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ABSTARCT

The object of this research is to study a personality which are gender age education level
married status occupation salary and income level of the person have demand to buy a dwelling for
elder in Bangkok area. For study the mixture of 7Ps the marketing strategies for service business which
is Product, Price, Place, Promotion, People, Process and Physical Evidence and Presentation that all
are affect to buying decision for buying a dwelling for elder in Bangkok area by extract by age gender
occupation married status and income level.

This research is survey research for analyze the related for the other factor of personality by
collect questionnaire. It is for the business owner in the market of property development or other related
business. This can be taking the result of the survey to make a roadmap to develop the property to be
use as the market needed and make an effective marketing strategy as well. The sample group for this
survey target to the people who living in Bangkok also who have an elder family member who are live
in Bangkok. where can be stay together and not stay together or the one who need to prepare them
self for a prosperity when they are getting old and also have a demand to buy their dwelling for an elder
house or else the one who plan to buy their house in the future. By using questionnaire though the
office area, the village and also randomly select a sample from internet for 400 samples. The research
took a period of the time start by August 2019 to October 2019.

Research result found that the habitat was built for elderly people so that they can decision
can be made easier. Usually this habitat is built for elderly who wants to live with other elder people
from their own family or secondly bought so by younger people in the family for the elders (this case is

if they don’t live together). In this case most people choose to live in single house, which consist around



41-50 sq.w from the research group, the participant prioritizes locations that is easy to access close to,
near hospitals and shopping malls. Moreover, the interior of the habitat has to be easy to use and adapt
to the elderly. Pricing is also taken into consideration however that can be loan from the bank. Sales
was also looked upon, the research shows that advertising with online media such as website, Facebook
and all others. Marketing shows that promotions can draw participants attention such as payment with
cash or even promotions and discounts can be help. Also, personnel’s can be impactful on the
participants because they said sale person is the person who talks to them and let them make the
decision whether to buy the house or not. Sales need to have professionalism, cleanliness, smart and
have good personalities. Procedures and process, makes it clearer to people and their decision making,
being on time is the key and after sales services is very important. Lastly physical characteristic of the
project and the scenery is a part that the customer looks upon in the brand.

Keywords: Elderly, Elderly Housing, Marketing Factors, Marketing mix

YN

a ad 4 [ s .
1. LL%’JﬂﬂLLa&‘YIE]HQYILﬂﬁl?ﬂﬂﬂiz‘lﬂﬂiﬁﬁﬁ(ﬂi (Demographic)

A5737o 18330 wazamy (2550: 57-59) lalAdsinaad1ndn w18 anBMINIg
Uszrnsagas Usznauaiy 911 LWE TUIAATBLATY ADIHNIN u'ld 818w szaun1IAnE
& & caa o L Y & A o @
assznavmaniiuinausinfonshanltlunsudsdwnsaane snsueliemnsmaasiduiadan
WREEDANIA bEVa9 UszanInTroirnaaaiaiivung 9un3nudanisauinninandsdn aauts

v lﬁl o Q/ L d‘»
Nn Uszaningag adis
2 ' v A A A o o &, A A o A a

1. 814 (Age) Wi mq’uaanqwaaQuﬂmmummawwuﬁmamiuﬂnﬂaumma U9y
ﬁﬁ]:mminﬂauauaammﬁaamimaa;ju’%lnﬂﬁﬁmqumn@hoﬁ'u WANIAAIADI T ﬂiﬂwﬁﬁ]’mﬁmmq
VoL T uAI MU TN BU TN TANFASNLANANI N UV BIRIUARIA LANNNITARATINIANUABINNTVB
aaNaFIwLan (Niche Market) Iﬂmg;amwéhﬂ”zyﬁmm@mq SN

2. 1N@ (Sex) #unefd aaudsnandua nlun1TuLIEInATANALTUAK AINKIANNT AA
2 o & o g , v & o o ~ A
903ANENGInIhat9TaUATOU memﬂuﬂqﬂﬂa@uuuummhm\ammwmmi waswulaalu

A A A, A o ' A Av a °
wo@Anssuzasnmuilaeldanifiadan mnﬂawuﬂmmnmamwmm@;mﬂmsﬂamyaaan"l,ﬂmmu
v t§/

#ANTNUNINYU

3. AaNWMEATALATI (Marital Status) wanafiy anwmzuadasauasanuindudwang N
maamﬂ%ﬂaq‘nﬁmammm@mi@smaaﬂ wazdinnudiagagedaludininany %mwaa@fﬁim
o o o o 6 va o a v A o q
wnmIaaaszaulasiuan uazansuzvasyaaaluaiaunltiudlofudinis ufsdslalalung
‘ﬁm’:ﬁzmé’ﬂﬁm:ma'ﬂsz‘*mmimam§LLa:Iﬂiaa%’1&@Twu§aﬁLﬁm‘iTaaﬂ‘"ugﬁLﬂuﬂuﬁﬂﬁuMlumaUﬂﬁ
Lﬁ'aﬁa:“ﬁqm‘iﬂﬁw‘”@umﬂaqﬂﬁmsmmﬂvlﬁmmmm:aw

4. Mol M3finen wazenBw (Income, Education and Occupation) wanaily audsiisanee
mItMsasInaIaaa Tymdaguasnmsuisdumiaaalasiinfainmeiss lafayainadonnae
b ﬂvl@TﬁlzLﬂuﬁ’J%’i'@mmmmsn"naa;ju%lmlumﬁaﬁuﬁ’] T @ununITlaanTo FUAILINIILE?

¥ 6 ° Aa a ) = @ o v w v v
ﬂ"]"i]l“ﬁl,ﬂm‘}’lzﬂLL'U‘].Iﬂ"]i@"]id"ﬁ'J(ﬂ IXUYN ITW NITANTT YKY L'ﬂu(ﬂ'ﬁﬂ’]ﬂ%(ﬂLﬂ?%N?ﬂvL@L?juﬂ% LLN?’]UVL@



dududsifionlfudinnsamasulngazdenlsanusineldnunudulsdulszmnsmaainie
aug eldmansasmuaamathnanglidaausnnidu

ROAANBINUULKIAAYEY Hanna and Wozniak (2001), Shiffman and Kanuk (2003) ‘lal##1
dnavasanvuenIlszTInIRAS 1IN ﬁagmﬁmﬁuﬁaqﬂﬂa Vi 918 iWe MIAn® 013w Teld
AR LLa:L%amﬁﬁﬁﬂ%wa@iawqﬁﬂﬁwjﬁinﬂ Tawiluui i duansmeugufiinnisaaasine:
WIUIRNITUIEIRTUNITULIRIBARTQ (Market Segmentation)I@m‘hmL%au‘[mﬁumwﬁaams
AMuTaY uazaaNIliaud11a9KU5lng

a dd' 4' > v

2. uwiAauaINE)INeINUREID Y

Uy qQ
fﬂqaawqﬁu’hLﬂui'ﬂﬁ'uﬂmwaﬁ% WUINSNAAAINENTTE ANNLFENDAD BN
3908 %%ammmmsnmaazmﬁmﬂﬁsl,m"'wki,wmm:mm:Jvl,ﬂ TagMIBeINANNRNILVBIF1N
v Al L3 J A ldl ] L3 o 1 {
“HEaeny” mm%ﬂs:‘*ﬁn’ﬁmlm‘zjmq 60 JUuly T9 34 DN a'm'*uagammawumﬂizmmvlwﬂﬁ
\ialwiiaaasnitdas 200,000 au Uszinalneiudig ssangeib (aging society) anasudll 2547 uazd

1 dldl QI o v .2/ lﬂl o = 1! 1 dl [l U 1 v
D ERTE RIS LR AR R R LR LI ﬂsxmﬁvlmﬂmaaaglumamnﬂawmumgaaﬂuagumq
lanauysal (Aged Society) lanaindayasas United Nations World Population Ageing w1 asaind
A ' v A a v . & % Ao ' o

2552 ﬂs:mmmgimuwawﬂmn LANUAZHEIDNY T UWIBNINNIY Tz NI I T wazlud
2560 %Lfluﬂ%'dLLiﬂIuﬂJszfﬁmam‘ﬁﬂs:mmlﬁﬂﬁaﬂﬂ'jwpggaawalq RONWN T WHANINNAITAA AL
LIABTaE19TI0152 uazNIsARatatNAaLtada9TE AL TN eYaIlszTINT YR winuassaaIu

AI 13, 1 =1

ﬂi:mﬂsgamq“ﬂaﬂm LNNAUB LTINS
ﬂwsﬁ'ﬂﬂizmmjgaawqﬁﬂ'nuﬁwLfluamaﬁd stwijggamqLwiazﬂizmmzﬁaaﬁmwﬁadmi
o A @ A ' @ & A o Al va o A o LA ' )
NIEIRANIFIANALANGIINW L wauiuaqamqu"twanwmzmwamwm wATAMNBANANS I auLe

1 b v [l l:l g a X
a:qﬂﬂammmmamq awi’miamwﬂianﬁavlml,mmmsﬁmqmwamwmadmsﬁmqmwu aabh

wa

(WIeTUYALEINEY WA 2546)

Y 1

- K41 (Elderly) ang3zning 60-74 1

- AT (Old) da1g3ewing 75-90 1

- AWTIINNN (Very old) diag 90 f9ud

maudsfgengiiu 3 12369087 ém%’ulué}'aﬂuvl‘nsJﬂ'aﬁvl,ﬁﬁ“ﬁaa‘gﬂiw:ﬁmiiﬂﬂi:mmaa
Agiangluansazle mydalasldinmeindsfidaanifssirldumunzaviniznison sviudalginmad
ﬂ?ﬁ&lﬁ?&l’]iﬂ“ﬂadﬁggdmﬂquﬂdL‘ﬂu 3 Ngw leun

- NRNNTILIAREALDI b A

\
oA A X%
- ﬂqmmﬁmaammaﬂmma

'
A

' ) A M oo A a a a
- ﬂQNW%?ULV\ﬂa@]uLaJVLNVL@I Lua\‘l"i]’]ﬂllﬁfyﬁr]i?ﬂﬂ’]w AAIUANIT

mIutadgia1eiidu 3 12969081 ﬁm%’ulué’mw"lmUﬂ'@ﬁvlﬁﬁﬁaagﬂdw:ﬁmsﬁ'@ﬂi:m'ﬂmad

9
v A v a 1

Agsargluansmzle mitalasldinueiidadidannif oeir limunzauinizinisuesiudaldinmed
m’mmmmmaagﬁamql,n_imflu 3 Ng e L‘ﬂ'alﬁdwﬂ@iaﬂ'ﬁdam%uqmmwua:gu,a Q’gaa']qmww:
nauaNANNIANInlNTsznauiaiaTdzdnin (Activity of Daily Living: ADL) ot

(1) ﬂf,g'mjﬂquﬁvbjmmmf’mﬂmﬁammaﬂﬁ wiafian ﬂ:L%Uﬂﬁuﬁguﬂjﬁ “NANAALAD”

(Bed bound elder) {gsa1gnguitlisnunsnginmiaautaslunivhfiaday dazdriuldrutimenl



) ) . =

sansnifiadasiugiudeg 16w nssudszmuamisuaznstude Wungueas angfiagluniig

9 9

e

' = <3

wiauniallnzing (frail) fgeangnguis faimaivthoiudasusuinmdiagumdsianaaian vilid

q

TomaAssdaaInITuNInTaudn 9 N9TA1UNT 1% 8INITUNANANIL 81NNTTaLFaN waza1nslaa

v '
= B (3 o > A

anwRy tudu Iamalumwﬁ'li'mﬁanﬁumaé‘aﬂwaaﬁgamq naNBAauT19I NALaINT T UA D

\
ﬁqu@guaﬁa qﬂﬂaﬁuﬁamﬁamn

' { o ' o ) ' % 1A v
(2) nduggaegidanatismiadiiadldunidin niag §901y “nanGEaw” (Home bound

23X

u
elder) ilungudgeansNdesarduautIsmAsnngaualunnidiniamvhiniasdszdiu laigzain

a ¥ oA ¥ o @

fazeanuanthiwiiiss Swsiasnndymgunudnzngosdenmafinduansy ldiidesinalung
dfudiadszdriulusianlasdas: 1gu Jdguisesnisiafenlninielniznasfuguasifow

uanmnﬁ@gdm Uﬂduamﬁmﬁ'ﬁaﬂﬂﬁaﬁamqﬁﬂ”@ suntneansinunantnwlalasdaseud laivey

9 9

A A

2ANFIAN WIDAANTENWING LTU FITIVQUARNAAIUNIBFINTN ATEUATIAUBYL 9 KEIDLNFNTKAIT

U a4

uas 1 v =1 b 1 a v ~ z
Vlmumw;ﬂumi@ua E*;I"IJI]’]WVLMI%QQZ‘IE]EJG\‘] iaummw;ﬂumsﬂmjﬁammLa: 0l AT T IUULEL

Yo 1 a v vaa o s v v J ni =3 : ‘:‘, v & 1
arvlasunmsaaasylwaanluledia dszsniunenthulduindu 9anns@nwwa e Tus biidn 3113
ﬁpjuamqﬁiamaiwﬁ%mmmaé‘aﬂuLﬂuﬁaﬁdwaﬁ@iaqmmazlﬂmw Iuﬂﬂamiaﬁuﬁﬂuﬂﬁgniﬂ@
LAEIINNRIAN mmm6}\1Nammmiaﬂ”aq“umwmzlLLaxlaJmaaﬁgamqvﬁﬂuamamﬂ ﬁ'ﬂﬁﬁﬁ;ﬁqu

° R A o vAA o a o da % & A &, A
wnlitasnnsonazean lUldBiana ninuudfavanfiwiasen luwuizn sy lidadanisiaunis

v A A e A ¢ A A . oA & X A A

wazmildiia lasawiznguiidasisnngdnint ihansiafenlny 1w Jauss (wheelchair) #3aLadas
WA aJ:LﬁuvlﬁdﬂuLﬁaaﬁlﬁmméﬂﬂ"’tyﬁ'umivl,&islﬁﬁqﬂmsﬂ (barrier-free) 3z FI01UAHANNT
vAA & A o v a ' o oA A A
20NV FTIALUNUN FIT1TUATNEINILAZ I TUSNITTLUUVREINIRTUAILAULEI IINNT N 8IN bl

mmw%"ammuﬁw"tﬂsﬁUqﬂaﬁﬂ

'
% A %

(3) njuRgILNTIdmILedlad wie g9eny “nanan daan” (well elder) iungurgians

9

b

Hwiadiadld musndufiudialszirivusndinafanyiunedanld laodaszlidasdgsan

A

9
A a A A A ] \ a , % a | & o= \
LARBDNRID LR Nﬁi(“llﬂ”lW@MiaLWEI\‘lLLﬂ a%luﬂ’]fJZLﬁﬂﬁ@laiiﬂ LLﬂZﬂﬁwmstﬂ’liﬂ’JmiaﬁﬂUdﬂdag 1%

eXp

U

dl v
miznauguld

mwnwaadiaﬁqiunymwwmm Taya m LeawiuAN 2561 (Lawizlizanand
é‘tymﬁvlﬂmm:ﬁ%aa%isl,uml,ﬁﬂuﬁm) naifludsnugiany (Aged society) H91wIEFIBYLYINAL
1,020,917 A% n1lsETNTNInaQ 5,480,469 a1 ﬁé"mﬁ;ggamql,mﬁ'u%aﬂa: 18.63 lawaanlnjiin
INAATDY U311 596,009 au AaLilusasas 58.38 maaﬂ's:mﬂs;ﬁamqwgmmluﬂ'gamwumum Uaz
Wulnames1uaIn 424,908 au Aalduiasas 41.62 °1Jaaﬂiz‘*ﬁ'ms;ggamuqv%mm’lun’gumwumum lag

NNAuALLaTSBNAR I IUNATE



T}
a

Aa o & H 1 o
3. uwlAauazngu)ingInuANNABINIINatandy

wwﬁlﬁﬂﬁﬂia‘ﬁ%magvﬁﬁaUﬂﬁ]ﬁi"m 4 13zm13 fia 81T NBgNdD LATBIINY WRZEIINENLIA
A @ o ' A Aa °

nagorduiuiduaivdaayetnmieidanuinduduiugrulunmdisdia fegendudsmanndu
- Aa & A A ¥ a

dastsgunndia Saflanududunazdesdnisdanmslifienumanzas iloiwe ﬁa%imﬁ'ﬂﬁﬁ
'«J:@T@qdﬂﬁ%uqmmw%ﬁmﬁﬁ 3}\‘1Na’l.ﬁ;‘ij”a%imﬁ'ﬂﬁmmqw&amammm:ﬁmh

8U518% aN&lad (Abrahum Maslow) Vl@TL“ﬁﬂuﬁdmwﬁmmﬁaams (Need Theories) 1331
AMUGBINTIINIITINY (PhyS|ologlca| Needs) Lﬂumm@]aamiwumumaumm L WUTIHRNAN
Famw 19U Audasnse s W enme mﬂmﬂﬂ mﬂwum']um'}ﬂ‘lﬂmnmsﬂgummmmwa fi
ﬁ]ﬁza’lmsnﬂfm"n’magvlﬁ’[@wmmma:wwnmm 1aziiNsT uaemIlENNIIASaNTRANZEY (T
AMNFZEIA ANUEINS MITZLILAMATG MIRILFINFVNIN uanﬁnmfuwgmﬁmﬂ’aﬁmmﬁaami
anulaoasy (Safety Needs) Liuanudasminazifiadunasaninnudasmsmeimelasuns
ABUAHBILE? WinpiinnudasmTENIadeufilaanansuanerinmemouazials anuaiuasly
“'fi'?mm:zgmmwﬁﬁ

AIUNANNY BN AITNG0INTT (Need Theories) ugwsﬂmﬁ?uﬁﬂmm‘fadnﬁﬂw

379n18 (Physiological Needs) LI#A1 13689 1IARIIUVITI0 LTULIINANAUNITININ LT% AN

d84n1781M1T 1 0@ Nagendy uananiuuymdingiiianudainisanulaanniy (Safety Needs)

(wnwT wluiaTesdail. 2541: 31, §9991n Clarie. 1973: 59-62) Inmuailunaiianfiagandy

U

a

maau@iazqﬂﬂaﬁfu mmmLmﬂmsﬁmimwmuﬂa%’wé’nﬁﬁwa@iamnﬁaﬂﬁay;mﬁ'f;lﬁé'mmvleﬁﬂu 2

]

A ) Y Aa v o ed o ) % ) 4
ﬂizﬂfli e ﬁﬁmim’]U%aﬂLLazﬂﬁlﬁlﬂﬂ’lﬂiuﬂuﬂ’s’mawwuﬁsﬁdﬂ%ua:ﬂu Iuﬂﬂuﬂﬂ%ﬂﬂﬂﬁiusﬁdLﬂuNaﬂﬂﬂ

é’nwm:madgﬂLLuuﬁﬁm‘seﬁwLﬁu%%ﬁl,mﬂﬁmﬂ”u '«J:dwmiamﬂﬁaﬂﬁag DAUUBILARZLANS Tapd

s A

{ o { [ et ;A a a a v ' v 1 U
a9fdsznaundn Ao ﬁmmadﬁagmﬂﬂﬁmauwuﬁ‘ﬂmm‘l@ Lm:mwmmmhmsmwad;dagmﬂﬂ

o

gﬂLmuﬁw”nmﬁ'ﬁﬁﬁuw"‘uﬁ@iammmaamam%”s LRZRNIWLIARNNA Uaaan s wazdnnugzadInbunig

LAUNITTAIINANNAD UATNYINITUARBAIULNEITINAEN g

'
=

lasludhudadunnouan (Top Waikz 1351,2539:39) fia ansmen Mo wiasnagadun

sanadanIdadulafenfiegonduvatudazyaaa laansRsanisfadoidany 4 dszms leun (1)

U

anWLNaRaNT G dansagand (2) ANMNFZAINIUMITLAUNII (3) SWUU&’]‘ﬁﬂimﬂIﬂﬂ‘ﬂﬂ WRE (4) RNW
P IRINNLALIWNBIIINYBILT WA TAL

¥

u,mm1Naﬂm‘saammnammnﬂﬁauuaxﬁagjmﬁ'mﬁag«lgamﬂ

Ll
=3

LLu’smmﬁ@n'ﬁaaﬂLLuuamWLLma"awLmzﬁagmﬁmﬁ"a@gamqauﬂuﬁﬁﬂﬂumﬂa MIFIN
“anwnganfitindas’ wie “Friendly Environment” G9nangfis snwwasendslialwifasuae
nugldsas anwwiadeuminmonmwidududraydwiunmsldfiavesdgiasy aztumsldlalums
aaﬂLLuunﬂiwazLﬁmﬁaLﬂm’%iaoa%m”fy litanduanwuiadendiuyans snwwIaFaNNIFIAY
NIDFNIWLIARBNNIINILATW miaammuﬁagjmﬁﬂém{w‘ifgamqmsﬁﬁaﬁfﬁmﬂ‘ﬁmﬂﬁaa@ﬂﬁad

NUAIATU TN 09KEI0Y



NNToYS “ﬂ'ﬁamiﬁ’@amwm@a”auﬁmm:amm:ﬁaa@ﬁﬂﬁm%’mjﬁamq, FIVNRILRIN WAz

U
o ¢

Winu¥ g0y a;ﬂLmemﬁwé'ﬂlummammuamwumﬁauLLa:ﬁang'mﬁ'wmcjga oy 4 17398
=)
Ao

1) fianutaaantn19nuaIw (Safety & Security) dadtduaninulasenfnnaliiianinu

Usaasdpuiggiangludiudrag nimaadenlni nIueadu mildis anudasadomaduiname

9
= =)

LLazqmmwamﬁ'ﬁ &JSZUUﬁ"l‘ﬁ’]i‘%ﬂIﬂﬂLLNZET’]'ﬁ’]ifkjLﬂﬂ"liﬁa fyzuumadndasanaiouen 1w I91290

luasth Aunszidaslidu daygraanduiides nienesihdmibzeanutiomie Wudu
2) l5uazain dessansaidnfisine (Accessibility & Reachability) lus1en99 v890nuans

ﬁ'ﬂﬁ;ﬂ”udmqmmsmﬁ'}ﬁaqﬂnsni w3169 laatn9azaln 1w MIENIsaIafnILTaLin GRREES
a

(2

poIgNggInmuIaniuvesldszain wiansdalieglndundsuiniiedneg agnsluszozfianansn
dudsled uaznsdalilndundsszuvsusdanastu usslndundsgummduialignddasamannuibow

a U
HawlarzaIn

3) fisnwuiadauNaInaIINTINITGY (Stimulation) dasiinIaisTsAanIWLIaRaN
MImumwhrianuiianls nsienltaNmaIzan UsznaunudainuginInastaanazsin bwmsla

Fagnazgunizsis Liduad uazdaau Twfsaslinssieeninuiedeufiggiangauisnd
UjFuWusiuannuIaden uazgaoule

4) quainmite tudmiggiatgaisazeanuuuliguainmdie emedioimldazain
v =Y o & v (% \ Ao A ' v A
dowmaihum 9 lasezdn dudundilwgaisezivesdsiodensdaenliifeszainausluns

quatihu anadnihdsuuwaeusgfiionesiumny uszawunghndvaldiae g ieaanuaus

9
=3

wiuaniniloainnsesnuuuieggiangudinu Andsdilifianseanuuuiialinn 9 aulu
faaulguszlomildadarinfioutiu (Universal Design) nnaumaninidnfsqssiwisanuazaindy o
v Qs v a ﬁl a g k3 dl 1 v v o a aa ) = v
ldazainuazasany unsaagufwafiensazfieduld ivednldigiongduiniiadszdriula

1 v & § o a v "
Re@IN mﬂmﬁa@maﬂ@ a@’lﬂ’]’iW\‘lWTﬂ’]ﬂ‘i_qlﬂﬂaa% a’]N’]’iﬂ@’]‘N%’J@IVL@’II’]EI'W\‘Iﬁﬂ'J’]NET]J

a. l,l,waaml,a:ﬂqwfjﬁL?'imﬁ'qu?mswé’n'%fnﬂ (Consumer Behavior)

Taaang@nssulu3Tna (A MODEL OF CONSUMER BEHAVIOR)

fg@L'%"uﬁumaomiﬁ'm'nuLﬁwlawqﬁﬂﬁmaagﬁinﬂ fa msdnmie "Taaaniugaadie
LLidgd’lﬁ]ﬁﬁ]:ﬁﬂﬁLﬁ@ﬂﬁ@”@ﬁu’la%aauﬁ”m%au%ms I@m:umu’%"umﬂéaL%ﬂédﬂi:@juLLaxﬂwswauauau"
(stimulus-response model) luﬂwaﬂﬂimamﬁwLﬂmﬁ’aaﬁ'}mmLiﬁlﬁ]ﬁummjﬁ?ﬂﬁﬂﬁmaaﬁs‘ﬁ?a wioliiAa
mmﬁaamﬂummfﬁﬂﬁﬂﬁmaa;\&l’s‘ﬁ?a Foganaliifiannauaues ﬁ%@ﬂﬁ@?’@ﬁu‘lwaagﬁﬁa Iumaf:gﬂ
udisaanidu 3 daw eait

dandi 1 L‘%'mﬁumnmsﬁ?dmz@fu (Stimulus) ﬂgamafl,uuazmsuamﬂ’m’mszﬂummfﬁﬂﬁﬂ
ae ﬁﬂmimmm}“auslmﬁua%a?ani:ﬁumammm@%ammmmumw LLaf“?}ani:@Tuﬁmuwvlajvl,@T
aam“mumﬁuan Usznauday 2 @ fe baun (1)mns~@1umamimmﬂ (Marketing Stimulus) \ugaud
Tt La IR Iz aUNIINIIANaNT 4 (Marketing Mix) fio WAASATS 3707 FONUA LazNNTFILESY
Harbals (2)aom:quaus] (Other Stimulus) Lﬂuaani:@;ummmamwaa EUiIﬂﬂVIVLSJa’meﬂ’JUQN
16 1% FouraRauTzaUNnAIA s’f%aag‘muuanaaﬁm fauadaunmaiasegha inalulad nmafes uaz

IAUTITY



dui 2 mﬂﬁlaﬂs:@j‘”uéfanm'sﬁwﬁmfzﬂs:‘nmdao@?m%amwuﬁnﬁﬂﬁmaa;ﬂij”éfi"ya Boudle
aantiu é’nwmwaapﬁa (buyer characteristics) U2 N32UIwMIAAaHLa%0 (buyer decision process)

dandi 3 Lﬂumgumaammauauawaa;ﬁa F9lerinunszuanmisasulad annud I@]Uq%aﬁlz
fimsaousues 5 Uszmsasit (1)m3sadulaidonninimeifazda (product choice) (2)msanaulatdan
asAuefiazda (brand choice) (3)mM3daaulaldaniudiezda (dealer choice) (4)mssaaulaluian

19z (purchase timing) (5) MIdaaulalulsumnazda (purchase amount)

nszuawmsanaulede (Decision Process)

nszUIwmMImMIeaanlade s mgumaumaq;juﬂm AanLaas (Kotler, 1997)

1. ms%’ujﬁdmwuﬁaamw%aﬂmm (problem/need recognition) sl,umxmlaumﬂ;juﬂnmz
AszuBniYw nannudaInTluawdInsanITuTNg s'fiamm@Taams%%aﬂtymffmﬁm‘irummﬂ
anusudu (needs) Faifinan

- ﬁamz@:fumﬁlu (internal stimuli) LT% AMYFFNAIT sz Ludu

- ?ani:ﬁumwan (external stimuli) 81392LiANNNNINTEFUVBIFIHLTZRUNIINIIAAND
(4 P's) 1w Anaumdnin e 3538n# dulasondudlulnivesd Aansiudaaiuniiaaiaisifia
mmjﬁnamn%@ aonn’le hwdendsalndudresnle udn

2. MIUENWITDYA (information search) Lﬁa;ju?Inﬂmmﬁamﬂm‘fmmﬂuﬁuﬁm%'a
UINIIURT a‘im”u*‘ﬁymfavlﬂguﬂnﬂ AazriiniTuasnidays wWaldUsznaunisaaaule law
Lmdd‘iagamaa;guﬁnﬂ uiaidu

- UBAIYAAA (personal sources) LTw MIFAVAINIININEL ATaUAT ﬂufﬁ?’ﬂﬁ"‘

- WARINIINITAT (commercial sources) LT mww‘”ayjamnimwmwmuﬁa@'w 9
Winue udn v A A

- WABIRIDITATH (public sources) LTt NIIROUDININNTYRLDUAVDIFUAINTOVINT
NFININTH %%aaaﬁm@jumao;ju’%‘[m

- WARIUIZRUNNIOL (experiential sources) Lﬁmnﬂmiﬂi:aumstﬁmu@ﬁmaaE&fu%lm‘ﬁ'
inonanoslTHAS TN 9 Unaw

3. mIUsziiiunaiien (evaluation of alternatives) Lfiavlﬁ‘*ﬂ’agammzu@auﬁ 2 ud ludn
daldduilnafiazrinmidszfiunaien TaslunsUszidun sidansin HuSlnadasiinuainmed
vﬁaqmauu”ﬁﬁaﬂﬂumsﬂiuﬁu

4. n3eaanlade (purchase decision) #8397 ledvinnsUseLiunadenud Huslnad
ﬁ]:Lﬁﬂgﬂufmaamiﬁ@ﬁﬂwﬁa Fadasinmsdasulaludindns 9 698l aiwafide (brand decision)
Hudniide (vendor decision) USunmfide (quantity decision) nafide (timing decision) Laz35N17
lunsirszidn (payment-method decision)

5. WOANTINNINAINITDa (post purchase behavior) ‘v\é’amnﬁgﬂﬁﬂ@i’ﬁwmw‘“@ﬁﬂaéa
sudniousnislduditin innsaanaazdosrinnisanasauanuiswelanionainisde dsany

¥ o

= < a X A a = A da & a o a4 4d [ ] a v
‘W\‘]‘INE]l‘ﬂuum@]"ﬂuﬁﬂﬂﬂ’]i‘ﬂQﬂﬂ’]‘ﬂ’]ﬂ’]‘ﬂﬂiﬂ‘uL‘Y]EJ‘Uﬁ{)‘Y]LﬂWH%‘ﬂSG NURINAI9N%AII mﬂmmmamum
o A

A a dl R a 0/ A U dl v a v v & a =
‘Mia‘i_liﬂ’]i‘ﬂvl,@i‘l_l‘ﬂid m\'muwm@%ummgumnﬂ@m@%uLmvl,a Qﬂﬂﬂﬂ‘ﬂZLﬂ@ﬂ’]’]NWdW@lfﬂlu

v A

RuAInIauINITNn I@]ﬂﬁﬁgﬂmummﬁawa1ﬁ1ﬁauﬁ@wqﬁmwlums%mﬁw wIauanda 1udw ue



' ' '
= oA a o oA

WalafamafnqudfildsuaTediniinldaianisenld gndrfazifiaainaldfanala wodnssad

A % a v a o ¢ = a ' o a a %
AANINAB aﬂﬂﬂﬂ:LﬂaﬂuqﬂI%Na@ﬂmmmENQLL"IJG"IJ% LLﬂxﬁJﬂqiuaﬂ@avlﬂﬂﬂwﬂiiﬂﬂﬂuau § A8

U U

5. wwlAauanginaInuaInlszaun19n13nana (Marketing Theory)
#udIzaNN19INNIAA1A (Marketing Mix) wunofls la3asiianianisaaafianansnaiugyle

A a 4 1 1 v v v v ' 1
mnﬁm’]wawwmum%aaﬁammﬁlwmmsn@auauaamwmaamma:m’m mm‘ﬁawalalmmﬂqu

(2 A'EL&»AAA

gﬂml,ﬂ'mmﬂ fudszgunisaaa ﬂs:nausﬂ‘”’;ynﬂﬁmﬂamaﬁﬁams IgiNalwdanswalininaing

'
@ Ay o ;. A

FaINIHAaA i8NNI aandszannsaanawtsaanidn ﬂﬂ;&lvl,(ﬁ/4 N§y aIN3aINNUINfe “4Ps” ot
lduA nAaAMat (Product) 3181 (Price) N33@d71%iine (Place) LaznIRILEIUNNIVNE (Promotion) LAz
l¢fnmsAndasoduan 3 NN BHFIUUIZRUNIINIIAALEN 138NIFIUYTTENNIANAFIA T
7309U3NNT 38 “7Ps’ Lﬁaamnm\igﬁﬁmﬁudwé’aLLﬂiﬁLﬁuifumﬁﬁwammu@iami@ﬁLﬁuqiﬁﬁ]
a®In1SuNING annuurfiaves Audd aaataas (Philip Kotler) lasutsaantiu 7 ngy fa WAaAU
(Product) 101 (Price) N133@31% W18 (Place) N1I8ILRINNITARNA (Promotion) aaa (People)
N3IzUIBNIT (Process) LRZNITRINIILASHILEUDAN B HENIINIT N TN (Physical Evidence and

Presentation) (Kotler, 1997) laufisnoazidaaaad

PRODUCT

® Design
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® Usefulness
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» Value

® Quality
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» Branding

® Accessories

* Warranties
PEOPLE

PLACE ® Employee

® Retail ® Management

» Wholesale ® Culiure

* Mail order e Costomer Service

o Internet

# Direct Sales PROCESS 7 Ps

® Multi-chanel e Especially relevant to

® Peer fo peer service industries PRODUCT PHYSICAL
® How are services consumer? TA RG ET EVIDENCE

PRICE

® Strategies PHYSICAL EVIRONMENT M A R '{ ET
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PROMOTION
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® User frials

® Direct mailing
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* Joint Ventures
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