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Wasuwdasegmaeninan Badsusduslaauniitle anuldiuievenaasiundelumingy
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Oriented) Usgnauiuaninnsudadunianisnataludagtuilannuiulssnn nagnseng q
gntheanuldedsunsuats Aswine 4 wardvinliinaadosiuuilianuaulafinwFoud
famnudesmsiiwinsewesuslnauasthdeninaviliAnmudesns Weannanfarivesny
Traenndesiuanusissnsvesiuilnelinniian wafimairazamuan Ao anufiswelalunsie

wazn1setluign

N il

-;I._T_h ANRNIEVDINEANISHEUILAA
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— £

. WHUNInInewisansgesnldlianuineveangAnssuduilandn “Wunisine
woRnIsuvaINyed luduningItasiunisuslnadud anwaznisliduazniseausulududi
wasuINITIY”

1 v A

2. WeANsIUEUIlA vuneds “nszudunisiyanavsenguuananniuladnaziadusn

wazusnsasls visald rdeazdenlvudials naenauazilsnisvauaznsldaduaLazusnisuu
281413 2INNTLUIUNININYDID9ANISIINT” (John B. Mathews, Jr, Et. Al, 2015:3)

3. weAnssuEUslm vanefia msnsevinvesyaralauanaviiietednensaiunsdnm
Trlaunarnsta@eduakazusnis el Bu18ANUTIND NSEUINNSARAULITITININBULAR

[~ A Aa o Y a o w | 1Y) v Aa 4

wazsluunadanidulunsmuualminnisnseyinaanany (599 dumey, 2515)

4. woAnssuduslaadunisnssiuaznszuiuntsdndulavesiyed dBdeduduazuinig
wienisgulaauslaadunisaaus (Steven J. Skinner, 2015:147)

a Y a & ° a v 1Y) Yo =

5. wAnssuguilaallunsnsilaenssiiieatesiunisiasuun msgulaauslam uay
ANSIANITHNYINVAUALALUSNNT SIUDINTEUINNSARAUI AT AN TUADULALNAINTNTLYINAINET?
(James E. Engel, Roger D. Blackwell and Paul W. Minlard. 1995:3)




d
un 1
anwgTlUienuwginssnguilam

6. woAnssugUslan vinefia ngRnssuBeyanaviinisdum n1ste sty nmeUssduse
waznsAgTUNARAUTLaTUS NS IAYAIN LA UAUBIAILABINSVOUN (Leon Schiffman
and Leslie Kanuk, 2007:3)

7. woRnssuduilaa snefa nsAnviiiduslaaiisniaden nsde nisldansuas
nslauduazu3nisedsls ieadeanufisnelaluausidunazainudesnisvenuy
(Nessim Hanna and Richard Wozniak, 2001:2)

8. ngfnssuduilaa vanefls msfnwnginssuesiuilnaudasyanalunisidenie
Gonldauiuieusmsiioneuauesmiudeanisuenuies (Kotler, 2012:173)

9. waFnssufuslaa mneds nszvaunsiedula uazfanssumamenmdiyanaitily
Aerdeudlefinisuszdiunisliun nsldievienmssuineldassdeduduaznisuinis (Loudan
& Bitta, 1998:4)

10. anaunsnaawisansgowinilalyienumnedn wodnssuguilan mnefs Fesd
{Reaffunisiie (The buying units) waznsyuauMswaniUasy Fufeadesiunisléun (Obtaining
e Acquiring) nM5U3lan (Consuming) wazmsiinfisdsansnsiusnis (Disposing) fi1e

(%
Y

(thetl fri heniste awaseurquituilnalaeh 4 1 Mailduseyana Windunieosinails)

NNULIANARANS 9 vewindnnsiilinnumuneveanginssuguslnadanandndiy
yiliiulsdmgnssuguslaadudiuvilsveanginssunywd (Human Behavior) vaned
“N5TUIUNNTANS 9 YBafyARaTiazUURreanMIIndaunteuen” uFonandntenils
“wqanﬁmjaeméwshﬁul,‘%'am,?ia'aﬁ’m'muﬁnﬁﬂ (Though) A2Muidn (Feeling) %30
nsudnsaanvasays (Action) Tumsmsedinussaniuliu udasyanagauasiinszuaunis
whmgRnssuvasauaana wazngAnssuiinanseentulisndudeaniioutu” mudusaan
douilimuafniodsgsla (Motive) vasnules Milingfinssuvesmuuansnsainyanady
FauaRniedsgdlavariuaniniuagraonaan TasannisBededsing 4 luanuAnvesmy
uarNIEaNULNAg q nnsuenidian syudurazaudesiadulanielddenuaumani
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HUSLnA Ao yaAasie o NANaIunsaluni1s@e (Ability To Buy) 3aildudedus

e

waru3nis lwiruzaesinnisnainduilanazdodianudulalunis®e (Willingness To Buy)
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nauas 9 wazdeydnualsng 9 (Symbols) Tuslaaldnuiiuun wenainil anndnnisvie
Y= B SR . .y B a A v oA % o w Y a |
Uevileii1 “The Customer is a King” luuwifiaiuvaghauafyreustng fanssusng 4
mansaantudagdulinwnuuaganiiunisegisaiiessluniguslan (Consumer) aud
L) I o ‘g al LY} P [~ o Al = (% 5 =] 2 Ly}
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N13AAALTUAULAEIUAITIAIRUTINA Fatil AINTTUNNITAAIAVRININITITUTTRL UMY
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winslelunisimuauleuigansisae Jaduivseusnisuiianisslevivionuaaiunsa
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1. waAnssuguslaalagfneraindauwuuiasegatans (Economics Model) luafin
UnignsfidnwngAnssuvesiustnaasiiodniessnan q veaginssuduilnedudiuni

[y a

YomguiiAsugmand anmTenginaassgaanfiisaiunginssuguilaa shlmauds
arudosmsvesiuslnalunaindudising q Seflansddnydel
1.1 ffuslaaldusloandnsusieinlneiavidusuuinnniudes 1 wuisndui
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