
 5 

 300 

 1 

 77.0
 40-49  28.7 

 76.6  10,000  66.3 /
 42.3

 2 

 94.7 
 89.7  9.3 

5.3

1.

 60.9 

 92.6 



97

 93.0 
 72.2 

85.2

2.

 56.1 

 89.6 
 84.4 

 50.6 
 72.5 

3.

 67.9 
 42.9 

 53.6 
 60.7 

 46.4 

4.

 56.3 
 43.8 

 100.0 
 56.3 

 56.3
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88.3
 67.0 

 92.0 

 73.3 

 54.7  2-3 
 38.0

 4.38

 3 

 34.0  

 32.0 
12.3

 4

 9.3  5.3 
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4.1

1.
 95.2 

 90.9  10.9 
 6.1 

 58.5 
 66.3  4.1 

91.8
 72.6  88.1 

 57.4 
 90.0 

 91.8 

 53.6  77.0 

 88.7 
 67.8 

 92.2 
 73.0 



100

 52.6  2-3 
41.7  4.39

 33.9

  2. 
 90.0 

 75.0  6.0 
 4.0 

 68.9 
 97.8  6.7 

 95.6 
 71.1  80.0 

 90.9 
 66.7 

 86.7 
 57.8  55.6 

82.0  80.0 
 80.0 



101

 74.0 
 60.0 

 2-3  24.0  
 4.44

 58.0

3 . 
 100.0 

 75.0 

 70.0 
 100.0 

95.6
 71.1  5.0 

 65.0  5.0

 60.0 
 100.0 

 66.7 
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 60.0  60.0
 13.3

 100.0 
 75.0 

66.7
  80.0 

 75.0 
 65.0 

 2-3  45.0 
 4.30

 45.0 

4.2

1.  10,000 
 95.0 

 91.4  13.6 
 7.5 

 59.8  0.5 
 92.7 

 2.6 
 92.6 
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74.6  89.4 

 53.8 
 85.7 

 82.4 

 50.5  74.7

 10,000 
 86.4 

 6.5  69.8 

97.0
 76.9 

 52.8 
 2-3  40.7 

 4.58 
 10,000 

 32.2

2.  10,000 – 19,999 
 91.9 

 90.3  11.6
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 63.2 
 91.2 

 5.3 
 91.2 

 71.9 
 75.4 

 66.1
 89.3 

 82.1
 62.5  73.2 
 1.8 

 10,000 – 19,999 
 93.5 

 58.1 
 85.5 

 61.3  

 37.1  2-3 
 43.5 

 4.64  10,000 – 19,999 

 37.1 

3.  20,000 
 97.4 

 79.5  2.6 
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 63.1 
 97.4 

13.5
 60.5 

 72.6  2.6
 79.0  2.6 

 51.6 
 87.1 

 100.0 

 61.3  58.1 
 3.2 

 20,000 
 89.7

66.7
 77.0 

 74.4
 71.8 

 2-3  35.9 
 4.38  10,000 
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1.  (Analyzing Consumer Behavior) 
 (Analyzing Consumer Behavior) 

 (2546)  6Ws1H 
 (Who)  (What)  (Why) 

 (Whom)  (When)  (Where) 
 (How)  7  7Os  

(Occupants)  (Objects)  (Objectives) 
 (Organizations)  (Occasions) 

 (Outlets)  (Operations) 
 7  7 

 (2551) 
,

 (2551)

(2551) 
 5.1 



107



96

 5-1

6W 1H 

1.1
 (Who?)

 40-49 

 10,000  /

/

 20-29 

 10,000 /

/

 20-29 

 10,000 /

/

 20-29 

 10,000- 19,000 /

1.2
(What?)

107
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 5-1 ( )

6W 1H 

1.2
(What?)

- - -

1.3
 (Why?)

108
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 5-1 ( )

6W 1H 

1.3
 (Why?) - . -

-

1.4

(Whom?)
-  -   -   -  

1.5
 (When?) 

 2-3  2-3  1 
 2-3 

1.6
 (Where?) -  -   -   -  

109
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 5-1 ( )

6W 1H 

1.7
 (How?) 

/

110
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 5-1 ( )

6W 1H 

1.7
 (How?) 

111
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 5-1 ( )

6W 1H 

1.7
 (How?) 

:

112
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2. 

 (2545) 

 (2545) 
 (Smart Shopper Self - Perception) 

 (2551) 
 (2551)  (2551) 

 (2545) 
 (Consumer Price Perception) 

 (Value Consciousness) 
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 1.  94.7
 89.7  94.7 

 90.7
2.

3.
   

4. 

5.

6. 

7.
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 (Product) 

 (Price) 

 (Place) 
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 (Promotion)

 2 

 (Product) 

 (Price) 
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 (Place) 

 (Promotion) 

 2 
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 (Product) 

 (Price) 

 (Place) 
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 (Promotion) 

(Event 
Marketing)  

 (Brand Experience) 

 (Call Center) 

 2 
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 (Product) 

 (Price) 

 (Place) 
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 (Promotion) 

 (Event Marketing)

 (Brand Experience) 

 (Call Center) 

 2 


