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Abstract 

The research title " Marketing Mix Factors Affecting the Selection of Gasoline 

Station in Bangkok Metropolitan Area" has the objectives that are (1) to study the 

demographic background of consumers in Bangkok Metropolitan area (2) to study the 

factors of marketing mixes : product, price, place, promotion of consumers in 8angkok 

Metropolitan area (3) to study the relationship between the demographic background and 

the factors of marketing mixes with a decision of selecting of Gasoline Station. h e  study 

was carried out a sample of 400 comsumers selecting of Gasoline Station users such as 

PTT., Bangchak, Shell, Esso, and CaltexlChavron that service used in Bangkok 

Metropolitan Area, ussing questionnaire as a method of data collection. All data were 

analyzed in tern of percentage, mean, standard deviation and hypotheses were tested by the 

method of chi-square test, oneway - ANOVA and F-test. 

The findings of the research are as follow : The demographic background : 

sex, family's income per month, occupation, education, age, and status do have effect to 

consumer in selecting of Gasoline Station in Bangkok Metropolitan Area. The product 

and price factors are the factors of marketing mixes that have effect to consumer of 

selecting of Gasoline Station in Bangkok Metropolitan Area. Age is related to the 

product, price and promotion factors. Occupation is related to the product, place and 

promotion factors. Family's income per month is related to the product and price factors. 

Education is related to the price factors. Status is related to the product and price 

factors. 
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A d 4 A 4 u  
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I 1 Y 
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4 3 a.ru~aiv (53151~ i ~ ~ n d  "la-nor:, 2543:18) sirnuo.r~uXi auoiiiuila/u 3 d r ~ r n 3 ~ o  

&uYu 8dn.rn'uo.rn'uK~ ~~nznmwrnsliriq<u ~ ~ r n r ~ ~ ~ i m ~ u t l ' ~ i ~ ~ w " o ~ s ~ i ~ ~ o ' t l o e i i ~ 1 ~  

oci7wuddluifq 3 o d d  ~ i r i ~ n . ~ o ~ ~ o i ~ o n & w ~ ~ ~ i u ~ u ~ u - ~ d ~ ~ 6 v o ~ ~ u ~  ~lazpjuia 
Y 

d~:nou~u%umrT1~51n-1 (Kotler, 1991:482) 

3, n~ahiind~e, (Place) 
4 Josn~snishQinuiu (Place) MUIU~S " % R I ~ % T ~ I ~ V D ~ ~ ~ ~ W ? ~  ~ s ~ ~ z ~ D ' L ~ $ ~ u  

nml j ,~ i~~?~n~~u14~~01ndoudi t l~a"~~~EMd i i n : u i r n s a ~ n o ~ & i s ~ d d 9 a ~ 1 ~ * ~  1ur:uu 
* Y 
w s  i mugfia &w8n?i~ulnojo:~riu~u~u$;~~w*n"u~u?tnnYLug~~~ul~um~~ ntu iwnlnYmln~n 

p l &  e sr - e nszo~odud~lnn?oc ii~~nnmr:nuY181um~~iun~ ~wano.roiciununrn.r14ip~iiatlIodn~~ 

n%:o1u5wKi (%a~.iar itr%mpa",2~3: 18) 

4. fllf i91iT%Jn'15flTIlFl (Promotion) 

Mc. Carthy and Perreault ~ ~ ~ 1 1 1 ~ ~ ~ 1 7 ~ ~ 1 0 9 ~ 1 9 d ~ A g l ~ ~ f l 1 5 ~ ~ 1 ~  (Promotion) 

nuiuo"~ b b ~ d u n i ~ i i n ~ 0 8 0 m r ~ ~ u 3 n ' ~ u ' a y n f z ~ i ~ ; l ~ u ~ u i i u ~ ~ ~  iw"or r ( i - rn '~un iu~ : :  

wq~nrrurnsib ( 3 3 3 3 o r  rnt~k;, 2543: 19) 



Z U ~ I  (activities, benefits of satisfactions which are .offered for sale, or are provided in 
e s o r  d 

connection with the sale of goods ~ I ~ Z J I U  Oflf lSJUW, 2543) 
4 w u  4 

Kotler (1988) m~u?m5 nu1uZ.1 ~ ~ n ~ ~ u n ~ o d g u ~ m h  7 dnrjuqnnnnuc 
A 4 

~ ~ u ~ s n P ~ ~ n u o S n ' i ; n n ~ u q ~ ~ a w u ~  r . 1 U r n u 1 s n ~ ~ i o t l & ~ 1 0 ~ 1 J Z ~ a i ~ w n ~ 1 ~ ~ n a i u i f l u  



rns~~nn:~wiwqflm~~{u?~nn (Analyzing consumer behavior) I ~ U  msAumn30 

a ~eu idu~~uw~n'nrsumr$~ i lnzn i r~#uo~(u?~nn w donr I ~ ~ ~ R ~ W P ~ L R ~ I U A B ~ ~ ~ ~ L ~ : :  cP w 

wqGinssurnrdolin:mr l~vo.rr;*uilnn ~ ~ ~ n u d l A o : d ~ u l d ~ n m ~ m a i n m u ~ s n i n n n ~ v l i  

RISRMR (Marketing strategies) d s ~ u ~ s n n u ~ ~ n ~ ~ u ~ a w a ~ ~ ~ o ~ ~ ~ ~ ~ n f i Y X o i ~ ~ ~ ~ u ~ ~ ~ ~ ~  
Y L  Y A ~ ~ r n u ~ ~ r ~ w o n u r n f i ~ ~ ~ w ~ ~ n ~ f ~ ~ ~ ~ ~ ~ ~ n r n  $0 6Ws iln:: I H  .aadr-nounY?u 

4 
WHO? WHAT? WHY? WHEN? WHERE? ila: HOW? tism~nnsu 7 ilrtm3 n?o 70s 44 

d.jzf l~f l&3~ OCCASIONS OUTI-ETS and OPERATIONS Fi75144 1 ~~wIP~~I~ I~~ I~ I I~J  7 

ri~mu i d o m i i n o u  7 J S E ~ S  ~ d t l + i u i ~ ~ ~ i n n ~ ~ ~ i ~ n ~  nud; l  r n ~ ~ + n i l ~ n i n l ~ ~ l r n ~  

~ ~ ' n n n n ~ o s ~ u ~ ~ n ~ ~ 1 1 ~ t l ~ ~ u w ~ ~ n ' i ~ u ~ ~ i ' 1 n n  ilamr itd 1 i~nn.rmr 111t~n614 7 0 s  uoc 

n juiihnuiu i ~ n : ~ i ~ o i u d i d u + ~ t o ~ i i u w  q~nr r t l i u ' up~nn  ~dornri inn-riw~n~nr w f u i l n n d  
Y 

% ~ u ? n ~ ~ a o i i ~ ? n i ~ f i i a Y p d  



I the target market?) 

3 
2. {u?lnnron:lx 

(What does the 

consumer buy?) 

3. riilu$?lnni;.r 
Y 

(Why does the 

consumer buy?) 

dtd&G1nn2io3mr& 
d ,  4 

(Objects) d4ngu3~fldi~9fi93 
dd*  gr 

o1nwG~l5fiuwnneno~ni5 - P rlar~uumnsoo.milr~n~uv~~ 

~ f k ' h  4 (Product component) 

~la:n~~uiand~~diww*oniid 

1 i49G~ (Competitive 

differentiation) 

i n g d r r n ~ d l u n i r % o  
I v 

(Objective) $ ~ ? T ~ ~ Q D G U X ~  
i i o n u o ~ n ~ 7 u n * o ~ n 1 ~ u o ~ i u i  

41uf 1cmuim:hu8m3ntl1.a".r 
4s- & ~ d # n ~ 1 8 ~ ~ o o ' u ~ ~ o n % w n b F ; o  

v 
c* P 

wqZnssunirflrono (1) i ) o iu  

n~ yn~#~u~a'nriola' (product 

strategies) I)TLFIOUX?U (1) ~BnfiOld 
nih (2) zdPin~dwBnlolw' 1Mlli-i mr 

~r%~r ip ln '  mnR'ubi 2d~~uvu3rns 

4 a n 7 ~  a'nlrarau3'mn~~u (3) 

w~~5an'Flaunairu~~rnni1~'~11~fi1~ 

( II&{U (Competitive differentiation) I 

d.4 ¶I 

nnynsnlalnnn'o (1) nnqni4iu 

w Sfl field (Product strategies) (2) 

nay nimr licio7um3na1~ 

(Promotion strategies) I ]  5: f l 8 ~  gau 
naynimslwon mruiulnula' 

w C ~ ~ ~ ~ M ' U I U  ~ ~ X ~ J I ' S ( ? U ~ H ~ V - I U  mli 
I 

I#iw r n ~ d r z a d u r * i  (3) nnyni 

hiluairn (Price strategies) (4) nneni  

$I~uSssnisn~~~mB~~iiu 

(Distribution channel strategies) 



I 1  

naqnin~ann~n3tlea#w 

#a nnyns~'I.au~nn"onnyn;ms$a~a7u 

fl1'SFlAIW (Promotion strategies) I$U 

i i n ~ r  e i ~ t a % ~ n ~ s n a ~ w ~ ~ o l n  !90z 

no ~ n i ~  tiiu~omnlumda 

d g 
na ynanlae~n~onn ynin~'iriwf?u 

nnnn7~1 (Promotion strategies) AWU 

i1rnsti.rin9umr~a~~1dolm $4 a t  
Y 

nonn8~s6uFon~n9un1~40 

n n y n i d  o J n 7 t n I r 6n i I v ~ 7 u 

(Distribution channel strategies) U?&I 

ii wn'nn 'o ln '~na~~l i l~nui (~  IPI u 

W P U I ~ O ~ I ~ ~ O E ~ I U ~ U ~ ~ ~ ~ B ~ I ~ ~ ~  

nnynanlau~ndnnn 4 9 ynin~sliaintu 

m3lm9l (Promotion strategies) 

dsrnou6~urnrTwa~msvialnu 

I # M G ~ S I U ' U ~ U ~ I T ~ S A ~ ' ? R ~ ~ I ~ Y I ~ ~  
rn~l#in irnzmrds~aifiriui 

f i ~ m a i m ~ ~ q ~ ~ q  I ~ M  WG~SIUS~IUDZ 

t i i ~ ~ ~ i ~ q d ~ ~ ~ . r ~ ~ u n ~ ~ ~ ~ u I M '  

nn~nlro~tiuin~dszn~&4wn11 
ihinaula& 

$ i~a  1.u 

(6Ws Ha: 1 H) 

4. 1~7sl9aiaui~u'lu 
Y 

nl36~i?u'l~do 

(Whoparticipatesin 
I 

the buying?) 

5. f i u ~ l n n f d o l m  

(When does the 

consumer buy?) 

6. {u?~nn$~i lnu 

(Where does the 

consumer buy?) 

7. {u'uf'lnn& 

~hl.rYs (How does 

theconsumerbuy?) 

d ~ a a u f i & i  (70s) 

vnuinua~nijupii;i q 

(Organizations) ~ ~ T l ~ ~ t ! ~ f d f l l 5  
w 

~ ~ ~ u I Q ~ ~ I I ~ ~ ~ F I Y ~ u  
94s s 

(1) @I& (2) I;IUDIl%Wti 
I 

(3) GKfiauloro (4) fib 
( 5 )  y'la' 
I o n I nlu n I s 40 (occasions) 

i h  J a s ~ ~ o u I ~ s l o s ? l  I& $24 

qgmnlnsloaTI im'luun.r~lou 

i 3~ iaa i1~vosa 'Ps  Ion~aGrm 

n'iom~mniuPii~yhq q 

nio~mwJok~nda outlets) 1 
Y 

4 u ? 1 n n 1 d 4 I n I r $ Q 6 u 

nY1tnssw8uK1 Td~doiu3i~i;m 

huuiuuoah umi3; W I Y ~ W  

~1tt1ut-1~1~3; .rnq 

i u  m Q u 1 u n 7 r ~ ' F I  ii u l a do  

(Operatian) l] f ~ n n u & l u  ( I )  fllr 

?ufilym(2) mrhm(ioya 

(3) nirljr~~~uwnwicrt~~n (4) 

~ R f i u l o d o  ( 5 )  FI 31u f d n  
w 

niuniYwls+o 



Schiffman and Kanuk (1 994 : 5 )  w q i i n ~ . ~ u & ~ ? l n n  (Consumer behavior) 
$ w e  

nu~un"q wtlnPnrrsu.as~u~lnfi$~fiis6wp?~ mt%o mr l~mrd~~iu 'uwn mrlnYaau 

n ~ ~ u p i 1 4 o n ~ l n a ~ n i n 1 ~ n 1 ~ ~ ~ 1 ~ ~ e r ~ ' 1 ~ ~ ~ 0 ~ ~ ~ ~ u 0 ~ n a ~ ~ ~ w " ~ ~ 0 l 0 ~ 0 ~ ~ ~ 3 l ~ n ~ X  

2. iw"o~&fionn&oariuuu 3fl - X I U ~ ~ ' R W I ~ ~ I ~ ~ ~ I F I  (Marketing concept) d j ~ n ~ r i l ~ n Y  

~ n n " ~ i c w  olo ~ ~ u i n ~ i % a ~ o . r d n ~ ~ o ' t w  qinsruuoqiu?~nn iv*8ni~dilnrz{uniona~na' 

r n ~ n a ~ ~ ~ w " o n u o . m ~ ~ x I w " ~ w o 9 ~ ~ ~ s $ ~ ? ~ n n 1 8  

44 * 
i ~ a z ~ ? m s n u o ~ ~ i u a ~ ~ p d $ ~ a ~ ~  

2. ynna~~6u~u"o~ lnun~~n 'un~511 iu  1lntm~14n'unY1i~n~'113ni~ni~ta5'~1j~o 
* 4 Jsiinuiun'q (u?~nnnuqmi?iu (The Ultimate Consumer) 0z~d~i7~nna(&nubit in:  

4 4  or uim~idoiii1~14uilnnlo.r un: n~oiw'ornru7lnnuocwiauu?"innpi1~ 7 nuanvol:: 



A 9 - w  .asr;leuw~n2JYnYh wq6nssu&J;_liKnn nlnuS.r mninntoonuo.rynnn ~ 4 o n i u  
pld d vm"aynmu~ los6un i~~m~u lo~o~u i~p . l~opJ?  ~ . r o ~ d i u n r ~ u ~ u r n ~ ~ u n ~ ~ ~ ~ d s a l ~ ~ o  

8 ~ i l o ~ n r n n n a 1 u d ~ ~ n ~ " w a ~ ~ w ~ ~ f i ~ ~ u ~ 0 ~ ~ ~ ~ 1 n n  
d 4  a 9 4 

~ ~ ~ ~ T T U V D ~ U ~ M U ~ ~ R ~ ~ U ~ D ~ ~ I A ' S ~ ~ J ~ O  (Motive) %PMUIU;.~ ~131~A04fnfd 

1n':unvn9:qu o ~ n m v ~ u ~ ~ ~ n n a d n Y o s m r i i n ~ . r ~ ~ n ~ ~ u w o ~ o ~ ~ v w ~ ~ n r r u d i j ~ ~ i n u ~ u  
d e  A' d A &  

l j n n i ~ ~ n i ~ A ~ ~ d ~ ~ i 8 ~ ~ 1 r ~ g ~ 1 o w ~ n ~ ( u u n i u ~ u n ' a u y ~ l  ~ t n ~ i i 1 9 u n ? 1 ~ 6 i o ~ n 7 5 ~ 1 ~ q u ~  MU" 

Tumawqlnm~eJu3bnrn 

Tumnwqgnrsu &~?h (Consumer Behavior Model) L $ U ~ T % I M  l$4lllTl29~~d 

d~l~n'am~~miniiula$nwa"mn'm.n' 1nuii~n~~uiu~uo1nrn~~~n"~8~n'i:{u (sthlus)  dd19d 
e 4 1n'nnmu8owir ~ans:judluihlnlunaiuf3nw nn.uo.r~%o ( B U ~ W ~ S  Black BOX) 3 9  

B Y 4  4 9  8 4 1Svuiau'ounrinqi7~~cj~nm ~ T ~ ~ ~ I ~ ! ~ H I U ~ ~ ~ R I R ~ ~ I U " I ~  ~ ~ I U ~ ~ ~ U ~ ~ R U O J ~ ~ O Q E  
Y 

!&~u~vt~wnoin(invaz~i~q V O ; ~ @ Q  ti~2aziimsnounuoavoa~Gu (Buyer's Response) 

n?o mlh%J1Q%a4& ((Buyer's Purchase Decision) 

mwd 2.2 i inn~s~un:~~uR~dl iarn4w~~fi1~u~do (rju'u91n-n) u o d ~  noolmor' 

dul: Philip Kotler, Marketing An Inboduction, 5. ed., Englewood Cliffs, N.J. : Prentice 

Hall, 1984, p. 124 



X 
; 9 n 5 ~ { ~  (Stimulus) d ~ ?  ~ ~ U B I O L ~ P I U U I O ~ Q ~ ~ ~ I O P U ~ I ~ ~ ~ U  (Inside Stimulus) 

~~~-dtns:~uo~nmuuon (Outside Stimulus) #qn~:~U~oiii~uirl~~91P1~~~anisdo~pd~i 
A 92 u 4 4 

(Buyer Motive) T ~ D I ~ I ~ ~ M ~ ~ ~ I ~ ~ B & I W L W ~ W ~  ~ ~ ~ : ~ ~ M ~ ~ . ~ ~ ~ ~ M I O ~ I U P W ~ M O I  ( O I T U ~ )  

d 9z n l n r r ~ n r ~ ~ u m u u o n n 1 ~ ~ n ~ ' u ~ a ~  2 ri3u n"o 

9 4 w  
~ " . ~ ~ I ~ Z { U M ~ I ~ R ~ F I  (Marketing Stimulus) Lf i~ i . ln3B?~m~nml~01~~(1%11~n 

ud X 9 $ A  
R ? V ? U ~ ~ ~ : $ D ~ ~ ~ ~ M X J V U  ~ ~ ~ R d ~ n ~ : ~ ~ w ~ n ~ ~ J ~ ~ n ' u ~ a w d ~ ~ ~ ~ ~ n i ~ n ~ ~ m a ~ w  (Marketing 

Mix) fl%anFJ~$3iY 

(1) ~4fl3~~u&UHa~'Flsl'abw" (product) L ~ u  O D ~ L L U U W ~ R ~ ~ ~ " I ~ ~ ~ ~ H ~ ~ X J ~ ~ O  

~ I ~ L ~ ~ R ~ I u ~ ~ P ~ ~  

(2) ~ " P ~ I ~ ~ { u & I u ~ I ~  (Price) L ~ U  ~ ~ ~ ~ I ~ u R s I ~ ~ u ~ ~ I ~ ~ A H u I ~ $ ( x J ~ " E ~ w ~ ~ $ ~ " ~ ~ "  

Tnuw'o~~anqnn'i~ilinlnu 

(3) ~ 3 ~ 5 L { ~ & 3 ~ 0 7 l ~ ~ d ~ 4 9 1 1 9 n l f ~ 1 ~ ~ 1 ~  (Distribution or Place) I ~ U  m5;~ 
d 8 1 &  e A 41nu'w wn'mn'olnln w ~ ~ ~ I w o ~ X ~ ~ I I ~ J . ~ ~ R ~ ~ ~ ~ A ~ ~ E ~ ? I  n"oi1~9um~ n s z ~ u n a i u ~ o ~ n i ~ ~ ~  

(4) ~ ~ n s : @ ~ 1 u r n ~ ~ i ~ ~ a 3 ~ 1 n 1 5 m a 1 ~  (Promotion) LJU m5111lI(U7~~1I~UOml 

d w  a w  ~$n;l?1uwu~u1uuo.rwfd'fl9~~~1~ mran Ainn lion ibnu msnh~na1u8~w'wmn~wn~]~nna 

i h ~ m r i d  ~oi~iguisn~z~u'un?lu~oqn1~4o 

n5:qudu 7 (mer stimulus) L S U ~ ~ ~ S L ~ U F I ~ I U ~ ; O ~ ~ ~ ~ ~ ' L ] ~ I ~ ~ ~ U  in~uuon 

o.m&ns .ndw~~wjnn~~~uYlilnY Btns-{umdid 1Auti 
(1) danr:{udiuwiimtiold (Product) 141.4 ~~nii~~~a~~n~m.n"ln'n?clqiuido 

n ~ r  4unaiulosmr 

(2) i 4 q n ~ t j u ~ w ~ i r n  (Price) LGU ~ ~ ~ ~ ~ I ~ u ~ ~ I R I ~ u F ~ ~ ~ ~ ~ I N u I B ~ u ~ u  

wn'nfian' T~uw'o~sanpnn"itd~~uiu 

(3) n' .ms:~uman~nuI~1~tn~nl5~~09 (Law and Political) liu ngnlnulw'un'io 

a ~ m i i ~ u n ' i ~ n ~ u k n d ~ ~ ~ ~ ~ n ~ w ~ ~ ~ ~ ~ ' ~ ~ ~ ~ w ~ ~ g l ~ ~ a i u ~ ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~  

(4) ~-lf lSEq~~Ti. l%l~655~ (Cultural) I ~ U  V U U I ~ ~ U ~ ~ U U ~ ~ Z ~ W ~ ? M U ~ U  
Y w 

Y Y  a 1 4  m ~ m n c i ~ - r q  or; wnnrz{uln y?usTnn~n'nn~~~nYo~n~~~~~ubiilumnmnriu 



4 cr plcg 4 n 
ndosi7  M'ionawfdnunnnuosi (Buyer's Black BOX) na~qnnunnnua.r{ 

a v Y B  9 ifndld?uutn~ounriaqil (Block Box) ~ 4 ~ ~ ~ ~ 1 ~ 3 0 ~ ~ ~ ~ ~ ~ ~ 1 ~ 1 4 6 1 ~ 5 1 ~ ~ ~  O ~ C ~ D ~ W U I U I U  
9 4  4 n d a 

n~urnn~iu~rrnunnnu09~40 n ~ i u $ ~ n u n n n u o ~ ~ ~ ~ 1 $ ; i v ~ ~ 3 w n ~ 1 i o ~ n ~ f i ~ ~ : v ~ ~ ~ ~ o  
v x  1 ~ a ~ n r ~ ~ ~ u r n r ~ ~ B u l o v o ~ y ~ 1 1 o  

PIP ad4 4 

bnvol:un4{& (Buyer Characteristics) < ~ Y ~ E V O ~ ~ V ~ ~ U O ~ ~ W ~ O I ~ ~ D ~ U  

d - i p l  n"o Yob#~uiwuarrrr ilab&~utTwu ilabciauqnnn i1nzilobhuinSnu3 
k 

~ ~ E U ~ U ~ T ~ ~ ~ R ~ U I Q V U ' U ~ ~ ~ ' ~ ~  (Buyer Decision Process) ~ I S Z R O U I ~ U  5 
Y 

h n o u  n'o rnsiufflyn I mr lumdoun mt dsziiiu w n r n ~ l i i a n  mrim5ulalo iia: 
Y 

wqiinssuniu~E~nis4o 
A msnounuovuo.r~& (Buyers Response) M ? o ~ I ~ ~ ~ ~ B u ~ Q ~ o u o ~ ~ u ~ I ~ ~ ~ w ~  0 

(~uyer's  purchase decisions) j u ~ T n n a r i i n ~ ~ k d u I ~ l u d s ~ ~ ~ u i ~ ~  7 ;48 

f115 I S D ~ H M W T T  (Product Choice) i30ti14 

H ~ D  11UU Package 

nis~a"onnsia'uK~ (Brand Choice) 6 3 ~ t i i a  1 a " ~ f l  ISP slu'ln i%h.I KSC, SMART, 

JASMINE, A-NET qEl°1 

mrt%ony'u~o (Dealer Choice) F i ? ~ d ~ a  I ~ Q ~ o I ~ # I ~ ~ ~ ~ w ~ u ~ I ~ w ~  ntohu 

t l ~ d ~ # l ~ \ f i  
Y 2 a m r ~ f f o n n a ~ ~ u m r  $o (Purchase Timing) ~ 3 0 d l 4  #uilnnozi$onro~uo 

nuno1 yIumsI&u ~lordniildrlu h ~ i m  
Y 

msm~onJ3u1olm~Qo (Purchase Amount) ~ B $ I P  (u?~nnO:l;mjiv:& 

b~uuauruii?sida~$~~~na~u~f.o~~z~'u 



1. JobEiiuQuarru (Cultural Factor) iwuar~u!f iu~n$oJ~n~u~cl&niu 

B ad n i i i u n a ~ n u s ~ n t ~ 6 v g ~ l d ~ : w ' u ~ ~  b ~ $ i 1 ~ 1 1 4 ~ 1 i 9 ~ ~ ~ ~ 3 8 9 n ' 1 1  80 O ~ I I  $ 1 ~ :  11uICi 

nr::gnnfonn'iiiiQn l a l  m s ~ n l n ~ u a : : i d u a u ~ n ~ . r ~ u m s n l i ~ p i ~ u n n i ~ a a : :  

h n u ~  mmmidlnuiu r i ~ ~ u ~ h i ~ n l i ~ ~ i i n n ' f ~ e n ' ~ ~ n ~ ~ n ~ i n ~ ~ % ~ ~ o ~ n ~ ~ ~ n * ~ n ~ o ~  
w d d  

5 .  oo'er41utY~n.u (Social Factors) A ~ U ~ P  ~ ~ 9 1 1 n ~ 3 $ ~ 9 % ~ $ ? ~ d 4 5 d l a ' p d  ila 5 

6. n i u & ~ &  ( R e f e m  Groups) ntj~ij:O~ii 

gnPwnrio*imrni n ~ 1 u ~ ~ m h u l m ~ F i ~ ~ u 1 ~ u o ~ ~ r n n n ' t u n ~ u o * i ~ ~ ~  Jwli.roonrSu 2 srGu 

$0 

n ju&~6~u:iiBn?naeiognnnlunq'u mdiums ~Bsmqlnrsumrcii1Cu3?~1 
A r2nvhri~nma' ~mruu?Gmaoay nnn luo~sm~nnabP ~ ~ I ~ u ~ u D u ~ ' Y v o ~ ~ ~ ~ ~ ~ ~ o P ~ ~ ~ ~ ' ~  

r d 4  nroun?7 (Family) ~ R R I ~ u ~ s D U A ? ~ ~ U ? I U O W ~ ' W ~ ~ O ~ ~ ' ~ W ~ ~  nmub~du~ inz  
' A '  Y Y 

a49 riiu"~uuo.rynnauini r l ~ s ~ n e i ~ u w ~ ~ ~ w n F ; o w q ~ n ~ ~ u n ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ u f i T " ~  



unu1nlLn:aolu:: (Roles and Stahses) 4 ~ ~ n ~ ~ 1 6 ~ ? ~ 8 a ~ p . f a 7 ~ n ~ ~  idu 

nsounS2 n+~bl~Bq In.1 llnnao:iiunuinunznmu:~~inni~~iiu'lui~da-,nrju 

ilobri2uynnn (Personal Factors) ~ ~ T ~ F ~ ~ U I ~ U Q . ~ ( ~ B ? $ Y P I G P ~ Z W  a u i f l ~ f l ~ f u :  

d ? u y n r n v u ~ " " u m - ~ & i u ~ i ~ ~  ?&fi D I ~  ~ u r n o u ~ ~ ~ n ~ ? % n ~ ~ u n ?  m,w l o m a m a  

w w  rlr9 i ~ i t n o u a ~ a n ~ r ~ p l n a o u n i a  (Family Life cycle) i ~ u i u R ~ u n ~ ~ i ~ ~ ~ ~ ~ m v n ~  

d 4  e LLA-J n~ud~u!&nRn~l ln :~nBi8uo~ lu~ '1u  w8mriPr wnur Tnn idu u-i?nwTsn 
t 4  B uun 8 ~ u ~ D ~ ~ ~ ~ ~ ~ ? ~ ~ ' Q P ~ I ~ ~ I u H u Q F ~ ~ u w ~ B ~  J ~ V ~ R O I ~ ~ " M L ~ ~ Z D D ~ ~ ~ ~ ~ I U  

bib? ri1l4diud?uln~~~udi5'n~ IW UIIIIO 

o ~ q w  (Occupation) ~ ~ ~ ~ ~ ~ ~ ~ : o I ~ w o L ~ ~ ? I % ! ~ ~ ~ ~ M I ~ ~ L ~ ~ I % ~ ~ o ~ ~ I ~ ~ u ~ ~  lln: 

~ ~ f l l t f n l ~ ~ r  ~ l n ' 9  (Economic Circumstances) ~ ~ m f i m 9 1 f l ~ ~ g ~ 0 ~ 0 . l y n n ~  
2 ~ ~ . r ~ o ~ d ~ ~ 8 m r t i ~ i i ~ f ~ ~ 1 1 u ~ ~ ~ 1 1 1 ~ ~ ~ ~ f i 1 f ~ 1 ~ ~  lomainrii$d~znou~aerf~erl8 mr 



uowuYR'oiluqnnn I n u ~ m s r i 1 n u l C ; ~ ~ u ~ n ~ n " ~ u ~ 1 ~ ~ 1 f i ~ d a ~ m a 1 ~ 1 ~ ~ ~ 6 1 ~ ~ d ~ 1 d 1 ~ t ~ 1 u  

msilnvl (Education) ~ i i m l i / n ~ 7 ~ 4  ~ l i ~ ? ~ ~ u ' ~ ~ ~ ~ ? ~ n ( l ~ l ~ ~ l n ' ~ n " ~ ~ r n n l w ~  

u inn i i {~ i rn~t ln~ id i3  
a- J Y 

/dnuumni1scG3n (Life Style) I I U U ~ I I A I I ~ T ~ ~ U U ~ ~ U ~ ' W U B ~ S U  ~ U U U F I P ~ ~ F I U  
B ~ ~ n : n ~ u o i ~ n u o . r ~ i i ~ : y ~ n a  ~ ~ i n m 3 ~ 0 1 ~ ~ ~ ~ 1 / d l l ~ ' u f l 1 5 ~ 7 f  ~ % ? F ; I ' u o s L ~ ~ ~ : ~ ~ ~ F I ~ ~  &lj*lt~ 

, donis~a"onera"m5an" 

yn Gngm su = (Personality) Iln~niYn'nvol:~f n 9 w n i ~ w ~ ~ n 5 ~ u n 1 ~ ~ 8  
v 4 4  w 

qniina'nuol~nu~unqn~unZ unzritYuiuuarqncla ~idaz~uszuunuiia:n'~wfi~~~~wnpf;~~n'u 

dnvm m w$n?nu~ (Psychological Charactcriatioa) nlr  i$On!fauB4vmnn ?#TU 

B n i w n n n n ~ z ~ ~ u m r n m ~ ~ m ~ m u ~  4 o i ~ ~  Go m r t s l p  A - J - ~ u I G I ~ ~  n17Suf F I ~ U R O  
GFIunFi 

4a A A - un 
m5;41r (Motivation) l ~ u ? 6 ~ u 4 ~ 0 : ~ f l ~ l w q ~ n ~ 5 ~ ' ~ 0 9 ~ n n ~ w * i ) ~ ~ ~ ~ 7 ~ 1  

d m  d pr d~ a u B ? w ? d ~ ~ t l ~ i  W ~ ~ ~ ~ I U U ~ Y U I ~ ~ R U U ~ O J U H ~ ~ ~ ~ P  (Motive) ~50fl ' ln5~~11%101d7~w*$~?~nfl  

tn 'nn?~a io~n l r  ~ w u o ~ ~ u b a ~ a 1 o w ? a $ d f i ' i : 4 ~ n 7 ~ n 1 J n n ~ ~  n ~ l d ~ n n l r n n l m  a r  k 

d ~ n ~ z ~ u 1 ~ ~ u ~ e i ~ ~ ~ ~ 1 1 0 0 " ~ n a ~ u ~ a ~ n 1 5 ' u ~ ~ u ~ ~ ~ 6  

~ n ~ ~ l i n o ~ ~ ~ ~ n u o n ~ u ~ m s ~ ~ ~ s d r I u d ~ ~ n ~ u n i ~ ~ u n a u i n n ~ u ~ n d . r n ' o  
d U  cY pl 

~ ~ n q v i j d ~ c i u ~ u n ~ i ~ ~ ~ ~ f l i ~ ~ ~ ~ ~ i ~ l n 7 " ~ ~  n q u ~ u o ~ u ~ a l a ~  snaouoonruiiliu 4 d s m r  
w 

64 2 

of Needs) h d ~  t ~ D Y  1d&u (William Frederick, The NCUI Communications, 1984. p. 80) 



sr u 

1 .  n 3 7 ~ i ~ d m ~ m 4 m ~ f l l f l  (Physiological Needs) I ~ u ~ ~ I u ~ D ~ ~ ~ I ~ ~ u ~ u ~ I u  

undu M ~ L ~ " ~ I ~ " ~ x I I ~ o ~ I ~ ~ ~ ? R ~ ~ I ~ ~ Q ! ~  iu!&id gilb 4 n"o e m i r  m'sod~a i i~r  dod 

2, n~iuAocmrnnrrda~w fil'u (Safety and Security Needs) 18un~iuio~rnrdor 

l ~ ~ i n u ~ ~ c d n o n A u o 1 n ~ u ~ ~ 1 ~ ~ 1 ~ ~ n 1 ~ ~ ~ a ~ a ' ~ % ~ n 1 ~ ~ ~ n i ~ ~ ~ l ~ n n " ~ ~ 4 1 ~  wtYto~nduuv;lnY 

n m n ' n  tmr~uhinn a ~ l ~ u l l n ~ . l r n ~ ~ 9 1 ~ n a 1 % ~ d a o ~ n ' u t l " U ~ u ~ ~  L ~ U  d~d0~8ud~un9  

3. f l a l ru~~~f l?5~?4%r4nl l  (Social Needs) 74% $ l 3 1 ~ ~ ~ 9 ~ 1 5 ~ 7 7 x 1 ~ n 1 1 ~ ~ ~ ~ 1 ~ L ~ ~  
2s s 

~ ? f I k % n f h  (Love and Belonginess Needs) kCa49ln¶JY Y 6 ~ g ~ ~ m ~ ~ 9 n 9 1 ' ~ 1 0 9 ~ n l 7 1 ~ n ' ~ ~ t l 1 3  

d w  * o ~ ~ 1 u n ' u ~ ~ u n ~ u ~ 3 u B ~ n u  uonoin<uYvuu~mogn1~na1xIin n?iuoutju msvouiu 

doln '~mnso~~r  ~o$Xoeii~~u~~sld" 
B 

4 .  R ~ I u ~ Q ~ ~ ~ ~ ~ ~ u ~ ~ u  (Seft-Esteem Needs) LUQ 

uyuGods~lriiutbu8~nniib~ uona1nmriid~uf~u1uli.rnub.rn"o~n~tlii~Buuncio.r mrii 

n m u ~ n ~ ~ u n i l n ~ n d i i ~ w i ~  ~ B ~ ~ I I ~ [ ~ ? U ~ ~ U ~ ~ U H ~ O L ~ ~ ~ ~ L I ~ E ~ ~ ~  u n i o a ~ ~ n d ~ m ~  

5. nmun'o.rmsdr E R U R ~ I U O S ~ ~ ~  alu%5jn (Self-Actualization Needs) I ~ D U ~ Y  6 
~ ~ 1 1 n s ~ u n ~ n ' u ~ ~ ~ d ~ ~ ~ 1 0 ~ w ~ 1 ~ 1 ' ~ w ' o % 1 ~ ~ p l l ~ ~ 0 ~ m 0 0 ~ b ~ ~ l  t ~ o l n ~ r n l n s n d ~ ~ n u d i ~ ~ ~  

~u~~m,,,,dR,d~nlnuioi~~ 

msiuf (Perception) ~ d u n ~ e ~ ? u m ~ d ~ n n n ~ n ~ ~ u  ~~a:iuf4a~n1iuo1n~nn01X 

~ufBtri74~ omdr:mn~uiinifa 5 n'o tiiu YAZu niu t ~ u r j ~  ilnzrn ilinznu8o:iiin 
2 rns~u~i~i~ni~;lfi'uuwfi'~~n~~:B~n~~~u d9inniou ~~nz~ninvar~~arntynnn 

4 rn3Guu$ (Learning) 1 8 ~ ~ ~ ~ 1 n d 5 : n ~ r n 3 & ~ 9 ~ n n n  wozdil~~iinms9uuf 

nn-411 d ~ r n s ~ d ~ u u ~ 1 d w ~ w ~ ~ i n ~ 5 ~  idu rn r~~on~~o i~~ iw 'o lM '~u? ls1n i i i ~w~~n ' i ' i u  

n15wmaocl+i7ufi1 
4 a a a  4 4 A n37uIaoon (Beliefs) ~ g ~ f l ? l U i i m i P ~ n n n ~ ~ n ~ ~ n ~ 3 n ' ~ l i 9 1 ~ i 9 ~ ~ 9  wldu wn 



e s 
ilu?n?~udn~~u~tiuwuLoq (Self Concept) M U I U ~ ~  n ~ ~ ~ f ~ n ~ n n n d ~ ~ n n i j d ~  

nuto4 n ~ o n . n u n ' n d q n n n n ' ~ i ~ U n n a 6 u ~ n a ~ ~ ~ ~ ~ ~ ~ ~ ~ m ~ ~ ~ ~ ~  ~ulimiliuu?n'u 
4 a  1 

w t l n ' n ~ ~ u ~ u i l n n ~ u n o w ~ ~ f i ~ F n " ~ ~ R ~ n ~ w ' n p 1 M " ~  e- ln;Js~nouuo.ruu~5~1~~1n"umu~o~i~i~ 

oonlA 4 IIPI'LI $Q 
d u -  

1. ~ l ~ r ~ n ~ l u n ' ~ n u b o s r n ~ n o ~ ~  (Real SelO nlnudq m i u ~ n d y n n n u s ~ n u ~ 0 9 d  

1mYo';qt8uad1;lls ~nmrnmno1odi~ 'nva~n~~'~n"~ '~o~~nnnd~~1nn~!d181umr ~srvon 
d v P a J  

~ n u m s % n ~ i ~ ~ m s ~ ~ n ~ ~ u n " ~ ~ ~ u ~ n ' ~ ~ 1 ~ 1 0 ~ n 1 ~ ~ 1 a r ~ u t u u  i9iu T . u v ~ i u o a n ~ ~ 1 ~ ~ l l r ~ 6 u f i u  
r d  e pr d i ~  ~ a ~ n ~ u o ~ o . r n o . r ~ n s o ~ ~ *  

& = , A  
2. ~ l u ~ n ~ i u ~ n n u ~ ~ . r ~ u ? w u n ~  (Ideal Self) nuwbq n~iufBnun~~ny~nn 

A 9 4  
lililunuinlw~nutluliuiu w q n ' n s r u u o a ~ ~ n n n r i ~ u u ~ n ~ n o ~ l j . r r i ~ l M " ~ q ~ n ~ ~ o J n t ~ n ~ r ~ ~ ~ ~  

n i ~ o ~ n o n n a ' ~ . r l i u u u ~ n ~ i u ~ ~ ~ u i ~ ~ I u q ~ u ~ ~  ibu nudli l i luou~ndij~n~tln( i i~~ini i~:  

1 & ~ n 5 a & n 1 ~ d R l n 1 ~  J ~ ~ I ~ R ~ I T ) $ O Y  ~ ~ ~ n ~ ~ 1 r n ~ 1 u i i ~ ' ~ o ~ ~ n n i 9 d ' i : ~ n w d ' ~ 1 1 1 ~ t ~ u n n  

ynhmrl .uuw I n u m r d 1 ~ o n ~ ~ n u o ~ u " ~ ~ ~ ~ 1 ~ ~ 1 1 ~ i l ~ w ~ f ~ 1 ~ 1 ~ m n ' o 1 w '  

3. ~ ~ u ~ n ~ ~ u ~ n ~ u ~ o . r C i ~ ~ i ~ ~ n ~ n ~ u ~ ~ ~ ~ m w ~ ~ ~ i ~ ~ ~ ~ ~ ~  (Real Other) MUIURQIU 
d 9 4  i-i y n n ~ n ~ ~ u m w w o d i ~ ~ ~ ~ ~ u ~ ~ ~ ~ i ~ ~ n ~ i n ~ ~ ~ ~ ~ ~ ~ t l ~ ~  ibu ynnnDnllnnnduuoa 

~ i i ~ u ~ n ~ ~ ~ o d ~ o ~ ~ ~ " u n ~ d ~ ~ ~ n ~ ~ ~ ~ n ~  ~ t b ~ l f l n r  ~ ~ n ' ~ ~ n ' o u d ~ u m r n ~ ~ ~ i o d ~ ~ i ~ ~ W S ~ ~ ~ "  
8 A riuoinm?mr& a d w  n ~ f i n ~ 5 6 a z ~ ~ n s ~ ~ p 1 i n n ~ u ~ 1 ~  

4. 1 i ~ 7 ~ ? l ~ ~ ~ ~ ~ ~ 0 9 ~ ~ 8 9 ~ 1 ~ ~ w * ~ d ~ ~ ~ 1 ~ ~ 3 f l " i l ~ 1 f l k 0 4  (Ideal Other) M U ~ U &  

mrdl(nnn~osmr~~qnan6u~w$qtvI~uiti~~ idu ~ n q s i i o d b ~ m r l n Y V n ~ w d u u ~ ~ i ~ ~ ~ ~  
# A i~u~Yn~sn'o~n'umh a& irn1#&~dlnrhn~naoud1~d1~4"LI1$1uni~~Ri inn-ii 

d d m ~ i i l n ~ 8 ~ i w n ~ n n o u d l 4 ~ ~ n a ~ u ~ 1 c ~ i 1 1 ~ u d . r ~ w ~ ~ u  (Phillip Kotler, Marketing An 

Introduction, sL. Englewood Cliffs. : Prentice-Hall, p. 123-142.) 
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d~~unisJ%awin%w~ami 

- ma (Sex) 

- B1; (Age) 

- 5:&~nl5dn~1  (Education) 

- F I I ~  (occupation) 

- WU!& (~ncome) 

- ~ ~ I U Z ~ I W  (status) 

b 

f l l l l ~ b ~ l  
v 

4 =, ae~uuani% J14u 

-  elm^. 

- mati 

- tot714 

- 1.trflJ1ou 

- P J l S O l f l  
Q ~ Z a d a u J ~ s a o l w ~ s n ~ ~ ~ ~ ~ i m  

- w;!?l iYQlcn" (Product) 

- 5 ln l  (Price) 

- n ? 3 6 ~ 5 1 ~ 1 i l t ~  (place) 

n~idsta?ufii%nnlw 

(Promotion) 

1 
b 



3.2 tkadsafiw ma3% 

3.2.1 W ~ L ~ I J ~ G ~ I ~ Z  (Independent Variable) d r ~ n a u i m  
d A 

3.2.1.1 ~ ~ i n v o l ~ n ' l ~ d 5 ~ l n n 3 ~ 1 1 f l f l b  adr-naunY~u m~ O I ~  5:~uiun15dnln 

0 7 % ~  5 7 ~ 1 6  l l i 3 ~ f l O l l d S f i 1 7 W  

3.2.1.2 Y o ~ u ~ i ; l u d a u d ~ ~ a ( u ~ ~ ~ n ~ ~ m a ~ n  ds:noviau ~ I U W ~ ~ ~ ~ ~ E M ~  iiumri 

#iuCom1sn1sh6~nPdlu ~~a~$iiun~rais~ar?'uni~maiw 

3.2.2 g716d1~3~ (Dependent Variable) ~~llfim56$0fl1~U?nIS~n7~Y?n15 j1o~"Pd 

3.3 gilituunlGtiu 

msi4nlndoa ilabd~uds~numrnmndiiwariomr~a"onllno~ijuimr~;u'u 

uoqi$ihn ~utunn;~mvluc~uns iburnriiui?ad~s~o (Survey Research) ~ 6 6 i w u ~  
Plrv a* dszmn~iiaz n~uG~oei~slaasu 

3 -4.1 dlzvln5 (Population) 
Y V  

4 94 ~15z.a1nrA1+1umsRnw nr~iinuiun'q {GTnn nsnr?muiI#u'u3rnroinm~ii 
I Y 

u ~ r n s ~ ~ ~ u j , q ~ ~ ~ ~ ~ u ~ u ~ n ~ a ~ n  w u ~ ~ u n r ~ u ~ u w ~ n u : d ~ ~ l n n s o u u d ~ ~ ~ i ~ u ~ n n a  w tiiu 
44 t 

7 nu (rnmtid) ~ ~ 4 1 u ~ l ~ ~ ? m ~ l u ~ o 1 i i ~ ~ n 1 ~ ~ ~ s ~ ' ~ ~ 1 u ~ a ~ ~ 1 i ~ ~ 1 s n ~ ~ ~ a i ~ ~ 1 i n d ~ ~  5 $60 
Y#lid d n ~ .  Y7401fl I W ~ ;  10flI4 ~! t3~f l10df)G/~d50~ 

3.4.2 fICj.lln'30ti14 (Sample) 



Y U  

nrjun'~od~s~141ums?~un~.ri j  Ia"iSmr4~6?oL;1.rin~uii~~(anuiu~o1::oc 
4 9-" 

(Purposive Sampling) I U ~ I ~ L ~ O ~ R O ~ U ~ ~ U ~ ~ D ~ ~ ~  % . I ~ ? o u I ~ u ( ~ ~ ~ u ~ o ~ ~ " ~ ~ I D ~  T ~ u ~ f f ~ n  
* B d  I 4 pl 

noiudlums~u~odi~n"o amiidms J ~ ~ ~ U ~ ~ U L I ~ J Y I ~ Q ~ I ~ B I A I W U ~ ~ ~  5 ono 
B IGmri dm. ,uIaaln laaa" , L D R T ~  LI~:RI~~~~~GILTYIIOU ~ ~ ~ I u ~ u ~ o P ~ o I u ~ ~ u ~ ~ o ~ ~ I ~  

o z ~ ~ u r n r ~ u ~ ~ ~ ~ 1 ~ 1 1 ' 1 1 ~ ~ n a ~ i  (Quota Sampling) I U R ~ T ~ ~ F I ~ O ~ ~ : :  5 uii?winlnolii 

400 fhi?od14 unrtju6?ocj1.r~iuuih;y (Accidental Sampling) ~ R U ~ ( ~ ~ U I J  OQUO?U L ~ U  



3.6 m4miod1aunnq~u 
4 a d v  Y Y  

msoauonl~lurnr?Pun?4il !&ufi iiuutfoumu (Questionnaire) I ~ J  " f l~o 'u  

k~udrznumrnn~nd i  ~ R ~ ~ B ~ ~ ~ I ~ " B ~ I ~ ~ ~ ~ ~ ~ ~ O ~ ~ P I ~ ~ ~ ~ ~ I ~ J " U ~ O ~ ~ P J ~ ' I S I ~ ~ U I V ~  

nIalnwumuns3* 44llli~1Su 2 nou 

B I O U ~  1 ~ B I J ~ ~ I U ~ T Z ~ I ~ ~ ~ B &  ~ ~ ~ ~ o u A ~ u I T & o ( ~ o u  6 <I$O ?kid LWR 

0-i; WIJW r:n'umsflnw s~ulnY~aduioin"ou aawzrnw ~numrif~ciimuluiinumz 

d  mug^ (Closed Ended Question) I ~ U ~ I O I U ~ ~ ~ I I I  u~ti i~10fl~~ia9nu'i i tR'a &1610~0edi0d 

i~'annournui7rnouifi7~~~1fl5 

noud 2 ~ n ~ a 1 i / e 3 ~ u ~ o ~ u # l p d a ' a u d 5 : ~ 1 1 n 1 ~ n 7  iia~wqa'nr rumsli 
4 4 u ~ r n s d i i w a r i o r n s i i i ~ n 1 ~ u ~ n i ~ ~ n ~ u u 5 n ~ ~ ~ ~ ~ u  dsrnouX?uii?uYolinu s f i bb  ii~o7ud 

la"l~uiluu~tlu n'o ii&~~rnuluiYnvru-daiuilR (Closed Ended Question) d ~ ~ i - ~ n ~ u f !  

A1nu~ii~nouli;i?~wd11t4;~ ~ O U O Z A O I L ~ O ~ A O U ~ I X I ~ I ~ O P J ~ ~ ~ ~ I H U ~ Y  a' L I ~ Y  ~ I ~ U I I U U  

Rating Scale I I ~ I ~ ~ R O U ~ ! ~ U ~ O ~ ~ ~ L ~ O ~ ~ I R D U O ~ ~ ~ I R O ~ ~ ~ M U ~ ~ ~ I U  5 ~ R O U  $91914 

i i ~ n o u ~ u R o ~ u o ~ s ~ ~ u n a i u ~ ~ ~ ~  



3.7 n i s i i w u r n ~ ~ ~ ~ u ~ l s ~ r n " ~ ~ a i p ~ d ~ r n " ~  
414w pl 9 a 
w ~ o u ~ n ~ n 4 ~ l o l u l b u ~ 1 ~ ~ a " ~ ~ 1 ~ 1 1 ~ ~ ~ ~ ~ ~  nkna (Likert Scale) T ~ % U L ~ ~ W ~ F J  

o:r"l~wunf;i~m"on~ou~flu 5 62in40n 

~ l f i i q ~  5 FlE6LUU 

uin 4 n:LLuu 

diunaid 3 fiE6AWU 

GQU 2 RELIUU 

G D S & ~  1 nzriuu 

3.9 nlsnnasurlcumwuoqin;iBaib 
d ~wold!iwito;lu"n n'b iruunouo~uAi;~ornlw r ioudoz$~ms?inslzn'u*~~n 

@bl#n~nou?ormwuounf D ~ O  2 Bum:: kd 

1. n?~uiducms.r (Validity) V Q P I ~ ~ Q M I  ~~~1~(i$u7~i~l~1:no~fl'au~dilfi7'1'~ 

d d  B ~ ~ u l ~ r n P & ~ u n a ~ i i u i n ~ f $ i ~ u  a n ~ l n Y o 1 a 1 r u n d s n ~ 1 ~ ~ ~ 0 a 0 ' ~ ) ~ a i ~ 1 ~ 1 ~ ~ ~ d  nmu 

nru~?ui la:n~iudu~p1~~vo~~daMi1#anRn~~~n"ua'm~d~~pI~&'uo~n~~?o'u 

2. n?i~i4ni;t11& (Reliability) uo;lmioqu"n T R ~ ~ ~ ~ I L L ~ ~ ~ B ~ ~ ~ U ~ I ~ ~ D U O ~ U  

~ u ' u ~ ~ n n ~ ~ h t r o r r ~ ~ ~ ~ u d ~ z % ~ n ~ ~ ~ u a u  30 p ~ ~ o ~ i u i ~ 1 u ~ o r r n 6 ~ 8 ~ d ~ : ~ p 1 ~ 1 ~ ~ ' ~ 1 d ~  

~ u ? $ v Q ~  (Cronbach 's  alpha) 



3.10 ma~iiurwsau;bya 

mtdnui~un;d idumrio'uiGtdir?o (survey research) iiim~liiui;ounoin 
, a  Y 

11~6qGo;sftk"nu$~q G d  

Gor?nJgu~u' (Primary Data) 1 Aufi ~ I ~ ~ ~ L L U I J B Q U O  IU (Questionnaires) 1fl  u 

~n~o;lu"o~umsrAur~ur~u5o~a 4.rtflurnr~i;u~~us~1~40;a @"iB!i4iiiuuaoumuld 

1 ~ o n d 1 u u n ~ v o n ~ i u i a ~ ~ 0 ~ ~ ~ ~ ~ ~ 1 ~ i ) 1 ~ u e r ~ ~ ' ~ 1 n 1 ~ ] 6 ~ n d ~ a ~ ~ n d ~ ~ ~ i  n(u&nciiq $8 

mul~uprnr smijuim5 i 1 ~ u  i ~ w u  400 nu ~in~14rz u:~?m~u ~ ~ ~ ; u ~ ~ u ~ u u ' o ~ A  8o 
m&oun~inu - wqurnnu 2550 lun~n~;lmwumuns 

; n ~ n y i u @  (Secondary ~ a t a )  !~1mr#n~ ihn? i01n40~n~ i j { f?u r  ?ul%lbq 
d d  c; 

L ~ U  4191 u ~ n 3 - i ~  G+IU~TIT 1%~hi6 ?in~ii7wumtfiuau'~~ P ~ ~ ~ ~ ~ ~ u ~ u I ~ ~ ~ Y I ~ ~ ~ u L v F I  

3.11 r n s ~ m s i ~ n ' 6 ~ a  

m s ; i n , , z i + a ; ; . , U n ~ u n ~ 5 ~ f i u i d L ~ u n ~ 4 ~ 1 n ~ i : i i  Descriptive Method) 

1inzms5rns~zn~u15~d3~116~ (Quantitative ~ e t h o d )  im6u h!JGnl5 J5:ma wa(oya h d  
1. msmr?onouu'oyn (Editing) 1 ~ ~ m ~ ~ a a 0 n ~ u n ? 1 ~ ~ ~ ~ 5 o l l d ' 1 l d n ~ ~ w ~ ~  

~ luu~ouoiud~kinnr ju~aor i~~  

2. ~ I X I P ~ ~ ~ P I  (coding) I ~ U O I S ~ ~ I ~ ~ U U I O U O ~ U ~ R J ~ O . ~ ~ D E ~ A ~ I ~ ~ ~ ~ O ~ ~ U P ~ ~ O U  

ua"3x11nssfl~mls~d1$1~1~ufi5~d~a' 



3 .  mdr-u2awaboua (Processing) i f i u r n s ~ i i ~ ~ a ~ ~ X ~ ~ n n ~ s a ~ s ~ ~ % ~ i ~ u w " n  

%dluin<o.r~ oudxnoi Tnul .a 'Td~nnrud~i?~~d~~d~G? SPSS for Windows (Statistical 

Package for Social Sciences) 

1. H ~ ~ E I S ~ U I ~ ~  (Descriptive statistics) 
B 4 9  9 ,  Y 1 S u ~ , ' ~ ~ 9 4 . i 9 1 n f ~ n 1 ~ ~ 1 ~ ~ e r ~ u a ' f i ~ 6 ~ ~ ~ m ~ u s ~ ' ~ ~ 0 ~ d ~ t ~ ~ n ~ ~ ~ n ~ i  r.rlunsu;lamsocmr 

(Percentage), r n 5 ~ ~ ~ n i ~ ~ a n m ~ i  (Frequency), ~ I L P ~ U  (Mean), ~ ~ U ~ ~ U J L U U U W T ~ I U  (Standard 

Deviation) 

2. tf56?819& (Inference statistics) 

1 ~ u n o ~ ~ d l ~ d 1 n ~ ~ ~ 1 ~ ~ ~ l ~ n 1 ~ ~ 1 ~ ~ 0 ' i l ~ ~ ' 1 ~ r u ~ ~ ~ ~  Inul J~o'%'i (t) no'tiovl (F) nazntin' 

?nffiln?i (Chi-square) 



- 
x Imuci~l~bt.~ (Mean) 

S.D. imunmuld U W . I U U I ~ ~ ~ I U  (Standard ~eviation) 

Chi - Square l iYl~f i l?f l f l l i f l25b 



( 7 ~ 3 ~  (nu) 1 



tY'n~ai: wisn"iuds:~~ns~~mi 

6. flOIUs17W 

I .  Inn 
2. fllJ58 

3. ~ l h a l n r i i f i ~  

4. i p d  q 

~ a u  

+iun (nu) 

185 

180 

34 

0 

400 

f ~ u n : :  

46.25 

45.00 

8.75 

0 

100.00 



4.1.5 s:iiuni5Jn~1 
Y 

o-inniu~~od~tfiwm 400 nu n~uhod1~iis:~umr#n~~~:~'11d3yy1~~ 

ulndnn i ~ u ? u  229 nu nPnafiuf~un~ 57.25 ~ o t n ~ l n i s r ~ u r n s i n p ~ ~ ~ ~ ~ ~ l o y n l ? y q ~  

i~psau 82 nu ~ W I ~ I U ~ D U A ~  20.50 

4.1.6 dfl7PdnlW 

oinn j u g m i i d ~ w u n  400 nu n ~ u ~ ~ o r i i . r i n o i u n ~ w 1 ~ 1 ' ~ u ~ n i ~ w  h u w  

185 nu ~ w i ~ u ~ o u a ~  46.25 set~saliiasliorn~w~x~~a :lu3u 180 nu ~nt9us'oua~ 45.00 



4 1 u n  (nu) 1 foun: 1 



mqwalums~n"oni#u?n~~ 
A T ~ O ~ ~ U ~ ~ ~ B ~ I I ? ' ~ " M V I  

p l a ~ x r ~ a i n ~ n ~ e r s l o G ~ u i ~  

m 3 1 ~ ~ ~ d 3 u d ~ i i 4  7 

n ~ s u ~ n ~ s ~ d s z v h l o  

msldrlukud3.r 7 

r ~niiarxlrn~~xr wn 
op 

43XI 

~ I U I U  (nu) 

76 

27 

15 

187 

3 1 

64 

rouaz 

19.00 

6.75 

3.75 

46.75 

7.75 

16.00 

400 



t* 

a"nprwn3r ~a"ongu 
4 sr # Y 

u~orZuadrz47 ~i~~~ud~~411~~Pd'psu 
d pl uno~~uads- i i  llriall~nii~~ 

~ o b ~ i ? u d ~ ~ n u r n ~ n m ~ ~ ~ ~ ~ n ~ o n ~ ~ ~ ~ o n ' % ~ f l ~ i  

#liluih~a"~$~ln" 

iiw.jiniproswa"m~fillEMd 
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