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ABSTRACT 

The Study of a 3-day Business Newspaper Purchase Behavior of Bangkok consumers 

is intent to study demographic variables of business newspaper buyers, their purchase behavior 

and the relation between marketing mix (4Ps) and purchasing behavior. 

This study is a survey research with 3 different types of 3-day business newspapers: 

Than Setahj, Prachachart DhurAj, and Siarn Dhurakij with 400 samples from multistage 

sampling. Data collection is done via a questionnaire sent to 3-day business newspaper readers in 

Bangkok. The questionnaire's reliability is 0.81. Data analysis is achieved by a means of 

descriptive statistics: percentage, mean and standard deviation. Data prioritizing is processed by 

the use of mean to analyze the relation between marketing mix and purchase behavior to gain 

simple correIation coefficient then use t-test at 0.05 significant level. 

The study displays the demographic variables of 3-day business newspaper buyers in 

Bangkok that more male than female buyers, at the age of 41 - 50 as majority for 34.70 percent, 

income at more than 30,001 baht as majority for 36.40 percent, have occupation in private 

companies as majority for 35.70 percent, positioned in intermediate executive as majority for 

37.20 percent, educated in bachelor degree as majority for 60.80 percent, single for 56.30 percent 

and married 43.70 percent, and the frequency of purchase is weekly as majority for 40.90 percent. 

For purchasing behavior, all three newspapers are in middle rank. Reason of 

purchasing is for business decision. A place of purchasing is through leading bookstores. The 

media that helps promote the newspapers is newspaper. Time of purchasing is in the morning. 

And most buyers make decision of purchasing on their own. 
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The relation between marketing mix and purchasing behavior that is significant at the 

0.05 level are: product with reason of purchasing; price with newspaper type, reason of 

purchasing, and media that helps promote the newspapers; distribution with type of newspapers, 

a place of purchasing, time of purchasing, and people involved in making decision of purchasing; 

promotion with reason of purchasing, a place of purchasing, the media that helps promote the 

newspaper, and people involved in making decision of purchasing. DPU
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i1mu 

(6Ws ALE:: 1 H) 

r inriili~ui-wlumr 

bi7ulacwho pk$m 

in the buying?) 

5 .  r$31nndmdoln 

(When does the 

consumer buy?) 

6. ~u51nnCdlnu 
(Where does the 

consumer buy?) 

v 

7 .  i $ Y l ~ ~ ~ f i ~ ~ € l ~ 1 4 Y ' j  

(How does the consumer 

buy?) 

iiwoui~o~ni-in.i~u (70s) 

unu~nuoan j u h a ~  (organization) ~ln:  

G B ~ Z W D I U ~ ~ T ~ R Z U I D $ D ~ % ~  ~ D ' L I ~ ~ U  

(1) (2) f;$niwn (3)  (&RGUIQ& 

(4) I& (5) @# 

l o r n ~ l u m r d ~  (occasions) lbu daa~iiou 

1 ~ u a s q  M?€I h4f l~f i7i?%~91097 4395u%fl 

vo~lm"su iasuai%~~vosa'w loniaw'hnu 

n ~ o r n m a i u d i 6 y i i ~  

doampntnunria (outlets) d6 i rnn1~1 i i -1  
1 

f l l 4 I O  ~h { N P I J ~ W ~ % C ~  Td~d~~lJ l~~?bl  

~ 1 9 i - 1 ~  aalu nainas" ~ ~ U S I ~ U V D J $ - I  

Y Y 

oulut-i~~n3u9n4o (Operation) 

f l ~ m ~ f l # a ~  ( 1 )  f i7%$~fq'q~l  (2) fl19 

P;u~iu'oqn (3) nisdsziijuwnw19~iion 

(4) nlr8duloda ( 5 )  n1iuf3nmun k 
Y 

n x %  

nay nin-mmnidudm 

ww'ndiupu~u ni~dsl~?un7~ruiu 

nnM4 -n ~ ~ ~ r n d i : d ~ u i  

(3) nnqw8d#iu~ini (4) $CIW 

ia;lwisni.j~miiwdiu 

nn ynidlb~nnlo naynf 
IURII~QYN~ lm: ( d o )  ms 

liam?un?mmn (Advertising 

and promotion stmtegies) IRuI$ 

n jnr3wZwn 

naynr%llinn'onn y n i  

d~1fl?un15~nim (Promotion 

strategies) 141.1 i lnnda~nlu 

m.jmnind~lm5~o:monndo~ 
Y 

tYuTonin9uni~i~o 

nnuniioamsmr h 4 i w i i u  

(Distribution channel strategies) 

r ~ " ~ ? G ~ i i ~ ~ m ~ ~ d ~ w m  

~di~u~uInuw"oi~m+iiio: 

wiununni~ori1~15 
d 4  w nn y~~wlw-in4~nnywini~ 

d91fl?¶Jfll~PMlfl (Promorion 

strategies) dsrnodau 

mrTuvru in i~~ iu I~u1~  

wu'na~wuiu ni~Ifii17 

f l l ~ ' f l ? # ~ $ ~ ~  n73RRIFl 

W19Pl59 1tl1 
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Buyer's Black Box , 

i? ~nr:+~niuunn 
(Stimulus = S) 

(Response = R) 

1 d.mr:sjllm~n~~mnln 1 ianr:+bul 
(Marketing Stimuli) (Other Stimuli) f l i ~ ~ # ~ n ~ ~ ~ f T t u w '  

w~nfiiun" ia.jug:o 3 mr tfionnn 

3lnl  inmluTn7.1 
(Buyer's n l ~ i ~ ~ f l f ~ l ~  

nxri;o,i niao'nQm4iu u 

characteristic) ~ a ~ i l u n i s ~ e  
n i s ~ ~ ~ ~ r ? u n i s m a ~ r n  I 

I n13uiun1s~s 

$2 J 1 X ~ N ~ W B ~ ~ R I  (Buyer's characteristics) 1 1 iulloumr b r i u l ~ ~ ~ q { l ~  (8uycr1r Deeirian process) 1 
~ o ~ u ~ ~ M ~ ' w u B ~  JOJ (Cultural) 

Yno'uh;-ru.ir'mu (social) 

- 

niGufDtyn'~ (Problem recognition) 

n i ~ # u n i ~ ~ y n  (infomalion search) 

%o'adawqflna (Personal) 

~ O { U % ~ ~ U % ~ ? W U ?  (Psychological) 

4. Yokffiw~m?nu~ 

(Psychological) 

4.1 f i13]91~ (Motivation) 

4.2 fll~f7Ji (perception) 

4.3 f t l ~ d ~ ~ ~ f  (Learning) 

4.4 ~3l¶J1$~8€1 (Beliefs) 

4.5 $HUR$ (Attitudes) 

4.6 y~Finniw 

(Personality) 

4.7 ll~3?~918961~183 

(Self concept) 

~ I S ~ S : ~ ~ ~ ~ W R W ~ S L ~ W ~ ~  [Evaluation of alternatives) 
Y 

ni5%&4 4 9 4 ~  (Purchase decision) 
v 

~ ~ q ~ f l 3 % 0 ~ s l l ~ ~ ~ 3 n 1 5 5 % 0  (Postpurchue behavior) 

(External factor) (External factor) (Personal) (Internal factor) 

Gf17 : Kotler. (1997 : 17) 

3. Y D ~ U  k3uyn~fi 

(Personal 1 

3.1 014 (Age) 

3.2 ~~or%?nmsoun~~ 

(Family life cycle) 

3.3 0 1 h  

(Occupation) 

3.4 l o n i m u i m ~ g ~ o  
(Economic 

Circums~nces) 

3.5 d iu 'w~~aq l luuu  
nniissEm 

(Value and life style) 

I . ~ o o " u w 1 ~ ~ ~ 1 w % ~ ~ u  

(Cultural) 

1 . i  a'aunfi~uww~iu -- 
(Culture) 

1.2 ~ ' P P I U B ~ I R ~ ~ ~ O U  

(Subculture) 
Y 

1 .3 h & w u  

(Social class) 

44- 1 
mwi 2.1 2diluuwq~n3surjdB 1 m : i l o o u ~ ~ l o n 7 w n ~ 0 ' ~ ~ ~ ~ ~ ~ ~ % 1 n 1 ~ ~ 0 $ 1 0 ~ ~ u ? l n n  

2. ~ ~ ~ u f 1 1 9 8 4 ~ ~ 1  

(Social) 

2.1 n ~ u 8 1 3 i h  

(Reference groups) 

2.2 nsnun?~ 

(Family) 

2.3 UYIU~P~ILR:PID~UE 

(Roles and 

Statuses) 
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1 a J r w a w q ~ n 5 7 ~ $ ~ ? l ~ R  (Consumer behavior model) lgufil J ~ Y  1 8 . 1 1 ~ ~  ;910i 

d~l~m5nms;~n"ldl~$awa"w6fild~ ~ n o ~ i ~ ~ ~ ~ u ~ u o i n r n r d ~ n " ~ ~ ~ n ~ : ~ ~  (stimulus) dri l l i i~n~n 
B 

na~lin'mn~s idnrz(udiuk+iul1unaiufdn~n~Rv8J$io (Buyer's black box) W L ~ ~ U U I ~ T ~ O U  

n i i o s m 8 a ~ w i ~ ~ 4 ~ ~ ~ 1 ~ a 1 ~ 1 1 ~ f i n 1 ~ n : ~ ~ 1 ~  d ; l o z 1 ~ ~ u ~ n ~ w a ~ 1 n ~ n ~ a : i 1 9  7 uo4i4a 

iia~2ilz~mlfloU~UD9VOd~~D (Buyer's response) W?D nl52i~ln~U10V04{&l (Buyer's purchase 

decision) kmwd 2.1 
' rdd, ~ n A u ~ u i u u o . r ~ u w n i i o ~ ~ a i a f i 5 ~ { ~  (stimulus) SnY~n'nn31uiasrnsriou ihi-~lnY 

4 
L ~ R ~ S R O U ~ U O . I  (Response) 6 4 9 ~ 1 ~ 1 ~ l a h ~ ~ U n ~ f i D ~ 1 9 M W 9 i 1  S-R Theory T~uii~iuil:Su~ 

Y 

64 ii 
a d 

1. #.ln3:?yu (Stimulus) ~ I Q ~ R V U ~ O ~ % I ~ ~ U ~ U ~ ~ ~ ~ ~ U  (Inside stimulus) im:d~nl:{u 
4 P 

B I ~ ~ U U D ~  (Outside stimulus) i l l trinmmaina:Ao~~ul~~~n~~m Btns-~umuuon bwoInY 
4 9 $uiTnnmi?~~?~ularrn~ d . m s : ~ ~ ~ ~ ~ b u d ~ ~ a ~ o f ~ ~ ~ ~ u ~ ~ s a ~ n ~ w a  n3oniuo1suai itnt-fu 

pL c ; U  

1.1 $9ns:{um4mlnmn (Market& stimulus) I ~ U i i . l n l : 4 ~ ~ ~ f l m l ~ ~  
P I ~ J  4 4 

m l n 3 o n ? ~ ~ ~ h n d l n d o ' ~ ~ ~ ~ 9 1 ~  ~4lnu?u'04r iur i?uf l3~~1~~9119n7~n~l~ (Marketing mix) 

flsznou6-m 

1.1. I ianr-{udiluwa'~n'oldi (Product) I ~ U  D D ~ ~ ~ u u w ~ A ~ ~ ~ ~ ~ ~ ~ ? u ~ ~ u  

Idonsr6unmuiowm 
9 9 

1.1.2 a d n 3 & ~ U n ? U  sim (Price) L$U ~ ~ ~ T ~ I H u R ~ R I ~ u ~ ~ ~ ~ ~ ~ L M ' L J I ~ ~ u ~ ' Y  

w5mn'01~~nuw'oism1pn~i~din4~1~ 

1 3 ~ s n ~ ~ @ 6 1 u m r ~ ~ d a a w 1 ~ n i ~ d 1 ~ ~ ~ ~  (Distribution N?O Place) du 
d u J a  A 9 2 C~inu'~uwn'mrifunI~wa~~~w oTnnai'u~:~an~ii~u?I ~ ~ o " o i i i ~ u f i i ~ ~ ~ ~ k j u n a i u i ~ ~ n i ~ ~ ~  

b w  a w  r n r ' l 8 n . n u w u 1 u i ~ u ~ ~ w ~ n ~ ~ u ~ i u  mrnn llan lion LLnrJ rnsnf1a~aiu8uGua nunnuynnn 

ih ld  du8u 

1.2 $anx {udu 7 (other stimulus) ~B~dqn~e{~n?iunY09n1svoq~u?ln~iod 
9J a muuono.rn'rnr4~u~~wnaut~u1i!~ n4ns:{uindd' IAuri 

1.2.1 ~ ~ ~ T Z { U W I ~ L ~ ~ N ~ %  (Economic) A& f 1 1 2 : 1 ~ 1 ~ j i %  ~ u I A u Q ~  
$u;JSTnn Lwdiko i~u6niwadonaix I io~ni~vo~~nnn 
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1.2.2 danrz+msiwn~w~n?J (Technological) liu mn?u1~$ln~&ludin- 
X n a u ~ u ~ ~ l u ~ ~ m u 1 r n n ~ ~ ~ ~ f i a 1 ~ 1 R ~ ~ f i 1 ~ l 4 ' ~ 1 3 ~ 1 ~ ~ ~ d 1 ~ 1 ~ u i ~ ~ ~ 1 ~  

1.2.3 ~ ~ n ~ ~ ~ ~ m ~ n ~ ~ ~ l ~ I i a ~ n 1 ~ 6 ~ 0 9  (Law and political) ldu f l g l l U l u  

~ ~ ' ~ ~ ~ B ~ ~ ~ ~ ~ ~ ~ ' ~ I ~ ~ U K ~ M ~ ~ D ~ ~ ~ M ~ ~ ~ ~ O ~ I ~ I ~ % ~ M ~ O ~ R ~ ~ I % J ~ B ~ ~ I ~ V D ~ ~ ~ D  

1.2.4 ~ ~ ~ I ~ L { u I I I ~ % U U ~ ~ ~ U  (Cultural) I?!U PIUYE~SU~~UU~XELW~IMIIIU 
Y 

Y Y  4 6 4 

~wamnriw 7 o ~ i ; w a n r : ~ u l ~  w u r l n n ~ ~ ~ n a ~ u ~ ~ a ~ ~ ~ ~ ~ ~ ~ ~ ~ l u ~ n ~ n ~ a ~ ~  1 
V B  e s 

2. ~~;DP~~IM?BR?Iu$B~G~~:RvoQ{$~ (Buyer's black box) nmu ZnnunRRVm 
9.4' A ~~annl'iuumu"oufiio~i1 (Black box) $ ~ $ W F ~ R M ~ ~ { V ~ U ! ~ ~ U I ' ~ O M ~ ~ ~ I ! $ ~  i i d i ~ i 0 . 1 ~ ~ 1 ~ 1 ~  

4 4 4  prd B 9 B n'ulnR?iu$nnunnnua~$i~ n ? ~ u r n n u n n n u o . r ~ ~ a ! ~ ~ f l ~ ~ ~ w a ~ 1 f l ~ f l ~ a ~ " u o ~ ~ ~  tin: 

,A nr-ummr 6 ~ 3 u I s v ~ ~ y v a  
Y%I 4 4 4  4 

2.1 ~f?~ol~plD9i$&J (Buyer characteristics) ~ ~ Y N ~ U B . ~ ~ I B Y I U O M ~ W ~ O I ~ ~ ~ D ~ " U  

rim 7 n"o Bob~iiluQuas3u ilobi~utYqnu ilo<uLlpi~uynnn ~mt.iloo'unYiuiin?wui 89o:nd1?n"9 

~ u r i ~ ~ ~ i l o ~ d i i ~ n ~ w a i o w ~ ~ n ~ ~ ' ~ ~ u ~ " i s l w  

2.2 nr : u ~ u r n ~ i ~ ~ i u ~ o ~ ~ v a a ~ Q ~  (Buyer decision process) I J ~ Z ~ O U ~ Y ~ U  
h n s u  n"e rnsiufn~iu&o~mr ( t l t y w i )  mrKumuYo;a rn~Js:~u'uwnmsdon rnxGiiRiiulo 
3 d 
.aniin:wtl~nssrJmup4~~n~5dn 3tiinun~~~unni1~~~1un~z'~auni5~w~pd1ww~ 

3, mrnounuu;r=ua4~iFl (Buyer's Response) ~ ~ F I ~ ~ G F I ~ u $ o ~ ~ u O ; I  cu;Jilnnn?o 
92 a 
~ s s  .aso~fimsrinaulo9ud3~ii~dls q k d  

3.1 fll~l%~fl~hfif~d (Product choice) 63~dlP f i l ~ L a " € I f l ~ a ' ~ ~ ~ n " ~ l ~ l f  141 
A *  d SmclBnnn"o uunnnbot uznurn61o~J UUU% 

3.2 msLa"snmsln'un"1 (Brand choice) ki70d19 {i{uiTnnin"on ~ ~ f l ~ n t h 3  

n:ia"on"u~"o~dilxrni wta" qn.1 

3.3 msia"on$~'ulu (Dealerchoice) k10d74  ( ~ ? l n n ~ t i ~ a n ~ i n ~ i ~ n r s w i i u ~ i h  

w ~ o ~ ~ u ~ I ' ~ ~ ~ I ~ ~ ~ P ~ ~ ~ u ~ R  

3.4 ~ I ~ ~ L z B ~ L ? ~ I I I U ~ ~ $ ~  (Purchase timing) {-2i?0i74 [~?lnn~:dFJnl3al 

&I nnnltiu ntodu ~ums&ulma'sq 

3.5 mTL&fld?uIolmT& (Purchase amount) 630dl.l t@'u3~nnQ:l8Unilo:& 

nu8gnios ~ i 4 1 n a  wion$a%na 
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P, 444 4 i l ~ e e n ~ l o n a w d o w q ~ n ~ ~ p 1 ~ ~ 4 T n n  
4 w 

rn3dnlni3ob~ii?wiwai~w~~n5~1~~'~1?~sl~ n o ~ s i u o s n n ~ r u ~ n ~ 1 u i ~ ~ n , ~  
di A 

plo.r~ui%nnmY~udi.r 7 I I ~ E ~ ~ ~ ~ ~ : ~ ~ ~ . ~ ~ : { u ~ I ~ ~ I ~ R ~ I R I ~ L ~ u I : H  ~ ~ u ~ n ~ m ~ v ~ ~ ~ ~ ~  

? d ? u ~ ~ ~ ~ n o ~ n i i o i o ~ ~ ' t d a " ~ ' u ~ ~ ~ u  ilsiuA~unY~nu ilo bdmynnn ~indo~urn.~&iu 
9 9 

onmu1 ~winun:i~ungd ( i ? ? ~ ~ o l  r n ~ ? Y m i ,  2541) 
,, J 

1. iloiun'iu-isrruarru (cultural factor) ~ f i w i i ~ 5 n v d ~ ~ n : d s ~ x 1 ~ ~ l e r ~ ~ i ~ d v p d  

1nui8u$uou~ua1ntuw &I~$MM& ~ n u i ~ u ~ r i 1 ~ w ~ ~ ~ a ~ n ~ ~ ~ ' ~ ~ ~ ~ n ~ ~ u b t l 0 ~ ~ ~ ~ 6 1 u d ~ ~ ~ ~ d ~  

(Stanton and Futrelt, 1987 : 664) d l ~ u ~ b l % u ~ ~ u 8 ~ 5 u ~ ~ ~ 1 n ~ ~ a " n ~ l w ~ ~ 0 9 . a r " 9 f l ~ ~ 1 6 n ~ ~ 1 ~ u ~  
. . . 

' --- n~~utimndi.ruoq+ b u u ~ r u k L ~ u ~ t ~ l ~ u n n a ~ u i ~ ~ n ~ b ~ i a ~ w ~ ~ n ~ ~ % J ~ ~ ~ ~ n n ~ p a " n n ~ ~ ~ a ~ ~  

n 's~ f ln ln~ . r rn~~d~uu~~e l~ . rq l~~a"wu~~ i~u  pi~u'uulukunssu (cultural value) Jq~uiutis 
4 4 ,  ~1~u$dnu'nAnua.ry~naIu8dnu elsznouiqu i ~ u ' u u u o - r ~ n n n ~ u a ~ d ~ n u ~ m u ~ ~ ~ ~ ~  + ~ R u O ~ U  

o ~ d n s  i T 4 . m ~  aaruwi im-uy~unn' iprruirsu $diinisosnl6rfIu 

1.1 iuuusrrudugm (culture) iilu6nvol:$f~~ iuuoi1~n~t11uiY~nu ibu 

d n u c l l ~ 0 5 u u o ~ n u l n u ~ f ; i ~ 9 ~ ~ w ~ ~ f i ~ ~ ~ 1 ~ ~ ~ e r f i ~ ~ n ' u  
4 4  w 

1.2 5wussrun~uriou ( s~bc~~ru re )  NUIU~S ~ W U I I I U V O . I ~ $ ~ Z ~ ~ U ~ U ~ ~ Y B :  

m w 1 ~ a ~ ~ ~ ~ m n d 1 ~ ~ u ~ ~ ~ ~ ~ n 1 ~ ~ u 8 ~ n u " ~ ~ i ~ 1 ~ ~ ~ ~ ~ i ~ ~ a ' ~ ~ ~ ~ u  kuarrurioui~noinAu~itr 

wi.rf?u"ainnfim:~nua:~uIip1voduYw6 Jrzn~uiau niu i&n~ maul iiii? 
~13~UPfflm; OI?W Fly llRBlWFi 

1.3 hvnq~iInu (Social Class) n~lluag rns~l~.rnui?nva.rd~nua~n~fiuf~~u 

g~uzdlwni~criu ~ n u d n u ~ ~ n ~ u ~ ~ i a : ~ ~ ~ n ~ ~ o ~ ~ ~ n 1 ~ ~ 0 r i 1 ~ ~ ~ ~ ~ n ' ~ ~ ~ a ~ ~ 1 1 ~ 1 ~ n ~ ~ ~ ~ d - r ~ ~  

~~~rnnriisriuozd<n~a:~~~wfid~qn'u mr~~i~~urns8~nulnu~aldo"~Lnmn'  nuln" n?wii7u 

NTD O I ~ W  hm~~qiSRua~U~~nl i i~oonk~pdn~u~p. l~~ i  3 5 : ~ i u  ~ r n ~ ~ i l i - r ~ ~ u n ~ u i o u ~  6 3 - h  

U W  M ~ninvm:din~~oJuoaiu~~nuu~~~ 
Y 

i 3 i y~firn1fl~lu$u8~nutWua6~ ~ktu?~&o~dr~wqn"~~~oun"~~~a~'~1?'b5)$1 

n.lg;iunbsn'pd 

1.3.2 u n n n ~ : n n ~ m ~ ~ ~ u q ~ n + o i i m i u i ~ L I H ~ ~ i u ~ u i u ~ u ~ q n u i u  
9 . 4  dl 

3 . 3  Ruoqgqnuulismuoiiiw nu!; siuz m q n  ii~inriqnuinwso 

yiSR:flEfl~m: 
2 1  4 

1.3.4 R+~nuLfiuiii~uiuanunmaLwoq~u LLnlvFIRFI~lU15nLddUUlU 

u o ~ w u ~ ~ ~ d n ~ o 6 1 ~  
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w d d  a n  e 
2.  Yo~ui-iuGqnxl (social factors) ~ ~ u ~ a o u w i n u a ~ a ~ l w J 3 w d ~ ~ d 1 a ' u  rre:xlovtawa 

Y 

iowqm"n.js.un~sdo a ' n ~ ~ ~ ~ i s & n u d ~ ~ n ~ u i a u  
ucl 4 

2.1 nduK~.ris (Reference groups) L ~ J u ~ ~ u $ ~  nn~~~~i~d~~ua.u*o~$au U B I ~ I W  FI 

ioliauiln" n?~udn~iiu 1 ~ a ~ r i 1 G ~ l u u o ~ y n n n 1 u n ~ ~ ~ o " i ~ ~ ~  ilu'q6!lu 2 s:$w ZFJ 
2.1.1 ni=+l;ugG (Primiuygroups) IAiiri firnun% iwdaun~n r a l  

d 
2.1.2 njllI@J$ (Secondary group) rhlfi fl4UUnRniU~l~U84nULMDU 

f ~uoiiiwlia:i3unoiflu ynnan j u i i q  q 'lu+~nun~uB1s5~o:GGw~wnrioqnnnlun~u 

~isn"iurnsdsnwqWn~rrn~ln:nirii15giiin s~ir~qfi~piunn'~m~~iwanaixIinvo~nlnmn 

2.2 RIOYR?~ (Family) % h ~ ~ ~ i l l ~ l f l d ~ ~ d € l ~ ' F f p d ~ ~  ~ 2 1 ~ ~ ~ l ~ ~ 1 1 ~ t ~ l ~ t l ~ 9 1 0 9  

2.3 uwumunznmu:: (Roles and statuses) U n f l n ~ e i 6 ~ ? ~ a q ~ ~ ~ ~ 1 ~ ~ ~ ~  % h w ¶ J l ? l  

~~nznrnuzdumndis~u~u~tia:ni~~ 

3. YoBri3uynnn (personal factor) ~ ~ ~ ~ ~ U I O U D ~ ~ ~ B ~ ~ ~ U ~ ~ ? W A O I ~ ~ ~ ~ ~ ~  

3.1 B ~ Y  (Age) F I ~  ~ ~ r n n ~ i ~ ~ 6 ~ 0 a ~ ~ a 1 ~ 1 ~ 0 ~ n i f e ~ ~ m ~ a c n " ~ ~ ~ w n i i ~  

3.2 atol~'irnnloun?~ (Family life cycle stage) I ~ ~ U ~ U P ~ ~ U ~ ~ A I S P $ ? ~ ~ D (  

i d 4  

ynnalu6nwmruoqn112n5a~l~ia . a d ~ n 1 r ~ 1 r . r ? 3 n l u ~ 1 ~ a ~ ~ ~ d ~ 0 u ~ f l u ~ ~ ' ~ 1 ~ 0 ~ 1 r t n ~ 0 n ~ ~ % ~  

ol'oqms viRunn' ~in:diu'uu r o c y n n n d ~ l d ~ n ' n n ~ i u ~ ~ ~ n i ~ l i d ~ 3 w ~ ~ c n " ~ ~ a ~ w q n ' n ~ ~ ~ n ~ ~ ~ ~  

3.3 DI%I (Occupation) 0 1 ~ ~ ~ 8 9 1 1 ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ d ~ ~ 3 1 ~ ~ 1 ~ ~ ~ 6 1 ~ ~ f l ~ 1 ~ ~ ~ 0 9 f l l ~  

5p?<lrrasu?nisi~bnn61qfi"u 

3.4 ~ornnw~cmrvgiio (Economic circumstances) M ~ Q  nu78 (Income) lomn 

3.5 m58nk11 (Education) ~ ~ i i m ~ ~ n ~ i ~ ~ i j i ~ ~ a ~ d ~ ~ 6 0 : ~ ? ' 1 n n w ~ ~ n ' f u e n " d ~  

Plormwt iu~nni i f i~ i in~5#n~~6~ 

3.6 d ~ u ' u ~ ~ % r ] o r d l  (Value) 1lnqduuumsti1s9?% (Lifestyle) ~ I Q u u ~ ~ ~ D  

ywFi7 nli~uiir n ~ 1 u u ' u u l u ~ c u n t n 9 o ~ ~ ~ a ~ ~ 0 ~ a 1 u ~ ~ l ~ 1 ~ 0 ~ " 1 ~ 1 f 0 ~ ~ ~ ~  dn~sduuu 
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mshssEn (Lifestyle) M U ~ U ~ ~ ~ ~ ~ I U ~ P I B ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ U ~ ~ ~ ~ % I ~ ~ ~ ~ R U ~ ~ O ~ ~ ~ Q ~ ~ U ~ ~ U B P  

AIOs 

3.6.1 6 ~ f l 5 1 ~ 1  (Activities) l i t i f ;  f119~1919d 9 1 ~ 0 $ 1 5 f l  ~ ~ f l % ~ i U ' ~ 1 1 9 ~ 9 ~ ' b l  
w 

msl83mi1a msrt;lwou nu~lnniiu m~iauiianrrrr luau rnr ia"onlo 3w2 qar 

3.6.2 ~ ~ I u ~ [ u ~ Q  (Interests) l%;b~ri flloufl?3 GIM 9 1 ~  ~ I ~ ~ ~ B J ~ O ~ V ~ I J  

yuru msGndou n?iuu'uu mwis do ~?iudii%o dun'u 

3.6.3 f l ? l ~ n ~ ~ l h , l  (Opinions) l 6 ~ 3 i i ~  doihi?~~a gql(lz4n~ iWlld09 ~ 1 8 9  

~nrayco m~dnln wa'niioln" D U ~ R P ~  ?MUIISU I ~ U X U  
d- 3 Y 

~duuunis~iss~awuufi'~la'p%1ub~4%1 ~ ~ ~ 1 ~ 8 ~ ~ x r r r a ~ n ~ u ~ i ~ w ~ 0 ~ 1 ~ B i ~ ~  
1 y nnn mr ~ a " o n w ~ n ~ ~ ? i u o ~ ~ n ~ n 6 ~ u ~ ~ n ' ~ 6 1 ~ ~ ~ 1 6 t a ~ ~ d 1 ~ ' ~ 1 ' ~ 1 f l 1 f  WIIGF~~ 

4. ~o~ains8n?nu-1  (Psychological factor) mTi~On$BUD4~RRn!#?fl~w8'wav~n 

B o ~ ~ A i u O n i ~ u 7  ~ a d ~ i ~ i ~ u i l a b m u I u ~ ~ ~ n ~ l i d i i ~ n ~ ~ 0 ~ ~ ~ ~ ~ n ~ ~ u n 1 ~ B 0 ~ ~ a ~ n 1 ~ 1 4  

4.1 rnrgalo (Motivation) MUIU~% W ~ ~ R S - { U  (Drive) d o d m u ~ u ~ ? ~ n n a  
4 9 w 9  
% 9 n r z $ u l # y n n a d g u m  (Stanton and Futrell, 1987 : 649) ~ I ~ T $ ~ ? O ! ~ R ~ U ~ U & ~ R ~ ~ I  tld010 

4 2 Y B 
;nn~~nuoiniiobmouon n~onsnr:&drinmroa~~l~a~ro~14omrnmn~w"~lns~fu4~~8n 

A d P  ~sn~:~Ul~a~m6~m~10'~1nuas a4nnonqvij d4nr:{U - m3mounuoq [Stimulu Response 
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(sR)] ~ ~ ~ ~ ~ ~ ~ P I ~ R Y R Y ~ ~ ~ ~ ~ S ~ ~ ~ D ~ M ~ U ~ ~ S I I I Y N I ~ I L L ~ ~ ~ I ~ ~ ~ " $ O Q A ~ I ~ $ ~ L ~ ~ U ~ ~ U I U  
prdl a d  

sriiqlr i t m u d . r n s ~ ~ u o ~ ~ ~ n 6 w n ~ n n m o ~ u 0 % ~ ~ ~ ~ 1 1 ~ ~ 1 ~ m 1 ~ ~ ~ ~ f i ~ 1  
e u  d 4 d 

4.4 RJwtBu (Beliefs) I ~ ~ U R ~ I U  W R ~ ~ R F I F I U R O O I ~ U ~ ~ " ~ ~ ~ ~ ~ W ~ ~ W M " ~  4.ildu 

wauiainds:~un~sslr'"1uo~m 

4.5 yiRud (Amtudes) 1tu1t~B.1 n 1 ~ d ~ ~ ~ ~ u n a i u w ' ; l w ~ ~ ~ p . s ~ 0 ~ ~ w " ~ ' ~ 8 ~ ~ ~ 0  914 n nn 
V B  Y 4 w - = i d  4 4  ' A 

n - n u ~ ~ m ~ " 4 ~ l l u d 1 ~ a ~ 1 k ~ ~ 1 ~ ~ f i 7 5 d ~ ~ 1 ~ ~ 8 1 ~ a 6 ; ; o n a 1 8 1 i ~ ~ 5 o H 9 1 ~ ~ 9 ~ ~ 9  (Kotler, 1997 : 

B A d 4 4  
i SB)  ~ u v o ~ ~ L ~ u ~ ~ u ~ ~ I u I ~ o ~ % ~ ~ ' Y ~ ~ w ~ ~ D M ' $ I P ~ ~ ~  

,, J 
~ ~ ~ I ~ ~ ~ I R ~ ~ ~ B ~ ~ ~ ~ ~ I ~ I M ' $ I U ~ ~ L ~ W ~ U ~ I ~ ~ ~ ~ ~ I ~ ~ ~ L ~ ~ ~ I ~ " ~ U U L I ~ A ; ~ O ~ ~ I ~  mr i8nviprunn'tu 

liino~n.u'oun~kkda-nuli~~ ndi~n'o ~ i i n a i n d r ~ n u r n s d ~ ~ u u ~ ~ d 0 ~ m 1 6 u ~ n " L I ~ u ~ i ~ ~ a  
e n dda 1 

n-~~uunnn~lnaynnn 6 1 a ~ ~ ~ ~ o i n n 7 1 u ~ u w " u ~ ~ ~ r n 0 n ~ u d i ~ ~ 9  G ~ ~ I P ~ ~ R ~ ~ A O I W U I U ~ U  

n ~ ~ ~ v i p r u n ~ u ~ . 1 ~ ~ ? ~ n ~ ~ w " H a ~ n i o ~ n " 9 ~ ~ p d ~ i v ~ ~  n?o~ononiiviprun~vo~{u?Infl~Su 

sriiqls 1 $ a B ~ w ' a u i i i u n " 1 9 X ~ ~ ~ ~ d ~ ~ f i " i J M ' ~ u n ~ ~ o ~ ~ ~ 3  ~ q i d ~ : n a ~ ~ ~ ~ n i ~ l i j ~ n " m f i ~  
&'a oaurnud~un"~ ai~u.us~n~ii lh' lo d7uuotn~iu$$n ~m~ri~uvotwqn'nrsl~  

4.6 qflsnmw (Personality) Ili7:VlqlG~~.ld5 D U ~  (Freud theory) ~u7uB.1 
A dnlr ruz~ i i lu~m~nui~~~nni~~~uiuso~Unna a~iii?ddrnraounuo.ri8d9iia~&ou~~iLua~u*u 

d a Y  4 1  n ~~~u"ournPulln:n~nna*~qfl"u r i ~ u ~ q u ~ r n ~ ~ 9 l o u o s d s ~ u ~  uuonuym~io~Pwad; iu~m~~u~  
9 0  B 4 ! d f i 1 n ~ n ~ ~ n ~ n 5 5 u ~ ~ ~  r i ~ u l n ~ i ~ l n n ~ u n  (unconscious) 4 . r t ~ u r i ~ u 6 1 ~ u ~ l ~ r n ~ n n i w  

dd 9 ~laquy d Gudr-nou A w  Bn $1; qdkdsroTn mqu~~l&d~ l l l~mr f i inuneb~a 'nn iwv~~ 

rjuiTnnAJu 
8 4 d  

4.7 L L U G R L & J G U  (self concept) ~ ~ 1 ~ 8 9  n ~ ~ u $ B ~ l u n ~ ~ n y n n n  i i a ~  
num nton?lu~nd nn~gn i~~nma$u (~qnu) iin~~lm~n~iuiomuotii~I=i TnudxnouXm 

d o r 4  
(1) I I U ? ~ R U O ~ R U I Q ~ W ~ ~ ~ D S ~  (Real self7 ~ ~ 1 ~ 8 4  ~ ? I O J ~ ? R ~ ~ ~ ~ A ~ U O P  

R U L D ~ ~ ~ ~ G S ? ~  ( b 8 ~ $ ~ 1 ~ ~ 1 ? 4 ~ ~ n ~ l i l ~ 0 9 n l ~ )  

p r e e 4 d  
(2) L ~ u ~ ~ D R u D ~ ~ u ~ Q ; ~ ' ~ u ~ R u ~ ~  (I~,,I nlnon"-r nmqnnunnn w y nn n 

1~i3uoulnhl~mutduiiuiu 4 n n n ~ ~ l j n i ~ ~ ~ ~ ( l i n ~ ~ ~ ~ 8 9 ~ ~ ~ n n ~ ~ d ~ ~ n ' ~ f l a i % 1 ~ ~  ?up~unti 
d 9 4  

(3) ~ i ~ ~ n ~ n u o ~ ~ 1 ~ ~ o ~ d ~ o ~ f r i 5 1 X ~ n ~ a o " u  (Zqnu) uosnuiasnitw or c (Realother) 
d 9 -  

n u i u n ~ i u i ~  nnnu'nil iumwiinvsu~i~~nn~~w (%nu) u o ~ ~ u ~ o t n u n o ~ ~ i i ~ d u o e i i ~ ~ ~  

(4) ~ ~ u ~ ~ n v o ; m u s ~ i i o ~ n ~ s ~ ~ " ~ ~ n a ~ ' ~  ~ R ~ U ~ ~ ~ ¶ J F I U L O ~ $ U ~ R U ~ Z  

s 4 
(Ideal other) NUILI~% m 5 d U n ~ n ~ ~ ~ m 5 1 ~ v n n n 8 u  ( $ ~ R U )  RR~~LVIIUI~~R 
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4 un.u~duolsaouo-rg¶J?~srn (Consumer Buying Roles) 

G~,,,,,l,~,,fiPd.,,f~l 1IIFI8U1~DP1Unl5;miiU1O4aL1~in:nU;'LIW91,91a:~f 

iiu#i~n1uru'~i1uisn155zy6a~~a5~1~ iniu l o u d n ~ ~ ~ ~ u ~ a " o n ~ n ~ ~ ~ ~ o l u n ~ ~ ' % n u w u a ~ ~ ~ ~  
d u  pr aanzfn~~adont~ow"1~o~iv7~vg o d ~ ~ ~ s n ~ o ~ a 1 ~ o ~ ~ m 1 n i ~ d o ~ 0 ~ 9 4 ~ ~ Y i ' ~ n ~ o f 1 n i a  qplsnulpl 

a i o t ~ u & ~ u : i d ~ ~ 8 B r o l n j  ~douoio~iu:d~nsounia~ina~d~~~~.id"~!nfa rniio~o~n'~nju 

nsruildonnYma" m ~ u a ~ n r r o ~ s ~ a r i n ~ ~ ~ ~ k ~ ~ ~ ~ ~ ~ ~ a ~ ~ n ' u ~ ~ a ~ n ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~ n n ~ i  

~ 7 i ; l i  
Y Y 

~ m " a ~ o ~ ~ w ~ i n ~ u ~ 1 ~ ~ ~ 1 ~ ~ 1 ~ ~ 0  k d  
1. @Blr (~nitiator) i?o ~ n n a n u u r n d 9 ~ ~ r n s ~ ~ u ~ i ~ ~ ~ o 1 d u ~ ~ 0 n n a i u ~ ~ 1 ~  uku~iiu 

rnrJo8un"inlou3nisui~oii~ 
%Id4 CI 

2. tUOVl6Wn (Muencer) y ~ ~ ~ ~ ~ ~ ? ~ ~ i ~ U 1 1 ~ ~ ~ 1 1 ~ ~ : ~ l ~ ~ 9 ~ 9 1 7 ~ ~ ~ ~ ~ ~ ~ ~ ~ 1 3  
Y 

~~5u"lo;iio 
2 - 

3. i@niiu'lo (Decider) U ~ ~ n d ~ ~ ~ u ~ s v ~ ~ ~ ~ ~ 7 ~ d q ~ n f ~ ~ ~ ~ u ~ ~ ~ ~ ~ ~  
4 a! 

u i s i + ~ u  ibu o--&~'io~ri$~oz!s &~sri is~s n 4 s A n h u  
2 ,  

4. t d D  (Buyer) GO v ~ n n ~ i i m 5 v ~ n ~ ~ i o ~ 4  

5 .  (User) n"e q n n a d u ? ~ n n n ~ o ~ ~ ~ ~ ~ n ' ~ n " ~ ~ ~ u ~ f l ~ ~  

m ~ ~ ~ ~ ~ ~ ~ ~ l u m r ~ ~ ~ ~ ~ ~ ' ~ ~ ~ ~ ~ ~ ~ ~ ~ i ~ ~ ~ a ~ ~ n n ~ ~ m a ~ ~ u  4 4 d ? ~ 7 7  llr~iinsu 
d V V  w msnmnliil~menuln' uonoin~u~~dauldmroofi~~u'uw~m~fildnlp.livinumaiuio~ni~vw~ 

9 i  9 r ;nn~f  ~u%urnrfiminiiwl~~o~n~3~ 

%i d ~ z ~ s l n u o ~ w r l ~ n a ~ p 1 n i a m " ~ ~ u ~ ~ 0 1 1 ~  (Types of Buying Decision Behavior) 

wq;nr 5un-n $~~lnni1~riun1ud5~mnuo;l~ui1 ~nudn~rnsrin3~1od~n71~ 
K J n l i u ~ ~ ~ o u u ~ n l i n ~ d a a d u " ~ ~ ~ u ~ i a ~ 1 1 ~ ~ 1 ~ ~ 0 0 ~ ~ 1 u  t ~ n ~ i ; n r n l r a ~ ~ ~ u n s o ' 1 1 n ~ ~ u 1 ~ ~ ~  

mwd 2 ~ ~ ~ n n t l l s e ~ n n ~ n ~ w s ~ ~ ~ ~ ~ n ~ ~ 8 ~ v ~ ~ ~ ~ 1 ~ n w ~ ~ ~ ~ ~ ~ u n ~ ~ ~ ~ ~ w ~ a ~ u ~ e l ~ e r ~ ~ p l ~ ~  
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(Degree of buyer involvement) L ~ B ~ T ~ ~ ~ ~ U U O S P ~ U ~ L ~ ~ ~ I ~ S ~ W ~ I ~ W  S I ~ X D ~ I ~  7 (Degree 

of difference among brands) 

nis~uinn~~~wviuiuq~ m3 jurnn~~uwuiaiu~i 

(High Involvement) [Low Involvement) 

2 2- 
I. w q h l  ~ u ~ ~ % D w u ~ ~ ? I B J ~ ~ ~ " ' u $ E ~ ~ o u  (Complex Buying Behavior) {u?Inn 

1+w~~nsruuuu6ido~~i~u~waa1awuiuipJ~~ (ii~iiium~Riu&n~uva~niz~n~u1ona1a 
d 4 29 2 

&P~DU) ~ u ~ ~ ~ ~ ~ L ~ ~ ~ ~ ~ ~ " P J ~ ~ ~ I u L L R ~ ~ I ~ ~ ~ s I $ ~ ~ ~ ~ ~ ~ ~ ~ ~ I ~ I ~  7 ~ ~ W ~ ~ O ~ V U ~ U ~ A U U  

i~oiiun"nim~aw4 i i u ~ i ~ d u d m ~ i u r n r i i h ~ i i u  iiu~~d~oli~oun!a~nLLn:duiii~<tlau*~q 
V Y I Y  riunls~innsoonuosm~r$.a 

~ ~ i ~ n n i i n a i u # ~ n a i u o r l i ~ 7 ~ 6 a ~ 1 ~ R n ' t ~ n " d ~ : ~ ~ ~ ~ u  { ~ F J ~ ~ ~ K I ~ I ~ J I U  

~ ~ ~ ~ n " ? u h ~ d ~ i o ~ ~ ~ ~ w " ~ ~ ~ ~ i d f i ~ w z ~ M u s ~ ' ~ ~  8ui1ri~uuin8lriuon *~n--nunu~uAun"oic~ 
dpl d 9.4 41 Y .l"ld~~ii(& ia'u ~ n ~ o ~ d ~ u o ~ r n a u ~ o n u ~ l ~ d ~ ~ % ~ ~ w ~ ~ ~ ~ ~ i v ~ ~ i j ~ ~  y . a o ~ ~ l m i w u ~ i i i  

Y Y  

~d W t i G  o?s~4rnn I t ; i  ~ u d o ~ 8 u ~ d u i ; ~ ~ ~ o ~ i i n ~ ~ ~ u u f ' s w ~ 1 ~ 1 u n ~ r ~ ~ ~ m ~ i i ~ ~ f  g d  
d A B himunnu.r nhqn~iut=m (Befief) idu?tiuw~nrioln' 

i?;uploudnnc n ~ ~ s ~ ~ u n ~ ~ d u ~ t i d u i ~  
4 - i h o u d r n u  r ) i~mr~ndozt~on.ao~u i~  

rjnnx ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ I ; , ~ ~ B ~ ~ ~ ~ ~ I L J ~ u I ~ I u ~ ~  n*o.riuY1low~n'n~~ufii~~if'~15a'u~au 

~ i ~ r n r k a i ~ m r  d ~ : ~ u ' u d u ~ i u n ; l ~ u ~ ~ n n ~ n ~ o . i ~ u ~ n n ~ 1 1 ~ ' ~ ~ 1 ~ i % j ~ ~  ~ ~ 1 u ~ ~ s . r 6 n v n r ~ u o ~  

iiu8-1 nnurii&guosFin~m~#sndia ~ n m r n a i n ~ o - r ~ 1 u n l f ? " ~ ~ ~ n ~ 1 ~ 1 ~ ~ n 6 ; ; 1 ~ ~ ~ ~ a " n ~ m ~ ( ~ 0 ~  
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2, Nq?n53Um3 ~€1lw"DaRn710Jn'a'U~U#DU (Dissonance-Reducing Buying Behavior) 
a s 44 - 3  A 9 s  

n ~ u u i u o y u ~ ~ n n ~ n i ' i ~ ~ u a ~ o 9 ~ ~ a z ~ u L n a a ~ u ' w u ~ u i ' u B ~ 6 u n i ~ ~ o d u ~ i w u ~ ~ f i ~ L ~ ~ ~  dnl-dinu 
u d r g r  - ~ s n u n ~ i u i ~ u ~ u i n u n ~ u ~ 1 n n 6 ~ n s i 1 ~ ~ w u ~ a ~ i  n? iunnnd~ . r~ tn i1~~11~$041q  7 r idouuin 

idu ~ ~ ~ T ~ ~ & D ~ ~ ~ u ~ ~ I ~ ? u M * D J T ' u ~ I v ~  o~wui~~~um~~~in i iu1~~n"0~~~1 inp1a~uwuie t1%~~~ 

iw ~ ~ ~ " I ~ I ~ ~ ~ ~ ~ ~ ~ ~ I ~ u ~ ~ T ~ I T I ~ ~ ~ ~ u D o ~ x I ~ ~ M ' ~ u I ~ ~  (Self-expressive) ~ $ ~ Q ~ Q W P Q I ~ ~ U I I G ~ ~ I  
Y ,  

n a  4 
duAin~iPiis 7 imz5upi7.r 7 ii~~rn"lna'~dusfYu l u n r o l u ~ u n ~ o i n n ~ i u ~ ~ ~ f i ~ i ~ v ~ ~ ~ ~ ~ ~ ~ ~  

~ ~ u ~ l n n ~ u ~ l f l n ' i 1 x i ~ 1 i n i k  ~ $ ~ o ~ o k ~ i i u ~ r n a ~ f i u ~ h a  7 ~wda~uufi~i~iathu"uiuii~jipd 
nsrs d 2 d 3 

0di.rYw u374 i io:lsmuo~~u l~aw~~aono- .a~40u~i~xawL~axIif l  n~oionufonoz.ao~wai: 
w 

~ i n ~ ~ ~ ~ o S n a 1 u ~ ~ n a n 9 u n i s ~ o  
i 2 4  a A' 

3, w q l n s  r urnr.ao~mniBuw"du (Habitual Buying Behavior) mnuulunm?msd 
clv cl A Y  a p r  

Y Y  

wgus l n n ~ m s r j u m n ~ ~ ' ~ ~ ~ i t l ~ ~ ~ u ' o u i i n ~ n a ~ ~ i i ~ ~ ~ ~ ~ ~ ~ ~ i ~ ~ ~ ~  IUMQ~JWDU ~du rnrQorii ldri i  

du~idr-mn~~u?~nnjubMnaiflwuiuiu~ou I W U ~ ~ ~ ~ ~ ~ ~ ~ U I ~ ~ ~ I M ~ P J ~ ~ U ~ T I ~ ~ B ~ ~ I ~  

~ , i , l ~ : i a n J i i f t u ~ ~ u r i l ~ u l w ~ l e ~ ~ ~ u  Y ~ ~ I P ~ L W  ~ : I V I ~ R ? I U ~ O + ~ G ~ ~ P ~ ~ I ~ ~ Y O ~ ~  BliYTnn 

~ ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ I ~ ~ ~ I ~ I O J ~ I ~ ' ~ ~ U K ~ ~ ~ I ~ I ~ I ~ I R ~ ~ ~ P ~ ~ D ~ O ~ R I I ~  

lunsi&q8nrsu~u?1s1n~~$;ei~pdd7~u n~iu1~o-vipiunn'-w~%i155~1 n';lidu 

wqinrsumsJmluuiu ~ ~ ~ l n n u ~ l n ' m i ~ ~ i n a ~ ~ ~ i ~ a ~ i ~ ~ e l ~ ~ n a ' ~ ~ $ ~ a i ~ t u i i u m s ~ ~ ~  u'll 
4 2 1  11~:~iiuqoln~uKii~ q uosmn i m : ~ i i 1 n 1 s ~ ~ d u l o F ~ u n 1 ~ d ~ ~ ~ ~ u ~ e i 1 ~ a n ~ ~ a 1 ~ ~ 3 ~ ~ ~ ~ ~ ~ u  

~ ~ ~ ~ u . ~ " I u ~ ~ ~ : ? u ~ I ~ ~ I T o I ~ ~ ~ I s ~ ~ " ~ M ~ o ~ I ~ ~ B ~ ~ u ~ ~ ~  mrdij~srvaihLiluniTi~fi~naiufiulnu 
a.4 d 

6unsi";n'o (Brand Familiarity) ~~?TnniYn"f idnunn~i~(u~~~ni~n' f lm~i  huiidondgnsi 

iwsi:n~iu~umu ~ w s ~ : A i u m ~ 4 ~ 1 n u ~ i ~ u ~ w ~ a i x I w u i u ~ u ~ ~ ~ ~ f i n e , i o ~ z ~  idmi i fanlq i~on 
2 A d~ 4 1  w $  

4nuu"iLingqnida ~ ~ ~ u n s ~ u ~ u m r r o i n u a ~ ~ ~ ~ u ~ a ~ ~ ~ ~ B ~ ~ ~ d ~ ~ ~ ~ ~ ~ n n ~ m a v ~ d ~ ~ ~ ~ i n n i ~  
2 8 

l i u u f l n u r n s s o Y u r i i ~ ~ i ~  (Passive Learning) I I U U I ~ U  ~ q ~ n l ~ ~ m 5 ~ 0 ~ 9 0 1 8 0 : ~ l u ~ ~ ~ ~ r i  

nwI~umrdr-iiiuilmY ~ ~ ~ ~ ~ ~ i ~ ~ ~ i ~ ~ ~ ~ ~ ~ 1 A l 1 I ~ ~ ~ 1 ~ d 9 L ~ ~ % J f i 1 ~ ~ 1 U b ~ O ~ ~ ~ ~ ~ ~ ~ ~  

rnmnnm w5aiYmw" ~uuonrdun~iudi6~~~~iiu?~jdn~m 1gry5ninv&m:mww~d~fiud98i6~ 
$ 9 4  a 

I ~ T ~ z ~ : ~ ~ I I N ~ ~ ~ ~ T Y % ~ ~ ' T u ~ ~ B L ~ ~ u ~ w ' u ~ ~ Y ~ ~ I ~ x ~  

pl A 9 2  rinmsnmammrn~~mw~"n 4 m i 4  ~ B L ~ ~ ~ U U ~ ~ U ~ I M ~ ( I I B ~ O J L M A ~ I U W U ~ U ~ X I ~ ~  

1~~ifluiiu~ld(JavjuinnaipJ'wu1oiu~~ ~ q i 9 6  

4 . u v  8 4 ~nnu"nd.j:nisrirn r ~ o o l i i u & i l r u ~ n n r ~ ~ 0 ~ 5 1 a ~ ~ ~ u a u * ~ ~ ~ ~ ~ ~ 1 ~ 0 ~  
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Y 

4. wq%?l ~ ~ ~ l ~ ~ ~ % ~ u f l 1 5 ~ L ~ ~ 9 ' ~ 1 n a l % ~ n i l ~ 0 1  (Variety-Seeking Buymg Behavior) 

m~izn~iu~riwo1o1ufi15w~~m~pd~1~~:inwd na y n d ~ i q m a n m n u o ~ ~ i ~ m a ~ ~  (Market Leader) 

t i o u i m n d 1 ~ ~ d o 1 n n a ~ w i ~ 0 9 ~ ~ 1 ~ ~ 1 ~ ~ 5 l b 8 n  7 $il1unainwuioiud41~?%1w~~n3Tun1T$o 
&dl d ~ d u u ' r i u ~ n u w u ~ u ~ ~ n ~ ~ ' ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ u ~ u a ~ ~ ~ ~ ~  illn~&~nloniiu~ii~uodwwnmiaai 

e w  A $ 9  4 

~~a:iiTutlmi~Wsunaix~di ~ s v ~ ~ a ~ l u ~ u ~ u i u r o s n " $ o ~ ~ u ~ w i ~ ~  (Challenger) o~dat~?u1$i! 

2 4 a r qyq 1 
. Y 

iueni n i x  ~ B i - ~ a n i % ~ d ~ ~ ~ l i f i  1ifi~fi~30W4lr~rco~wnaipd ~ ~ ' ~ i a ~ i a S i u u i n  ? J U ~ ~ U I ~ J ~ ? D S ~ ~ U  
B a 

$rou iids:rnaI.uvmd~a 7 uin muo~1~n~s~dn~~ui~1~rll0n01ia~1~i~lna1ufi1lw'r",~1 
1 

n?"isu?'ituu uonoin~u&wui~d~:.ain~pi~ulnnj$d~u?wu~~!ri1n'~~1nu7~di~unuio;r 
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msio'u $o.rwsn"nrsurns~~n~~~ow'uw"~~uaq~~~ drzmnnu 3 7u PIO~ILTITU 

! U W ~ ~ ~ ~ L M M  umuns tdpdnis'ji~erw ~ S ~ U I  (Descriptive Research) &$ 
3.1 f l 5 ~ ~ 6 ~ ¶ 4 3 ~ ~ f l 3 7 ? $ ~  

3.2 = ~ l ~ : ~ ~ n ~ i ~ a ~ n i j ~ ~ ~ i ? ~ d i ~  

3.3 ~ n f  osi~d%+lun~cj?o'u 

3.4 m ~ n u ~ ~ u J o q n  

3.5 r n s i m s i : i $ ~ ~ a  
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(Multistage Sampling) 

3.2.3 m ~ ~ ~ n u n u u i n n ~ u ~ ~ i ? o ~ ~ ~ ~ ~ n n ] ~ ~ ~ ~ n ~ ~ u ~ ~ m n ~ ~ w ~ ~  oinhun 

( ~ ~ r r u j i l ~ 4 i ~ w '  o~nnn-lnhCoy nlm:au~~fltGZ 81GnsiunBa'id twa' w . ~ .  2545 1~u61u-w 
oingnsmsln~lu?un~'1~n"a0t;19 uo4 mlr ulullri (Taro Yamane, 1973 : 727) 

3.2.3.2 npin:~um jrri~ociis~iuau~vii~u n n n z  loo nu Tnu~t7nnmm~ 
4 B $d U 4 

wromn~udiw'nsiuiia:~?G~~~n'~u l l l i i n i ~  lo u31J'n ruma:: 5 a ~ n ~ s n ~ ~ w n  
93 

3.2.3.3 L A T ~ ~ L O I ~ ~  W ~ O ~ ~ ~ U A ~ Q ~ ~ I ~ ~ ~ Q M G ~ ~ D ~ " O J ~ " L I U ~ ~ ~ ~ ~  h:mn 
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3.3 m~asu"s8flwms'i~u 
4 * d  

3.3. i i n ~ o s u o n ~ ~ u m s i l n ~ ~ w ~ ~ n ~ ~ u f i ~ ~ i o w ~ ~ a o ~ " u ~ " A A u a ~ T ~  J ~ : m n ~ i u  

3 %J I ~ U L L U U ? I O U ~ U  (Questionnaire) ~ ~ ~ Q M G ~ ~ D ~ P U ~ A G I ~ U ~ ~ ~ ~ ~ ' D  ds:mns-iu 3 ?U 
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daufls:aruwisni~mni~ 4 ~ I U  Go ~a"~16sld.nd 5-in-i nn$~Bini~er rrw~ni3dssa~un13mw1~ 
a d w  

3) t i i n u ~ d ~ : ~ ~ u ~ a a : s l 0 9 ~ i 9 1 ~ " ~ ~ ~ 6 1 n i u  Tnu i~uso~~n~ds -n~n "  

u o s n i r ~ ~ u i d u w d n ~ ~ a ~ ' ~ 1 ~ f ) 1 ' ~ 1 ~ ~ 1 ~ ~ 0 ~ ~ ~ d d 0 w " % ~ w "  % i u  3 ?u 
Y Y  

4) ~ ~ ~ ~ n ~ ~ n ~ u ~ ~ t ~ ~ ~ ; n ~ ~ o ' u r n % ' ~ ~ i ~ f i ~ ~ ~ n ~ ~ u  3 aou n"o 

~ ~ ~ ~ ~ ' ~ ~ u ~ I u E ~ ~ ~ u o I u ~ ~ ~ J ~ z ~ B E ~ ~ ~ u  iwa eiy r-iuYA o19w riammjq nirinln~la:: nmumwnum 

~ I D I U ~ ~ ~ ? U % I  (Closed Questionnaire) ;luau 8 &I 

(Rating Scale) 5 TE+%J 

1~~lnn3ld?~dl~Lu '~Fi l  (Rating Scale) 5 T & ~ U  

~iu?qa?o dszmnsiu 3 ;ju niunurnrun~ri~ull~~~umi~n~5mai~B~ 4 Aiu i n  &1uwfim$1"an" 
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I W ~ I E I M ~  wn'l~lnu~w"u6a1a"on $in r n ~ ~ ~ i w " o l l r ~ n o u r n ~ ~ f i ~ ~ ~ u ~ ~ n ~ m ~ ~ ~ i  daunlrzh-umsms 

~ain~&w"u~iumr O'FI$~W r i i u l u ~ a ~ ~ ~ ~ ~ ~ ~ d ~ w " ~ w " ~ ~ f i f i u a ( ~ ~ a n d ~  idu a.a~<u- Ziavldu 

iidj;$ul;n "ad r~aztnuaun?u diiunisdsla~nlni~ w w ~ w ~ ~ s ~ u ~ ~ a a " ~ n n i ~ i d a w i a ~ ~ % u  

~ D ~ ~ J J U ~ ~ E ~ ~ ~ U E  

nfio~niu~iiiiluunoun~uiiuau 30 gm tnnnnoq~+fiutda 

nU'Gi'ow'u6i~uqs iio d ~ z m n ~ ~ u  3 iu ~nu~n"ono~nniu&aoejiqdi w ~ I u ~ ~ w ~ ~ ~ ; ; I ~ ~ ~ ' u Y ~ ' ~ w I ~ ~ I u  
U M  w 

rnR o-~y  nu76 o18w i ~ t ~ ) i l j d  I z Y ~ U ~ ~ ~ Y I  im~~mumwrn3~~5n ~ u ~ ~ Y o ~ : ~ ~ I u T ~ u  
Y Y ,  

.uo.rJs:a~ns ~ ~ i i d o ~ 1 w n ~ ~ n i i ~ a ~ 1 1 i ~ n 1 ' i e l 5 " ~ ~ d ~ ~ ~ ~ ~ 1 f l ~ ~ ~ u ~ l ~ a ~ l n ~ ~ ~ ~ ~ ~ f i " i l a " m ~ n ] ~ ~ ~ ~ ~  

uindqn Tntlrnr~iPii (Reliability Coefficient Alpha) I I ~ I E I H O U O I U ? R ? I U L ~ O ~ U ? # ~ U ~ I ~ ' ~ ~  0.8 1 

3.5 n ia?ma~zd&~n 

3.5.1 mr ~ ~ n s z i i i q ~ y  ~ ~ ~ ~ ~ T I O E ~ ~ ~ ~ U Q ~ W ' Q ~ ~ ~ ~ ~ I S ~ I  kwun 

430 PGIJ ~ ~ ~ ~ ~ ~ ~ P J U R O U ~ I U ~ ~ ~ ~ ~ ~ ~ X I ' L I ~ ~ U ~ ~ " I ~ O ~ I ~ ~ I ~ " ~ I ~ ~ I ~ M ~ ~ I ~  400 a f i  ZRISU 
hua: loo 

3.5.2 ~ ~ ~ ~ ~ ~ R ~ I E ~ ~ D ~ ~ O I ~ ~ L ~ ~ U ~ O ~ ~ O I I ~ J  ~ ~ ~ ~ ~ f l l ~ d ~ 3 J ? T l  W T ~ ~ U F I O U W " + J I ~ ~ O ~ "  

bnu ldsun~ud~$o~ i l  spss (Statistical Package for the Social Science for Window) 
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