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(Analyzing Consumer Behavior )

(Marketing Strategies) 
( , 2546:  51)
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2. (What does the consumer buy?) 
 (Objects) 

(Product Component) 
(Competitive differentiation)

3. (Why does the consumer buy?)
 (Objectives) 

3.1
3.2
3.3

4. (Who participates in buying?)
(Organizations)

5. (When does the consumer buy?)
(Occasions)

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

7. (How does the consumer buy?)
(Operations)
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  (Utility )  ( Value )

2.   (Price)

3.   (Place)

  ( Location )

4.  (Promotion)

  (Integrated
Marketing  Communication  -  IMC)

 (
, 2541: 246)

1)  (Advertising)

2)  ( Personal Selling )

3)  ( Sales Promotion )
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4)  ( Publicity and Public Relations )

5)  ( Direct Marketing )
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