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 2 

 (Consumer Behavior Analysis)

 (2546: 193-194) 

 (Marketing Strategies) 

 6W’s  1H  Who, 

What, Why, Who, When, Where  How  7 

 7Os  Occupants, Object, Objective, Organization, Occasions, Outlets 

Operation

1.  (Who?)  (Target  

Market)

2.  (What?) 

3.  (Why?) 
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4.  (Who?) 

5.  (When?) 

6.  (Where?) 

 7.  (How?) 
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 1  7  (6W’s  1H)  7 

 (7Os) 

 (6W's 

1H)

 (7Os) 

1.  (7Ps) 

 (Who is in (Occupants) 

the target market?) (1) 

(2)

(3)

(4)

2.  (Object)  (Product Strategies) 

(What does the 

Consumer buy?)

  (1) 

(Product Component) 

 (Competitive 

(2)

Differentiation)

 (3) 

 (4) 
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 (6W's 

1H)

 (7Os) 

3.

 (Why does the (Objective) (Product Strategies) 

Consumer buy?)  (Promotion Strategies) 

 (Price 

(1)   Strategies) 

 (Distribution Channel Strategies) 

(2)

(3)

4.

 (Who (Organization)  ( )

Participates in the  (Advertising and Promotion Strategies) 

Buying?) (1) 

(2)

(3)

(4)

(5)

5.  (Occasions) 

(When does the  (Promotion Strategies) 

Consumer buy?) 
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 (6W's 

1H)

 (7Os) 

6.  (Outlets)  (Distribution 

(Where does the  Channel Strategies) 

Consumer buy?)

7.

(How does the  (Operation)  ( Promotion Strategies) 

Consumer buy?)  (1) 

(2)

(3)

(4)

(5)

 : ,  (  : ,

          2541:126)

 (Retailing Mix) 

 5  (Product) 

 (Place)  (Promotion)  (Price) 

(Personality)  5 

 ( , 2535) 

1.  (Product) 

2.  (Place) 

3.  (Promotion) 
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4.  (Price) 

5.  (Personality) 

 6W’s  1H 

 (2541)
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 (2541)

 (2541)  “

”

 2-3 

 (2543)

 (2547)
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 1 

 ( )

/

 (

)
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