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(Meanings of Market Segmentation)
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Tagilsyasnvesmsnsaiunain
(Objective of Market Segmentation)
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(Identify Target Segments)

AN lausaslauazngAngsu
(Understand Needs and Buying
Motives)

Tinsnannslaatrsldsz@ngnaw (Optimize
Resource Allocation & Reduce Risk)

NaURARA I LazLInnglus (Drive
Product/Service Innovation)

ﬂ%’unaﬂ_wé’mfa‘ﬁ:ﬂmﬂﬁ‘[ﬂﬁlq (Enhance
Marketing Effectiveness)

AS9ANNANALAZAMNEE Y (Strengthen
Customer Engagement & Loyalty)
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awtsznnnedelFqaunne (Simon-Kucher & Partners,2023).
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57 Million
Domestic
Passengers

Thai AirAsia
13%

Alsiaumviuds:ina

awmsuunuaauuuomsuua\)wfoaaws
TUIaum\)uumaTuUs.lnﬂmnnao Ao angnstu
TnenasioiBudaounuvsona: 43 vovoudU
NTQUET]SYT]?J?UUS-II’]FT sovavn Ao arenstu
Tnsﬂaoauuas angn1stuunios llaengmsuu
Thei3eaidn awddu

Thai Vietjet

1% . 15 Million

Nok Air

6% International

Passengers

Thai Lion Air
23%
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CAAT

ddnviunisOuwaBounHvds:inAiny
The Civil Aviation Authority of Thailand

Ihai Lion Air
4%

NokScoot Airlines T
o 72 Million
Total

Passengers

Thai Air Asia X
3%

Thai AirAsia

45%
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(market segmentation:s)

FUABUN 2 NITNVUARNAN
Wvianen1an1snann

(market targeting:t)

YURBDUN 4 N1SHAIUNFIUUSEEN
N15MANNEINSULAAZANANA
Wanune

(Marketing mix for each
target market)
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(Bases for Segmenting Consumer Markets)

szannsAnans
(Demographic)
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nansiue (behavior
toward product)

uananusisanniu (Using

Multiple
Segmentation Bases)
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msuusaIunaIn Segmentation

\MNaNIshNgIuAaIntNadanInaan (Green Market

Segmentation)
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1.

w

(Kotler & Armstrong. 2018 : 213)
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QuifAns (Geographic)

1.1 giin1A (Region)

1.2 YunAve i (City or MSA size)
1.3 ARV IWMUTRUSEAINS (Density)
1.6 anmeinia (Climate)

. UsznsAnans (Demographic)

2.1 97y (Age)
2.2 \we (Gender)
2.3 399n3%3nRsauATI (Family life cycle)

2.4 msfinwy (Education)
2.5 @917 (Ethnic)
2.6 37918 (Income)

. Inlids wSadIniven

(Psychographic/psychological)
3.1 Fuvasdsns (Social class)
3.2 ypannm (Personality)

3.3 30nseaniutan (Lifestyle)

. wodnssuiiisonaAniel (Behavior Toward

product) wininnusiauieatasiunanist
(Product related bases)
4.1 Tana (Occasion)
4.2 wavselmiiidaansvinkaniug
(Benefit desired)
4.2.1 dnsamalnu (Usage rate & status)
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Positioning Map
5 eUNeU AUHUINNNMTAAIAVDY
Starbucks
Café Amazon
Inthanin

10 %
. :
E 6 A?.r%
< 4
2
0
0 5 10

Y = aumwialszaunsal

Ao ¢ o ¥ ' -
Willonuusuaszay Tan Ussemssuau Premium

Starbucks 9 9 < S oy :
waanuraaINgs UsMIUIsam Experience
. £ 4 Y = 1
Café ATOUAGUAUNNIN 5IAINAN 1U1D91Y Mass Market
5 6 N ﬂ v .
Amazon nguuhmuendn Convenience
9 a1 A v = .

: wuanudluiinsaedunadey samauaz  Eco-friendly +

Inthanin 6 7 y

e o L= Sy o o
AUNINAIN NINANHUNINT WYY M|d-prem|um

! v a
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Inouazinuassuniddemsnmdnusinusuamionr (Green Image)
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HU3LnA
(Bases for Segmenting
Consumer Markets)

NsuUsdIURAIANIIaNYNANEAS

(Geographic Segmentation)

1.198n7a (Region) 1.20887nA
i natla e viddleledl (Climate) wu 1m

vRiawEng niamila Fau LAWY LWRLIEY

ANANANN NNAME L1 11945

1.32u1an041809 (City 1.4ANNAUIUL
Size) iy Nufipingd (Density) i anuau
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Markets)

2. Usz9nseAans (Demographic)

2.1 (Sex)

Town w18 N

2.207Y (Age)

[

. U 088N 5 Y 6-12 U 13-19 U 20-35 T 36-50 U 50 Vauly
2.391%W (Occupation)

o WU T191UNNT NUNIY BNWATNS UNAN®W kU
2457913 (Income)

. WU dnT 5,000 U 5,001-10,000 U 10,000-20,000 U™
20 NON a11anaia el

2.5n5Anw (Education)

o WU SERUUSTONANY UseuAnn 91TfAnw USunns aanandsuanns

2.6UUANUBIATIUATI (Family Size)

o WU 2 AU 35 AU way 6 AuTull

2.733n35%InAseUATI (Family Life Cycle)
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2 8139979 (Race
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(Bases for Segmenting Consumer Markets)
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wannuaNIsUEIUAaINEUILAA
(Bases for Segmenting Consumer Markets)
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4. WeAnIIUN1TTNINARONARAY (behavior toward product

NauselevUNAINIS
ANNANNUIN
Benefit Desired

Tanndlunis@de
Occasion

d0uzva Y User D3NS LYNANA N

status Usage rate

ANINAUNNARD
duAn Loyalty status /




NANLNUIINITRUEIURAIAHUT LA
(Bases for Segmenting Consumer Markets)

4. woRnssunsteriiinasondnsiaust (behavior toward product)
4.1 Tam«lunsda (Purchase Occasion)
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(Bases for Segmenting

Consumer Markets)

4. NRANTSUNSYINUNARDNENNUN
(behavior toward product)

4.2 nsudmaalseladl
(Benefit sought)
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(Bases for Segmenting

Consumer Markets)

4. wgRnssun1seiitinasendnsia
(behavior toward product)

4.3 anuzaasyld (User
Status)
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(Bases for
Segmenting
Consumer
Markets)

4. woAnIIUNISTNINanaNaning (behavior

toward product)

4.4 amsnsld (Usage rate)
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