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ABSTRACT

The objectives of this thesis are 1. To study the influence of personal contributing factor of
consumer buying process in the online purchase of women counter brand cosmetics within the working
range in Bangkok 2. To study the relationship between promotion mix and consumer buying process in the
online purchase of women counter brand cosmetics within the working range in Bangkok. By using online
survey to collect data from women in their working age with experience in the purchase of counter brand
cosmetic products online. With sample group of 400 people, the data were collected by using
questionnaire based on convenience sampling technique and analyzed with IBMSPSS Statistics ranging
from percentage, average and standard deviation value, One Way ANOVA F-Test and Pearson
Correlation. The results of the research were as follows. Research results show that the most respondents
were ages between 25 - 35 years old. Office worker, Monthly income 15,001 - 30,000 baht, graduated
bachelor’s degree and marital status is single. Results of the study on promotion mix conveys that one of
the most important aspects that the consumers prefer is Personal Selling, ranking down is Sales
Promotion, Publicity and Public Relations, Advertising and Direct Marketing. Additionally, the most
important aspect in terms of consumer buying process is Evaluation of Alternative, Information Search,
Post-Purchase Behavior and Problem Recognitions. Survey results suggest that women within the working
age in Bangkok regarding age, occupation, income and education shows varying results in each of their
own aspects of the consumer buying process due to their differences. On the other hand, when looking at
marital statuses of the consumer, the results do not vary and hold true in the majority of the results. As
such, relating back to the hypothesis it implies that the promotion mix and the consumer buying process
has an impact on the statistics of the research in almost all aspects with the exception being Direct
Marketing that holds little to no relationship within the consumer buying process with the Evaluation of

Alternative.
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adA Aip 15,001 - 30,000 LN 71 G§INT1 15,000 LN ABIIAD 30,001 - 45,000 19 FU §I10T1 15,000
VN AOWIAD 30,001 - 45,000 VIN A 15,001 - 30,000 LIN AOVIAD 4N 45,000 LN AL A

15,000 UM @BNIAD FINI1 45,000 UIN A 15,001 - 30,000 VN

H a 4 1 ' v v
15191 4.19 Namiamswwiw@ﬁ’m Publicity and public relations (M3 11z sz naURUT)

o Yy
uunasela
AN 15,001 - 30,001 - gand
MNIIN Mean
15,000 VN 30,000 uh | 45,000 VN 45,000 VN
AN 15,000 1IN | 3.8176 -

15,001 - 30,000 UIh 4.1587 .002* -

30,001 - 45,000 UIN 4.0957 .020% 482 -

Q’\iﬂ3'1 45,000 UIN 4.1804 .003* 815 416 -




peAYNIEDANIZAY 0.05

A

A a 4 = ' <3| ' ! Y ..
NAITNN 4.19 LﬂJ?J'JLﬂ'iTgWLIEfJ‘]JWIfJ‘]J‘ﬂ’J'UJLWIﬂ@nﬂlﬂui’]ﬂﬂWUT] Gluﬂ’]u Publicity and

v v o o 1A
public relations (M3 13 Mazszandunus) Suunawsels veudaeunuudeuny Tasligh

aa A

LANANNUEENTNEEIAYNINEDA A 15,001 - 30,000 LN AU AINI 15,000 VN ABNIAD 30,001 -

A 1

45,000 VM M @A 15,000 VN ABNIAB FINI 45,000 VN AL AINTN 15,000 1IN

H a J ' °
ﬂh’Nﬁ 4.20 Nﬁﬂﬁ’)mﬂ%‘l’iﬂﬂﬂﬁ}?u Direct marketing (N1581ANNNTI) mu,uﬂmmw”lﬁ'

AN 15,001 - 30,001 - gand
MNIIN Mean
15,000 11N | 30,000 LN | 45,000 VN | 45,000 VN

MNI 15,000 N | 3.1887 -

15,001 - 30,000 YN 3.7768 <.001* -

30,001 - 45,000 U 3.7500 <.001* .826 -

gﬁﬂh 45,000 UIN 3.8647 <.001* 486 419 -

v
¥ o o ad [

U AYNADANTZA 0.05

= A a J = ' <3| ' 1 9 . .
10A1T19N 4.20 LiJf’J’JLﬂ'iWWLIEfJ‘LImEJ‘LIﬂ’NZJLLGIﬂﬁNLﬂ‘L!ﬁEJ@WU’N Tuau Direct marketing

(M3aaIAN1As9) Suunawse 14 vesdaouuuudeuny Tnelighuananuedniiisdinynig

#9@ A 15,001 - 30,000 VN N 1A 15,000 V1N ABLIAD 30,001 - 45,000 V1N HU AN 15,000

VN AOWIAD FINI1 45,000 VN AU #10I 15,000 VN

auNAFIUN 1.4
Ho: szaumsaneiuanaenuldanudngnuaivlseaumsduasumsnain aawant
o a K A, ¢ ¢ ¢ YT
msdadulayeniosdrorunnimesuusuanieeou law liaenu
Ha: szaumsaniuanaenulianudaynudulszaumsauaiumsnaia Adawany
o a A A, N 4 s ¢ "o
msaadulageniesdrerunnimesuusuanieeou lal uanaenu
M3197 4.21 LAAINANINATOUANUUANANVOIA UL TZAUMTAUATUMTADIANTIHAN NS

(3

a A A ¢ @ ¢ o o =
ﬂﬂﬁuﬁlfﬂ"ﬁalﬂjEN@"]E]’NHS]114!@]@3&‘].]51!@1/]’]\1@@“llau UUAMNUISAUNTANH

fudszanmsas HHAIN NN HaMINATOU
Sum of df Mean F Sig.

I@IUMINMNA ulsisau aunAgI




Advertising JLHINNQY | 3.159 2 | 1579 | 3.301 | .038* | uanA1g
(M3 Tuban) ,
melungu | 189.951 | 397 | 478
39U 193.109 | 399
Sales promotion J¥HINNQY | 1.238 2 619 | 1462 | 233 | liuanaig
(MIaduaIums
19) melungu | 167.999 | 397 | .423
39U 169.236 | 399
Personal selling seranngu | 2309 | 2 | 1155 | 1.867 | .156 | luuenai
(M3v1gTagniin
AuNe) melunqu | 245.568 | 397 | .619
39U 247.878 | 399
Publicity and public | 3¥%219nqu | 2.848 2 | 1424 | 2924 | 055 | liuanang
relations
(3T azls melungu | 193.326 | 397 | 487
o A
BITUWU D)
39U 196.173 | 399
Direct marketing JEUINNGN | 8.848 | 2 | 4424 | 4831 | .008* | uane
(MINAIANATI)
melungu | 363.551 | 397 | 916
39U 372.399 | 399
AR FTUINNGN | 356 2 | 178 | 705 | 495 | Tumanai
melungu | 100.368 | 397 | 253
39U 100.725 | 399
U AYNADANTZA 0.05




1INA15 1N 421 MIAATIZHADYA NUIIHANMINATO LAAINANITNATDUANINLANA VD
1 1 A A o v A dy A ° o o 4 4
drulszaumsduaiumsamanaswanumsaadulademissdioruanimesuusuaniseou lay

Suunmuszaumsany lael¥ata One-Way ANOVA lumsnageuwun luuanaranuluainsiu

A a J I 9 = 1 A 1 o F) A ) ..
WonnszilusemunuNtaulszaumsduaTumMInaIauanaNnu 2 ATUABD A1 Advertising
a 4 1 1 o
(M3 T3y i) 1Az Direct marketing (NM3AAIANNATIY) KANTAATIZHIIOPA8A1 LSD 15109901519

N422 1z 4.23

Y a 4 1 o @
ﬂTiN‘ﬁ 4.22 wammmswmwgﬁﬁu Advertising (mﬂmyw) muuﬂ@ﬁﬁgﬂ‘ﬂﬂ"ﬁﬁﬂ‘HT

G G G

MNIIN Mean | snnifiganas | PByane gan N

=

anmlFyaas | 3.9792 -

Syana 4.0103 800 -

=

gannfBaanas | 3.8010 181 011* -

A

A a o = 1 I 1 1 Y ..
NAITNN 4.22 LﬂJf’J’JLﬂﬁT%WLﬂ%fJ‘]_Ime‘]_Iﬂ’NZJLmﬂ@'lNLﬂl!iTEJﬂWU’N “lumu Advertising (D13

Tana) SuwunawszAuMsane vesdaoutuudeuny Tasligiuananuedeiisdagyniana

Y

=

Ao ganifSyanas du Wsyanes

1 a d 1 o Y
ﬂ1§1\‘i‘ﬁ 4.23 Nﬁﬂ"li?!,ﬂﬁz?iﬁflﬂﬁ}?u Direct marketing (DN13AA1ANNATI) ﬁ]”llluﬂ@"lllizﬂﬂﬂﬁﬁﬂy']

G G

MNIIN Mean | snnifiyanas | PByane gan Ny

=

anfBaanas | 3.3333 -

Sayana 3.6917 .036* -

=

gannfaanas | 3.9031 .002* 062 -

U AYNADANTZA 0.05
4

A

= a 4 = ' <3| ' 1 Y . .
NATTIN 4.23 LiJf’J’JLﬂﬁ%WLIEfJ‘LImEJ‘]_Iﬂ’NZJLWIﬂ@]NLﬂuﬁEJﬂWU’N luau Direct marketing

=\

(M3AAANNATI) TWUNAWTZAUMIANE VoIRRoULIUARUNN TasligNuana1anueel]

Y

v
Y A o o =

o 7 aa A S o 'o U G 1 A 1 U
"edhayneana e Ysaaeas nu dininfsyares aeunae gannliyaas nu dinnlsyanas



AUNAFIUN 1.5

Ho: anunmiuanannuldanudwyniuaiulszaumsduaiumsaaia dawanuns

(2

a X A ¢ @ s PRI
@W’]ﬁuGlﬁ]‘ﬂfﬂlﬂﬁ@Qﬁ’]ﬂ'NLﬂﬁlulﬂﬂillﬂiuﬂﬂq\i@ﬂul‘lﬁu hlﬂJ@’l’Nﬂu

Ha: gounmiiuanaunuldanudiayiudiulszaumsdudiumsnaia Ndawanums

%

a X A ¢ ¢ s ¢ Vo
ﬁﬂﬁui%%’@lﬂi@qﬁ’]’l’)'NLﬂﬁlulﬁﬂﬁllﬂﬁuﬂﬂﬁl\i@ﬂuqﬁu LUANAINNU

M15199 4.24 LAAINANTNATDUANNUANAIVRIA UL T AUMIAUET UM TAaIANaIHanUNT

(%

a f 4 ) Jd o
mﬁuﬂl%%mﬂ%mmammﬁmagumuﬁ%Naauulau VUUNATHADIUNIN

dmﬂizaumﬁ amdamm wanmInaaal

v A Sum of df Mean F Sig. -

gaEIuMInan uisisau anRg
Advertising FTHINNGN | 2.842 2 1421 | 2964 | 053 | hiuaneng
(M3 Tman)

melungu | 190268 | 397 | 479

U 193.109 399

Sales promotion FLHINNGY 910 2 455 | 1073 | 343 | liuanae

(MIAVFTUNTVIY)
melungu | 168326 | 397 | 424

39U 169.236 | 399
Personal selling FLHINNGY 125 2 063 100 | 905 | liuanag
(M3 1AsNIiNaU
V1) melunqu | 247752 | 397 | 624
39U 247.878 | 399
Publicity and public | 3¥¥I19NQY 2.577 2 1288 | 2642 | 072 | lsiumnean
relations
(ﬂ’]jiﬁ’q}’]j“agﬂjg% ﬂ'lfJGLUﬂﬁjiJ 193597 397 488
[ -4
1T UNUT)

U 196.173 399




Direct marketing JTHINNGN | 4.551 2 2275 | 2456 | 087 | huuaneng
(MINAIANNTI)
melungu | 367.849 | 397 | 927
5 372399 | 399
AR FLHINNGU 379 2 190 | 750 | 473 | liuanaie
melungu | 100346 | 397 | 253
39 100.725 | 399
U AYNADANTZA 0.05

1INA15 1N 4.24 MIAATIZHADYA NUIHANMINATOU LAAINANTTNATDUANIULANAIIVD
[ 1 a A 1Y v A dy A o o o o 4
andseaumsauaiumsaaanadwwanumsaaaulademsesdroraanimesiusuanisesu lau
Swunmuaaunn lasl¥ada One-Way ANOVA lumsnagounui Linansenulunnsua

)
I1YATU

a H U U A o v o v A ¥ 4 o
ﬁﬂJﬁJﬂgﬁJﬁ 2 ﬁﬁuﬂﬁgﬁﬂﬂ1§ﬁ\‘llﬁﬁNﬂ?i@ﬁTﬂﬁﬂ']']iJﬁllWL!ﬁﬂ‘Uﬂﬁg‘]_l'JuﬂTﬁ@ﬂﬁunl%“’]ﬂfﬂLﬂ%ﬂﬁﬂT@N

A o o

o I'4 o 4
wnimesnusuanveon lmivesdugeivhaulungunnumuns
ANNAGIUN 2.1
1A v o Jdo v A e A ° o o s
Ho: M3 Tawan hifianuduwusounszuiumsdaauladomioadionannimos iusuania
poulail
=1 Y] v o v A Lﬂy Lﬂ' o 4 4 4
Ha: 715 Iy Ianudunusnunszuiumsaaauladomnissd1o1uniimosuusuanig
4
oou'lail
H 1% v [ [
MIN 4.25 LAAINANSNATOUANNFUNUTTEHINNS INba (Advertising) AUNTLUIUNT

(2

a dy A ) J J J J
ﬂﬂﬁuﬁlfﬂ"]j@kﬂﬁﬂ\ifﬂﬂ’]Qlﬂ'lu!ﬂaillﬂﬁu@ﬂ']\iﬂﬂuhlau

v A H 4 o d d 1S1
nszmnumsaaaulofdemissdioruniines mslawan (Advertising)

¢ d
!!‘U‘J“I-!G‘ITIN?)E)HWQH Y
ITAUAINN

r Sig o o e
AUNUD

g5 Uiﬁt‘g‘HW (Problem Recognition) 311 <.001 Vo




M3uaMIToYa (Information Search) 245 <.001 IGY
M351seliunani1aaen (Evaluation of Alternative) 277 <.001 oo
anﬂiiuﬂiﬂﬁﬁlﬂmi‘%ﬂ (Post purchase behavior) 258 <.001 Yoy
AERY 383 <001 oo
sThivdramandansza 0.05

$ a 4 1 [ v o
A5 4.25 NANTAATIEHWDINS INBT (Advertising) TUN NI INTANUTURUTAY
v A e A o P o s P v 9 v
nszuumsaaduladonsesdorunnimoinusuaniesy latiegluszaudos naz lusiwaiums
1] 1 1A Y [ o o
Su§ilyn1 (Problem Recognition) A1 r 0.311 pgNszAUANNENHUT DS Mt aMIToya
1 1A Y] [ v a

(Information Search) AN r 0.245 @gﬁizﬂummz’mwuﬁﬁ’aa M3sziiunanIuaen (Evaluation of

19 v Y

v 9
Alternative) A1 0.277 08N3ZAUANUANHUTHDY HAZWYANTTUNBUAINITFO (Post purchase
1 1A @ 1% v J
behavior) A1 1 0.258 BgNTZAVANNTUNUT DY
auNAFIUN 2.2
\ oA et v o do v Aa A A o P P P
Ho: aaa3unsvneg idanudunusnunszuiumsaaaulademnssadionannimosuusuea
o
n9eou lail
v oA - v o dw v a A A o @ P P
Ha: a@3umsvne Ianuduiusnunszuiumsaaauladamsosdionunnimosuusud
o
n9eou lail
H 1% v v 1 a 9
M3197 4.26 LAAIWNANMITNATOUANNTNWNUTTEHINMITUFTUATVIY (sales promotion) N1

v A dy A ) 4 4 J J
ﬂﬁgllTLJﬂ']i@]ﬂﬁuclﬂ“]f'f)!ﬂﬁa\iﬁ']@'NlﬂTULﬁaﬁllﬂﬁu@ﬂqﬂﬂ@uVlﬁu

mﬁe'ram'%unﬁmﬂ(smes Promotion)
v A X 4 o d d
ﬂiZTJ'J‘I»!fnﬁﬂﬂﬁucli]"?ﬂ’)!ﬂ%ﬂﬁﬁ1ﬂ1ﬁlﬂ1u!ﬂ®‘§
d ¢ X
nusHaMeeenlal ) ITAVANY
r Sig o o ¢
UNUD
v Y . Y
ﬂ”l'ii‘iJgﬁfg‘HW (Problem Recognition) 284 <.001 1oy
M3uaMItoYa (Information Search) 233 | <001 IGY
M315ziiukanIuaon (Evaluation of Alternative) 364 <.001 oY
Aa @ dy . Y
WHANTTUNINAINITYD (Post purchase behavior) 201 <.001 UDYUN
N3 380 | <001 oY




v
= [

gAY NNADANITZAY 0.05

@ [

11
{ a L4 1 1 a
1NAT 1N 4.26 HANITUATIEUNUNNITHUNTUNITVY (sales promotion) Tunnsaud
[ v o v Aa dy A o 4 4 4 o 1 1% 9
mmauwu“ﬁﬂ‘umzmumssslﬂﬁuﬁlﬁ]mami’eNm’mﬁLmumem‘um@mmau'lauag“lmmuuaEJ uae
@ 1 1 [ v o
Tusreaumssuilym (Problem Recognition) A1 1 0.284 agszAUANNANIIT 08 MIteIam
1 1A o v o a
Y01y (Information Search) A1 1 0.233 agiszauANNFNHUT IOy M31sziliuwanuden (Evaluation
1 = [ o o a [ {
of Alternative) A1r 0.364 @Qﬁi%ﬂﬂﬂ?"ﬁ\lﬁﬂwu‘ﬁﬁﬂﬂ LLa%WQﬂﬂﬁﬁJﬂ"lEJﬁﬁ\iﬂTi“%ﬂ(Post purchase

1 1A o v o
behavior) A1r 0.20 @Qﬁﬁ%ﬂﬂﬂ??ﬂﬁﬂwu‘ﬁﬁ}ﬂmﬂﬂ

auNAFIUN 2.3
@ = [ v o v A &1 A o
Ho: ﬂ']ﬁ‘lﬂfJIﬂfJWHﬂQ"IHEUTEJ hlﬂJiJﬂ'JTﬂJﬁiJWUﬁﬂUﬂﬁgU?Uﬂ?ﬁ@]ﬂﬁuﬁlfﬂ%"ﬂmﬁﬂﬂﬁ']@']\i
4 J 4 4
mmmammum/m@aullau
o = v o Jdo v A tﬂy A o 4 4
Ha: ﬂ'lﬁ"’ll']fliﬂflwuﬂ\?']u‘lﬂﬂ Nﬂ?WNﬁ‘JJWH‘ﬁﬂ‘Uﬂﬁ%‘U'Juﬂ'ﬁﬂﬂﬁuﬁlﬂ‘;})’@!’ﬂiﬂﬁﬁ'l'ﬂ']\uﬂ'lumiﬂﬁ
4 4
Llﬂﬁuﬂﬂ']\iﬂ@uulﬁu
Y v o ' @ [
ﬂ'li'Nﬁ 4.27 Llﬁﬂ\iNaﬂ']'i1/]ﬂﬁ'ﬂ‘Uﬂ'Nllﬁmwuﬁ§$ﬁ31ﬂﬂ15m1ﬂiﬂﬂwuﬂ\‘ﬂusll']ﬂ (personal selling) N1

v A dy A ) 4 4 J J
ﬂﬁgllnuﬂ1§@lﬂﬁuﬁlfﬂcﬁal‘ﬂﬁ?3\161@1\1Lﬂ']ulﬂ'ﬂﬂlu‘il‘lﬂﬂ']\i@@ullau

ﬂ1§6111ﬂiﬂﬂw{!lﬂﬂ1uslﬂﬂ
v A 4 4 o d d
ﬂﬁg‘IJ'J‘Hﬂ]iﬂﬂﬁ‘]ﬂ‘fl%ﬂ!ﬂ%ﬂﬂﬁ1ﬂ‘lﬂ!ﬂ‘lu!ﬂﬂﬁ .
(Personal Selling)
d d
!!Uiuﬂﬂ1ﬁﬂ®u"lﬁ1’!
STAVANN
r Sig o o
aUNUD
[Y) . Y
ﬂ”l'ii‘]JgﬁﬂJu‘Pﬂ (Problem Recognition) 251 <.001 1oy
M3uaMIToYa (Information Search) 227 | <001 oy
M35 UNaNIUaen (Evaluation of Alternative) 350 <.001 oY
Aa @ dy . Y
WHANTTUNINAINITYD (Post purchase behavior) 233 <.001 oy
HATIU 370 | <001 oY

[
= [

U AYNADANTZA 0.05
{ a s 1 o
AT 4.27 #ANTAATIZHADNINM TV TSN NIIUVIY (personal selling) TUAINWTINT
[ v o v Aa dy A o 4 4 4 o 1 1% 9
anuduiusiunszuIumsaaaulviemsosdioruanimesuusuaniesy lavegluszauiios uaz

@

o J 1A o o 14
Tusreaumssuilym (Problem Recognition) A1 r 0.251 agNszAUANNANIIT 08 MIteIam



1 A [ [ v J a
sﬁ'aya (Information Search) AN r 0.227 ﬂg‘ﬁig vANNFNRUTITes MIUszliumanuaen (Evaluation

@ v Y

v F
of Alternative) A1r 0.350 i’)Q‘ﬁi%ﬂUﬂ’NNﬁNWH‘ﬁU@& Llﬁ$Wﬂﬂﬂ§§Mﬂ18ﬁaﬁﬂﬁ“’]ﬂ)’ﬂ (Post purchase
¥

o

behavior) At 0.233 BENTTAVANUTUWUTI DY

auNAFIUN 2.4
PR 1% v J 1 I v o v A dy A o
Ho: ms I aemslsenaunus Ulllllﬂ’ﬂllﬁllwu‘ﬁﬂ‘Uﬂi%U’Juﬂ"lﬁ@]ﬂﬁlﬂﬁ]“lf@mﬁﬂﬁﬁ"lﬂ”lﬂ
s J J 4
mmmammu@mﬁ@au”lau
Y Y] v A [ v o v A ﬁl A o
Ha: M35 1Hv1uaemsysemndunus Ianudunusnunszuiumsaaaulavemnsesdions
'8 J J 4
mmmammuﬂmqaaullau
3 v o 1 ' v o
ﬂ]‘iNﬁ 4.28 LlﬁﬂﬂNafﬂiV]ﬂﬁﬁ]‘]_Iﬂ’Nllﬁ‘lJW‘Ll‘ﬁi%“HZ!Nf‘lﬁslﬁj“llnuazﬂ"liﬂi%“b’?ﬁllwu‘ﬁ (publicity and

(% v A - 4 ) 4 4 J 4
public relations) ﬂUﬂ3$ll'Juﬂ’]ﬁ@ﬂﬁuiﬂ%@iﬂ%ﬂﬂﬁ’]@’mlﬂ’]um@ﬁLL‘]Jﬁuﬂ“Vl’N'ﬂﬂullau

LY Y v d
mslvvnuazmslssnannus
v A &’ d‘ o d d
AIzUIUMIAATU]FOIAIBIE191ANIINDS (publicity and public relations)
d d
nusuamsoou lail
SLAUANN
r Sig o o ¢
AUNUS
RS ‘]J;%:‘]jfllu‘HW (Problem Recognition) 229 <.001 Vi
M3uaMItoYa (Information Search) 362 | <001 1oy
M31lsziiuNanIuden (Evaluation of Alternative) 270 <.001 Vi
Aa @ dy . Y
WHANTTUNIVAINITYD (Post purchase behavior) 316 <.001 IGH]
NasIN 405 <.001 1hunag

[
= [

gAY NINADANITZAY 0.05
{ a L4 1 Il v o
‘mﬂ@ﬂﬁﬁlﬂﬁ 4.28 Wammmiwwwmwmi“lﬁjﬂnmazmsﬂnmauwuﬁ (publicity and public
v o Jdo v A 4 4 o) 4 4 4
relations) Gluﬂﬁ/\lﬁ'Jllﬁﬂ’ﬂllﬁﬂwu‘ﬁﬂllﬂﬁzﬂ'JUﬂTiﬂﬂﬁuslﬂ‘%@m%@Qﬁ?@NLﬂ”IHLﬁ@ﬁLL’UﬁHﬂVHQ
d 1 Y] 9 Y] .. 1 1A [
eou lavegluszauiunars waglusisdumssuiiam (Problem Recognition) A1 r 0.229 ogiszaAl
v o 1 1A @ v o
mmﬁuwuﬁf{aﬂ ﬂ"lillﬁ')\iﬁ"lslsljﬂﬂsl‘ﬁ (Information Search) A 0.362 ﬂgﬁﬁgﬂUﬂQWNﬁﬂqu‘ﬁﬁ@ﬂ N3
a J 1A o v o d a
ﬂﬁmﬂJuWﬁ‘Vﬂﬂlﬁ@ﬂ (Evaluation of Alternative) A1 0.270 agﬁsmummauwuﬁﬁaﬂ HAgNHANITU

o 4 J = @ v o
ﬂmﬁﬁﬂﬂﬁ‘%@ (Post purchase behavior) A1 r 0.316 ag‘ﬁﬁmummanwuﬁﬁ'@ﬂ



AUNAFIUN 2.5
Y Y] v (=Y 1% v o v A dy A o
Ho: m3Ta ez msdsemnduiug lulianuduwusiunszuumsdaaduladoniosdion
o o 4 o
AnigesuusUaNvesu laul
Y 1% v A [ v Jo v A 49; A )
Ha: msTvainuazmsdszandunius danuduiusnunszuiumsdadulasemsosdions

¢ < % ¢
mmmammuﬂmmau"lau

Y v o ' [
ﬂ1§1\1ﬁ 4.29 UAAINANITNATDUANNANNUDTICHINMIANANNATY (direct marketing) N

v Aa dy A o 4 4 J 4
ﬂﬁgll'Juﬂ’]ﬁ@@Iﬁu%%ﬂlﬂﬁ@ﬁﬁ’]@’]\ﬂﬂ’]um@ﬁLLU?H@V]’N@@ullau

NINAANINAT (direct marketing)
v A q 4 o d d
nszuIumsanaulavansasdiounines
d ¢ X
nusHaMeeanlal ) ITAVANY
r Sig o o ¢
UWUT
mM35031yn1 (Problem Recognition) 153 0.002 Hooun
M3uaMIToYa (Information Search) 146 | 0.003 Houun
M31lsziiumanIaden (Evaluation of Alternative) 077 0.123 YN
Aa @ dy . Y
WHANTTUNIIVAINITHD (Post purchase behavior) .160 0.001 UDYNIN
AEERIY 188 <.001 YN

{ a o 1
NAT N 4.29 WAMIAUATIEUNUIINITAAIANIIAI (direct marketing) Tuningaudl

v o Jdo v A 4 4 ) J J J d 1 o
ﬂ')’]llﬁllwu‘ﬁﬂ‘]_lﬂigﬂ'lufn391ﬂffuG]ﬁ]"T)'@Lﬂ%@Qﬁ’]'ﬂ'NLﬂ"ﬂ/!WI't’]iUf]_lﬁuﬂWTQ@@uqau@gﬁluﬁgﬂﬂﬁ}@Elll']ﬂ

@ o v

nazTusredumssuyn (Problem Recognition) A1 1 0.153 agNszauANUdUNUTTRENIN N3

U

J 1A o v o a
LLﬁ'NWWsl}E]%IJﬁ (Information Search) A1 r 0.146 agﬁsmummauwmﬁ’aamn miﬂﬁzmuwawmﬁaﬂ

1% v Y

v k4
(Evaluation of Alternative) A1 0.077 agﬁsmummauwuwaamn LLaZWf]ﬂﬂiﬁJﬂ"lfJﬁﬁ\‘iﬂﬁ‘%@

1 1A Y] Y] v
(Post purchase behavior) A1 0.160 agﬁimummauwuﬁﬁaﬂmﬂ



A15131 4.30 !,Lﬁ'ﬂ\‘iWaﬂ”I'i'Vlﬂﬁi’)‘]Jﬂ’J111E%Jﬁuﬁﬁg“H’JINf'f’nlﬂigﬁﬂﬂﬁﬁﬁlﬁgﬂﬂﬁﬁfﬂﬂﬁl‘ﬂﬂiz‘]J’JLlfﬂﬁ

(2

a A A4 P4 ¢ ¢
ﬁﬂﬁu%mamimmaNmmmai!,miu@mq’o@u“lau

oY ) madszdivma -
ma3vidym [ mssaremdeya ) NYANIINNE
mataen .z
(Problem (Information adN13%9 (Post
(Evaluation of
Recognition) Search) purchase behavior)
Alternative)
M3 lauwan (Advertising) <.001* <.001* <.001* <.001*
M5 AUETUNITUY <.001* <.001% <.001% <.001%
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