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(The nature of Consumer Market)

9/d91/ dl Y Aa = o A aidQI/ a v = a di £ =
"JJ@‘]_IL“llﬁl“ﬂ‘ﬂ\‘lﬁ]@’mL’ﬂW’]Zﬁgeﬁ‘ﬂV]Lﬂuﬂglj‘LI?Iﬂﬂ‘m“ﬂﬁmL?ﬂuwsﬁ‘ﬂ@uﬁ’]ﬁﬁ‘ﬂ‘i_lﬁ‘ﬂ’]ﬂﬂL‘Wﬂﬂ’]ﬂﬁ]@ﬂﬂ 178

linelumsauaia mnedluguslnanugae Ultimate consumer 158 End Users Hldtivavianisang

1 = a 1 = o 1 1 d@l di 1 o O a Y = a dldQIJ
PIRTANAEILIR m@m‘zmmi@mﬂmﬂmwuq LW@HQﬁQQﬂWVL?@’m’&uﬂ’TM?@Uﬁ‘ﬂ’]ﬁ“l/]eﬁ‘ﬂvl,ﬂ

=l o 9,d9/ o= (%4 v
* HuauTaNINIIY * guasAnANNRILLTRe
o Lﬂumfamm@ﬂ e FuUnNTEALLLNARNTN LAY

. mmmmwuﬁ?vmmmmm Janeides  © Hyeaaddndnsiaduladennad,
* AN199NFAIIUNNORAIARTILLLINTEANIFD Lﬂum?eﬁﬂimﬂm\‘iu@ﬂ
* ilaApaLlaINIAINAUAIFINA ° m’mmmﬂ@ﬂumimu@ﬂ

* gilaaANANNEAMLUNN o {unsigiaeten | B Ei C |



auAnanglunainluslng

(Goods in consumer market)

AUAAzATNTS (Convenience goods)
AUALARNTD (Shopping goods)
AUAL_NZANTD (Specialty goods)
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AuA1 llLa9T® (Unsought goods)
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(Goods in consumer market)
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auAnanglunainluslng

(Goods in consumer market)
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auAnanglunainluslng

(Goods in consumer market)
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(Goods in consumer market)
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(Buying roles)

A1k
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Ununtunisda (Buying roles)
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(The nature of business Market)
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(Goods in business market)

ULaraua1lsenay (Material and part goods)
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(Goods in business market)
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(Goods in business market)
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(Goods in business market)
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(Buying situation of business market)

N3 TALLLILAL

(Straight rebuy)
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(Buying situation of business market)
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3 STEP lun1siannangugnAtnunis
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N1SLLNEAUAAIA (Market Segmentation)

MsuLiedauRa1A (Market Segmentation) 18 gAansmang 13wl
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N1SLUNAIURNRNA (Market Segmentation)
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N15LLNAUAAA (Market Segmentation)
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(Why segment the market?)
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ANBHUSARINITULIFIUNRA

* #1N1509A LA (Measurable) 21817039 AUUNALAZAIUIANITTAUDILAAZAIUAANA L5

* AIN1TOLINDITRININITRARITUALNIFTANINUUNL LA (Accessible by
communication and distribution channels)

* JAnuuansgluniglanagnsaulszannisaain (Different in its response

to a marketing mix)
* ApaAFaLUad (Durability)

* JuuANINWaNazyinnils (Substantial enough to be profitable)

25



LUAAA LUNIFULLNFEAIUARIG
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Market Segmentation

y * Demographic - UszdNnsAdang

PSYCHOGRAPHIC ® Geographic - Qﬁﬁ’]ﬁﬂ‘f
® Behavioral -‘wqaﬂﬁﬁ‘&l
® Psychographic - ARINE

NEEDS-BASED Q K




pauilsnldlunisutisdiunaindusing

mmmmgﬁmamé’ (Geographic Segmentation)

>Qﬁmﬂ (Region)/ PUNATBILN D (City Size)/ ANNUNLLUL (Density)/ qﬁmmﬁ (Climate)

aNUsednsA1gns (Demographic Segmentation)

> a1e) (Age)/ el (Gender)/ 1UNAT89ATALIAITA (Family Size)/ 81T (Occupation)/ 1¢1 6t
(Income)/N13#n® (Education)/ A4 (Religion)/ e ar (Race)/ dty11 (Nationality)

FANARNINE (Psychographic Segmentation)

> gdunnedany (Social Class)/ gﬂLmum@ﬁﬁN?ﬁm (Lifestyle)/ yaannIw (Personality)

Mﬁquaﬂﬁﬁuﬂﬁam§ (Behavioral Segmentation)

> q19:1an1a& (Occasion)/ natlazTam g (Benefit)/ #nnun naase{l (User Status)/
&m91N13 1T (Usage Rate)/ AMNANARBLARNATLT (Loyalty Status)/ mmw%’@mmsﬁ@
(Readiness State)/ ALARTITR o NE T (Attitude Toward Product)
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PSYCHOGRAPHIC
NEEDS-BASED
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segmentation

NISIUJAIUMATA

Demographic Geographic Psychological Behavioural
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fwsTlElun1suUNE U A ﬂﬁq%‘ﬁ@

pNUsEINNSAERS (Demographic Segmentation)

>’§mﬂmzqmﬂ’mm‘?ﬂ\l (Industry Region)/ 111AU890aN19 (Company Size)/ Zﬁﬂ‘mﬁélj/ﬁ (Location)

AINQENI5U )R9I (Operating Variables)

> walulail (Technology)/ anun wnasld (Using Status)/ Au@1u1InaedgnAn (Customer
Capabilities)

mu‘%%'msﬁ”m%a (Purchasing Approaches)

> lnssatatinadnie (Purchasing Structure)/ TA39&51981%414 (Power Structure) / AN NRLTUETI
Aan (Existing Relationships)/ uTﬂUWﬂﬁ/ﬂ%@ (Purchasing Policy)/ mmgﬁufi/m%@ (Purchasing
Standard)

ANNADIUNIT DL (Situation Factors)

» Annuisesau (Urgency)/ nsilszenstlde1is (Specific Application)/ 1unannsdia (Order Size)
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panlsnldlunisuisdsunaingsna (sa)

° muqmﬁnwm:dquﬁq (Personal Characteristics)

a 1

AINARNE T UARIHTR—Ea12 (Buyer-Seller Similarity)/fiAUARNNAaAIINLALY (Attitude
toward Risk)/ A27:1ANA (Loyalty)

* MINUANNANENT (Geographic Segmentation) L1 AIINNUILULABINANGNAT E5FINT
AuTnlusaziwnviraninim wazifadaniesuunniasznanslszmne s

a A

* AINANHUSYNAT (Customer Types) U UselnnEde 1U1AT0989ANT 38N19UJRIY
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a\ ey , 1 v o A % o a £
¢ ﬁlﬁNWﬂﬁlﬂ%‘%‘Nl}d‘ﬁ’ﬂ (Buyer Behavior) a1 mﬂm\‘]',—mmmmﬁgmﬂﬂ@%m?mm q’;:ﬂLL’LI‘LIﬂ"]ﬂGI]

1
Q/

LASUUNAURIANRIT A

35



vuadulumisivoduaana

ANHAME AN UFINAaIN IRannunnagla NATIZRLIATIN MUUARRTIA

NNNIARA WIaLangwn LUNEIUARIA UNFIUUUINRTA g

36



N159LAT1= NSz M NS AN’ RS

* LUIARLAZVORNEINUANHMzLTzTINTANEAST
UszangAnans uunene n1gvinANdn lanaaAunyEeinaadasiy

Jaden1949AN Tmuased Asugia wardaduau o anwurnielszainsaans
dsznavlildae iwa @aT15 ANAUY QRAILLY N1ET FEALINTTANEY ADTUNINANTA
ANUAULAT ADNUNINNTT 1191 ANTN Uazaells (AU9in LaTues, 2541)
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v/

(qiToyayn laemngy, 2551) 3eaziatnRAIN
1. URegATUINA (Sex)
2. Taseeuae (Age)
3. 11adeIA11N17ANET (Education)

, o Y] | .

A ANURNTN (Occupation)

5. 1ladea1usele (Income) M?Mmumwmqmmﬁﬁ@ (Economic status)

a
e
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