4
1.
2.
3.
4.
(Gender)
Lorber Farrell, (1991) (Sex)

(Reproductive function)

(Gender)

(Brannon, 1999)



( , 2549)

(Fleck, 1984, as cited in Brannon, 1999)

2 (Biological factors)
(Environmental factors) (Pleck, 1981)

1 (Biological factors)

(Estrogens hormones)
(Androgens hormones)

( . 2530)2

2. (Environmental factors)

(Bukatko & Daehler,
1995)

(Brannon, 1999)



Brannon (1999) (Gender role)

(Sex role identity)

Bern (1974, as cited in Brannon, 1999)

1. (Masculine)

Bakan (1966, as cited in Kaplan & Sedney, 1980)

Agency

2. (Feminine)

Bakan (1966, as cited in Kaplan & Sedney, 1980)

Communion



1)

2)

13

(Androgyny)

(Undifferentiated)

(Masculinity)

Brannon (1985, as cited in Kilmartin, 2000)

(Traditional masculinity) 4

(Antifeminity)

No Sissy Stuff2

(Status and Achievement)

The Big Wheel



3) | (Inexpressiveness and
Independence)
The Sturdy Oak The Male Machine
4) (Adventurousness and Aggressiveness)
Give 'Em Hell
4

No sissy stuff
Doyle (1995, as cited in Wood, 1999)
5 1 (Don't be
female)

2)

(Be successful)

3) (Be aggressive)

4) (Be sexual)

5) (Be confident)

14



1)

2)

1)

2)

(2534)

(2539)

Connell (2005)

. 2531-2533"

15



16

(2543) "
. 2541-2542"
2
1)
(Patriarchy)
2)
2
Abbott (1992, , 2546)
“Masculine & feminine: Genders roles over the life cycle”
2 (Traditional man)

(New man) 21



2.1

(Traditional male)
(Physical and

aggression)

(Not emotionally sensitive or self-
revealing)
(Prefers

company of men)

(Strong male bonds but no

intimacy)
(Marriage as necessity, not
romantic)
(Domination of

woman)

(Sexual double standard)

(Good

girl, bad girl)

17

(New male)

(Economic achievement,

intelligence, interpersonal skills)

(Emotionally sensitive and

self-expressive with women)

(Prefers

company of women)

(Heterosexual relationships
as a source of support)

(Romantic marriage)

(Equal
relationships)
(Less of double

standard)

(Women seen more as individuals)

: Abbott, M. R. (1992). Masculine & feminine: Genders roles over the life cycle.

New York, NY: McGraw-Hill., p. 9.

(Patriarchy)



(Women'

Doyle (1989,

Liberation Movement)

1970

, 2539)

(2539)

18



(2546)

, 2539)

(2538)

, 2537)

(Gentlemen)

19



(Monogamy)

(Stiff upper lip)

Kathy Peiss (n.d., , 2550)
(Cosmetics)

(Toiletries)

Androgyny

( , 2546)



1970s

. 2518

. . 2520

2529

(Lifestyle)

GM

VB val4
W s

(., 2549)

(Magazine)

( , 2544)

GM (Gentlemen’s Magazine)

e



(Homosexual)

, 2547)

, 2544)

(Miller, 2005)

. 2547)

Mercedes

(Product)

(Lifestyle)

(Gay lifestyle)

22



23

mars,

GM, GM+, FHM, Playboy, Esquire, BOSS MAXIM

254)

(Narcissism)

Gui (2004, as cited in

Lee, 2004)

(Metrosexual) Mark
Simpson “Here
come the mirror men” The Independent 15

2537 (“Metrosexual,” 2007)

“Meet the Metrosexual”

(Simpson, 2002)



Heddoarth (2008, as ated in“Metrosexud,” 2007)
(Vetrosex.d)

@ty
Ga)  (Metrosedd,” 2007)

(&6
Pretty Boy

( Tred)

(Heterosexdl)

Sipson (A0
(Vetroseud)

24

“The rero-

«



2008, as dited in “Metrosed,” 2007)

(Prestige)

AC Neilsen

530
280 &

25

(Heodoarth,
(Segent)
(Mess make)
2550
40%
250
" 2550)



(Bard reng)
Lee (004)
21

(Fooer, 209

(Hoder, 2008

26
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(Shoprg)

(249
(Metrosexd men)
(Adivities) (Interests) (Qpiriors)
(Need)
(Need)
(Segertation)
Kaler  Keler (2006 4
(Cemogaphic segentation) (Geogratic
segvertaion) (Psydhogrgphic segentatian)
(Beraviorl segentation)

(Psychographic



28
segrertation)

(Lifestyle segrmeriatian)
(Velues) (Persoreity)

Karuk (2007) (Lifestyle)

Kaler  Keller (2006) (Lifestyle)

Hyer  Madmis (2000)
(Adtivity) (Interet) (Qpirior)
Assad (2009) (Lifestyle)
ACs (Adivities)
(Interest)
(Qpiniors)

Sdavon (A007) (Lifestyle)

(Lifestyle)

Assd (A009)
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(Qunitztive)
ACs VALS (VALSL VAL, LOY  FRMVEZ
1 AlOs
ACs

(Hoyer &Medimis, 200 Sdaon (2007)

ACs
Assael (2004) AlOs
2 1) (Boardlifestyle)
) (Specific

product)



V
AGCs 4
(Adivities) (Interests) (Qdnos)
Cenogaphics)  Bod, Badwdl  Mriad (19)
(Activities)
(Interests)
(Opinions)
(Demographics)
22 AGs
Activities Interests Opinions
Work Family Themselves
Hobbies Home Social issues
Social events Job Politics
Vacation Community Business
Entertainment Recreation Economics
Club membership ~ Fashion Education
Community Food Products
Shopping Media Future
Sports Achievements Culture

: Adgpted from Sdaron, M R (2007). Consumer behavior: Buying, having, and

22)

Demographics
Age

Education

Income
Occupation
Family size
Dwelling
Geography

City size

Stages in life cycle

being (7 ed). Uaper Sacde Rver, NI PrerticeHH, p 217.

30



kil

Hawkins, Best, ~ Coney (2004)

AlOs 1) (Attitudes)
2) (Values)
3) (Mediapatterns)
4) (Usage rates)
(Heavy)
(Medium) (Light) (Non-users)
(A3
AGCs
14 1)
2)
3
4
9
6
7)
9
9
10
1)



Homey gay lifestyle

(4

14
(A3
ACs
2
3
4
9
6
(
AGCs
() 6 1)

Night going gay lifestyle

3  Obviouslygay lifestyle
4)  Trendygay lifestyle

5  Conservative gay lifestyle

)

32



33

Healthy gay lifestyle
()

()

Miler (2000) 190
Newrren)
6 Modists,  Tredes  The
indfferert,  Woking-dass puitars, Soddde spenders Fessure
Sedkers 6 ' 8 Portificatars, -

adnirers, SHfedatas,  Tdenties, Cardeas, Aat-
gadaars, Segonakers Passve enturers

BuanessW\aek 4 29
(Mdesgpng) S D
The metrosexual 2050
(Bad rene)

RG Bdestof  RdoRdphlaren?  The matunteen

Addes Sy Wileerd  The modem man
Merosed — Retrosedd

Philips Nordlao 4)
The dad
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Dsnad Paek Philippe ) The retrosexual

1
(‘Afherdy guide to the mele shopper,” 2006)
Bonles (1983 as ated in Hankirs et d., 2004)
1544
6 1 (Self-
aware) Bushan)
2 (Fashion-
directed) (Bushan)
3
(Green goddesses)
Buha) 4
(Unconcerned)
9
(Conscience-stricken)
6
(Dowdies)
2
2 VALSVALSL
VALS?
.. 1978 Sarfod Research Intemationdl’'s Consuiing Business
Intelligence (SRGHI)
VALS (Values ad Lifestyle Sygta)
(Hankirs, et d., 2009) VALS .19
RCH VALS

VALS? (Schiffren & Kank, 2007)
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VALS
Monen  Mnor (1998)
VALS (Medow's
hierarchy-of-needks), (Vlue),
(Ufestyle)  AO
(Inner-directed)

(Quter-
drected)

VALS 4 4

21 VALS

NYUHFUHEIY
(Integrated)
( nq’uﬂ::«un‘nuhﬁv naulanusuladaudiuny \
(Achievers) (Social conscious)
antwa
— — — mulu
ngufluumaaEuULY naudildszaunisol
(Outer- vy (Inner-
(Emulators) (Experientials) .
directed) \ directed)
niudReIMIuARIAUTUEINES ntiui'mf]ud’maa
\ (Belongers) (l-am-me) }
\. ™ .r./ \
NRNEWURLITH
(Sustainers) .- o
WIIHANAUTIN
} anuiniiu
ngudaniia (Need-driven)
(Survivors)
)

 Michell, A (19683) The Nine Arericen Lifestyle. NY: Meanillan



Consaveive)

36

(Need-dhiven)

( fior) (@9

(Sustainer) (79

(Quter-directed)
3
(Belongers) (339

(Emulators) (10°9

(Achievers) @9
(Republican)

(Inner-directed)
(Asxxtive) 3

(I-am-me) (349

(Experiential) (5%) 52

(Socially conscious) (12249
(VetLre)
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(Integrated person) (24
(Inner-directed) Quter-

directed)
VAS
2 3 2
(Belogers) (Adeers)
.
VALS
(Hankirs et d., 2009)
VA
Hankins et a., (2004) VAL
VALS
(Meslow's hierardy of neads)
(Sef-ariented)
(fssd, 20 VAR 4 D
(Hoer & Medmis, 2000
1
2
3
4
)
6 (Hankins et d., 2009)
Shifiren Kank (2007) VA
VAS VA2
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(Consumer capacities/Self-orientations)

(Education), (Incore), I
(Setf-conficence), (Hedith) (Eegamessto buy),
(Intelligence), Eegyled) 2
(Resources) (Psydhdagicd),
(Fryscal) (Demographio),
(Veteriel) S
(
22)
1 (Cosume
capedities/Saf-orientations) 3
1 (Prindple-ariented)
Hyer&
Medmmis, 2000)
(Fulfillers/Thinkers)
(Perfessiorel)
(Vele-orierted)
(Believers)
1 3
2

2 (Sesaiented)
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(Achievers)
(Consvetive)
highends
(Strivers)
(Adnevers)
(Bre odlar)
(Syle)
3 (Adionrariented)
(Monen &
Mo, 1998
(Experiences)
(Makers)

(Sfaufidens)



(Functiorel)

(Quichoa)
2 (Resouross)
(Hankirs et dl., 2004) 2
(Actualizers/Innovators)
(Tee derge)
(Teste)
(Indiepencience) (Crerageristics)

(Smugglers)
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22 VAR

High Resources

Principles-Oriented Status-Oriented Action-Oriented

m Low Resources

: Amoud, E, Pice L, &Znikken, G (2006). Consumers (2d ed). New Yak, NY:

77\

MoGawHll. p 432
VA VA
(Vekers)
(Experiences)
VA
VA (Fee)
Y (Egoinvalving)
Merceckes (Hankirs et
d., 200
3 LOV
VALS .. 1983 Kale mer
University of Mdigen Sunvey Research Gerter
List of velues (LOV)

(Sfahirigeedvale) 2
(Temirel valLe)
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(Instrurental

vaue) (Hoyer & Medmis, 2000)
LOV
9
(List of values) 3  (Monen &M,

1998

1 (Individual values) 4

(Sefrespedy) (S of

acconplishrent) (Seifutfllert)
(Edteren)

2 (Value focus on external world) 3

(Seaunty) (S d

belonging) (Being el respected)

3 (Interpersonalorientation) 2

(W\am rdationships with athers)
(Aln ad enjoyrert in life)
Kahie et d. (1986) VAS OV
(Adeers)  VALS (S=of
acoconishren) LOV
u VAL
Noek  MacBoy (1990) LOV
VALS
4 PRIV
PRIVZ

(Geodenoggahic)



Repciicring

43

(Sdamon, 2007)
PRVZ Potertia Rating Index by Zip Markets
Qaites
(6%
6 Hite sburts
Rustic iMng
(Simp, 2000
VALS
Hankirs et d., (2004)
Yarkdovich
MONITCR MnoBese (Velues) (Lifestyle)
(Motivations)
MONTCR MnoBase
1 (Materialism)
2 (Technology
Orientation)
3 (Family values)
4, (Conservatism)
3
(Cynicism versus optimism)
6 (Social

interaction) 7. (Activity level)



(Life cyde) 8
)  Upand Comers (16%9

2)  Aspiring
Achievers (&4 (Sat-diven)
]
3 Realists (1299 18
4)  New Traditionalists (1499
18

5  Family Centereds (14%9
Individualists (629
7)  Renaissance Masters (13%9

8  Maintained (1729

(International Lifestyles)

Hoyer  Medmis (2000)
]
]
Badker Sadlovogd Bates Waridhnice
QadA Sen
( )
5
1 (Strivers) (2629
(Tire) (Erey)



4

(Achievers) (2299

3 (Pressured)
(1349
4
(Adapters) (18%9
5 (Traditional) (1629
Qdd= San
(Hankins et dl., 2004 Hoyer & Medmnis, 2001)
Youg & Ridam QuossQuture Consuer
Cheradterizations (43 (€szy)
(Motvetions) (Values) (Lifestyle)
(Buying petters) 7 1)
Resigned poor
(Recdll) 2 struggling poor
(Prysical sy
3  Mainstreamers
(Beryday lovpiog)4)  Aspirera
(Cesg)
(Padagng) (Seasoed sdle)

(Lnited ection) 5 ~ Succeeders

6)  Explorers
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7)  Reformers

(Hoyer & Medmis, 2000)
Eqoerien
Qdd MORAC 19
14
Yyaes
Yupaes
(Sdamon, 2007)
Jaen VALS
i
(Lfe arientatios)
2

(Attitudes to sood dange) ) (Trediordl
vwas)4d)  (Gooypetion) 9 (INnovetion) 6)
(Adeerets) ) (SeFeqressan) (Hoer &

Medrris, 2001)

6
1D Integrators (4%
2)  Self-Innovators
(P9  Self-Adapters (1199
3  Ryoshiki
Innovators 679  Ryoshiki Adapters (1029
4)  Traditional Innovators %9  Traditional Adapters
(1079
5  High Pragmatics (14%9  Low
Pragmatics (1729

6  Sustainers (15% )

(Amould, Pice, & Zirkhen, 2005)



AO

AO
Sdaron (2007)
(Attitucke djedt, A0)
Monen  Mnor (1998)
Fsben  Azen (1975 as ated in Luiz, 1991)
Kaler  Keller (2006)
, Qgeat)
(Icks)

Assed (2004)

47



Assael (ZD4)

(Personality)

Sthifiren Kanuk (2007)
(Family)

(Peer-group influences)

Asseel
(204

(Information and experience)

(s, 2004 Schiffren & Kanik, 2007)
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Shifren Kank (2007)
(Direct

marketing program)

(Logte menary)

(Monen & Mnar, 198)

Kaiz (1960, as ated in Assadl, 2004, Monen & M, 1998)
4 1) (Utliterian fundtion) 2)
(Ego-defenave fundion) 3) (Knonleche
fudion) 4 (Vaeeqessoanfudion)  Pelof
(200 2 5 (Soddl edsive) )
(Sodd ickertity)

1 (Utilitarian function)



Inege)
procLo)

(Ego-defensive function)

(Knowledge function)

(Value-expression function)

(VelLes) (Lifestyle) (Saf
(Hah indverrent

(Social adjustive)

(Social identity)
(Shaitt & Nelson, 2000, as dted in Perldff, 2003)



(Assael, 2004)

3 ( 2.3) (Assael,

2004; Hawkins et al., 2004; Schiffman & Kanuk, 2007)

1. (Cognitive component)
(Knowledge) (Beliefs)
2. (Affective component) (Emotions)
(Feelings)
Pepsi Max

3. (Conative or Behavioral component)

51
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I l'A\Pepsi Max
, N

2.3 (Tripartite view of Attitude)

Attitude
Cognition Affect Conation

: Lutz, R. J. (1991). The role of attitude theory in marketing. H. H. Kassarjian &
T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp. 317-339).

Englewood Cliffs, NJ: Prentice Hall, p. 319.

Vi

(Affective component)

(Conative or Behavioral

component)

(Assael, 2004;

Hawkins et al., 2004)

Lutz (1991)

(Antecedents
of attitude) (Consequences of attitude) (Fishbein

& Ajzen, 1975, as cited in Lutz, 1991) (Beliefs)



(Attitude) (Intention)

(Behavior) 1

2.4

2.4
(The Unidimentionalist View of Attitude)
Beliefs »|  Attitude »| Intentions »| Behavior
(Cognition) (Affect) (Conation) (Conation)

: Lutz, R. J. (1991). The role of attitude theory in marketing. H. H. Kassarjiian &
T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp. 317-339).

Englewood Cliffs, NJ: Prentice Hall, p. 320.

Hierarchy of effect

3 (Assael, 2004) standard learning hierarchy, Low-involvement hierarchy,
Experiential hierarchy Mowen Minor (1998)
Behavioral influence hierarchy ( 2.5)

Standard learning hierarchy

A high-involvement hierarchy



Low-involvement hierarchy

2-3

Experiential hierarchy

Behavioral influence hierarchy



2.5 Hierarchy of Effects

Standard Learning Hierarchy

e

Low-involvement Hierarchy

Beliefs Behavior

Experiential Hierarchy
Behavior [ Beliefs >

!

v

Behavioral Influence Hierarchy

. Adapted from Mowen, J. C., & Minor, M. (1998). Consumer behavior (5th ed.).

Upper Saddle River, NJ: Prentice-Hall, p. 256.

(Theories of attitude formation and

change)

1. (Consistency theory) Lutz (1991)

1.1 (Balance theory)

(Assael, 2004) Heider (1958, as cited in Arnould et al., 2005)

55



3
(P), (Attitude object) (Ao), (X) (
2.6)
2.6 Heider
0 The attitude object
The Person P

X
A related object, Person,
Attribute, or Consequence

: Lutz, R. . (1991). The role of attitude theory in marketing. H. H. Kassarjian &
T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp. 317-339).

Englewood Cliffs, NJ: Prentice Hall, p. 321.

(+) )

(0) (X)
(0)
(X) Scott
(0) (X)
(P)
(X)
Scott
Heider (1958, as cited in Arnould et al.,, 2005)
4

( 2.7)
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2.7

(Four possible balanced configurations)

0 (0] (o) (o}
+ + - =

P * P 23 P + P -
+ - - +

X X X X

: Lutz, R. J. (1991). The role of attitude theory in marketing. H. H. Kassarjian &
T. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp. 317-339).

Englewood Cliffs, NJ: Prentice Hall, p. 322.

P)
(X) (X)
(0)
(X) (P) (X)
(0)
(P)
(X) (0) (X)
(0) (P)
7 (X
(0)
7
(P)
(X) (X) (0)
(P) (0) (P)
(X) (0)
(P)
(X) (X) (0) (P)
(0) (P) (X)

(0)



Sdamn (2007) m i

Tesco Lotus

(Lutz, 1991)

12 (Theory of cognitive dissonance)
Festinger (1957, as cited in Lutz, 1991)

(Dissonance)

(Post-purchase dissonance)



59

2. (Multiattribute attitude model)

Solomon (m

Fishbein (1963, as cited in Assael, 2004)

(Strengths) (Weakness)
(Evaluation of product attributes)
(Brand beliefs)

(Over brand evaluations)

(Intention to

buy) (Behavior) ( 2.8)



2.8

(Fishbein’s Multiattribute Model)

Evaluation of
product attributes

Overall brand Intention to buy Behavior (B)
evaluations (Ao) " (Bi)

Brand beliefs (bi)

: Adapted from Assael, H. (2004). Consumer behavior: A strategic approach.

Boston, MA: Houghton Mifflin, p. 225.

Hanna Wozniak (2001)

Unif
Fishbein (1963, as cited in Assael, 2004)
Fishbein
3. (Theory of reasoned action)
Fishbein
(1963, as cited in Assael, 2004)
(Attitude toward the behavior) (Attitude

toward the object of behavior)

Pepsi Pepsi



(Beliefs)
(Action)
(Attribute)

1

(Subjective

norms)

(Normative control)

(Normative belief)

(Motivation to comply) '

2.9) (Lutz, 1991; Assael, 2004)

2.9 (Fishbein’s Theory of Reasoned Action)

Beliefs about Evaluative Normative Motivation to
Consequences of | | Aspects of Beliefs Beliefs about Comply with
Engaging in the about What Others Normative
Behavior (bi) Consequences (ei) Expect (bi) Belief (mi)
[ l | L 1 J
Attitude toward Subjective Norm
the Behavior (SN)
(AB)
I l
v
Intention to
Perform the
Behavior (I)
Overt Behavior
(B)

: Lutz, R. J. (1991). The role of attitude theory in marketing. H. H. Kassarjian &
T. Robertson (Eds.), Perspectivesin consumerbehavior (4th ed., pp. 317-339).

Englewood Cliffs, NJ: Prentice Hall, p. 332.

61



(Attitude Measurement)

Aakeretal. (2001)

62

(Psychological constructs)

(Intangible) (Aaker et al., 2001)

1989)

(Multiple-item scales)

(Abstract constructs)

1)

that you want to measure)

(Shimp,

Likert scale

Aaker et al. (2001)

(Multiple-item scales)

(Determine clearly what it is
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2) (Generate as many items as possible)
\%
3) (Ask experts to evaluate the
initial pool of items) \%
(Validation)
4) (Determine the type of attitudinal
scale to be used) Likert scale, Semantic-

differential scale

(Multiple choices Itemized category) Likert scale

5) (Include validation items in the scale)

6) (Administer the items to an initial
sample)

7) (Evaluate and refind the

items of the scale)

(Correlation)



8)
Hoyer Maclnnis (2001)
Engel, Blackwell Miniard (1985)
Arnold (2005)
Mowen Minor (1998)

(Buying units)

Solomon (2007)

(Optimize scale length)



Hawkins

(Lifestyle)

2.10

65

)

2.10

(Self-concept)
(Internal influence)

(Extranal influence)

(Overall Model of Consumer Behavior)

Extranal Influences

Culture
Subculture
Demographics
Social Status
Reference Group
Family

Internal Infl

Perception
Leaming
Memory

Motives
Attitudes

Experiences and Acquistions

Decision Process
Stituations

Problem Recognition

Information Search

Self-Concept Needs
and
et [“owe | | AemtaEn

|

Outlet Selection
and Purchase

Postpurchase Processes

E : and Acquisti I

: Adaﬁ;aj_fro_m H.Favfkins, ., Best, R. ., & Coney, K. A. (2004). mma

rgqra%/(gth ed.). Chicago, IL: Irwin, p. 471-472.



(Internal Influence)

(Learning)

Assael (2004)

learning) (Solomon, 2007)

Schiffman & Kanuk (2007)

(Motivation), (Cues), (Responses)

- (Motivation)

(Want)

- (Cues)

(Product specific)

66

(Incidental

(Reinforcement)

(Need)

(Involvement)

(Designer)
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- (Responses)

- (Reinforcement)
Hawkins (2004)
(Positive reinforcement)
(Negative reinforcement)
Pepsi

Pepsi

2 (Assael, 2004;

Schiffman & Kanuk, 2007)

1 (Behaviorist learning)

11 (Classicalconditioning)



68

12 (Instrumental conditioning)
2. (Cognitive learning)
Schiffman
Kanuk (2007) Cognitive learning

(Information processing)

Schiffman Kanuk (2007)
3 (Formal learning)
(Informal learning)

(Technical learning)

(Perception)

(Stimuli)
(Recognizes) (Selects)
(Organizes) (Interprets)
(Schiffman & Kanuk, 2007)
(Sensory
threshold) ( lower-upper threshold)
(Absolute

threshold)
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(Difference threshold)

(Hanna & Wozniak, 2001; Assael, 2004)

A4 2 500 503

J.N.D. (Just noticeable difference)
nssaet, 2004)
J.N.D. Hershey
3 23 Hershey
14

* J.N.D.
J.N.D.
Assael (2004) 3
(Perceptual selection) (Perceptual organization)

(Perceptual interpretation)

(Perceptual selection)
Schiffman & Kanuk (2007)

(Exposure) (Attention)

Assael (2004)



Schiffman & Kanuk (2007)

1

2)

3)

4)

factor)

(Selective exposure)

(Selective attention)

(Perceptual defense)

; (Perceptual blocking)

(Perceptual organization)

Assael (2004)

70

(Flush



(Closure)

(Grouping)

(Proximity)

2)

(Continuity)

(Context)

(Perceptual interpretation)

Schiffman & Kanuk (2007)

Assael (2004)

(Categorization)

(Inference)

(Similarity)

)

1)



(Attitude)
Solomon (2007)
(Attitude object, Ao)

Assael (2004)

2 3

(Schiffman & Kanuk, 2007)

1. (Beliefs: The cognitive component)
(Beliefs)
2. (Overall brand evaluation: The affective component)
(Beliefs)
3. (Intention to buy: The behavioral component)
(Intention to buy)
(Affect) (Cognition Beliefs)

(Conation)
(Intention to buy Behavior)

(Lutz, 1991)

72
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(Motivation)
Hawkins (2004)
(Motive)
Schiffman Kanuk (2007)
(Motive)

(Innate needs)
(Primary needs)

(Acquiredneeds)

(Secondary needs)

(Schiffman & Kanuk, 2007)

(Rational motives)

(Emotional motives)

(Schiffman & Kanuk, 2007)

(Hawkins et al.,
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Maslow (as cited in Kotler & Keller, Z(IB, Schiffman & Kanuk, ZD?) 5
(Psysiologicalneed)
(Safety need)
(Socialneed)
) (Self-esteem

need)

, (Self-actualization need)

(External Influence)

(Culture)

Assael (2004)

Schiffman Kanuk (2007)

(Schiffman & Kanuk, 2007; Assael,

2004; Solomon, 2007)



(Enculturation)

2004)

(Acculturation)

(Sanction)

Assael (2004)

(Subculture)

Assael (2004)

(Cultural norms)

(Hawkins et al.,

75



Assael (2004) 3

1)

2)

3)

Assael (2004)

(Group and Reference Group)

(Social group)

(Hanna & Wozniak, 2001)

(Reference group)

(Mowen & Minor, 1998)

76



(Assael, 2004)

(2549)
Assael (2004) 3
. (Informational influence)
. (Comparative influence)
. (Normative influence)
(Sanction)

(Credibility) (Attractiveness) (Power)
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(High
credibility)
(Schiffman & Kanuk, 2007)
(Family)
(Family) 2
(Schiffman & Kanuk, 2007)
(Nuclear family)
(Extended family)
(Assael, 2004; Solomon, 2007)
Schiffman Kanuk (2007)

Assael (2004)

5 (Gatekeeper) (Influencer)



(Decision maker) (Buyer)
Kanuk (2007)

(Influencer)

(Gatekeeper)
(Decisionmaker)
(Buyer)
(Preparers)

(Users or Consumers)

(Maintained)

(Disposers)

(Consumer)

8

Schiffman

79



(Hanna & Wozniak, 2001)

(Social class)

(Assael, Z:D4'; Schiffman &

Kanuk, 2007)

(Upward mobility)
(Downward mobility)
(Verticle mobility)

mobility)

(Individual mobility)

(Group mobility)

(Schiffman & Kanuk, 2007)

(Horizontal



Solomon, 2007)

Warer (1941, asated in

(Upper-upper class)

(Lower-upper class)

(Upper-middle class)

(Lower-middle class)

(W hite collar)



Assael (2004)

Assael (2004)

making)

Assael (2004)

2.11)

involvement)

(Habit)

82

(Upper-lower class)

(Blue collar)

(Lower-lower class)

(Consumer decision making)

(Consumer decision

4 (
(Degree of involvement in the purchase)
(High involvement) (Low
(Extent of decision making)

(Decision making)
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211 (Four Types of Consuer Beéavian)
High Involvement Low Involvement
DECISION PROCESS DECISION PROCESS
Complex Decision Making Limited Decision Making
. HIERARCHY OF EFFECTS HIERARCHY OF EFFECTS
Decision  Belief Belief
Making  Evaluation Behavior
Behavior Evaluation
THEORY THEORY
Cognitive Learning Passive Learning
DECISION PROCESS DECISION PROCESS
Brand Loyalty Inertia
HIERARCHY OF EFFECTS HIERARCHY OF EFFECTS
Habit Belief) Belief
Evaluation) Behavior
ehavior (Evaluation)
THEORY THEORY
Instrumental Conditioning Classisal Conditioning

: Assael, H. (2004). Consumer behavior: A strategic approach. Boston, MA:

Houghton Mifflin, p. 100.

(Complex decision making
Extended problem solving)

(High involvememt)

(Internal search)

(External search)

(Schiffman & kanuk, 2007)

(Limited decision
making) (Low involvememt)

(Feeling and emotion)



(Schiffman & kanuk, 2007)

[

(Brand loyalty)

(Habitual
decision)
(Brand loyalty)
(Assael, 2004)
(Inertia)
(Habitual decision)
(Routinized basis) (Assael, 2004)
Hawkins (2004)
3 1) Norminal
decision making Routine response behavior (RRB)

(Brand loyalty)

(Inertia)
2) Limited problem solving (LPS)
(Limited decision making)
3) Extended problem solving
(EPS) (Complex decision

making)

84



Hawkins

(

2.12

(2004)

2.12)

Assael (2004)

(Involvement and Type of Decision Making)

Low-purchase

High-purchase

[nvolvement *

Nominal Decision Making

* |nvolvement

Limited Decision Making Extended Decision Making

Problem Recognition
Generic

v

Information Search
Internal External

l

Alternative
Evaluation Many
Attributes Complex
Decision Rules Many
Attributes

l

Purchase

Problem Recognition Problem Recognition
Selective Generic
l v
Information Search Information Search
Limited Internal Internal Limited
Extranal
Alternative
Evaluation Few
Attributes Simple
Decision Rules Few
Attributes
X “
Purchase Purchase
v
Postpurchase No Postpurchase No
Dissonance Very Dissonance Limited
Limited Evaluation Evaluation

v

Postpurchase
Dissonance
Complex Evaluation

: Hawkins, D. I., Best, R. J., & Coney, K. A. (2004). Consumer behavior:; Building

marketing strategy (9th ed.). Boston, MA: McGraw-Hill, p. 502.

identification) 2)

1

(Information search) 3)

(Problem
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(Alternative evaluation) 4) ot (Purchase decision) 5)
(Postpurchase decision) ( 2.13)
2.13

(Five-Stage Model of the Consumer Buying Process)

Problem recognition —

}

Information search

!

Evaluation of alternatives

l

Purchase decision

)

Postpurchase behavior

: Adapted from Solomon, M. R. (2007). Consumer behavior: Buying, having, and

being (7th ed.). Upper Saddle River, NJ: Pearson Education, Inc. p.305.
1 (Problem recognition)
Solomon (2007)
(Desired state) (Current situation)
(Need recognition)
Assael (2004)
1) (Consumer past experience)

Vasaline

Vasaline



2) (Consumer characteristics)
3) (Consumer motives)

4) (Environment influences)
5) (Past marketing stimuli)

Assael (2004)

Maslow 5 1) (Physiological) 2)
(Safety) 3) (Social) 4)
(Esteem) 5) (Self-actualization)
2 1)
needs)

(Hedonic needs)

Miller (2005)

1996

(Utilitarian

2)
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2. (Information search)

(Information search)

(Solomon, 2007)

(Assael, 2004)

Hoyer Maclnnis (2001)

(Perceived risk)

Solomon (2007)

1) (Financial risk)
2)
(Physicalrisk)
4) (Social risk)

5) (Psychological nsk)

3)

S0

(Performance risk)

88
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(Information resources)

Assael (2004)

2 (Personal and non personal)
(Marketer-controlled and Non-marketer-controlled) (
2.14)
2.14 (Sources of information)
Personal ~ Nonpersonal
* Salespeople * Media advertising
Marketer-controlled Telemarketing * In-store displays
* Trade shows * Sales promotion
* E-mail * Packaging
* Internet advertising
» Word of mouth * Publicity
Non-Marketer-controlied + Professional advices - *Neutral sources (e.g.
» Experience from consumption  Consumer reports) .
* Chatrooms * Informediaries (e.g. Website)

: Adapted from Assael, H. (2004). Consumer behavior: A strategic approach (sth

ed.). New York, NY: Houghton Miffin, p. 188.

(Salespeople),
(Telemarketing), (Trade shows), (E-mail)

(Word of mouth),

(Prefessional advices), (Experience
from consumption) (Chatrooms)
(Media advertising), (In-Store displays), (Sales
promotion), (Packaging), (Internet
advertising)
(Publicity),

(Neutral sources) (Consumer report)

(Infomediaries) (Hoyer & Maclnnis,

2001,



Assael (2004)

(Conditions of information search)

90

(Types of information search)

Solomon (2007)

1

(Internal search)

(External search)

(Symbolic items)

Maclnnis (2001)

(Prepurchase search)

Hoyer

(Ongoing search)

2)

(Deliberate search)

(Internal versus external search)

(Deliberate versus accidental search)



(Accidental search)

3)

4)

(Compensatory)

D

91

(The economics ofinformation) Solomon (2007)

(Variety seeking)

(Hedonic)

(Evaluation of alternatives)

(Top of mind) Solomon (2007)

(Noncompensatory)

(Noncompensatory decision mies)



11

12

Lexicographic rule

13

14

2)

Lexicographic rule [

Eliminate-by-aspects rule

(Cutoffs)

Conjunctive rule

(Cutoff)

Disjunction rule

Conjunctive

(Compensatory decision rules)
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21 (Simple additive rule)
2.2 (Weighted additive mie)
4. (Purchase decision)
Assael (2004) (Purchase)

(Product choice)

3 1)
(Fully planed purchase)
2)
(Partially planed purchase)
3) ( planned purchase
Impulse buying)
5. (Postpurchase behavior)
Schiffman Kanuk (2007)

(Degree of commitment)

(Important) (Difficulty) (Anxiety)



Assael (2004) 2

(Utilitarian)

2 (Hedonic)

Solomon (2007)

(Assael, 2004)

(Cognitive dissonance) Postpurchase dissonance

(Mowen & Minor, 1998)

(Habitual decision making Nominal decision
making) (Limited decision making)
5
Mowen Minor (1998) (Involvement)

Solomon (2007) (Involvement)
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3 1) (High
involvement) 2) (Medium involvement) 3)
(Low involvement)
1) (High involvement)
2) (Medium involvement)
(Switch brand)
3) (Low involvement)

(2542)
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Hoyer Maclnis (2001) 4
(Cognitive involvement)
(Affective involvement) (Enduring involvement)

(Situational involvement)

(Cognitive involvement)

(Affective involvement)

(Enduring involvement)

(Situationalinvolvement)

96



97

3

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY



	บทที่ 2 แนวคิด ทฤษฎี และงานวิจัยที่เกี่ยวข้อง
	แนวคิดเกี่ยวกับเมโทรเซ็กส์ชวล
	แนวคิดเกี่ยวกับรูปแบบการดำเนินชีวิต
	แนวคิดเกี่ยวกับทัศนคติ
	แนวคิดเกี่ยวกับพฤติกรรมผู้บริโภค
	สมมติฐานการวิจัย


