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2539 Consumer behavior model 

Stimulus

Buyer’s black box

Buyer’s response  Buyer’s purchase decision  

Stimulus

Response S-R Theory 

1. Stimulus Inside stimulus

Outside stimulus

Buying motive

2  

1.1 Marketing stimulus

Marketing mix  
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1.) Product

 

2.) Price

 

3.) Place

 

4.) Promotion

1.2 Other stimulus

 

1.) Economic

 

2.) Technological

 

3.) Law and political

 

4.) Culture

 

2. Buyer’s black box

Black box
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2.1 Buyer characteristics

 

2.1.1 Culture factors

 

2.1.2 Social factors

 

2.1.3 Personal factors

 

2.1.4 Psychological factors  

 

1.) Motivation Drive
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2.) Perception

 

3.) Learning

Stimulus

Response -

 

4.) Beliefs

 

5.) Attitude

 

2.2 Buyer decision process

 

3. Buyer’s response

Buyer’s purchase decisions

Product choice Brand choice Dealer 

choice Purchase timing Purchase 

amount  
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 (2541)  

    
 (Schiffman; & Kanuk. 2007 : G-3)  

  
 (Solomon. 2002 : 528) 

 
  

  
(Marketing Concept)  

 
 

  (Marketing 

Strategies)  

  6Ws  1H  Who?, What?, Why?, Who?, 

When?,Where?  How?  7   7Os  Occupants, 

Objects,Objectives, Organizations, Occasions, Outlets  Operations 

 7   7  

 

 
 (6Ws  1H)  (7Os)  

1.      

(Who is in the target market?) 

 (Occupants) 

  

 

    

        

 

   

(4Ps)  
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 (6Ws  1H)  (7Os)  

2.  

(What does the consumer buy?) 

 

(Objects) 

 

 

 

 

 (Product 

Strategies)  

 1.  

 2.   

 3.  

 4.  

 5.   

     

 

3.   

(Why does the consumer buy?) 

 

 

(Objectives) 

 

 

 

1.  

     

2.    

3 .  

  

1.  

2.   

3.  

    

     

     

4.  

     

 

4.  

(Who participated in  the buying?) (Organizations) 

   

     

 

 

  ( ) 

 

 

 

 

5.  

(When does the consumer buy? 

 

 

 

 

 

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

6.  

(Where does the consumer buy?) 

 (Outlets) 

  

  

    

  

 

 

 

 

7.  

(How does the consumer buy?) 

 

(Operation)  

 1.   

 2.   

 3.   

 4.  

 5.  

 

  

  

 

 

   1 7   7  

 

 

Kotler 2003  

5 

1 
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   2  

 

2541

5 

 

1.  Need  recognition  Problem 

recognition  

 Physiological need  

Aegvired needs 

Psychological needs
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2. Information search

2 

4  

2.1 Personal source  

2.2 Commercial source

 

2.3 Public source 

 

2.4 Experimental source  

                      

                     

        

 

   

 

3. Evaluation of alternatives  

 

3.1  Product attributes
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3.2

 

3.3

 

3.4

 

4.      Purchase decision

3

Evaluation of alternative

Purchase intention Purchase decision  

3  

4.1 Attitudes of others  

 

4.2  Anticipated situational factors
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4.3 Unanticipated situational factors   

                

 

 5.     Post purchase behavior  

           

          

 

                      

 

 

2546

: 

Ad hoc method

200 

20-30

10,000

91-120 
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2550

Ad hoc method 200 

20-30 /

30,000 20.01-24.00 .

180 

90
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2 

 

 

 

 

 

 

 

 


