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(Aaker, 1996)
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Value)
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(Kotler, 1997)

(Dolak, 2003)
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(Target Consumer Identification)

@ Y] =\ = 9 a 4 < 1
3 anbUT ANNINT 2.2 G]N‘]Ji%ﬂf’]Uﬂ’JfJﬂ”li’JLﬂﬁTgﬂi]mﬂN 00U Tamﬁuazqﬂﬁﬁﬂ

(SWOT Analysis) (Competitor Analysis)
(Consumer Analysis) ao il (@ wnads, 2547)
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SWOT Analysis Competitor Analysis

Strength / Weakness Analysis - Objective , Strategies

Opportunity / Threat Analysis - Assumption , Resources & Capabilities
Exiting Image Analysis - Response Profile

Organization Values / Capability - Selecting Competitor to Attack and Avoid

l

Target Consumer

Consumer Analysis
<—— - Consumer Behavior
Identification . Buylng Process

M 2.2 saasmsauguilaaiivang (Target Consumer Identification)

= A o an
NN AINYN NINAAT (2547)

L. (SWOT Analysis)

11 (Strength Analysis)
1.2 (Weakness Analysis)
MemaonnyARaneuenrIenuznnuilinnuyuiniizdumnanuaisidlugaseues

13 (Opportunity Analysis)
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Finveaduilaaia il Taslidagiszasdiesummanldountlasing q Atidse ol

14 (Threat Analysis)
2. (Competitor Analysis)
(Customer Centric)
(Competitor’s Objective)
(Assumption) (Competitor’s
Strategies) (Resources & Capabilities)
(Competitor’s Response
Profile) (Selecting Competitor
to Attack and Avoid)
3. (Consumer Analysis)

(Consumer Behavior)
(Purchasing Behavior)
Kotler (1993) Idnandauuusiass

Aa dl 9y a [ = = Y
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dudman | Fadoug anvazduilan nszuIumsAnaulode msiaaulavesdise
MR 2.3 waaauudaeangAnssumMsyevefudlan
131 : Kotler (1993)
31 (Stimulus)
(P - Product) (P - Price) (P-
Place) (P - Promotion)
3.2 (Buyer’s Black Box)

Pk

1)

(Buyer's Characteristics)

I [ [ ~ ~ = A
Wuwauninidateais S ANNINN 2.4 Tﬂﬂmwazmaﬂ 1G]
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() (Cultural Factor)
() (Social Factor)
() (Personal Factor) |
() (Psychological Factor)
2) | | (Buyer's Decision Process)

(High Involvement)

U doyamernuguantavesdldudl uadmsudus Inad
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() (Problem Recognition)

() (Information Search)

() (Evaluation of Alternative)
(Complex Decision)

() ~ (Purchase Decision)

dl a 9 = a = a Y cvl = dl
FoATIAUMA FunavnnaNunanely anuyeuluanauaazanuaclanese
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() ' (Post - Purchase Behavior)
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e wqmﬂiﬂmmum%mﬂu'lﬂiumwaﬂ UUAD NANITHOYT UATIUIUNHANITINUDY

2
(2546) (Research)
awsarldlaglfinsedioliugiu 3 aAudaenu fe n1slddeyanaegi (Secondary
Research) (Primary Quantitative Research) (Primary

Quantitative Research) 3 (In- dept
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Interview) (Focus Group) (Location
which to observe certain behavior)

2.3 WIRAUAINHYDEINUMSMHUARIIHUINTIFUM

(Brand Positioning)

(Brand Identity)
a Y ~ o ] a Y A o ya Y lvl ' [
VDIATITUAN TﬂemLff"mmaiumianmgmmmmum o m“lwﬁumuuuﬁﬂmmazm
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Kotler (1903)
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| (Market Segmentation)
Shiffman and Kanuk (1997)

Kotler (1993) nann
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(Actionable) (Measurable)
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11 (Geographic Segmentation)
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1.2 (Demographic Segmentation)
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13 (Behavior Segmentation)
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131 aonuzlums s (User Status)

3.2 ~ (Purchase Occasion)
MiFoazelinamsansansudins 1¥naasaaimuay

1.3.3 (User Rate)

1.3.4 (Loyalty Status)

(Complete
Loyal)
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1.4 (Psychographic Segmentation)

141 (Personality) Shiffman and Kanuk (1994) 1815td151a

1.4.2 (Lifestyle)
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Fumeudi 2 mudenamathuine (Market Targeting)

(2547)
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2.2.1 (Mass Market)
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(Single Segmentation)
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3 (Brand Positioning)
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o [] q! I a A 1 Y Y] = a 9
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1. Functional Value
Functional Value

Y

2. Emotional Valug vianedls anuidnd o ‘ﬁ@fﬂﬂmﬁﬂﬁ'u o ldForiening
Emotion Value
Functional Value
3. Self - Expressive Value
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Aaker (1997)
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(Brand Personality Scale)
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YAANNINTIUIU 42 dnbaz Feawnsouangu 1@ s ngu Ae nguyaanaw

(Sincerity)
(Competen

ce)

(Ruggedness)

% =)
ANNINN 2.6

(Excitement)
(Sophistication)

Slacerity
® down ~to-earth
® fannly-onented
& soull-town
® hanest
® Sincere
® peal
® oholesome
® origunl
® cheeriul
¥ sepnmental

® fnendly

Excliemeni
® danng
® fremdy
. ENCEIng
® spinted
® coal
® voung
& imagmative
® ungue
& up-ro-daze
B ndepemiein

® contemporary

Sophistication
& upper cinss
#® glamorons
® pood looking
#® channing
® feminine

® unooth

Scale

Conpelence
* pelinble
® hard working
® sacure
® intelligence
® echuical
® corpormie
& siccesshul
® Jgade

® confident

Brand Parsonality

Rupgzedness
* sudoorsy
® mnsculine
® wastemn
& ough

® mgged

MWA 2.6 HAAININYATNNINYBINTIAUAT (Brand Personality Group)

3N : Aaker (1997)
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Integrated Marketing Communication ~ IMC

Schultz 2001 83)
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