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ndaaﬁwmﬁ% (Buyer’s black box)
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M8 Hawkins, Best, Coney
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M8 Hawkins, Best, Coney
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nsfndulIegufngUiuy (Extended Decision Making)
LﬁmﬁuﬁumimﬁﬁmﬂamﬂmsﬂuLLaz%’mﬂaf\mm&Juaﬂasmﬂfmmw

92ANITUTLEUNIENIINUATY 9] N1 wazazdin1sUsziliunanasn1soeld

pY1sltydE ALY

1
a Y a

ﬂﬂiﬁﬂauiﬁ]ﬁﬁaﬂi%ﬂl’]mﬁﬂLLag“ﬁ@iﬂaﬁﬂﬂﬂfwLﬁﬂ%UﬁUﬁUﬂ’mﬁﬁ’]mLL‘V\I\‘i 1503

Y
A A (Y U A

ANLEENE VisedAuAnkiAuAginey Asiululsastunaurain1sinduls
FONBIVINBENUYNIIN







lagagunszurunisindulagoatiaufugunuy
= &
4 5 YUNDU

1. A35uiUsyn (Problem recognition)
n1sAuvItaya (Information Search)

nAsUsziun1asn (Alternative evaluation)
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n1sanaulada (Purchase)

5. NM5UsSEUNaNaInIs¥e (Post purchase)
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1. d519A7uLANEAN9 (Differentiation)
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2. anAMULEES (Reduced perceived risk)
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