
3

 2
1.

6 W’s 1H
 1.1 ( Who is in  the target market ? )

(Occupants)

 1.2 (What does the consumer buy?)
 (Objects)

1.3 (Why does the consumer buy?)
 (Objectives)

1.4 (Who participates in buying?)
(Organizations)

1.5 (When does the consumer buy?)
(Occasions)

1.6. (Where does the consumer buy?)
(Outlets)

1.7 (How does the consumer buy?) 
(Operations)

mer 
 (Objectives)

1.3 r buy
 (Ob

1 rk

e consu1.2 
 (O je

Why o s th co

buuy?)

)

1.1

( Who is in  the
cupan

(What does the co

a

1.4
r((O( anganizationatio )s)

yingy

cccca ioi )
6

l
y

1.
(Organization

(
s)

ying

ccasio )
6

tl
y

5
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2.

1.)  (Product)
  2.)  (Price)
  3.)  (Place)
  4.)  (Promotion) 

25 – 39  ( ) 210
Seymour Sudman 200  95%

 210
 (Multi stage sampling)
 1  (Stratified sampling)

 50  3

1.  21

2.  18

3.  11

 2  (Quota sampling) 

 (Product)

3.)

5 0

1

(Prod ct)
)

3
 

2

1

8

 (Prom

)

 ed mplipling

 995aneymour Sudman

)
 

.)

(Price)
Place)ce

)
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  1 

 ( )  

    42           88
    36           76
    22           46

                100          210

 3  (Simple Random Sampling)
 3  2

1.
2.
3.

 4  (Purposive Sampling)

1.  (Primary Data)
210

2.  (Secondary Data) 

 (

   42   
 

 

( ) 

    42   

    
  22  

              100   

mp

osive

2.
3.

mpmpling)

11

         

2

 (Pur

imple Random

100  
22 

1 
 

  42
3  

 

)

y Da
2

2 Secon y D

y Da
2

2 S on D t )
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10

(Questionnaire)

 3
1

2

  3
4

 1 (Product)
 2 (Price)
 3 (Place)
 4 (Promotion)

 (Rating Scale)  5
 5

 5
 4
 3
 2
 1 

 5 

(Prom4 romotion
(R ti S l

(P i )2
(Place

(Product)

3

Questtionna

5
5

22

5
5

 2
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                     ( )

5 4.50 – 5.00
4 3.50 – 4.49
3 2.50 – 3.49
2 1.50 – 2.49

  1 1.00 – 1.49

(Descriptive Statistics)  (Frequency)  (Percentage)  (Mean)
 (Standard Deviation )

5 - . .2552

5

50 –
.49

(D

52

5
3.5

– 3.
9

M

 

St ta

. 2

riptp ivcr
on

Freq
n )
(Frequ

Standard Deviatio

1
2

4
3

1.50
00 .0 1.449


