
 2 

2.1

2.2

2.1

2.1.1
 (2545)



7

2.1.2
 (2546)  (Analyzing 

Consumer Behavior) 

 (Marketing Strategies) 

 6Ws1H 

 (Who)  (What)  (Why) 

 (Whom)  (When)  (Where) 

 (How)   7  7Os  

(Occupants)  (Objects)  (Objectives) 

 (Organizations)  (Occasions) 

 (Outlets)  (Operations) 

 7  7 

1.  (Who) 

(Target Market)  (Occupants) 

2.  (What)

 (Product 

Component)  (Competitive Differentiation) 

 3.  (Why) 

3.1

3.2
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3.3

4.  (Whom) 

5.  (When) 

 (Situational Influences) 

6.  (Where) 

 (Nonstore to-Door Selling)  (Direct Marketing) 

 (Infomercials) 

 (Interactive Television) 

 (Video Kiosks) 

7.  (How) 
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 2-1  7  (6Ws  1H)  7 

 (6Ws 1H)  (7Os) 
1.

( Who is in the target market?) 

 (Occupants) 

(1)

(2)

(3)

(4)

2.

(What does the consumer buy?) 

 (Objects) 

 (Product Component) 

 (Competitive Differentiation) 

3.

( Why does the consumer buy?) 

 (Objectives) 

(1)

(2)

(3)

4.

(Who participates in the buying?) 

 (Organizations) 

(1)

(2)

(3)

(4)

(5)

5.

(When does the consumer buy?) 

 (Occasions) 

6.

(Where does the consumer buy?) 

 (Outlets) 
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 2-1 ( )  7  (6Ws  1H)  7 

 (6Ws 1H)  (7Os) 
7.

(How does the consumer buy?) 

 (Operation) 

(1)

(2)

(3)

(4)

(5)

: , 2546: 193-194 

 ( , 2542 : Diamond in Business World)

 1

 2

 3 

 4

 5
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2.2

 (2546)

(Marketing Mix  4Ps) 

1.  (Product) 

(Utility)  (Value)

1.1  (Product Differentiation) /

 (Competitive Differentiation) 

1.2  (Product Component) 

1.3  (Product Positioning) 

1.4  (Product Development) 

1.5  (Product Mix) 

(Product Line) 

2.  (Price) 

 P 

Product  (cost)  (Value) 

2.1  (Perceived Value) 

2.2
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2.3

2.4

3.  (Place  Distribution) 

 2 

3.1  (Channel of Distribution  distribution 

channel)

( )

3.2

(Physical Distribution  Market Logistics) 

4.  (Promotion) 

 (Remind) 

 (Personal Selling) 

 (Non-Personal Selling) 

(Integrated Marketing communication (IMC))  

4.1  (Advertising) 
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4.2  (Personal Selling) 

4.3  (Sales Promotion) 

 (Sale Force)  (Distributors)  (Ultimate 

Consumer)

4.4  (Publicity and Public Relations (PR)) 

 (1)  (Publicity) 

 (2)  (Public Relations (PR)) 

4.5  (Direct Marketing  Direct Response Marketing) 

 (Direct Response Advertising) 

 (Online Advertising) 

 (2551)
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 (2551)
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 1 

 (2551)
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.

 2-3 

 (2545)

 3 

1)  (Consumer Price Perception) 
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1.1)  (Price Consciousness) 

1.2)  (Value Consciousness) 

1.3)  (Price-Quality 

Perception)

2)  (Marketing Constructs)

2.1)  (Brand Loyalty) 

2.2)  (Risk Averseness) 

 Risk Averseness 

 Risk Averseness 

2.3)  (Impulsiveness) 

2.4)

(Smart shopper Self-Perception) 

3)  (Deal Proneness 

Constructs)


