21

211

2111

(1)

(Housing Need)

(affordability)

1(Housing Demand)

(Housing Need)

(Housing Want)

(Housing Deman)

Housing Demand"

,2541), 4152



2122

2123

100 %

14

(Purchasing Power)

20- 30 %
70 - 80 %

20- 30

15-30

30-65
20

10( ©543), 4



2131

20-25

2.13.2

J54), 16

30-35

15



22 R

2.2.1
2211
2212
2213
2214
MOves)
2.2.2
2221
4 H

(Voluntary moves)

2531)

97-101

16

(Forced



2222

17



2223

18



30

2224

Short

19

20-

(Pre-child stage)

(Child-bearing)

(Child-rearing)

(Post-child) 3



2.3
(Consumer behavior)
231
232
5
6 1H (Who) .
(Why) (Who)

(What)
(When).

20



(Where) ( How)
(Occupants)
(Objectives)
(Occasions) (Outlets)
(Operations )
21 7 (6 1H) 7
(S (70s)
1 (Occupants)
- 1) )
(Who is in the target 3) 1)
market?)
2 . (Occupants)
(What does the consumer
buy?)
3 r (Objectives)
(Why does the consumer
buy’
Y) )
)
3
4,
(Who  (Organizations)
participates  in  the ) 2
3 4 9

buying?)

tratr« «Bijama
« ka VI
1 708
(Object)Q
(Organizations®
2.1
(709)
(4Ps)
1)
)
3) 4
)
!
3
y



(6 H
J [
(When  does  the
consumer buy?)
6 [
(Where  does  the
consumer buy?)
[ [

(How does the consumer

buy?)

240, 8l

24

2)
Structure)
activities)

( Marketing mix

(70s)
(Occasions)
(Outlets)
(Operations)
) )
3 y
)
(
4

(Place or distribution)

(Marketing mix)
(

(Product)

4Ps )

22

(Price
(Promotion



4) (Product)
distribution)
4
241 (Product)
(Value )
(1)
( Product differentiation ) ( )
differentiation) (2) (
component)

(Product positioning)

(Product development)

improved)
(Product mix)
24.2 (Price)
Product (Cost)
( Value) ( Price )
(1)
(2) (3)
6 (!
7

4 2541), 3

(Price)

(Promotion)&r

23

(Place of

( Utility )

( Competitive
(Product

)

(New and

(Product ling)

P

(Perceived value)

(4)

143

©)



2.4.3 (Place distribution)
8
244 (Promotion)
(Personal selling) (Non personal selling)

[Integrated Marketing Communication (IMC)]

2441 (Advertising)
()
(1) (Creative strategy)
(Advertising tactics) (2) (Media strategy )
2.4.4.2 (Personal selling)
(1)
(Personal selling strategy) (2) (Sales force management)
2.4.4.3 (Sales promotion)
8 Philip Kotler, Marketing Management (

,2545),  662-663

24



25

3 (2)
(Consumer promotion) (2)
(Trade promotion) (3)
(Sales force promotion)

24.4.4 (Publicity and public relations)

2445 (Direct marketing ~ direct response marketing)
(Onling marketing)
(Response )

1 1
@ () @
2.5
(Consumer behavior model)
(Stimulus)
(Buyer’s black box)

(Buyer’s response)
(Buyer's purchase decision)
(Stimulus) (Response)
S-R Theory 9

B o



26

25.1 (Stimulus ) (Inside
stimulus ) (Outside stimulus )

(Buying motive)
( ) 2

25.11 ( Marketing stimulus )

(Marketing mix)

(1) (Product )
(2) (Price )
(3) ( Distribution place )
(4) ( Promotion )
2512 (Other stimulus)
(1) (Economic)
(2) (Technological)
(3) (Law and political)
(4) (Cultural)
25.2 (Buyer's black box)
(Black box)
2521 (Buyer characteristics)
2522 (Buyer decision process)



21

25.3 (Buyer's Response )
(Buyer’s purchase decisions ) (1)
(Product choice ) (2) (Brand choice ) (3)
(Dealer choice ) (4) (Purchase timing ) (5)
(Purchase amount)
26 ta
(
) ( )
26.1 ( Cultural factor )
2.6.1.1 (Culture )
2.6.1.2 (Subculture)
2.6.1.3 (Social class )
()
( )
2.6.2 ( Social factors )
(Value )
( Behavior ) (lifestyle ) (Attitude )



26.2.1

2622

26.2.3

2.6.3.

2631

65

1
not living at home )

children)
3
yountest childunder six )

28

(Reference groups )

2
(Primary groups )

(Secondary groups )

(Family)

(Roles and statuses )

( Personal factors )

(Age)
6 611 ,12-19 ,20-34 , 3549

( Family life cycle stage )

(Bachelor stage :young, single people

( Newly married couples :young, no

L. 6 (Full nest I



29

4 2:

(Rl
nest Il : youngest child six or over )

5 3!
('Full nest Il older married couples with dependent children )

6 1

(Empty nest I older married couples, no
children living with them, head of household in labor force )

7 2:

(Empty nest Il : older married. No
children living at home, head of household retired )

8
( Solitary survivors, in labor force )
9
( Solitary)
2.6.3.2 (Occupation )
2.6.3.3

(Economic  circumstances )
(Income )



R

2634 (Education )
(survivors, retired )

2.6.3.5 (Value ) ( Lifestyle )
(Value)
(Lifestyle )
(1)
(Activities ) (2) (Interestent )
VALS Value And Lifestyles
8 (1)
(Actualizes ) (2) ( Fulfill )
(Believer ) (3) (Achievers ) (Strives) (4)
(Experiences ) (Markers ) (5) (
Struggles )
2.6.4 (Psychological factor )
2.6.4.1 ( Motivation )
(1)
1 (2)
(Hierarchy of needs ) (3)
(4)
(5)
5
(1) ( Physiological needs )
(2) ( Safety needs )
(3) (Social needs )

(Love and belongingness need )



31

(4) ( Esteem needs )

( Self-esteem ) ( Recognition )
(Status )
(5) (Self-actualization needs )
2.6.4.2 (Perception)
( )
5
4
(1) (Selective explosure)
(2) (Selective attention)
(3) (Selective comprehension)
(4) (Selective retention)
2643 (Learning) ()
(Stimulus) (Response)
[Stimulus-Response (SR) theory]
( )
( )
2644 (Beliefs)

2.6.4.5 (Attituces)
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(Kotler. 1997 : 1988 ) 1 ( Stanton
and Futrell. 1987 : 126 )

2.6.4.6 (Personality) (Freud theory)
2.6.4.7 (Self concept )
()
0
D ? (

B Y
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