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  2.1.1  (Demand Theory) 

 ( ,2548)

 Qx = f(Px,Ax,Dx,Ox              Ic,Tc,Ec               Py,Ay,Dy,Oy           G,N,W,……) 

      Strategic              Consumer            Competitor                 Other 

                               Variables              Variables             Variables                 Variables 

                           CONTROLLABLE                        UNCONTROLLABLE 

                               VARIABLES                                     VARIABLES 

 ( )  Qx

X  ( )



9

 X 

 2 

1)  (Controllable variables)

 X  4 Ps

1.1)  X (Price of Product X = Px)

 X  X 

1.2)  X (Promotion stratety = Ax)

 (Advertising and promotion Efforts) Qx

 X 

1.3)  X  (Product Quality & design X = Dx)

 X 

1.4)  X (Place of sale = Ox)

 X  X 

2)  (Uncontrollable variables)

 3 

      2.1)  (Consumer variables)   X 

         2.1.1)  /  (Ic)

 X 

              )  (Normal or superior good) 
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              )  (Inferior good)

2.1.2)  (Consumer Tastes and Preference: Tc)

 X  X 

 X  X 

2.2.3)  (Expectation : Ec)

2.2)  (Competitor variables) 

 Y  X  Z  

 X 

2.2.1)  X (Prices of Related Products) 

 (Py)  X 

 Py  Qx

 (Pz)

 X  Pz  Qx
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2.2.2)  (Ay)

 Y  X 

 Z  X 

2.3)  (Other uncontrollable variables)  

2.3.1)  (G)  X

2.3.2)  (N) 

2.3.3)  (W)  X 

2.1.2

 S – R 

Theory  

 (Stimulus)  

 (Buyer’s black box) 

 (Response)  ( ,

2541: 128-130) 

1.  (Stimulus)  

 ( )

-
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-

-

-

-

-

-  – 

-

2.  (Buyer’s black box)  

 (Black box)

( )

3.  (Buyer’s Response)  

 (Buyer’s purchase decisions)



13

2.1.3  (Philip Kotler) 

  Kotler ( ,2541:35-36)

1)  (Product) 

2)  (Price) 

3)  (Place  Distribution)

4)  (Promotion) 

 (Marketing mix) 

 ( ,

2541:337)

5)  (People) 

6)  (Physical evidence and 

presentation) 
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7)  (Process) 

2.2

(2538)

 2 (Premium

Group)  (Standard Group) 

(2539)

 41 

 3 
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(2547)
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