesduilnansofwo
£ 2
) lasuaausinlumsseunaznse?
A o 1 Y A 4 A J dy a 9 A a
iomMasUNguanMIMsoesansNduT I lumsgedumusouTng
" 5) aaalIsNMI¥edalsingg
A 0 an & YR ' A o an A 4
IoMIMABUITMI TV IRTe TuAIAA 199 o MMUATTMI T MU T
) amalinsaeniala?
(] 9
MammaeuNIziay lomalumsdeniad
2 o 4
7)) aeadeny o aounuvala?

] [ 9
L‘Wdﬂﬁ1ﬁ1@]ﬂﬂ@aﬁuﬂ”ﬁ%@ﬂfaqﬁiﬁ’fiﬂﬂllﬁgﬁﬂ11!17]ﬁ1ﬂ13“§@Llﬁgﬂl1ﬂﬁuﬁ}11’7%@ﬂ3ﬂ1§

Asst.Prof.Dr.PattanaSirichotpundit, Ph.D.




WYANIINNIVO (Buying Behavior)

: ﬂﬁ]ﬂﬁj‘ﬂ%jﬂﬂ (The Consumer Market) : ﬂﬁ]ﬂﬁj‘ﬂ%jﬂﬂ (The Consumer Market)
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WHAN3INN3%0 (Buying Behavior)

Audflurslunaiafudina  (Goods in consumer
market)

AuAdraInGa (Convenience goods)

auddanda (Shopping goods)

AUAIINATED (Specialty goods)

Audnliuanvdfa (Unsought goods

\ 4
¢
\ 4
¢




WYANIINMIYO (Buying Behavior)

D

i Ma1A53IND (The Business Market)

Q

¥
NyA g

* UNBOHDEI1® (Fewer Buyer)

U
k4

* iflugaeluifFanannn (Larger Buyer)

X v v Jdo a
* JaonazdueianNuduWuENUoe131naBa (Close Supplier-Customer Relationship)

U

Q

=

* uﬂmmﬁ'ﬂﬂﬂaﬁuﬂlummgﬁma a3 (Geographically Concentrated Buyer)
° Qﬂﬂﬂﬁﬁ@ijﬁimﬁﬂﬂ (Derived Demand)

* gilasniinuiiaviguiion (Inelastic Demand)

. Qﬂmﬁﬁm‘s!ﬂéﬂuuﬂmﬁum"lé{ (Fluctuating Demand)

13 cdlf @%31%%!%83‘]5 18U (Professional Purchasing)

]

NENaNNAeM e IuNINNIN (Several Buying Influence)

* Qmé’ﬂynguq (Other Characteristic)

D




A1silvaIunaInlasn1sILAsIEN
Uscanserdns

' (Market Segmentation and Demographic Analysis)
¢ fuanalunaingsia  (Goods in business market)

¢ FuAInghulastudiulsznan (Material and part goods)
¢ Fumdsznannulazadnsalfingy (Capital and installation goods)
¢ FUuANEALLArN15UAN1S (Supplies and service goods)




}‘ sUUVYRINGANTINFUI]NA (Models of Consumer Behavior)

b iLsNT
A Model of Consumer Behavior
&
Buyer's black box
Buyer Buyer
characteristics | decision
process

Plarbeting Maraganent Katber, Maber, Pasarseon Education, inc . 2009
MARMAZI0 2014 Sprng  LAL2
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WYAN3INN3%0 (Buying Behavior)

nsruIunsinduladiarudlna  (The Consumer Buying Decision
Process)
- NNER9eUnivA1NsIavN1S (Need Recognition)
* NN9AUNIUAYAU1IE1S (Information Search)
- n9dsziiuntaidannaunsga (Pre-Purchase Alternative
Evaluation)
- N154a (Purchase)

- n1sal1lnAus 1nA (Consumption)
(Post-Purchase Alternative




WYANIINMIYO (Buying Behavior)

}-nszmumsﬁmﬁu‘laémﬁuﬁnn (The Consumer Buying Decision

Process)
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WYAN3INN3%0 (Buying Behavior)

adufifidndnadangfinssun1s@afudTna  (The Major Factors
Influencing Consumer Buying Behavior)
. uvm'm‘lumﬁmm?iu‘laena (Buying Roles)
. faduiifidnanasanissindulade (Factors For Buying Decision)
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WYAN3INN3%0 (Buying Behavior)

lafufifidndnasangfnssun1sdafudTan  (The Major Factors

Influencing Consumer Buying Behayior)

- unumMmlun1siadulada (Buying Roles)

" 313 (Initiator)

NSWa (Influencer)

g}
@)

=

adula (Decider)

Y
=

4® (Buyer)

© c‘.’ze ezg =3
e

e

;’j"l%’ (User)




WYANTINNIVO (Buying Behavior)

ladufifidndwasangfnssun1s€afudTan  (The Major Factors

Influencing Consumer Buying Behavior)

- lduanuunndvdmyana  (Individual Differences)

CL/

Y] d a
®  NSNIVOIRUIINA (Consumer Resources)
1381 (Time)

19U (Money)

% & &
P S S

MISUTaYAVIIANIHAZANNANIIIIUNMSLSZHIa  (Information Reception and Processing
Capability)

® mm§ (Knowledge)

*  ANNFBNAZTNAUAR (Belief and Attitude)

A
& anue

”’ U a o a v n
¢ NAUAALASNEHANIINANG Al Al

NN o USIPLIUALAMUAATIUAU  (Motivation and Self-Concept)

AANAM AlaN uarFULUUNISAISNEAN  (Personality, Values, and

Asst.Prof.Dr.PattanaSirichotpundit, Ph.D.  *
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WYANIINMIYO (Buying Behavior)

lafefifidndwasanginssunstaudinag
- {laduanuuansvdiuyana  (Individual Differences)

* auyaNazNAUAR (Belief and Attitude)

A
0:0 ANNIYO

< NAUAANAZNGANTINAY

MapoKE CRNEN
> XN | —p H LN—» i S o

- M|
amw I @IIO
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11 (Bde Badwl, &Mriard, 1995 365
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WYANIINMIYO (Buying Behavior)

lafefifidndwasanginssunstaudinag
. {lduauuandndimyana  (Individual Differences)

o UWINIPTIUALAMUAATIUAU  (Motivation and Self Concept)

% nIzUIUMINGIRIle

ARKE SRR (el » | SHliO

£14 N3} 30N i WA
11 (Ergle Badweel, &Mriard 1995 406
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WYANIINMIYO (Buying Behavior)

-ladufifidndnasianginssunisdaudinag
- lduanuunndvdmyana  (Individual Differences)

¢ LL‘i\‘lQ\ﬂQ Llazﬂ’)’mﬁﬂdﬂumu (Motivation and Self Concept)

"‘ = G! T
% NeuHUIYlaeg

= nauusaplevawnsasfl  (Freud’s Theory of Motivation)
= NauusIPvawmd1lad  (Maslow’s Theory of Motivation)
«  nuuseilevangasauasin  (Herzberg’s Theory of

Sirichotpundit, Ph.D.
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WYANIINMIYO (Buying Behavior)

ladufifidndnasangdinssunisaruiTng
- {lduauunndvdiuyana  (Individual Differences)

¢ I.I.‘N’s,]\ﬂﬂl I,I.azﬂ’J’mﬁﬂd’Jumu (Motivation and Self Concept)
<% nuius99dlowaINTaR (Freud’s Theory of Motivation)

three parts to the personality

Superego Ego

Y
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‘laduiifidndnasangdnssunisdaduiTna

- {ladaanuuandndimyana  (Individual Differences)

¢ ll‘i\‘lQﬂ‘l‘il llazﬂ‘)ﬂuﬁﬂd‘)umu (Motivation and Self Concept)
= guusadlouaINIdlad (Maslow’s Theory of Motivation)

MASLOW'S
elf-fulfillmen
PYRAMID Selfflfilment

ishment Psychological

, e : : ; needs

Belongingness and love needs:
intimate relationships, friends

Safety needs:

Basic

needs tpundit, Ph.D.
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WYANIINMIYO (Buying Behavior)

-ladufifidndnasianginssunisdaudinag
- lduanuunndvdmyana  (Individual Differences)

¢ I.L‘i\‘l’«g\‘l‘lﬂ Llazﬂ’l’mﬁﬂdﬁumu (Motivation and Self Concept)
. ﬂqyﬁuiﬂgﬂmﬂa%‘ﬁ lwasn (Herzberg’s Theory of Motivation)

Herzberg’'s Two-Factor Theory

Hygiene Factors

Motivational Factors

» Quality of supervision
» Rate of pay

« Company policies

- Working conditions

» Relations with others
» Job security

= Career Advancement
* Personal growth

+ Recognition

« Responsibility

« Achievement

-*

High Job Dissatisfaction

0

Job Satisfaction

Sirichotpundit, Ph.D.
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WYANIINMIYO (Buying Behavior)

ladufifidndnasangdinssunisaruiTng
- {lduauunndvdiuyana  (Individual Differences)

o YARNAMN AlaN wargliuun1sAITNEIN  Personality,
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WYANIINMIYO (Buying Behavior)

ladufifidndnasangdnssunisdafudTan  (The Major Factors

Influencing Consumer Buying Behavior)

. Yaudndnanvdudiuindan  (Environmental Influences)
» IU599U (Cultural)
- uaayd9au (Social Class)
- aNdNadUUAAA (Personal Influence)
- A581UA31 (Family)
- dn1un15al (Situations)
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WYAN3INN3%0 (Buying Behavior)

ladufifidndwadangfinssuni1s€afudTaa  (The Major Factors

Influencing Consumer Buying Behavior)

- la9udndSwanvaudwnindan  (Environmental Influences)
- INU555U (Cultural)

(%4

€ TUUBITUNUFIY (Culture)

%4

4 Sausssunguees (Subculture)

gugpower isimyour difference!



ladufifidndwadangfinssuni1s€afudTaa  (The Major Factors

Influencing Consumer Buying Behavior)

» aggdninansmudwindan  (Environmental Influences)
- fiuuadIgIAU (Social Class)

4 szAUge-Tugs (Upper-upper)

v

‘:‘ 3 chﬁjg 3-UUM1 (Lower-upper)

< FZAUNA-YUGI (Upper-middle)
& 520Una-Tue (Lower-middle)

@ szAuM-Tga (Upper-Lower)

‘:‘ STAUM-VU (Lower-lower)




WYANIINMIYO (Buying Behavior)

ladufifidndwasdangfinssun1sEafudTan  (The Major Factors

Influencing Consumer Buying Behavior)

. Iaqudndwanvaudwnindan  (Environmental Influences)
- aNSNadUUAAA (Personal Influence)

‘:‘ mju’g)}]ﬁaﬁ (Reference Group)

< dnswamyahnaeihn (Word-of-Mouth Influence)




WYANTINNIVO (Buying Behavior)

| ’:’ ﬁ%%magiﬂmﬁm (The Solitary Survivor)

ladufifidndnasangfinssun1sdafudTaan  (The Major Factors

Influencing Consumer Buying Behavior)

e {Idudndnandudwnindan  (Environmental Influences)
* ASAUASY (Family)

’:’ uilulaa (Single Stage)
’:’ ausalny (Newly Married Couples)\
< AseunTITYATVUN 1 (Full Nest )

< aseun$IlyasTufi 2 (Full Nest I1I)

v v
%4 v A

030 RE)IR ’JﬁqmmuﬂMFull-Nest I11)
< aseunIiynsuaneen Vi 1 (Empty Nest I)

% aseundrniyasuaneon Vil 2 (Empty Nest I1)

0
%

DUAUIAYINAZINHYADIYN 131191 (The Retired Solitary




WYANIINMIYO (Buying Behavior)

ladufifidndnasiangfnssun1sEafudTna  (The Major Factors

Influencing Consumer Buying Behavior)

e {Ia9udndwanvaudwnindan  (Environmental Influences)
« @02uUN150l (Situations)

e/ a v d‘
° apuMIAIUMIAANDADENS (Communication Situation)

¢ A
® aoIuUNIIUNIINWO (Purchase Situation)

J Y . .
* FOUMIUMIF (Usage Situation)

/Prof.Dr.PattanaSirichotpundit, Ph.D.
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WYAN3INN3%0 (Buying Behavior)

[ 4 J ol a 1 L 4
Li]qaumnamﬁwamawqo‘mﬁnms*ﬁa WUSIAA  (The Major Factors
Influencing Consumer Buying Behavior)

[ 4 Jﬂﬂ 1 QJ .
. flafefifiandwasian1siadulada (Factors For Buying
Decision)
* ASTUIUNTTNINININGT  (Psychological Processes)

e msﬂazma%’agmﬁnmﬁ (Information Processing)

v Y ~ Y . .
¢ MITUJUALNITI8UJ (Perception and Learning)

*  msnasunlasnaunfuazngAnssu (Attitude and Behavior Change)

@® rpeople @ Internet
__ ‘ ;

AW NN mEE = O NE ™ = SR f. Dr. PattanaSirichotpundit, Ph.D.




w d' =) =\ Y A&’ =) . . .
* {a28nM HINENaNINITUDEIND (The Major Influences on Business Buying)
(%4 ;%4 Q' %
" ffpdamamuaunaaen (Environmental Factor)
(Y] Y d
" {fuNmanIueInns (Organizational Factor)
u ﬂ%%ﬂim’i’jm‘lﬁlﬂﬂa (Interpersonal Factor)

= Jaduaruynna (Individual Factor)

Environmental
dmpmmp

Supply
ocndlbns

Asst.Prof.Dr.PattanaSirichotpundit, Ph.D.
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WYANIINMIYO (Buying Behavior)

v
U

W A &’ =)
* GundulUnIzLIUMIAATU]9%BEIDD (Business Buying Process)

m‘iﬂ‘izﬂﬁﬂaﬁﬂﬁyﬂ1!!a$3§!!mﬂl (Recognition of a problem and a general solution)
mMa ﬁmuﬂﬂmé’nymzuazﬂ%mmﬁé’immmzéﬁa (Determination of the characteristic and quantity of need item)
2 W Sy X . o e . .

'imazmﬂﬂﬂmanymzuazﬂ%mmﬂmmmwa (Description of characteristic and quantity of need item)

k4 ' 9 d'd (%4 . .
MIIAHKUHAIPVBNUANYNIN (Search for potential supplier source)

LY a da Ao
MIaraLAANEHIINNN AU (Acquisition and analysis of proposal)
msilsziiudaiinavenaziaondane (Evaluation of Proposal and Selection of Supplier)

mstaengUuuumsedo (Selection of Order Routine)

mMsiszdiunansU{iiaHIN (Performance Review)

Asst.Prof.Dr.PattanaSirichotpundit, Ph.D.
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WYAN3INN3%0 (Buying Behavior)

= g’J U A é’ a Y A
¢ !ﬂ%ﬂU!‘l’lﬂ‘ljslluﬂi’)ualuﬂﬁg‘lj’J‘Hﬂﬁﬂﬂﬁ‘tﬂ%“ﬂ@ﬁiﬂi)!!azﬁj‘ljiiﬂﬂ

(Business VS Consumer Buying Process)

Kotler’'s Buyer Decision Process

> - - Evaluation Post-
Need Infornmartion Purchase -
3 = - of = Purchase
Recognition Search . Decision -
Altermatives Behaviour

Kotler’s Business Buyer Decision Process

Problem General Product Supplier
Recognition l\ecd Specification Scarch
Descrniption
Proposal Supplicr - )rd?r- Poesrformance
P . . = Routine B
Solicitation Selection < = N Review
Specification
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