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Prentice Hall, 2000), p. 551.

TUAAH WANAUAA, N19RAANITINANNNIIARIA (NFINWNINUAT: 1T RLlTh

Wagy Anm, 2546), W. 4.
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IRk Philip Kotler, and Gary Armstrong, Principles of Marketing (International Edition),

9" Edition (Upper Saddle River, N.J.: Prentice Hall International, Inc., 2001), p. 432.
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AN - Philip Kotler, Marketing Management, 9" edition (Englewood Cliffs, NJ: Prentice-Hall,

1997), p. 179.

°Leon G. Schiffman & Leslie L. Kanuk, Consumer behavior, 7" ed.

(Englewood Cliffs, NJ: Prentice-Hall, 2000), p. 659.
6Philip Kotler, Marketing Management, 9" ed. (Englewood Cliffs, NJ:

Prentice-Hall, 1997), p. 179.
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7Roger D. Blackwell, Paul W. Miniard, & James F. Engel, Consumer behavior,

9" ed. (New York: Harcourt, 2001), p. 72.

®Leon G. Schiffman & Leslie L. Kanuk, op. cit., footnote 5, p. 663.
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v
o

8999901 Tauailanm, n1saesdninaltutiigla, AuWATIN 2

(NTUNNHYIUAT: AIUNANNUNTNIAINIINNNINENAE), 2542), U, 39.
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""Carter V. Good, Dictionary of Education (New York: McGraw-Hill Book

Company, 1973), p. 325.

12Benjamin S. Bloom, J. Thomas and Greorge F. Madus, Handbook on

Formative and Sumative Evaluation of Student L earning (New York: McGraw-Hill Book

Company, 1971), p. 271.
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“a99990u Tauailanm, n1sdesnnivaltuiiigla, 1. 36.
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.M. Newcomb, Social Psychology (New York: Dryden Press, 1954), p. 128.

"Milton J. Rosenberg and Carl I. Hovland, Attitude OrganiZation and Change

(New Haven: Yale University Press, 1960), p. 1.

ey anziofiy, UANTINAAZRNT. U. 63.
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WQZimbardo and Ebbesen, Influencing Attitudes and Changing Behavior

(Massachusettes : Addison-Wesley Publishing Company Inc., 1969), pp. 7-8.

“dszniiey goseny, viAuAR: n13danisulaauulasuazngpngsneude

(NPINNNUIBAT: WITHDUI, 2520), 1. 16.
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#LJ Cronbach, Educational Psychology (New York: Harcourt, Brance and

Company, 1963), pp. 68-70.
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