Master Degree

THM6101 5183w wadinssugfuslnauazamnunainralgmuimusssuyavgsiarioviiginasuinms

(Consumer Behavior and Multicultural in Tourism and Hospitality Business Businesses) (1) 26 Asn1AN 2568

A195UNYS19IY)

; f?

Munanes  fiag

unIEIIIA dooidn i Y a a 1 o a
et i e guslaaluuiunvovnugaarnssuriovifisruazuing
10 uRTITERIN
— iRz

wnAauazngeijtigiaungfinssuguilan anudissy
yavyAsAnyIngfinssuuilnam Yadufifisnswasionsfinssu
Huilna nszuiumsdnaulafe usvpulauasuszaunisaiuay

HuslaAwgAnssusiveuavianovifisafifinnurainvaiy
NIYIBUUSITULLALAITANWIIEULSTTUTIUB B

onsdaou: as. U1 ASAY, 5A.05 AENS aMmuslua LazsA.LaN Inny Tl

U

unIfiE TN

N "} nasth

ads  vinne

]
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
|
'I

[L3h.1 o]

(1) amnusifovsiuiieidungfinssutinrieviienasngfinssuguiina
(2) dnriovifignazuslnalussiamumsuins

fifisnswasengfnssugusina

(4) nszurumseindulavevguilnm

L F F F N N F N § 4

"ﬁﬁamsﬁa\sl,ﬁmasjﬁmsu,ﬁum\suawmdszaun'lssﬂmiq"

'—--------



dussurandn Master Degree

IngnsusseneiiLAY: WeANISUHUSINALATANUHAINHAIYNIYIRINSISUUDYEsAaTIovLTigILazUSANS = A5.U2 ASAY
52VA1AN519159 AS.AFNS aAsslun

ARLEUUBYAFASLATRIALAIGNT LAZINYIRYNITIANITYAFINATTUUTAT UKINYFYNBAHAIUFUUM

PHUSIT.PH@SSRU.AC.TH

WQMﬂSSNNU‘SIﬂﬂ Consumer Behavior) Aansnssrinniomsuanyaanuavynna
NAN LAZDYANTNNIRIAL Tunsfe wazmsUFiasiudi usms ANuAR #io
Uszaumsal lagiidnswauianlUadgnuauimiusssy Uadgmusrudvau uag
Vadwamrizypma onouausyANufavmMsIazANUUNIsAUIUBYNINLL (Kotler
and Keller, 2016) (2)
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How to define consumer behaviour Finding

uave - Laon - Fa/Ufias - 18 - lhn - Ay

"Those acts of individuals directly involved in obtaining, using, and
disposing of economicgoods and services, including the decision
processes that precede and determine these acts”

Engel, et al.
(1986)

Acts,
TaYe I\Vile ISEL LS

U Amazmg Thalland Countdown 2025"
Kotler (1994, Consumer behaviour is the study of how people buy, whatthey ﬁmﬁ’uﬁtaﬂauaaju 1agi “a adw) wluula”

2016) buy, when they buy and why they buy. AatlusesulandeunAng suuany v
nsznsvAsTovifisnnasAniAmainezadivse
Consumer Behaviour ! (3) : : . Process, Iﬁﬂj'] 62,000 auun (5)

Consumer is the study “of the processes involved when individuals or
Definition SeLCTuICEE I groups select, purchase, use, or dispose of products, services, ideas, or needs,
(1995) ‘ ‘ ‘ ' ‘ ‘ individuals

experiences to satisfy needs and desires group IAT oL YIR 19 E FLEUNIYLEN
Usemalnglul 2567 (Fugaiuf

N/ ) 31 Sunmu 2567) ogfi 35.54
, “the behaviour that consumers display in searching for, purchasing, using, 2 3 1 '

Schiffman AuAu avselfanmsriov
THAILAND (2007) evaluating, and disposing of products and services that they expect will Acts, need L‘ﬁmﬂszmm 1 o BT

: . ) y
vodumavlal¥nmisuazusenvsulnefivawaulng-luus satisfy their needs

A (1) tam saulail. 2564). m‘wﬁfﬂ'n'a\aLﬁm‘?’iau’mﬁummmmq’sism{]u. hitps:/7www.khaosod.co.th/breaking-news/news_o670/230, (Z) Kotler, F. and KReller, K. (Z0T16). Marketing Management (15w edition). Pearson Education.
(3
(5

) Solomon, M. (1995). Consumer Behaviour (3w edition). Prentice Hall. (4) Schiffman, L., Hansen H. and Kanuk L. (2007). Consumer Behaviour: A European Outlook. Pearson Education.,
) https://www.thaigov.go.th/news/contents/details/92127
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Megatrend (2025)
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Tourism Megatrend in the World ? , o -
| R
Tourism Megatrend in Thailand
Wellness & Medical Hub
Green & Community-
Soft Power & Creative Based Tourism
Tourism Inenng:

Smart Tourism & Digital
Digital Nomad & Remote Infrastructure

Work Destination

sA. A5. NANS pAvslun
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6-Dimension

1. Decarbonization

2. Digitalization

3. Demographic Shift

4. Desire for Wellness

5. De-localization vs.
Re-localization

6. Disruption Readiness

.. Global Tourism Megatrends
" Model: “6D FRAMEWORK"

uuliiu (Megatrend)

Low-carbon &
sustainable travel

Smart Tourism & Al
experience

Aging, Gen Z, Solo,
LGBTQ+

Wellness, Mindfulness,
Healing

Global Nomads vs.
Local Culture

Pandemic, Al,
Geopolitical Risks

LUINVAISUSURDY/
uINNSSU

- Green transport (EV, train)-
Eco-accommodation-
Carbon offset platform

- Al itinerary planner- AR/VR
storytelling- Digital twin
destinations

- Silver tourism packages-
Gen Z virtual + live hybrid
trip- Inclusive travel
experiences

- Wellness retreats- Medical
tourism- Spiritual detox
experiences

- Digital Nomad visas-
Authentic local living-
Cultural immersion trips

e o
- Crisis-resilient tourism o o
plans- Flexible bookings- o o
Risk-aware traveler tools ° o
o o

phusit.ph@ssru.ac.th
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Tourism Megatrends: 1an vs (na (2025)
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Wy "lanizyana, 998U, Hara

Fuimdausiamaluladiuaz
fuAuuslnagalnry

HUINTUR/UTRNSTU LU Al
guide, Net zero tourism

W@RYSAINNIYAISLE DVLLaZEY
LLIAA DL

WU “ANULED, TRI1S55Y,
qUATN°

JULARDUAIYTBUUSTTU-ASN S

LazNISHaIUSINYDITUTU

Soft Power, Wellness,

Tourism for aging society

STUUIANITHIGU, ATLAIN
Usns, vIansiGouley
inalulad

1. Anudviiu (Sustainability)

2. wnalulad (Digitalization)

3. aumn & guae (Wellness)

4. nguihvanalunai
(Demographic Shifts)

5. Soft Power & 645554

6. sUnuutiauifien (Travel
Styles)

7. ulgungasanunsou
(Governance & Readiness)

o

- 11U Low-carbon travel- annns
Juneludseina- atuayu
Ecotourism

-8 Al, VR/AR, Big Data- Smart
Destination (18U tJUu, 1NIHE,
allu)

- 114 mindfulness retreat,
medical tourism- YaA1gy LYU
Fia, dulhe, Yyu

- Digital Nomads, Gen Z,
LGBTQ+, Elderly Solo- fiavns
Uszaumsallanizymma

- auladmiusssuriovdy, suny,
1309481~ LU Local Experience
(15U Homestay, Cooking Class)

- Bleisure (gsfia+Wnwou)- Solo
Travel, Experiential Tourism

- flulguiy Green Travel, Data
Sharing, Tourism Tax- fuLAaDY
lagiinov/ovAnsszaulan

- Budviasy “ifignog1vsulinsou”-
MovINeIYUVL, U@Jﬂrﬁufﬁ, Aanssu
Imno1an

- W Lavyaw nnn., Smart City
WU Wnen Quie- Svndnlugusy
HaoLHaIiovLigI50Vv

- Ineu Medical Hub: wialneg,
ayulns, ar- wouluviugunn
LWUUBYATIU-TRIUETTY

- BumaUaUDY Gen Z uazigy
91y- (nawiunguioiby: Su,
dULRY, ULALTY

- Ingdu T-Soft Power: 91#15
ng, welny, dring- 18
AsNsI+ANULED WU Auzlus, Ia
A

- iy fgnmsouasl, (ninse,
AsNs1- 15udl Digital Nomad Tu
Jovlney

- InewiuulauisBuduiasy + 9f
FIAU- GVUIRATZTUUUSLLIUNG +
ANSIRNISUNTDVLAYILTIAAN
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UN Tourism
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International tourist arrivals

% change over2019 [ 2023 2024 @ Q12025*

.I;
-34%

World Europe Asia Pacific Americas Africa Middle East

Source: UN Tourism | World Tourism Organization « *Provisional data
Data as collected by UN Tourism, May 2025,

* |nternational tourist arrivals (overnight visitors) increased by 5% in the first quarter of 2025
(compared to the same period in 2024), or 3% above pre-pandemic year 2019.

* Around 300 million tourists travelled internationally in Q1 2025, about 14 million more than in the
period of 2024.

® Africa (+9%) showed the strongest performance in Q1 2025 as compared to the same period of
2024, while the Americas (+3%), Europe (+2%) and the Middle East (+1%) saw comparatively more
moderate results during this period. Asia and the Pacific (+13%) continued to rebound strongly, . o
though arrivals still remained slightly below pre-pandemic levels.

phusit.ph@ssru.ac.th
UNWTO. (2025). International tourist arrivals grew 5% in January-March 2025. https://www.unwto.org/un-tourism-world-tourism-barometer-data
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https://www.academia.edu/download/58432006/
consumer bahaviour my assignment.pdf
weaged in the consumption process is a consumer. Consumers are the 7
al consumption or to meet the collective needs of the family and Iy
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TIUMTAES

Philip Kotler, & Kevin Keller.
I

I
\

(8) B afanmsudaiau

“on consumption of different products and services. It includes
v buy it, where they buy it, fow often they buy it, and how
w of theorv of consumer behavior models. Besides
“discussed in this paper.

nsldsuunisnszduandudndon
MslAsunIsnszAUINGIL3INIVANSHAIA
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viauvgd Tu 39nia 2au3: UunuIv 2ad A2 U au A2 UAIAKAIL DY W
usina

T Khaola-ong, S Thamrongsinthaworn - Rajapark Journal, 2021 - so05.tci-thaijo.org

This research aims to study the level of thought factors. The feeling of action and loyalty to

tourist restaurants in Chonburi and to study the influence of thought factors. Feelings and

T fudin 99 dwds  wnerwildisdas 99
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(9) * Mar_keting
/ I 1 Memory
| -—— | 0 Products & services | Economic Problem recognition Product choice
I € I Price Technological | Information search Brand choice
A 4 v Distribution Political Evaluation of Dealer choice
5 - Communications Cultural alternatives Purchase amount
Problem Information Evaluation of Purchase PostPurchase s ckeion Poschaes ko
recognition search alternative dicition behavior mm’fvg’:‘* RRyIGE g
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A (6) Jisana, T. K. (2014). Consumer behaviour models: an overview. Sai Om Journal of Commerce & Management, 1(5), 34-43.; (7) https://scholar.google.co.th/schhp?hl=th&as_sdt=0,5K (8) Kotler, P. and Keller, K. (2016).

Marketing Management (15w edition). Pearson Education. (9) MWEaIALN. https://www.blockdit.com/posts/6084bdd874fe930c561d1cal
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* Had152991n Factworks us¥nsunsise saufunin 10,000 au mnsudludaviiunii 6,000 uwe wazguslnaluansgy, sungw, Lwesdu, dssiaa, Bmd, awy, TWuaud,
AU KU Facebook 1Q wuih 85% vavngudisosauBadudimnfrusiluiiuiimngiinlinvlouazvasads Ins 1 Tu 3 vevgnounuuasuau WWoh&udanfudrioy
fAu s unsnduunsulsd uaz Online Shopping My Facebook 1Q 1y uiidudannfiudlufosiussisaunweniimstossulat wiguilnafdudonds inszeglng
WBunvazeIn [Widupisnay LaTD PN ANUFUNUSTUR UL NI UAN ‘Ifi’]ﬂLﬁﬂJﬂ’]SﬁﬂLLﬂﬁJLU@%%@IUSIM%H%Q%&JEJﬁ\ﬂ@ﬂ@ﬂﬁWTHQMUuZﬁﬂﬂﬂﬁu (10)

— e Tourism is a social, cultural and e Theyear 2015 has been a milestone for
economic phenomenon which global development as governments have
entails the movement of people to adopted the 2030 Agenda for Sustainable
countries or places outside their Development, along with the Sustainable
usual environment for personal or Development Goals (SDGs). The bold
business/professional purposes. agenda sets out a global framework to
These people are called visitors end extreme poverty, fight inequality and
(which may be either tourists or injustice, and fix climate change until lucivsinatiudentodus
excursionists; residents or non- 2030. Building on the historic Millennium ZnEudiluriodfiu
residents) and tourism has to do Development Goals (MDGs), the ambitious
with their activities, some of which set of 17 Sustainable Development Goals
involve tourism expenditure. (11) and 169 associated targets is people-
\. centred, transformative, universal and
integrated. (12) E T 1
s UN Tourism orm of ‘ourism
1 > ® Domestic Tourism
1 !
I ® [Inbound Tourism
I U U 1 P a 5
I 10 Jusunisriovinenganfisuvavlssinalineg (13) ¢ Qutbound Tourism
1
: * 9uryU 1 Home Stay & Farm Stay ® 9uUrU 6 Marine Eco Tourism
: * 9uUmU 2 Health Tourism * dumy 7 Historical Tourism
: * 9unu 3 Adventure Travel ® 9umu 8 Cultural And Traditional Tourism
: ® 9uUmU 4 Sports Tourism e gunu 9 Village Tourism
I Y Y . Y} U .
[ [ .
\ dURAU 5 Eco Tourism pUmAU 10 Agro Tourism The Tourism for SDGs
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A1 (10) Marketingoops. (2018) vih{u ;ﬁuﬁﬂﬂﬁﬂL§aﬂ?;aﬁuﬁﬁmﬂ'ﬁ”mﬁﬁuﬁmﬁu. https://www.marketingoops.com/reports/research/why-people-like-to-shop-at-local-businesses/ ; (11) UN Tourism. (2025). Glossary of Tourism

Terms. https://www.unwto.org/glossary-tourism-terms.; (12) UN Tourism. (2025). Tourism in the 2030 Agenda. https://www.unwto.org/tourism-in-2030-agenda. (13) msreuifiglruusznalng. (2564). 10 Sugumsrievifisnson
flgy. https://tourismproduct.tourismthailand.org/
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Jisana, T. K. (2014) (14) PHUSIT.PH@SSRU.AC.TH

|
: Il. Social factors
|
|. Cultural factors e e e e e e e e e -4
J

» Reference Groups: persons reference group are
® Culture: set of basic values, perceptions, wants and behaviours

those groups that have a direct or indirect influence
e Subculture: religions, nationalities, geographic regions, racial groups etc e Family: Buyer behavior is strongly influenced by

* Social class: refers to the hierarchical arrangement of the society into various the member of a family.

Ill. Personal Factors

divisions, each of which signifies social status or standing * Roles and Status: Each person possesses different

roles and status in the society depending upon the

e Age: Age and life-cycle have potential impact on the consumer buying behavior. Family life-cycle

|
|
|
|
|
|
|
|
: on the person’s attitudes or behavior
|
|
|
|
|
|
|
: groups, clubs, family, organization etc.

consists of different stages such as childhood, bachelorhood, newly married couple, parenthood etc.
* Occupation: The occupation of a person has significant impact on his buying behavior. \ﬁ—————————————————\
* Economic Situation: Consumer’s economic situation has great influence on his buying behavior.
o Lifestyle: Lifestyle of customers is another import factor affecting the consumer buying behavior.
* Personality: Personality changes from person to person, time to time and place to place. Therefore

it can greatly influence the buying behavior of customers.

IV. Psychological factors

e Motivation: The level of motivation also affects the
buying behavior of customers.

Salt-bulfillment * Perception: Selecting, organizing and interpreting
needs information in a way to produce a meaningful

Self-

It was in 1943, Maslow's  actualization:
achieving one’s

theory is based on the full potential,

) including creative
Hierarchy of Human Needs. ackvitias

experience of the world is called perception.
e Beliefs and Attitudes: Customer possesses specific
beliefs and attitudes towards various products.

Esteem needs:

— - prestige and feeling of accomplishment DV ST I o U nwausaIumdnasionsriagiNelvavauloy 91l 218N
- % - needs mﬂ%"uvaﬂﬁfﬂﬁaoLﬁmﬁﬂﬁ’ﬂfﬂﬁaeLﬁmﬁmitﬁaﬂ AaNssUNS

Belongingness and love needs:
intimate relationships, friends riovif mummwmamauﬂ 91yiloy 130 mﬁwmimvsmmiu

msravifisrvaviinriovifiedfisndauntu Svaonadviuviu
Ayudy Varasteh, Marzuki and Rasoolimanesh (2014),
Seyidov and Adomaitiene (2016) wageyieiun H19nan
(2565)

Safety needs:

security, safety

Physlnloglcnl needs:

food, water, wctrm?h rest

’i B P .-. i onir . 5N sl d .
AU ('|4) Jisana, T K.(2014). Consumer behawour models an overview. Sai Om Journal of Commerce & Management, 1(5), 34-43.; (15) Maslow, A. H. (1943). A Theory of Human Motivation. Psychological Review, 50, 370-396.
https://psychclassics.yorku.ca/Maslow/motivation.htm (16) Seyidov, J. and Adomaitiene, R. (2016). FACTORS INFLUENCING LOCAL TOURISTS' DECISION-MAKING ON CHOOSING A DESTINATION: A CASE OF AZERBAIJAN.

Ekonomika. 95(3): 112-127.(17) Varasteh, H., Marzuki, A. and Rasoolimanesh, S. (2014). Factors affecting international students’ travel behavior. Journal of Vacation Marketing. 21(2): 131-149. (18) sy1giun §1vwan. (2565).
wafinssumsriovfiensivdsninvaviinriovifienvniineg nsdifnwdvninnssunasasoysen (MsAuaidasznangnsusiisssisumyUuin). Ausnidisamansiasmsinyt uningdusssumans.
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This review article examines the tourism CB research.

Using a narrative review, we examine the CB literature

published in 519 articles identified and reviewed,
191 are included in this article. We examine the
development of and scope for future research on
nine key concepts,including;

- decision-making

- values

- motivations

- self-concept and personality

- expectations

- attitudes

- Rerceptions

-----~

/_ satisfaction S

| \
‘\— trust and onal’%,'

~- —-— o o
We then examine three important external influences
on tourism behaviour, technology, Generation Y and
the rise in concern over ethical consumption.

NAsAuUAsssURAY TaUrume Jvningmnssil

Consumer behaviour in tourism: Concepts, influences
and opportunities (Cohen, Prayag, & Moital, 2013) (19)

——
- ATeT
Volume 17,

FLAsIZENA review literature > REVIEW ARTICLE o [
goog|e SearCh ____________________ \\I s N _
™ Goodl ipsoviiamarilazihmvldis UAumdouaniin 1, o o P Consumer behaviour in tourism: Concepts,
oogle v Y ALLUSAULLAZAILLUSANU St influences and opportunities

Scott A. Cohen @& Girish Prayag & Miguel Moital

B6 Cite thisarticle 8 hitps=s/doLorg/ 10,1080/ 3683500.201 3.850064
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Customer Satisfaction and Behavioral Intentions in Tourism:
A Literature Review (20)

Findings: The result of this study revealed that service
(~quality is the most important antecedents of satisfaction in
: tourism. Meanwhile, the consequences are
I characterized by loyalty. Nevertheless, the relationship

I_between customer satisfaction_and loyalty does not seem

mainly

/4

always so linear, as there are customers who revisit to the

—

ourist destination, while others prefer to visit to new

(ON

estinations despite, they were satisfied

o — — — —
'a

-------\
4

A (19) Cohen, S. A., Prayag, G., & Moital, M. (2013). Consumer behaviour in tourism: Concepts, influences and opportunities. Current Issues in Tourism, 17(10), 872-909. https://doi.org/10.1080/13683500.2013.850064 ; (20)

Ardani', W., Rahyuda, K., Giantari, |. G. A. K., & Gde, |. P.(2019). Customer satisfaction and behavioral intentions in tourism: A literature review.

International Journal of Applied, 4(3).
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AR PLARDUAT (26)
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o N - o AU YUIR YU muw PUR IR PUTA YUIR WU
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500 " " é * 222 83 15 14 110 86 290 165 850 265 3,000 341
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2500 * 1,250 769 500 345 96 40 36 I 160 113 380 191 1,200 291 6,000 361
3.000 * 1.364 811 517 353 a7 I 45 40 I 170 118 400 196 1,300 297 7,000 364
50 a4 180 123 420 201 1,400 302 8,000 367
3,500 * 1,458 843 530 359 a7 I
55 48 I 190 127 440 205 1,500 306 9,000 368
4,000 * 1,538 ero 541 368 98 I 60 52 200 132 460 210 1,600 310 10,000 370
4,500 * 1.607 B9l 584G 367 08 65 56 I 210 136 480 214 1,700 313 15,000 375
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‘ 95 76 270 159 750 254 2,600 335 100,000 384
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7 - Robert V. Krejcie and Earyle W. Morgan. 1970)
10,000 5.000 2,000 1,000 588 385 o9
15,000 6,000 2,143 1,034 &00 390 Q9
20,000 6.667 2222 1,053 &06 362 100
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i - (Yamane, 1973)

Independent Study: IS

* Independent study, also known as directed study or self-directed learning, is a form of education where
students work on a project or topic with minimal supervision from a professor or instructor. It allows students to
pursue their interests, develop self-discipline, and manage their own learning process.

e Key aspects of independent study: Student-driven, Minimal supervision, Flexibility, Skill development: They
foster self-discipline, time management, and research skills.

* How it works: (1) Identify a topic, (2) Find a supervisor, (3) Develop a proposal: A proposal outlining the
project's goals, methods, timeline, and assessment is developed and agreed upon with the supervisor. (4)
Conduct the study, (5) Meet with the supervisor: Regular meetings with the supervisor provide guidance and
feedback. (6) Present the findings: Students present their work through a final report, presentation, or project.

(25) Yamane, T. (1973). Statistics: An introductory statistics, (Second Edition). New York: Harper & Row. (26) Krejcie, R. V. & Morgan, D. W. (1970). e th
Determining sample sizes for research activities. Educational and Psychological Measurement. 30, 607-610. phusit.ph@ssru.ac.
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(26) i ANUNTID I
Philip Kotler, & Kevin Keller. I
Sm— & ooTTTmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm———— :
5 I
N ! -
Decisi ! . ; Philip Kotler (2003) Product, :
W nawnNIean (Marketing Theory) - ,
i LUIAAFIUUITAUNIIATAAA Price, I
Problem1 . Ca I
| Informatic | (Marketing Mix 150 4Ps) Place, |
Evaluatio : Promotion. |
altemi I L g ) ,’—-------\ I
Purchas | newia1AulumNADYNSUDVINEa LA wainssuguslana -\ ,'
Post-p L (Maslow's Hierarchy of Need:s) \ (Consumer Behavior). » oo oTT
"—w : \ﬁ-------_, UQ@E?@TQ
: | I o (Motivators)
! wIAALAEIAUANUTinalavavgnm ngw]aovlavyuovlonssiusn -
i e Ry (28) Herzberg, F.(2015) :
: Frederick Herzberg, Bernard Mausner, I
*— —————————— A ~\I Barbara Bloch Snyderman (1959) ','
------------ Consumer Buying Decision Process i iekeabebebalebebebebebeleb (29) o2, 8 v
s y e oyalty:postve parcaion. U590 (Hygiene Factors
[ iy ! by consumers towards the brand. ~ ¥13® Maintenance Factors)
v

Customer loyalty theory posits that building strong, lasting relationships with
customers through positive experiences leads to repeat business, advocacy, and

Evaluation of Purchase PostPurchase

Information

Problem
dicition

alternative

search

recognition

behavior ultimately, a competitive advantage for a business, and Customer Loyalty has

& been associated with the spending power of consumers. (Brand Loyalty and
wqmnssuna\smsva Customer Loyalty uses constructs of affective and behavioural approach.)

A (26) Jisana, T. K. (2014). Consumer behaviour models: an overview. Sai Om Journal of Commerce & Management, 1(5), 34-43. ; Kotler, P. and Keller, K. (2016). Marketing Management (15w edition). Pearson Education. (27) Kotler, P. (2003)
Marketing Management. 11th Edition, Prentice-Hall, Upper Saddle River. (28) Maslow, A. H.(1943). A Theory of Human Motivation. Psychological Review, 50, 370-3%6. https://psychclassics.yorku.ca/Maslow/motivation.htm; (28) Herzberg, F
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(2015). Motivation-hygiene theory. Organizational behavior 1, 61-74.; (29) Ishak, F., & Abd Ghani, N. H. (2013). A review of the literature on brand loyalty and customer loyalty.
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® Culture: set of basic values, perceptions, wants and behaviours
® Subculture: religions, nationalities, geographic regions, racial groups etc
® Social class: refers to the hierarchical arrangement of the society into various divisions, each of which

signifies social status or standing PHUSIT.PH@SSRU.AC.TH
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