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1.   

      ( 2546: 193) 

 (Analyzing Consumer Behavior) 

   

   

  6Ws  1H 

  7  

1)  ( Who is in the market?) 

      

 

2)  (What does the consumer buy?) 

  

3)  (Why does the consumer buy?)  

  

   

4)  (Who participates in the buying?) 

    

   

5)  ( When does the consumer buy?) 

    

6)  (Where does the consumer buy?) 
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7)  (How does the consumer buy?) 

  

    
 
2.  (  , 2546: 558) 

 (Marketing Communication)  

(Promotion)   

(Attitude)  (Behavior)   

(Market Communication Process)  (Remind) 

 (Inform)  (Persuade)       

   

3.  (Belch and Belch, 2005   

, 2548: 16-26) 

   

 (Promotion mix)  6   

1)   (Advertising)   

      

  

2)   (Direct Marketing)   

   

3) /  (Interactive/Internet Marketing)  

 

 

   

    

   (World Wide 

Web :WWW) 

4)  (Sales Promotion)  
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-   (Customer-oriented Sales Promotion) 

    

      

-  (Trade-oriented Sales Promotion) 

     

   

  

1) / ( Publicity/Public Relation) 

 

    -  ( Publicity)  

   

   

 

 

   -   (Public Relation)  

 

  

2)  (Personal Selling)  

  

 

4.  (  , 2551: 10) 
 1925 Strong  ( AIDA Model) 
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    (Attention)  (Interest) 

 (Desire)  (Action)  

 
5.  

     Kent Wertime Ian Fenwick  (  New Media) 

 (      , 2551) 

  (Content)  

  5  “  5 ” (5 Freedoms)  

1)  (Freedom from Scheduling)  

  

2)  (Freedom from Geological Boundaries)  

 

  

3)  (Freedom to Scale)  

  

  

4)  (Freedom from Formats) 

  

  30  

   

     

 

5)    

 (From Marketer-Driven to Consumer-Initiated, Created and Controlled) 

 

  (Blog)   

Youtube    
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 (Consumer-Created Content)  (Online 

Word-of-Mouth)  

 
6.    

                  

 

   

1)  (The Web) 

 . . 2004 2.0 

  

(Content)   2.0   (Community) 

 (Consumer-Created Content) 

 Hi5 Facebook Myspace 

Linkedin Blogspot Wordpress Oknation  

  

 (Niche)  

 

 

 

2)  (Internet Media)  

 

  (Display Ads)  (Banners)  (Buttons) 

  (Search) 

 

  90 

  (Keyword) 
  

  (Search Engine Marketing)  2  

 Search Engine Optimization (SEO) 
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  Organic Search Optimization 

   

Search Engine Marketing (SEM) 

3)  (E-mail)  

(Direct Marketing) 

  

  ( Return 

on Investment: ROI)  900  5,700 

 

  

4)  (Mobile 

Platform) 

 

 

  -  (Short Message 

Service: SMS) -  (Multimedia Messaging Service: MMS)  

  

     

 

7.  (  , 2548) 
  

  Brandage   ( )   

 . . 2547 

  

 4       

1)  Gen-B  Baby Boomers . . 2485- 2508 

 44-67  
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  Gen-B   

   

2)  Gen-X . .  2509 – 2514 

 38- 43       

   

     

3)  Gen-Y . .  2515 – 2523 

 29- 37     5 – 12   

  

  (Price Conscious)  

 

 (Instant Messaging)   

4)  Gen-M . .  2524 – 2530 

 22 - 28   

1-5  

 

  

 

    

 

 

    (2545) 

 

 1-3  

 2  

  (E-

mail)  (Chat,ICQ,USENET) 
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 3    

 

 6    

 

  

   

  (2549) 

   

 

   SMS MMS 

 31.00  

 

 3   

 /   

/  

 SMS /   

  SMS  

 SMS 

   

  

  (2550) 

 400   18-24  

  20  

  5,000  
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 (2551) 

 

 400   43-66   

 43-45    

  20,001 – 30,000  

   

    /

   


