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Jittima Sirimongkol. (2011). Product Factor and the Integrated Marketing Communication Affecting
Female Decision Behavior on Skin Care and Beauty Clinic in Bangkok Metropolitan Area. Master's
Project, M.B.A. (Marketing). Bangkok: Graduate School, Srinakharinwirot University. Project

Advisor: Assod.Prof. Supada Sirikudta.

The research aimed to study product factor and the integrated marketing communication (IMC)
affecting female decision behavior on skin care and beauty clinic in Bangkok metropolitan area.
Samples of this research were 400 females living in Bangkok metropolitan area aging between 21 and
50 years old who using services of skin care and beauty clinic. Tool for data collection was

questionnaire.

Research results were as follows:

1. Most samples were aging between 21 and 30 years old, being single, being private company

employees and having monthly income between baht 20,001 and 30,000.

2. Samples’ opinions on product factor of skin care and beauty clinic in overall were at the

highest levels.

3. Integrated marketing communication (IMC) of skin care and beauty clinic in category of
advertising and activity based marketing affected samples’ decision on using services of skin care and
beauty clinic in overall at the moderate levels. Whereas, category of personal sales, marketing
promotion, marketing communication and direct marketing affected samples’ decision on using services

of skin care and beauty clinic in overall at the high levels.

4. Samples’ opinions on buying objectives and buying decision behavior in using services of
skin care and beauty clinic and affected decision on using services of skin care and beauty in overall

at the high levels.

5. Most samples had behaviors on using services of skin care and beauty clinic as follows:
visiting on Saturday and Sunday; visiting time in the evening; visiting shops at shopping malls;
spending money not exceeding 5,000 baht per time; and visiting frequency between 1 and 5 times in a

quarter.



6. Samples with different education level, career and monthly income had different decision
behaviors on using services of skin care and beauty clinic in Bangkok metropolitan area with statistical

significance of 0.05 levels.

7. Overall product factor in category of specialist and famous treating doctors, quality of
medicine and medical supplies, quality of medical equipment and tool for treatment and availability of
new treating equipment had slightly low positive relationship with female decision behavior on using
service of skin care and beauty clinic in Bangkok metropolitan area at statistical significance of 0.01

levels.

8. Overall integrated marketing communication (IMC) in category of personal sale had
relationship with female decision behavior on using service of skin care and beauty clinic in Bangkok
metropolitan area at statistical significance of 0.05 levels. Whereas, category of direct marketing and
activity based marketing had very low positive relationship with female decision behavior on using
service of skin care and beauty clinic in Bangkok metropolitan area at statistical significance of 0.01

levels.
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= % = Aa a 1 Y & 1 U a &/ s
4. MIANEILAZIELe MIANEITENIWadae teliuat1aann migmazvl,immuﬂu
= U & n' d' o a U J T svd' A
myans ez I duiendagy LWﬁmemeumﬂmmwuaQﬂmw"l,@muu

s a = Qo a Qs 6
2. ‘YIE]E'Q LAaZLLRAIAIMNNAALNEINUHNAA NN
ANMNRNIYVAINAAN N

AaaLnas (Kotler. 2003: 407) NaN291 WAAA™MI (Product) \Dunguuasiniidian

=y ~ =< % = = o & a
LLa:"laJummuﬂmmm@auauaqmmwowa%mm;deﬁa TINTWINUITA A & AN
AW LREATIRUAN @mam}uﬁmma:miﬁ%aL%ﬂwaq;jmu %%mﬂuﬁaﬁﬁ”ng@mmﬁa
A9V %%ammﬁadmwaamgwﬁ Tw FuA U3 anutiw m@;mmf

RO anatdwnvad aaﬁm‘s iaga LazANUAR
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5%y §UAE (2537: 271) N1 QAN VBINAAA AN (Product) HNNIAA1A

a:ﬁaaaammuwﬁmﬁmﬂﬁﬁqmé’nwm:ﬁﬁw%u LLa:mﬁaﬂi']@;mja waztuneasnisuad

%

a A [ ] a L
N‘].IiIﬂﬂ&J'mqu@ LLQZVLEJLﬂuﬂfy%’ﬂuud%adﬂ"l‘iNﬂ@l&l"lﬂ%ﬂ

2

Aya fidetha (2537: 222) laldanuninevasndanmal (Product) nuneiis fila 9
=3 qldl o v 1 dl v Aa U I v o v
Alensnansnvinawarisliinaae iNaldifiaanusnlaanudasnisduidrvas i ldles

A o a dj o v v o I qldq’ s o
wiathlduilne Gse1aazvilienudasnsuszanudniu @wesTe) ldTunsaauauas
Iwlasuanuwala andinaives Aeaaas (Kotler. 1991: 429)

\WLle (Bennett. 1988: 286) 1@ lRANNRNNLVBINAANAH (Product) T1duunaRe
UetBaRMIIayaaatauaiianuanilfsuduaiazilianudasniszasgndd
%%a;ju‘%Inﬂvl@T%'Uﬂuwuwaia WIaAMNFDINITVAIBNNIIAANALAI laTUAUN LD

801024 13097352 (2541: 109) NANIIN WRAAMA (Product) fla adddsznaunany 9
AHNINTINA LA mmm@auauaam’mﬁaamwaa;j%alﬁﬁonmmwaimmaﬂszmimﬂmi
IEnRan M unAIaNanauLNBla 9 ﬁ;j%amijzvlﬁ%'umﬂmsé%awﬁﬁﬁmsﬂﬁu 9

1 fa (2542: 121) NaN WAAAMS BNBDe FlaneuNanNTEIANY
W@’L%ﬁ'ﬂ;jﬂ%‘[m NRANANANIANHMHAUADI LG wazaudadlile waaAmsio1aduduan

a a { 1 ﬁ 1 1 a
13115 aNfAa qﬂﬂaaaﬁm WIARDIUNIN IR0 10 BIANATLBELNITINN

W3 BN (2542: 11) lalanununsvesndanmt (Product) wuNeds Nl
ﬁuﬁ’rﬁ@auauadmmﬁaamwaagﬂﬁﬁﬂﬁjmﬁmmﬂﬁ

F31770h LAY uazanke (2541: 35) NANNIN WRAAMM wuBDe FeNauwawslas

a A o v ok a o & A o A A
qiﬂfaLwaauaammmommaagnmlvxwawalwammmmauamwmmzum@u WY bl
o &N v a o ¢ X o a o A A & A A o cv A
AIAUA laNEaN MM 39U3zNaueE Fua1 USNNT §0NuN a9anT Wiayana WiaAuidadll
avsndszlamd (Utility) o (Value) lumaanvasgndndsaziinarinlinionusiaansnue
o o & o A o & v o R 2 il &
ld mydnuanagniduntanet daswenadiitsiisiadndalud

1. ANNLANAIVBINAAA U (Product Differentiation) W&z (#38) ANVLANGNS
NINIUDIT N (Competitive Differentiation)

2. Aannasadzney (Quantd) VeINAAAMH (Product Component) (Tw
Uazlomtvugnn JUTaNBIeqmnN MILsTanm andud iudu

° o ' a o 6 . . | a > 6

3. MIMARAFAUSNRAA U (Product Positioning) tJun1388nluy WAAA iV
u%ﬁ'mﬁaLLam@‘hLmuGﬁLmﬂ@mLLazﬁqmm‘lu’?}m‘Lwaagﬂﬁnﬂmmu

4. MINWWHAAAIN  (Product Development) iNalikAanmmiaansmelnal was

%> cm:l;g di U o K KR L3 £ sw:.ln' J
Usulyelwaau sma]zmaammmmmmmmlummauauaammmaamsmaagnm"l@@mw

5. nagnfineanudwlszauniaime  (Product Mix) URzeONAAATMY (Product

Line)
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A o ¢ 2 a P ! A v & Y
WAaAH (Product) nansfi &la 9 Miaussangamaiensian naduidues
M3lEWIansuIlne LAZAININABURHEIANNGBINTVIAANA LG (Kotler and Armstrong.
1996: 429) a9%i WAGAMH vonndurelan lanannn aevauasanuiiu Wiaaw
v & 1 g; 1 1 { 1 a k% a
dasnivesaysd Salladmamasthoaglunszuiumauanidaou wwu ud 13ms ana
o & P & Y 3 @ a
$wng wemiok yaaa aonuhanududivesesdns deyauszanudia (Kotler. 2000:
429) HRaN N IzNaLALE
A o eada o Y o . \ o Aa & &
1. HAAAUIINNA19% UG9S (Tangible Goods) LT J841¥1N ABNRILADS TOOUG
23 dlq‘ v I v
16z 1man (Hudn
2. WRanmwsin lifidran udadlild (Intangible Goods) i B mMalw

) 2 % =1 ™ & U
AUIN®I MIYUTENB NTANT NNIINWN LU UAK

a A o |
3. LBWIANMANAALNYINUNIIAAADADFIINIINIIARIALUUAILIIAI (IMC)
A Y g L A A AA v
MIROEINIANNG  (Marketing Communication) fa  gUuuuvaInsFaIINALE
dnandudNaaFusnIanimT faedming WinuIe #INIEIHIUTeININIREENT
1 U @ o J 1 LU g v
dwmianed 9 wisdsas lWduTuss sudunguihnansvesdaias laofidanlseasdli
;j%’mh’;mmauauaﬂﬂ‘luﬁﬂmaﬁﬁaams @UING LI, 2544:12)
WY WHUMMN  (2540: 28-29) lWAwRINE18INNIRERNINNIAAA  (Integrated
Marketing Communication : IMC) RINBTT NITLIBNNIVBINITNABILN BN UNIRERNS
A o o o " o ' B | o A A
miama Adaslinisaslanansduuuiungaimaneatsdaiiios iWhwane IMC fa n1sn
agaaﬁ”ﬂowqaﬂﬁwaamjwLi’JmmUlﬁaaﬂﬂﬁfaqﬁummﬁmmﬂamm@ lasnINaN T
nsFessandud  (Brand contracts) LiNalwiuIlnamanglaiindudinazillg
anai anuduinouszanuTalulududivalabients 49 IMC (HuwiTnsdugulums
f1a nwIwnsdedaasnInudIugnmniduinang Aeuzn1nuEu IMC fainmi
LIANNAR 5 Uszny A
1. IMC a:l%ﬂﬁia@@iaﬁamwmﬂgﬂLmuﬁ'ugnﬁ'] (IMC coordinate multiple customer
. " 4 1 v o . 1 o %
communication) Gmagjm’ml@ll,l,wul,aﬂ’mu (Single plan) LL@:Q@QGWJ’]UL@U’N}% IMC @3N
TyansszaudayanaoanauazdoyanazauIzinadonn@nssumste  aauudiels s
floudayalwiuandidasitnisdnag dai
1.1 M3lason
1.2 mynelagldwinanuang
1.3 NMIFILFINNTUNE
1.4 MIUITNIUNUT
1.5 NIAAIANATI



16

1.6 NMINALALNIIIANINTTNN LA
1.7 1933N IAadaRaR1IDUY
2. IMC ﬁ]zﬁwﬁuﬁﬁﬂﬁﬂﬂﬁwamﬁmﬁ (IMC starts with the customers not the
al U a 1 dll a > A U ad dl a 1 d‘ =
product) fg@LiW}ﬂ%ﬂ'ﬁ@@@]aaaa’mjaoNamnmenﬂamiﬂumaﬁmsmwwaaamim
ﬂsziﬂmﬁLﬁmﬁugﬂﬁ”’m@;uLi’JmmEJI@m‘%uﬁuﬁmmfﬁﬂﬁﬂﬁwaogﬂﬁﬁ ﬁum?«aﬁﬁqmﬁﬂu
GRHLRELLE LLé”sﬁauné’ﬂﬂﬁﬂmqmauﬂamaamﬁmﬁm'sﬁ mﬂﬁfuﬁﬁzqimaﬁwmami'nfsm
& va 1 = o 1 n‘ I3 Y
safaadenugruinamsiiduihnng
3. IMC WenenuAumIMIAasdafaanINInltauLazn ki@ (IMC uses non media and
media) MNAENEUNT andmnauntianuiduienansol dinuisdasaauanatlasnis
3.1 flEnAnddaasndudn (Loyal brand user)
3.2 ;ﬁﬁuﬁwmﬂuﬂﬁu (Competitive user)
3.3 pﬂ%ﬁLﬂﬁﬂu@sﬂﬁuﬁﬁ (Swing user)
1 o g d ) U v =y { Qs =y v
fauEamad IMC 8niszn1snis ﬁamswmsm’mgnmﬁmmﬂ@Lﬁmnummum
a [ € a a ﬁ Id A 1 Aa U U ada all
lunfanmmsialasianiaduesaiioanfud1  (Brand network) Laz@unIIsNINaE
a 1 { { Q 1 q’A ) a 1 { Q a v U v
fadarassineInuaTLna R TdunsRadeFeasNUAIIRWAT (Brand contacts) RIGEE
n‘ly AI (% o %3 6 o > 1 a U v & U d' A
ua:mmuhymsmv\ummqﬂimaﬂmmuLmatz*’nu@"uaa;ﬂ’n us39lmasasiians
A oAl A A
Aadamaaninanzauin
4. IMC  EINNIAAAIROFNIUDUFBININLANGN  (IMC  creates  two-way
communication with customer) IMC z3jsainil#iian1Inauauasdungfnssugndr us
m’mﬁ@Lﬁul,l,a:mmﬁaamignﬁﬂ
5. NMIRORIINIAAG (IMC) LaztaIadslaniaana (4 Ps) Ihraandasnunieldumm
a [ \ a [ o A A [ o &
LAEIN LLa:miqgwmmﬂmmnﬂ@ﬂmmawammu At
5.1 HRANTUH (Product)
5.2 3791 (Price)
5.3 N133AIRUNY (Distribution)
5.4 Marketing communication (Comm.)
5.4.1 M3l (Advertising)
5.4.2 myualasldwiinauang (Personal Selling)
5.4.3 NIFILEINNTTVIY (Sales Promotion)
5.4.4 NI9819N1NA (Direct Marketing)
54.5 mmm@ﬂ,@zm'rié’f@l,mlmsrﬁﬁl,ﬁm (Event Marketing)
5.4.6 NMILFAIEUAN (Display)
5.4.7 M33alwizu (Showroom)

5.4.8 mﬁ@g{uﬁm%@mﬁﬁwmmaaauﬁw (Demonstration center)
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5.4.9 MIIAFUUW (Seminar)

5.4.10 MI3a%NIIANT (Exhibition)

5.4.11 mﬁ@g{uﬁﬂﬂamu (Packaging center)
5.4.12 NSAUINT (Service)

5.4.13 M3LENINIU (Employee)

5.4.14 MIUITINUH (Packaging)

5.4.15 MylTeuninuzrasuSEnaRaudl (Transit)
5.4.16 M3lgthedd9 (Signage)

5.4.17 m3ltie3asiiaFamiduiaasifia (Intemnet)
5.4.18 m3lEnaasmiluge (Merchandising)
5.4.19 M3SIARNUNY (Licensing)

5.4.20 gifla (Manual)

5.4.21 1< (Others)

A v A a A Aa Y 1A va va 0 &
feluifiudt - Aansswnmikeminamenfonldujod  wazldiuanudiia
Usznaudls mislason (Advertising) misunelasldwinauwie  (Personal Selling) 13
fILEINNNTVNY (Sales Promotion) MIUTETTNNUS (Public Relations) N13@AIANINATI

(Direct Marketing) LazN130aaLTINANTIN (Event Marketing)

nslaisa (Advertising)

]
a v

mIlasmn Ao msﬁamsﬁﬁl"ﬁi:ijyﬂﬂa WAL WNSRARNTIZALNIRTWNNRIRNS

U
=)

Poduiuimslunsresstennu o %a;\i}”ﬁamimmﬂuﬁqsﬁmaﬂﬁu 239AN1INIDYAAA
lag ﬁ;j%’umsa:%’uflﬁmﬂﬁammimwmﬂ LLaijaiamw’fdhﬂ’]ﬁamimmm%ﬂgaﬂéu
sl foaaudaunstiluluson milusandwedasdafossminafiianls
Lﬁalﬁﬁagwﬂﬂmi (Informing) ‘fﬂg\‘i Tkt (Persuading) W@auANIN (Reminding) ez
Lﬁ'uqmmw’ﬁuﬁ'} (Adding value) mananil mslasaniivsssuanudiseasdosmunsn
Lﬂ§zlu;ju’%Immanamswﬁd"lﬂgj'é‘ﬂwqamiwﬁﬂﬁ
mﬂmwmm:ﬁmﬂ%’mﬂﬁﬂquamsmaagﬁim TagBuannduusn de liFinaud
T ﬁﬂvl,ﬂg?nﬁ%'uj’lu@m%uﬁﬂ Lﬁ@mmﬁmwrﬁﬂmﬁmﬁ'u%uﬁﬂ fiaeanude inanauad
Ananuanlade LLazﬂj”'uq@ﬁ'm fo Todud Temennraesidinaives wia lafiad nanain

“m3laueung aa nwinlwrudeld iunisdsanusula ldnarduedlsan lasm”
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mszelaglininawang (Personal Selling)
& a .. A o o oo, a ' &
\dugdupunsfadefassnndanmrlddigioinaslosass entendt du
mia@@ia%a’mzwj’mqﬂﬂa (Interpersonal Communication) I@mjammmiﬁlzmuﬁn%uf
wazUazfiukaNIMIITIAuA nanfie  dUas Wiawinawuny (Salesman %38
Sales Person) \uyaaafivhwihfisuiiaTelunsusamigndr maauemsiianszduld
andufiaanuaslawazaadulate  milduindeuusznanisne  Manamildiuusi
v b 5 1 d@' J d' o a a 1 ]
andn winnunsaudnisaudunly Ahaunelunisn - Gend wihsnue  (Sales
2 & A o w Ao A A , A Aa
Force) Jdusedagnaesiinmsusmmmihsnunenmanzananifadsluwnsane
laslawizmiliwinaunfianuianudungludidudiiuedidmanininaidusas
fudmIsimanuaasliandufiannumends i Aadzlunispdlaligndrianandaiia

. £ 4
m’m@laammaiqu@

NN389L&INN13218 (Sales Promotion)
\ a & o A A Ao o \ A A & A
nmassssumMIelwaIesdiafeaineaandayainanikingnaanuuuniie

v Y A v = &/ U k%3 &/ g; & 6 1 dl dl v
nazgumiInauauasradfuilnaldiiu wendnduin anudulselomiundefinodes
da (Kolter. 1999: 715) nmIsassumImmdunisslafiaueqmdniiasnianisaela
WAaAmruinguARNaY (Iadmioniaiiudl) gifu’ﬂnw%aﬁmgmmw nagnin1g
FILEIUANTY (Sales Promotion) sNa13avinle 3 anwouy a9dt

oY oA

1. msdam‘%umwwﬁga%uﬂm (Consumer Promotion) Humsgagsumaved
ﬂi:éjuguﬁnw%aQ’l"ﬁﬂuq@ﬁwﬂlﬁl,ﬁ@wqammmi%a Toam Wl anumslasaniiie
ﬁogmjuﬂmvlﬂmauﬁﬂﬁ%ﬁuﬁw fadudunslinagnsas (Pull Strategy) wsaedafild andi
Alasvasuay NIRaTIN M35l NIuaNFwAGIatng Aurasiwmiy nInasedlEum
WI MIAUFAIFUA T @@16’%@ wazMITENTAMITITRWAN LTludn

2. msdua’%mmwwﬁaﬁgﬁ%ﬁuﬁﬂ (Trade Promotion) Lﬂuﬂﬁdua%umﬂwﬁa}iagjﬂu
NANIRIBIIUAN Lﬂuﬁﬁ]mmﬁmzﬁﬂﬁ%uﬁﬁu%uﬁﬂLLa:ﬁwwé'ﬂé'u’éuﬁvaﬂEl'apgu'ﬂnﬂ ab)
Judunslinagninan (Push Strategy) wsasflenld e mimmmﬁfﬁﬂ%agﬁ'@ﬁmmﬂ
snganliiiauanaswdanlanemsdn  susanlfanmisassunmsama  m3lsson
WU NIUANAIEUA  @auaamIuRulunRLRz I UAR msﬂﬂamwlﬁmmj
NAASTIAT MIsaLe3adsaTions MIAANUAILAZIAITR Db ﬁl@%@ WWuein

3. MIEIEINNILIENHNINY  (Sales Force Promotion) iilumanszdu
wﬁfm'}mnmlao;jwﬁw%a;ﬁmm:fLﬁ'L‘*ﬁmmwmmumn%ulumwé’né’uauﬁﬂmﬂg{wa@]
wiadandmiholdiiudwieduilae  Aedudumsldnagniuan  (Push  Strategy)

A A Ao ] a @ o A oA &
Lﬂiad&la‘ﬂuﬁ&lﬂ"ﬁ 2771 NILLVIVUNIIUNE ﬂﬁﬁ)ﬁ]@]ﬂi:"g&mﬁ"n’m LA3a~NdavIgUe Lﬂu@]u
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dl A 1 a 1 a a o 6 ¥ 1 e Qs g; v
LﬂiaﬂwBE‘NL’ﬁi@JTﬂ?ﬂ’]EJLL(ﬂE\l$°ﬁ%@lN’J@IQﬂiiﬁ{iﬂﬂ?il?ix‘ﬂ%LL@]ﬂ@]’]x‘]ﬂ%vlﬂ A% ﬂﬁﬂfﬁ

LA DI DFILETUNITVNY msﬁammwmngﬂu,uquaﬂsmms%amaa;ju‘%‘[nmmmawq&msu

lﬂl v Y a J
maamﬂmﬂmu

A1 1 Usziane ﬂx‘]%JT’U%IﬂﬂLLE\]&LﬂW%&J’] UNIIRILRINNITUY

Uszinnvasguilaa HaTidaINTs Aa819FILEINNITVY
guﬁmﬁmmﬁﬂa inSinammuslne - UATRZAULAY

- FurasIwin
;Eu’%‘[nﬂﬁ%aﬁuﬁﬂ@,niq Lﬁﬂﬁ'ﬂﬁ@ia%uﬁwﬂwﬂma: - LANGIBENNARD

win b ldRuanltaud s - S9lvananvaiuny

;ju’%Imﬁmu%a%uﬁmmﬂ wn i l¥mndedusley - adasaaman
iwaraawlian i - RuATMaRLA

- FUANAAINN

- MINTBANRINIINITAN

LN LA IHAN I R I

wiaunaudualg
;Eu’%Imﬁ%aTmﬁmsmﬁmﬂ ﬁa@mﬁwﬁmuauﬁmﬂmm - alasaaan
e fumiielinmdanuddy - Fudiaanan
VEHRK _mIvhTaanasmamIsuiia
amwmauﬁﬂﬁgﬂﬂdﬁuﬁﬂ
QG
‘ﬁm: Sale Promotion Essentials. (2000). Marketing. 5th ed. South Western. P.
572.

MIR0&NT M 9Ta (Point — of — Purchase Communications) (uLaTasdanszaans

[l A { ) v o ¥ A @ o v Aa
ﬂ'ﬁ@]a']@]ﬂEl’]\‘i‘ﬁudﬁ‘ﬁ'lUﬂizq}%ﬂ’)’]&lﬁiﬂ,‘i}LLGZL@Q%@’NNWSG%’]TQGEd‘]JﬁIﬂﬂLL@ZN@ﬂ@%EL%Lﬂ@

a d‘ly v [~ ¥ A dql/ A o 6 @ J
Wﬂ@]ﬂii&lﬂ’ﬁ"ﬁavl(ﬂi’](ﬂlﬁ’l ﬂ'ﬁl"liﬂ’ﬁﬁaﬁ’ﬁ 323 ‘1]‘@5118 N’J@]Qﬂizﬁ{iﬂ A%

1. adgmm’maul’wad;juﬁnﬂ (Attract Attention)

2. z‘i%ﬁaummmaéwaagﬁim (Remind)

3. lWayarnaunguilaa (Inform)

4. Tnyalskuinguilne (Persuade)

5. RF9MNANEOLANLRUAINIBLINNT (Create Image)



20

o A A & A a gy o € .
i3ealian1sfieans m a%e 1l mifatholusmn (Poster) LTI (Packaging)

NIAANWNMIFUAALA L NIRRT NTUINITWA LT Uan

%) % 6 - . .
N13U3zB1duNUS (Publicity and Public Relations)
s e 6 I L3 c.l' (% £ d' v [ A
mydszmsunus  dunslranungieunlansuanly  Na g LAz neeN Ty
Lﬁalvﬁﬁwﬂ’nmﬁﬂﬁ"mﬁm:m’maoﬁmsﬁugwumiﬂimé’uﬁuf Wun1Iaan1Tuad
psfmINaaTIRuRuIAWERAderTumMINgudna g WehldiAea g lafsiuana
AALAY NAWAG wareRoy wIa Li‘flumi?meia?mmsﬁ'uﬂgwnuﬁammlmm:mﬂuaﬂ LN a9
MWANEIAIAIANITALAITIT AT
6 % % 6 o o % [ a‘f
nagNENN T FUNLE NIV LE 2 SN G99
1. MU FUNUBTUS N Lﬂumsﬁ'}msﬂi:mé'uﬁuﬂﬁalﬁﬁu‘ﬂnm%aﬁ'ﬂuéﬁ
ﬁuﬁmauﬁuqm@mﬁmaa%uﬁﬁ AAANNTUTOUFUALAEADINITTARUAT
2. mIUsmaunuiniIeana  Trolwauddiderainingula In139e Iy
= o o A A A Aa o Aad a A
E]E]ﬂLL?IJ‘]J&Iﬂ’liﬂWW‘]J’J@]Q@]Uﬁiﬂﬂi:ﬂ?%ﬂ’]iﬂ’]iwa@ﬂNﬂ’]ﬂ"DmﬂIuIaEl“nu’]ﬁulﬁ] gananiindn

AMNRAUTUTauNNTIa B anunInaTuy laatnaNgIwe suduelszianiidayan

fagunud imannuimedluluwanldnmua uludasandon sz Taunus
NIARINLTINIT ﬂluﬂﬂia%”nmwﬁ'ﬂmﬁuazqm@hLﬁwlﬁﬁ'ﬂ?{uﬁﬁ 1a p39vinne

% Q =Y & U v 1 o =) a { 1 v U
ﬂs:mawwuﬁfmagﬂ TN UEI AR Ao WAL RN IININ o T L& TIAN LT LA
-5 =) Qs = { I a s ld o =) = { v
FL agumsmﬂwa@mmsﬁﬂ%ammnmuﬁa:Lﬂumﬁu FadunsaiunianIsuiNaasne

anudnlanasa e dynius,

N1IAANANI19IAI (Direct Marketing)
& s F o . ~ v A
MIaaan1eass umsaaenmeluwands o ﬂUﬂqmi’Jmmsﬂ@U@liaLwaiwLﬂ@
1 [ é =) 1 { a Y = = L Qo
MInauruadatnilaatnInikelagitn1Iang gRRNMIa e LRI EITUNRAA AN La8ATINL
nguilmaneg LRI IFANIIa LRI INUANKLA  NIIaIaNI9aII Ut aINI9nIT
dl |dl o Qs Qo a lg/ L dl ad o a Aan
aamigﬂLmulﬁmmaﬂmummuwmnmu‘[uﬂ@aﬁ;uu WhasnInnsa L iuaieuad
Q’uﬂnﬂLﬂﬁslul,l,ﬂadvl,ﬂﬂi:ﬂauﬁ'umiﬂ'wmmamﬂIuIaEl'mi%ami %aﬁﬂﬁgﬂﬂﬂﬂﬁmm
Ql/ a U [ [ J v L {
AULARIFUAHIUT DINIINITAAIAN A TININU ANINANATITNIERANNITRAFNS
msmmmﬂmﬂ%aaﬁaﬁmﬂ%’ﬂﬂﬂﬂqwué‘uﬁuﬁguaﬁugﬂﬁwLammzﬁﬂﬁl,ﬁ@ms%asﬁw
W3adlamIamnaneasenbiil 3 dszian laun msldaanunaass (Direct Mail) M3aa1ang
In3dwi (Telemarketing) NM3lE&031aT4 (Mass Media) 817l Insviest ng wilideduw &o

Aeoay tDuawu
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NIAAALBININTIN (Event marketing)

NIANALTININTTY BB nInadanInTaLsEN lainIsananIsuALAL

. ' ' s £ A Y v ' A o ¢ A
(Special event) a819laatIRHITUNN Lwalﬂnﬂﬂuvl@wa’susaw Immmqﬂs:aamwa
WINET N WINEANALATLLIEN  areaaudngaoveRud (183 BumMM ATLeIed
1389N1TROFNTNIANNG. 2547)
a A . A 1 | 1 A

NIAAALTINAINTIN (Event marketing) D193 1tI%aA12029L6% (Rising star) LW31zn13
AANINITUNLABRINITOLNDIAWIN M S0AanTIN e M39alsznia NNIIaNIIUAIT® N3
02889 NMIRLIFA mmsnaa;jﬁwLﬂTﬁvlﬂiawﬁﬁ]ﬂiiw"lﬁ ARNVNIDFTIETIA LaANANITNNTIN
& A ' & ' o o Y a a a
npaziatasuAm s dutn ﬁ]xvl@aammmamﬁgumﬂmaLLuuvl,mlaaLasJLau ((GUEEREE
Yyl 2548: 39)

(2 n‘lpd o dl' =1 di d £Z 1

Mol 39Le309laN1IROMNINIAMALLLATLINAT (IMC) Falenn n3lelson
M3 las lEWHNNWUNE NITFILRENNIIVNY AT UTETNFUNUT NI 1ANIIAT
wazmIaaaLdIfansIn  anlglunsimuasuadgunise Munansauuwidy  fvue

LAIBINANIRDA TINDIFNRUARITBULURALDN

4. ﬂﬂﬂﬁllﬂztl%’)ﬂ’ﬂ&ﬁﬂLﬁﬂ?ﬁquaﬂii&lﬁﬂ%fﬂﬂ

WodAnIawELIlna (Consumer Behavior) wanufis midnmddnszuInnIdadula
u,a:mins:ﬁwaa;ju’%‘[mﬁLﬁmﬁaaﬁumisﬁauazmﬂﬁuﬁw wiaflufanysufiieadasiv
mysauazmsleauduazu3nms Lﬁa@auauaamwuﬁaaﬂ’mmzmmﬁawalamaa;ju‘%Inﬂ 9
Usznauseduneulunsensuls nonawnssaaulawazmenasnmisasuloudy (Semenik,
2002: 557) %%al,"ﬂquamimaaQ"uﬂmsl,umiﬁum (Searching) M3%8 (Purchasing) N3
I (Using) m3Useiln (Evaluating) wazm3dudneldzas (Disposing) FUALSMT WAz
ANUAA (Schiftman and Kanuk, 2000: G — 3) (La’% aoﬁwmmm %ﬁﬂmﬂmﬂtm, 2546: 33)

anﬂﬁwjﬂﬂnﬂ (Consumer Behavior) #1819 wqaﬂﬁu%agﬂﬂmﬁﬁmsﬁum
mysamsle msdszdin Mm3ldaoanins e LazMILIWIT B9mMAiezauadInNudaIny
289101 (Schiftman and Kanuk, 1994: 5) #3awanafiy MIdnwfeng@nssunisaaaulanas
msmzﬁwaagﬁfu’ﬂnﬂﬁ'Lﬁ'mﬁ'umi%aLLa:mﬂﬁu@Tﬁﬁfﬂmmm@ﬁmﬂuﬁaoﬁﬂmua:
3Lﬂi’]:ﬁwqammgﬁinﬂﬁaﬂm@waﬂmﬂﬂszmsﬂdnﬁa

1. ‘wqamiwaq;ju%Inﬂﬁwa@iaﬂaqﬂﬁ(mmmmmgiﬁa

2. aliFannfInLLWIANNAANIINMIAA1A (Marketing concept) 7131 nnsvinley
anddanala ﬁ?ﬂL%@lﬁ dasAnmfann@nswaasfuilng Lﬁaiﬂﬁamzﬁuﬂaqwf
ms@mmﬁamauauaammﬁawalwaaﬁu’ﬁnﬂvl,@i” (@37oh L®ITAN, MILIWITMIAATa,
2541: 124)
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Tawaang@nssaguilaa
lueawn@nsswgu3lna  (Consumer behavior model) (Hun1sdnmingaslanviln
a o A dly Aa o 6 A a U Aa a v . A o Y Aa
ansdadulafendadim laofiyaduduainnsfiiafinszgu (Stimulus) NlAiAaaY
U n' v ] v R AKX A wdw 1:2' =) a
daimy FenszduimdanluanuianiindavasdTa (Buyer's black box) TaiIuuifioy
1 o é Y A v 1 U Qi a 9491 YA A a
naasddnianTaduelimunmanzinld  anuiEnfindavesidoarldiuaninain
anuUzdng g 2895T0 UM INaUAUEIVBILTE (Buyer's response) Wiaminaaulaved
% .. a v g Aaa v . [N
Wea (Buyer's purchase decision) a;@mmumaﬂm@au BENURINIEQU  (Stimulus) l#iAa
v 1 v o v Aa Qs g; d‘vd A 1
ANudaIMInanuaynlAiianInauauas  (Response) ddnuluiaaitisanaisonin S R
a a = = dy
Theory lagfivgazidoavainnui) a9
N AI U a J 1 . .
1. a\‘mizﬁ% (Stimulus) aamz@;umfﬂm@"nmadﬁ]’mmﬂmnmU (Inside stimulus)
WRzFINITAUIINALUAN (Outside stimulus) ﬁnmsmmm:ﬁaaauimmz%’a%amwjumman
di Y Y Aa a (3 a s 6 n' v A 1 | v Aa d‘lp a v
waldduilnafiannudasminianimen  Fanszguiodndwngalaliiiansdedud
. . S [ & o o I ) a a € =
(Buying motive) Tvanalwingasladadhuingus wazltingadlalibaduiaine (ersunl) A
e Fanszdunumen Usznaueiy 2 §u Aa
1.1 FINdunINIeaa  (Marketing stimulus)  1uFanszduntinnInane
v Qs v, J | AI U { { v Q 1
SANINAILANLAZABITA TN Hussnszauniferdosnuamdszauniinmiaae
(Marketing mix) Usznauae
1.1.1 FINILGUNNMIANG  (Product) 15% 2ANUUUNAAN AN 1A AAN
FEN LNBNIZUANNABINT
111 FInszduiuniaiow (Price) 1w mawuananaudliinanzay
AUNAAN UM I@Uﬁmsmﬂmﬂgﬂﬁnﬂmmy
1.1.2  #INILGUAUNIIIATEININTI MY (Distribution #3a Place) LT

o o

FANRUNUNRAN U LANIDG LN asl,ﬁ’mma:mmt.ﬁqjuﬂm ﬁad%ﬂumiﬂs:éjummﬁaami

Re

Da

113 SINLAUNUMISEIFINNIAMIA  (Promotion) L% mMIlaan

'
o

gLENa MITAMUNENLINVBINTGNINUINY NITRA LAN WAN WON NITRINAMNINANUTOU
= QI/ ] dq, =\ 1 | AI v v J
@]ﬂ‘]Jqulﬂﬂa‘Y]’Jle] wanh dadniuianszduanudasnsde
1.2 §N3zdudug  (Other stimulus) Huenszduaudasnise Uilnanag

& a e [l v Q’ U 1 H U 1
MYUUBNBIANNT mumwmuquvluvlcﬂ mﬂi:@;ummﬁvlmm

121 §INLAUNINLATHENY  (Economic) LTw NNILLATIEND eldvad
g}”u’%Immmﬁﬁﬁw%wa@iamm@?mmﬂaaqﬂﬂa

122 fnszdunmanalulad (Technological) 13w inaluladlnaduiin-

a g wa v v Y A ‘3’
[ARZISNEND) @II%&I@I BREVERIY ﬂiz@l%ﬂ’ﬂﬁ\]@] El\‘iﬂ’]il‘ﬁjl"ﬁﬂiﬂ’]i"ll IDTWIAININTY
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a (2 A g !
1.2.3 ﬁdﬂiz@l%‘ﬂ’]dﬂg%&l’]EJLLE‘]&ﬂ'WLlJ6\‘1 (Law and political) L% Ny

LNURIDRANTHRUA LAFUANTIT T ENTWAG NI NRIDAAAINNADINTITY aa;ﬁm

124 RINTGUMNI@BETIN (Cultural) L% uusIINHaNlszwdb inelu

inanadng g azlnanszguliduilnaifiaanudasmasadudlumnaniani

N [
aﬂﬂiz@!%ﬂ'] gWwan (Stimulus)

?ianszé:f% ?ianizéju
NINITAANA au9
- NRan I - 13N
-1 - wmalulad
- mMIasnUe | - mallad
- MIRILEIN AWUTITN

n13INNaN - Y89

o i/t:lq'
anwsuad g%a

(Buyer’s Characteristics)

NIADUAWDIVDIK

%El (Response)

Buyer’s black box W & - e .
- NMILNONTONNAN Y]

- SN

NaININID

= v
anaddniin - maRangu
=
a y - lunnsge
AnvasnDe .
u a A
- YSunwmswe

InGaRNIIGARNlaTa

(Buyer’s Decision Process)

1298 WIAIUTITN (Cultural)
1398 uFIAY (Social)
29Ul anAa (Personal)
1238 UININGN

(Psychological)

ms%’ujﬂtym (Problem Recognition)
n3Auiaya(Information Search)

MUzl uNaNIgLRen (Evaluation Alternatives)
mieaauwlada(Purchase Decision)

anﬂiiwnﬁﬂﬂﬁdmi?ﬁa (Post Purchase Behavior)

v

mwisenay 2 gﬂLmuwnﬁmmqﬁa (1US1nA) [Model of buyer (consumer) behavior]

U

Nan: @39 Il uazame. (2541). nsuimImaaagalnaaluyiuyy

Z%&ia";g@. $i. 129.
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1 o ~ Vg SR A 9/4” YR R a 2
2. NABIAWIBANNITNIANAADBINTD (Buyer's black box) AuiFniinAauay
s A ) o A o a A o ) v K& v
fofilIouialiounsasd (Black box) TgnAaniaguslisaunsanauld Fsdaaneneu
dwmanuiiniindaves@e  anuiinfindavesdeldiudninannansmcai@e  uaz
nazuunIaaaulavedTe
[ ¢ Lo o v Aa A o
2.1 aNwMsUDINTD (Buyer characteristics) aﬂ‘lﬂmwadﬁdﬁﬁauaﬂﬁwaﬁl’mﬂﬁ]ﬁm
1 Q U Q Q U L Q 1 L v =) =) é
dagfe  daipdwiaussin Tadududian Tadusuyans  wazifadoduininm o9
Muazidvaluudazansazazndnilwinteladundaninadengdnsuduilag
22 nizmunaadulafevadTa (Buyer decision process) Uiznauda
& A

Pwaauia MITUF ANdesns (Jyw) nadumdaya msdszilunanaion nmsaaaula

¥ ¥

a s ﬁ 1 1 v @
Ta  UWAIWOANTINAERAINITE  TedTwazidoaluldaznszuawinTaznaieluiada

NILUIUNIIAAR U122 29KTa

7

i g
3. NMINBUEARBIVAINT (Buyer's response) niansaaduladavatfuilnanier

U
v

%@ (Buyer's purchase decisions) Au3lnaazin1saasulaludsciaudrig aad

2

s (3

3.1 MIRENNAAAMT (Product choice) d18819 NMSLRENNAAA MM BRI &)
A A ! A4 o = &

nilRanda wuaanaad uenind@uTegl udu

3.2 NMIRONAMAWAT (Brand choice) fatns ﬁﬂg}’uﬁnmﬁaﬂwa@ﬂdad W
dandvalwslugd ugd 9ay

3.3 mIlaangue (Dealer choice) a0t fu3laaaziiananiiasindudila
wIaumlnathuule

3.4 mufenimluniia (Purchase timing) ¢aat19 Huilnaszfaniiad’
NaN9I% Wil lN1ITaUNEANED

=3 g s 1 YV a ¥ &
3.5 naiand3unmn1ada (Purchase amount) dRat1d HuilnaaziianizTaniiy

) 2 < @
naad A3IlKa wie witalna (183 2BV, nanNIlNBIN, 2546: 33)

WgAn3INN13Ta (Buying Behavior)

mséf@’ﬁuslﬁmaa;ju‘ﬂnﬂﬁ]zLL@m@mﬁ'u"Limeﬂi:mmaamié'@ﬁuslﬁl%a lunsaasula

2
I=)

FaendWw lTiinuis ﬂawﬁama%myﬂﬂa LRZINHUAA IR VAULANAIINLALIINN
ﬁuﬁﬂﬂmuwaLLa:ﬁmmgﬁ'usﬁauﬁg%aﬁmm@ﬂﬁuﬁa@%nmmLLazﬁmimﬂumsﬁ@%ﬂa%a
‘3‘ o a Qo =) ¥ v ~a < =
NV mm‘mmuuﬂwqmﬂ‘sswmsmaﬂa%amaaguﬂnﬂaamﬂu 4 132.AN NNITOUANY
Hnﬁuua:‘s:é’umaqmwmmn@hmminmﬁuﬁn@hq 9
a dly dl o v . . a d?

1. WHANITINNMYDaNTuUSan (Complex Buying Behavior) W@inssun1sde

> v dl

NTUTDW LNEIVBINUATZLIRANT 3 TUAaK

1.1 Qﬁdﬁaﬂ'@ummmL%amaamﬁuwﬁmﬁm«ﬁ
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1.2 @%aﬁ@umﬁ'ﬂuﬂ&ﬁmﬁmﬁ@ﬁmsﬁ
1.3 ;jﬁ‘fial,ﬁaﬂimﬁ@asiwimmau

v a a =S u'/ o a AD d' s %3 d' U = d' g 1

guﬂmummmwuﬂqumﬂﬁuﬂﬁmaﬂsﬁu&nau atn lddanuigIwwagnaann
AUMSTOUAEATEAUNTININNLANANIVAIATIDRD DENITALIN  NNLAALNANRAN AT TIALLN
& L v A A o Y & A A a va o .
Falitayiin P REICHRER ‘Yl’]l‘ﬁL‘IJ’]Lﬂu‘]_‘!ﬂﬂaéﬁduiauﬂwlﬂi&uﬂ’li’lﬂ’]LL‘WG (Self- Expensive)

2. WpAnITINMITaNaanTINaITauny  (Dissonance-Reducing Buyer Behavior)
mm%ﬁﬁu’ﬂmﬁm’]mauwa;dﬂv‘\fuashd:m NUWARANNITTD IV IRULARDIANVUANG
= o a v o ' ¥ Y A dia o &
\wng wep 9 luanaud ANNTEUWBRNWRDE N RIneNUANNITIN I AR RRTTIN

a & o o a a Py ad ok a PR '

uwd Amsdelivesun wazienuiFaslunide luﬂsmugsﬁafﬂzL@ugaummﬂmmmslGJ
LAILAINLINRUALE AzAINTANULANANARERUIGNT 1Nz aaFwlaga lagadaaIal
AN KIAAIINTNANGININ LL@imﬂQU'%Inﬂwudﬂau@T’]ﬁmmLmﬂ@mﬁuamﬁmw Glehik!
v A d‘lp a (% ci 1 & (% a d? v a = 6 1 L
@@aﬂwaaummqmgamm"lm mwaomssﬁa;d'uﬂnﬂmauﬁsmumsmmmhmsazmu,
=} a = d‘ly v A o md‘ 1 =) v nl ai d' v dll
WIDRANII LN TTD aumum@;mmﬂqmaumﬂuwalamavl,@aumwwalwaamﬁaau
;}J"U'%Iﬂmzauﬁwiaﬂ’agaﬁmaﬁfum&uﬂﬁﬁ@au’lwamn AIRDRIINNMTANAAT
aﬁumguﬁﬂﬁlﬁ@mmL%aLLazﬂﬁiﬂsuﬁumﬁﬂhU’LﬁgﬁﬂmLﬁ@mmfﬁﬂﬁ@iamﬁuﬁﬁﬁmﬂ
LRan I@;Jmmanﬁ'r.hLmLﬁangﬂﬁaaLLé”sﬁfmaa

3. wg@nssunsvenidulias (Habitual Buying Behavior) NAAAMYRANEBENS W18
msﬂ@mau"lmmwmauwamm;dﬂﬁ'm‘h ua lURANULANAIIE NEHSLAUTAIATY TN

\ & A A o o v A A Ao a o Ao
LD NITaLNRe Nﬂ?q&lﬁdﬂwuuaﬂﬂqﬂ EdllsiﬂﬂLWﬂ@vlﬂﬂiqul,l,ﬂ::&laﬂ%q@ﬁqauﬂqﬂ@a\‘]ﬂ'ﬁf

Ao Ao a

wnnlaRwaawanaasninaduwnisralasiay lulaianunnddaanauan FINUITIN

'
v A A o

N‘Uﬂﬂﬂﬁﬂ’n&lﬁdﬂﬁuﬁ’] fa @1 Tavayun 'ﬁuﬁﬂmﬁhﬁfu;ju‘ﬂnﬂvl,&ivl,ﬁmum:mumi

2

e A dql’ g; a Y A 1 U U AI a 1 Y