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2.5 NITVIMMIMIAATHYD(Stages of the Buying Decision Process)
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mMwisznaui 2.11 Ngud19BIYRIYU3 1NN
1301 : Schiffman and Kanuk, 1991, p. 137
FUNNTIAN (Social class)
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3.2 211z I9935IANIBUASY (Age and Family-Life Cycle)
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3N : Wilkes, 1995
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3.3 minnauladevesnseuns? (Family Decision-Making)
v A dy [ = a A
sluvvesmsdaduladgeusiniinseuil 2 vila Ao
= I YA o v A dy @ [ Aa 9 1 s Y
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#1311 : Schiffman and Kanuk, 1991, p.103
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Q. "BL‘]JE’J'{%IT%} RGR ﬂ”lil!ﬁﬂﬂﬂﬂﬂ‘i/l”lﬂ@ghuiﬁﬂ‘ﬁiill TIUOIUITUVOINIAY
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131 : Kotler, 2003, p.292
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Aa a a o J
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131 : Peter and Donnelly, 2004, p.75
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1) gNAMYINANNT (Principle-Oriented Customers) We1WIWLAAINYANTTHIN
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2) aNANINADIUNIN (Status-Oriented Consumer) Qﬂﬂﬁz&gf Taen15nseii uag

q

a g 94 Y oA Y ) & Yo o d ' =
AIMUAAL N UUDINDU QﬂﬂTﬂQNUﬂi$ﬂﬂUﬂ38 EW%!&@%%&WU lﬂuﬁjl!\‘]ﬂ')”lllﬁ”lﬁmmgi}!ﬂﬂnl‘]fw
4

U

v a A %

Y A 9 [ P . - o
UUIM Tﬂi\?ﬁi']\‘] ANAATLASTNIANWIAYUAS HUAITUNIIIY (Strivers) UNTIWYINTIINA

v A F)

a o I I a [ [ [
HenuaNudus uluaiu ﬂu‘i’i'lﬂ’lij]'\ﬂﬁ] UYIUAAUDINTITYDNTUNWEIAY

]
S
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4. ONFNANNIAINNTAONYANTTUAVS 1nA (Psychological Influences on Consumer
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