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This research aims to study the relationship between purchasing decisions about 

the macaroon recipe in Laduree in Bangkok, the service marketing mix and brand equity. The 
samples consisted of four hundred customers who purchased macaroon Recipe's Laduree in 
Bangkok. Statistics for analysis were percentage, mean, standard deviation, t-test, one-way 
analysis of variance and Pearson product moment correlation coefficient. Most of the 
customers were female, aged between twenty-four and thirty-one, single, students and with a 
monthly income of 10,001 to 20,000 Baht. The results of the study found the following: The 
service marketing mix found that customers emphasized the service marketing mix at high 
level overall. Brand equity found that customers had positives opinions of brand awareness 
and brand image at a high level overall. Purchasing decisions found that customers had 
positives opinions at the highest Level overall. The results of the hypothesis testing were as 
follows: Customers of different ages and marital status made different purchasing decisions 
about macaroon at Laduree at statistically significant levels of .05 and .01, respectively. The 
service marketing mix in the dimensions of personal service, physical evidence and promotion 
had a low-level positive relationship with purchasing decision on macaroon at Laduree in 
Bangkok, which were at statistically significant levels of.01 Brand equity in the aspects of 
brand image, including the attributes and strength of brand associations, as well as the 
uniqueness of the brand associations had a low-level positive relationship with purchasing 
decision on Laduree in Bangkok, which were at statistically significant levels of .01 
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ÛØØöć 1  
ÛØÚČó 

 
áúâõìæòÈ 

ÖòĈÈĀÖ¬îÕöÖÉÚ×÷ÈÜòÉÉùÛòÚÜäñÿØéăØãâöÂóäÿÃ­óâóÃîÈèòÓÚÙääâÉóÂÖ¬óÈÜäñÿØé Āæñâö
ÂóääòÛÿîóèòÓÚÙääâÉóÂÜäñÿØéÿìæ¬óÚòĈÚâóÕ­èã āÕãÿÊßóñÜäñÿØéØóÈÞòćÈÌöÂāæÂÖñèòÚÖÂìæóã
Õ­óÚ ÜäñÂîÛÕ­èã Õ­óÚÂóäßòÓÚóÜäñÿØé Õ­óÚÂóäé÷Âêó Õ­óÚÂóäÕČóäÈËöèõÖ ĀæñÕ­óÚîóìóäÿÜĆÚ
Ö­Ú Ì÷ćÈèòÓÚÙääâØöćÿÂöćãèÃ­îÈÂòÛîóìóäÂĆäèâăÜ×÷ÈÂóääòÛÜäñØóÚîóìóäè¬óÈäñìè¬óÈâøĈîîóìóä
ÕòÈÚòĈÚÉ÷ÈâöÂóäÿÃ­óâóÃîÈÃÚâîÛ ĀæñÿÛÿÂîäöćëòÎËóÖõÖñèòÚÖÂìæóãËÚõÕ ĂÚÛääÕóÃÚâÿìæ¬óÚòĈÚ 
ÃÚââóÂóäîÈÃîÈÜäñÿØéÞäòćÈÿéëÿÜĆÚëõćÈØöćĂì­Åèóâäú­ë÷ÂĀÜæÂĂìâ¬ ìäúìäó âöäñÕòÛÂòÛÝú­ÛäõāáÅ 

ËóèăØã  ÜòÉÉùÛòÚÂóäÿÖõÛāÖÃîÈÖæóÕÙùäÂõÉä­óÚîóìóäè¬óÈ ÜäñÂîÛăÜÕ­èã  ä­óÚÿÅäøćîÈÕøćâ ä­óÚËó
ÂóĀà ä­óÚÿÛÿÂîäöć ä­óÚÃÚâîÛ ä­óÚăîéÂäöâ  Āæñä­óÚÃÚââóÂóäîÈ ØöćÿäõćâăÕ­äòÛÅèóâÚõãâĂÚ 

ÂóäÛäõāáÅâóÂÃ÷ĈÚĀæñâöĀÚèāÚ­âăÜĂÚØóÈØöćÕöîòÚÿÚøćîÈâóÉóÂßåÖõÂääâÃîÈÝú­ÛäõāáÅØöćÚõãâ
äòÛÜäñØóÚÃÚâìèóÚÿÜĆÚîóìóäè¬óÈâóÂÃ÷ĈÚ ÉñÿìĆÚăÕ­ÉóÂë×õÖõĂÚÂóäÛäõāáÅîóìóäè¬óÈÃîÈ
Ýú­ÛäõāáÅĂÚĀÖ¬æñË¬èÈîóãù ÕòÈÖ¬îăÜÚöĈ Ýú­ÛäõāáÅîóìóäè¬óÈâöÜäñâóÔ 3 ĂÚ 4 (ä­îãæñ 79.3)  
ÃîÈÜäñËóÂäîóãù 6 ÜöÃ÷ĈÚăÜāÕãÜäñËóÂäèòãÿÕĆÂ (6-14 Üö) âöîòÖäóÂóäÛäõāáÅîóìóäè¬óÈëúÈëùÕ 

ä­îãæñ 89.8 äîÈæÈâóÅøîèòãÿãóèËÚ (15-24 Üö) ä­îãæñ 85.5 èòãØČóÈóÚ (25-59 Üö) ä­îãæñ 77.6 
ë¬èÚèòãëúÈîóãù (60 ÜöÃ÷ĈÚăÜ) âöîòÖäóÂóäÛäõāáÅîóìóäè¬óÈÖČćóëùÕä­îãæñ 70.8 (ëČóÚòÂÈóÚë×õÖõ
Āì¬ÈËóÖõ. 2556: 10 ÂùâáóßòÚÙ° 2561) É÷Èë¬ÈÝæĂì­ÖæóÕÙùäÂõÉä­óÚîóìóäè¬óÈ ĀæñÿÛÿÂîäöćâöîòÖäó
ÂóäÿÖõÛāÖØöćÃãóãÖòèîã¬óÈäèÕÿäĆè 

ÖæóÕÙùäÂõÉÿÛÿÂîäöć Āæñä­óÚîóìóäè¬óÈĂÚÜäñÿØéăØãÜöß.é. 2557 âöâúæÅ¬óÖæóÕîãú¬Øöć  

23,872 æ­óÚÛóØ ĀæñĂÚÜö×òÕâó âöâúæÅ¬óÖæóÕîãú¬Øöć 25,809 æ­óÚÛóØ âöîòÖäóÂóäÿÖõÛāÖÿÊæöćã  
7.6 ÿÜîä°ÿÌĆÚÖ° Ö¬îÜö (Euromonitor International. Ƙƛƛƞ: ƗƖ ÂùâáóßòÚÙ° ƘƛƜƗ) âöëóÿìÖùâóÉóÂ
ßåÖõÂääâÃîÈÝú­ÛäõāáÅØöćÿÜæöćãÚĀÜæÈ ÚõãâØöćÉñÛäõāáÅÃÚâÿÛÿÂîäöćĀæñÃÚâîÛâóÂÃ÷ĈÚ ÜäñÂîÛ
ÂòÛÂóäÃãóãÖòèÃîÈÝú­ÜäñÂîÛÂóäØöćâîÈÿìĆÚË¬îÈØóÈĂÚÂóäØČóÙùäÂõÉØöćÂČóæòÈîãú¬ĂÚÂäñĀëÚõãâ 

ØòĈÈÃîÈÝú­ÛäõāáÅáóãĂÚÜäñÿØéĀæñÚîÂÜäñÿØé 

ÃÚââóÂóäîÈ ÿÜĆÚÃÚâØöćâóÉóÂÜäñÿØéÞäòćÈÿéëâöÜäñèòÖõãóèÚóÚìæóãä­îãÜö âöäúÜä¬óÈ
Åæ­óãÅùÂÂöĈËõĈÚÿæĆÂą ÂæââÚ 2 ë¬èÚÜäñÂÛÂòÚ ÖäÈÂæóÈâöăë­ ìÚ­óÖóÚ¬óäòÂ ëöëòÚāÕÕÿÕ¬Ú âòÚèóè  

âöäëìèóÚÿÜĆÚë¬èÚĂìÎ¬ĀæñâöäóÅóëúÈ ÃÚââóÂäîÈÿäõćâÿÜĆÚØöćäú­ÉòÂÃîÈÅÚăØã āÕãÿÊßóñĂÚÂæù¬âÅÚ
äù¬ÚĂìâ¬ ĀæñÂæù¬âÅäîÛÅäòè Õ­èãëöëòÚëÕĂëÕ÷ÈÕúÕÅèóâëÚĂÉ ĀæñâöäëËóÖõØöćâöÅèóâìæóÂìæóã



 2 

ĀÜæÂĂìâ¬ä­óÚÃÚâìæóãä­óÚĂÚÿâøîÈăØã É÷ÈÿäõćâÝæõÖÃÚâËÚõÕÚöĈîîÂÉČóìÚ¬óãÿßøćîÿßõćâãîÕÃóã 
ĀæñĀã¬Èë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕ Ýú­ÛäõāáÅÉñâöØòéÚÅÖõÖ¬îä­óÚÃÚââóÂóäîÈĀÖÂÖ¬óÈÂòÚ āÕã
ØòéÚÅÖõØöćìæóÂìæóãÚöĈÉñÿÜĆÚĀÚèØóÈĂì­Ýú­ÜäñÂîÛÂóäëóâóä×ÿìĆÚØõéØóÈÅèóâäú­ë÷ÂÖ¬îëõÚÅ­ó 

è¬óÕöìäøîăâ¬ ìäøîÖäóëõÚÅ­óÿÜĆÚØöćãîâäòÛÉóÂÝú­ÛäõāáÅìäøîăâ¬ ×­óÝú­ÛäõāáÅÿÂõÕÅèóâäú­ë÷ÂĂÚĀÈ¬æÛ 

ĀÂ¬ëõÚÅ­óØóÈä­óÚÂĆÉñÖ­îÈäöÛØČóÂóäÜäòÛÜäùÈĀÂ­ăÃ ÿÚøćîÈÉóÂÅèóâß÷ÈßîĂÉÃîÈÝú­ÛäõāáÅÿÜĆÚëõćÈØöć
ëČóÅòÎØöćëùÕĂÚÂóäĀÃ¬ÈÃòÚÿËõÈÙùäÂõÉ ×­óä­óÚÃÚââóÂóäîÈëóâóä×ëä­óÈÑóÚæúÂÅ­óØöćâöÅèóâß÷ÈßîĂÉ
Ö¬îä­óÚĀæñÖäóëõÚÅ­óăÕ­âóÂÿØ¬óăìä¬ ÂĆÉñÿÂõÕÝæÕöÂòÛØóÈä­óÚ ăÕ­ĀÂ¬ æúÂÅ­óÉñßúÕÅùãĂÚØóÈËøćÚËâ
ëõÚÅ­óĀæñÛäõÂóäÃîÈä­óÚ ÖæîÕÉÚËøćîÿëöãÈØöćÕöÃîÈä­óÚ ë¬ÈÝæĂì­æúÂÅ­óÿÂõÕÅèóâáòÂÕöĂÚä­óÚĀæñ
ÝæõÖáòÔÒ°ØöćØóÈä­óÚÉòÕÉČóìÚ¬óã āÕãæúÂÅ­óØöćâöÅèóâáòÂÕöÖ¬îÖäóëõÚÅ­óÉñßîĂÉØöćÉñÌøĈîëõÚÅ­ó
ÿßõćâÃ÷ĈÚØòĈÈØöćÿÜĆÚëõÚÅ­óØöćâöÅèóâĀÖÂÖ¬óÈÿæĆÂÚ­îãĂÚëóãÝæõÖáòÔÒ°ÿÕõâØöćÿÅãÌøĈî ĀæñëõÚÅ­óĂÚëóã
ÝæõÖáòÔÒ°îøćÚą ÃîÈØóÈä­óÚ Ì÷ćÈæúÂÅ­óÿìæ¬óÚöĈ×øîÿÜĆÚÃ­îăÕ­ÿÜäöãÛØóÈÂóäĀÃ¬ÈÃòÚØöćÉñĂì­ÅČóĀÚñÚČó
ìäøîÃ­îÿëÚîĀÚñØöćÿÜĆÚÜäñāãËÚ°ÿßøćîÿÜĆÚĀÚèØóÈĂÚÂóäÜäòÛÜäùÈßòÓÚóëõÚÅ­óĂì­ÕöãõćÈÃ÷ĈÚ Ì÷ćÈ 

ØóÈä­óÚëóâóä×ëä­óÈÂóääòÛäú­ ĀæñÅèóâáòÂÕöÖ¬îÖäóëõÚÅ­óĂì­ÿÂõÕÂòÛÝú­ÛäõāáÅăÕ­ìäøîëä­óÈ
ÅèóâëòâßòÚÙ°ĂÚäñãñãóèÛäõêòØÚòĈÚÉñâöÅèóââòćÚÅÈĀæñÿÂõÕÂČóăä (Philip Kotlor. 2000) 

ÉóÂëóÿìÖùÕòÈÂæ¬óè ØČóĂì­Ýú­èõÉòãâöÅèóâëÚĂÉØöćÉñé÷ÂêóèõÉòãÿäøćîÈ ë́¬èÚÜäñëâØóÈ
ÂóäÖæóÕÛäõÂóäĀæñÅùÔÅ¬óÖäóëõÚÅ­óØöćâöÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚ 

äóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅäµ Ýú­èõÉòãÿæøîÂé÷ÂêóÂæù¬âÖòèîã¬óÈĂÚÂäùÈÿØßâìóÚÅä
ÿÚøćîÈÉóÂÿÜĆÚßøĈÚØöćØöćâöÂóäÂäñÉùÂÖòèìÚóĀÚ¬ÚÃîÈÂæù¬âÜäñËóÂä âöÂæù¬âÖòèîã¬óÈØöćĂË­ĂÚÂóäèõÉòãØöć
ìæóÂìæóã ĀæñÿÜĆÚÝú­ÛäõāáÅØöćâöÂČóæòÈÌøĈîëúÈ âöÅèóâÚõãâĂÚÂóäÛäõāáÅÖóâÂäñĀëÚõãâ Āæñâö
æòÂêÔñÂóäÖòÕëõÚĂÉÌøĈîØöćĀÖÂÖ¬óÈÂòÚ ÿßøćîÿÜĆÚĀÚèØóÈĀæñÿÜĆÚÜäñāãËÚ°Ăì­ĀÂ¬Ýú­ÜäñÂîÛÂóäØöć
ÂČóæòÈÿäõćâæÈØùÚĂÚÙùäÂõÉÜäñÿáØÚöĈ ëóâóä×ØöćÉñÚČóÃ­îâúæÃîÈÜòÉÉòãØöćÿÂöćãèÃ­îÈÂòÛë¬èÚÜäñëâØóÈ
ÂóäÖæóÕÛäõÂóä ĀæñÅùÔÅ¬óÖäóëõÚÅ­ó ÿßøćîÉñăÕ­ØäóÛ×÷È ÂóäèóÈĀÝÚØóÈÂóäÖæóÕĂì­ÖäÈÂòÛ
ÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅ ÂóäèóÈĀÝÚĂÚÂóäëä­óÈÖäóëõÚÅ­óÃîÈÖÚÿîÈĂì­ÿÜĆÚØöćäú­ÉòÂÃîÈÝú­ÛäõāáÅ
ØäóÛ×÷Èë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕÃîÈä­óÚÃÚââóÂóäîÈÉóÂÅèóâÚõãâĂÚÖäóëõÚÅ­óÃîÈÝú­ÛäõāáÅĂÚ
ÿÃÖÂäùÈÿØßâìóÚÅä ĀæñÚČóÂæãùØÙ°ĂÚÂóäëä­óÈÖäóëõÚÅ­ó ÃîÈÝú­ØöćăÕ­ë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕëúÈą
âóé÷Âêó ĀæñÚČóâóÜäòÛĂË­ÂòÛÙùäÂõÉÃîÈÖÚÿîÈ ÿßøćîĂì­Ýú­ÛäõāáÅäú­ÉòÂ ëóâóä×ÉÕÉČóÖäóëõÚÅ­óăÕ­ 
äòÛäú­ÅùÔáóßÖäóëõÚÅ­ó ÚČóăÜëú¬ÂóäÿÂõÕÅèóâÉÈäòÂêóáòÂÕöÖ¬îÖäóëõÚÅ­ó Ì÷ćÈÅùÔÅ¬óÃîÈÖäóëõÚÅ­óÚòĈÚ
âöë¬èÚëČóÅòÎĂÚÂóäëä­óÈÃ­îăÕ­ÿÜäöãÛØóÈÂóäĀÃ¬ÈÃòÚ ÕòÈÚöĈ Ë¬èãÂČóìÚÕÅùÔáóßÃîÈëõÚÅ­óØČóĂì­ÿÂõÕ
ÂóäÌøĈîÌČĈó ØČóĂì­ëõÚÅ­óĀÖÂÖ¬óÈØČóĂì­ÂČóìÚÕäóÅóĂì­ëúÈÃ÷ĈÚăÕ­ È¬óãÖ¬îÂóäÚČóëõÚÅ­óĂìâ¬îîÂëú¬ÖæóÕ 
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ÿÜĆÚÿÅäøćîÈâøîëøćîëóäăÜãòÈë¬èÚÖæóÕØöćÖ­îÈÂóäÿëÚîëõÚÅ­ó âöæòÂêÔñÿÊßóñ ëä­óÈÅèóâÉÈäòÂáòÂÕö 
Û¬ÈÛîÂÑóÚñĀæñÅèóâáóÅáúâõĂÉ ëóâóä×ÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈÂæù¬âÿÜ­óìâóãăÕ­îã¬óÈ
äèÕÿäĆè ÿßøćîØöćÉñĂË­ÿÜĆÚÃ­îăÕ­ÿÜäöãÛØóÈÂóäĀÃ¬ÈÃòÚĂÚÖæóÕÙùäÂõÉÜäñÿáØÃÚâîÛ Āæñîóìóäè¬óÈ
ăÕ­îã¬óÈâòćÚÅÈ 

 
Åèóââù¬ÈìâóãÃîÈÂóäèõÉòã 

1.ÿßøćîé÷ÂêóÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖ 

ÂäùÈÿØßâìóÚÅä ÉČóĀÚÂÉóÂæòÂêÔñØóÈÕ­óÚÜäñËóÂäéóëÖä° 

2.ÿßøćîé÷ÂêóÅèóâëòâßòÚÙ°äñìè¬óÈë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäÂòÛÂóäÖòÕëõÚĂÉÌøĈî 

ÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

3.ÿßøćîé÷ÂêóÅùÔÅ¬óÖäóëõÚÅ­óØöćâöÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäó
Õúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

 
ÅèóâëČóÅòÎÃîÈÂóäèõÉòã 

1. ÿßøćîØäóÛ×÷ÈßåÖõÂääâÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅ Āæñ
ÂóäÂČóìÚÕĀÝÚÂóäÖæóÕ ÂóäèóÈĀÝÚÂæãùØÙ° ÿßøćîÂóäÿÉäõÎÿÖõÛāÖÃîÈÙùäÂõÉ ØòĈÈĂÚÕ­óÚÂóäÿßõćâ
ãîÕÃóã Āæñÿßõćâë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕĂì­ÕöãõćÈÃ÷ĈÚ 

2.ÿßøćîĂì­Ýú­ÜäñÂîÛÂóäßòÓÚóëõÚÅ­óĂì­ÿÜĆÚØöćäú­ÉòÂĀæñÿÜĆÚØöćÚõãâĂÚìâú¬Ýú­ÛäõāáÅ 

3.ÿßøćîÿÜĆÚÜäñāãËÚ°Ö¬îÝú­ÜäñÂîÛÂóäĂÚÂóäßòÓÚóèõÙöÂóäëøćîëóäØóÈÂóäÖæóÕĂì­
Ýú­ÛäõāáÅÿÂõÕÅèóâß÷ÈßîĂÉ ÿßøćîÚČóăÜëú¬ÂóäÿÂõÕßåÖõÂääâÌøĈîÃÚââóÂóäîÈ 

4. ÿßøćîĂì­Ýú­ÜäñÂîÛÂóääóãĂìâ¬ ØöćëÚĂÉÿäõćâØČóÙùäÂõÉÃÚââóÂóäîÈ ăÕ­ØäóÛÃ­îâúæ
ßøĈÚÑóÚÿÂöćãèÂòÛÖæóÕĀæñØõéØóÈÂóäÿÖõÛāÖ ÿßøćîÜäñÂîÛÂóäÖòÕëõÚĂÉĂÚÂóäÕČóÿÚõÚÙùäÂõÉ 

 
ÃîÛÿÃÖÃîÈÂóäèõÉòã 

Âóäé÷ÂêóèõÉòãÅäòĈÈÚöĈÉñÿÚ­Úé÷Âêóë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä ÅùÔÅ¬óÖäóëõÚÅ­óĀæñ
ÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬  ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

 
ÜäñËóÂäĀæñÂæù¬âÖòèîã¬óÈØöćĂË­ĂÚÂóäé÷ÂêóèõÉòã 

ÜäñËóÂäØöćĂË­ĂÚÂóäé÷ÂêóÅäòĈÈÚöĈ Åøî Ýú­ÛäõāáÅØòĈÈÿßéËóãĀæñÿßéìÎõÈØöćÿÅãÌøĈîÃÚâ 

âóÂóäîÈä­óÚäóÕúä°ÿä¬ ĂÚÿÃÖÂäùÈÿØßâìóÚÅä Ì÷ćÈăâ¬ØäóÛÉČóÚèÚÜäñËóÂäØöćĀÚ¬ÚîÚ 
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Âæù¬âÖòèîã¬óÈØöćĂË­ĂÚÂóäé÷ÂêóÅäòĈÈÚöĈ Åøî Ýú­ÛäõāáÅØòĈÈÿßéËóãĀæñÿßéìÎõÈØöćÿÅãÌøĈîÃÚâ
âóÂóäîÈä­óÚäóÕúä°ÿä¬  ĂÚÿÃÖÂäùÈÿØßâìóÚÅä ÿÚøćîÈÉóÂăâ¬ØäóÛÉČóÚèÚÜäñËóÂäØöćĀÚ¬ÚîÚ É÷È
ÂČóìÚÕÃÚóÕÂæù¬âÖòèîã¬óÈ āÕãĂË­ëúÖäÂóäÅČóÚèÔĀÛÛăâ¬ØäóÛÉČóÚèÚÜäñËóÂäØöćĀÚ¬ÚîÚ (Âòæãó 
èóÚõËã°ÛòÎËó. Ƙƛƚƛ: Ɲƚ) āÕãÂČóìÚÕÅ¬óäñÕòÛÅèóâÿËøćîâòćÚ 95% ĀæñãîâĂì­ÿÂõÕÅèóâ
ÅæóÕÿÅæøćîÚăÕ­ÿßöãÈ 5% ăÕ­ÃÚóÕÂæù¬âÖòèîã¬óÈĂÚÂóäé÷ÂêóèõÉòãÅäòĈÈÚöĈÿØ¬óÂòÛ 385 ÅÚ Āæñÿßõćâ
Öòèîã¬óÈëČóäîÈăè­ 15 ÅÚ äèâÃÚóÕÂæù¬âÖòèîã¬óÈØòĈÈìâÕÿØ¬óÂòÛ 400 ÅÚ ëČóìäòÛÂóäÿÂĆÛÃ­îâúæĂÚ
Âóäé÷ÂêóèõÉòãÅäòĈÈÚöĈÉñĂË­Âóäëù¬âÖòèîã¬óÈ ÕòÈÚöĈ 

1. Âóäëù¬âÖòèîã¬óÈĀÛÛÿÉóñÉÈ (Purposive Sampling) āÕãĀÉÂĀÛÛëîÛ×óâĂì­ÂòÛ
Ýú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅäÿÜĆÚÝú­ÖîÛĀÛÛëîÛ×óâ Ýú­èõÉòãÉ÷ÈÿæøîÂë×óÚØöćëČóìäòÛĀÉÂ
ĀÛÛëîÛ×óâĂÚÂóäé÷ÂêóèõÉòãÅäòĈÈÚöĈ ÜäñÂîÛÕ­èã ì­óÈëääßëõÚÅ­óã¬óÚëãóâ äóËÜäñëÈÅ° îāéÂ 
Āæñßä­îâßÈê° ÉČóÚèÚ 5 ì­óÈëääßëõÚÅ­óÕòÈÚöĈ 

1) ì­óÈëääßëõÚÅ­óëãóâßóäóÂîÚ 
2) ì­óÈëääßëõÚÅ­óÿÌĆÚØäòæÿèõä°Õ 
3) ì­óÈëääßëõÚÅ­óÿØîâõÚîæ 21   
4) ì­óÈëääßëõÚÅ­óÿîĆâÅèóÿØöãä° 
5) ì­óÈëääßëõÚÅ­óÕõÿîĆâāßÿäöãâ 

ÿÚøćîÈÉóÂâöÅèóâìæóÂìæóãÃîÈÝú­ÛäõāáÅ ĀæñâöÅèóâßæùÂßæ¬óÚÃîÈÛùÅÅæ Ì÷ćÈë¬èÚĂìÎ¬
ÿÜĆÚÂæù¬âÝú­ÛäõāáÅØöćâöÉùÕÜäñëÈÅ°ìæòÂĂÚÂóäâóÿæøîÂÌøĈîëõÚÅ­óĀæñÛäõÂóä ë¬ÈÝæØČóĂì­ØòĈÈ 4 ë×óÚØöć
ÚöĈâöÂóäìâùÚÿèöãÚÃîÈÿÈõÚÅ¬îÚÃ­óÈëúÈ ĀæñãòÈÿÜĆÚéúÚã°äèâÃîÈì­óÈëääßëõÚÅ­óÃÚóÕĂìÎ¬Øöćâö
ËøćîÿëöãÈÃîÈÜäñÿØéăØãØöćăÕ­äòÛÅèóâÚõãâÉóÂÚòÂØ¬îÈÿØöćãèØòĈÈËóèăØãĀæñÖ¬óÈÜäñÿØéÜäñÂîÛ
ÂòÛâöÂóäÿÕõÚØóÈØöćëñÕèÂëÛóãîòÚÿÚøćîÈâóÉóÂäñÛÛāÅäÈëä­óÈßøĈÚÑóÚØöćëČóÅòÎÌ÷ćÈØîÕÝ¬óÚØòĈÈ 4
ã¬óÚÂóäÅ­óÿìæ¬óÚöĈ ë¬ÈÝæĂì­âöÂóäÿÕõÚØóÈăÜâóîãú¬ÖæîÕÿèæóÃîÈÛùÅÅæ É÷ÈÿÜĆÚÜòÉÉòãØöćëČóÅòÎĂÚ
ÂóäÕ÷ÈÕúÕÝú­ÛäõāáÅĂì­ÿÂõÕÅèóâÚõãâĂÚÂóäÿÃ­óâóĂË­É¬óãÌøĈîëõÚÅ­ó ĀæñÛäõÂóäĂÚßøĈÚØöćÿìæ¬óÚöĈîãú¬ 

ÿÜĆÚÜäñÉČó ĀæñãòÈÿÜĆÚë×óÚØöćØöćâöä­óÚÉČóìÚ¬óãÃÚââóÂóäîÈÿÜĆÚÉČóÚèÚâóÂ (ÜäñËóËóÖõÙùäÂõÉ. 
Ƙƛƛƞ: ƗƖ ÂùâáóßòÚÙ° ƘƛƜƗ) 

2. Âóäëù¬âÖòèîã¬óÈĀÛÛāÅèÖó (Quota Sampling) āÕãÂČóìÚÕÉČóÚèÚÂæù¬âÖòèîã¬óÈ
ĂÚĀÖ¬æñì­óÈëääßëõÚÅ­óæñ 80 ËùÕ äèâØòĈÈëõĈÚ 400 ÅÚÌ÷ćÈÉñĀÉÂĀÛÛëîÛ×óâĂÚ 5 
ì­óÈëääßëõÚÅ­óØöćÂČóìÚÕÉÚÅäÛÉČóÚèÚ 400 ÅÚ ÖóâØöćÝú­èõÉòãÂČóìÚÕ  

1. ì­óÈëääßëõÚÅ­óëãóâßóäóÂîÚ  80 ËùÕ 
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2. ì­óÈëääßëõÚÅ­óÿÌĆÚØäòæÿèõä°Õ   80 ËùÕ 
3. ì­óÈëääßëõÚÅ­óÿØîâõÚîæ 21    80 ËùÕ 
4. ì­óÈëääßëõÚÅ­óÿîĆâÅèóÿØöãä°   80 ËùÕ 
5. ì­óÈëääßëõÚÅ­óÕõÿîĆâāßÿäöãâ   80 ËùÕ 

3.Âóäëù¬âÖòèîã¬óÈĀÛÛÿÉóñÉÈ (Purposive Sampling) āÕãØČóÂóäĀÉÂĀÛÛëîÛ×óâ
Ăì­ÂòÛÂæù¬âÖòèîã¬óÈØöćÿÅãÌøĈî ĀæñÿÅãäòÛÜäñØóÚÃÚââóÂóäîÈÃîÈä­óÚäóÕúä°ÿä¬ĂÚÿÃÖ
ÂäùÈÿØßâìóÚÅäÿÜĆÚÝú­ÖîÛĀÛÛëîÛ×óâÉÚÅäÛÖóâÉČóÚèÚØöćÝú­èõÉòãÂČóìÚÕ  

 
ÖòèĀÜäØöćĂË­é÷Âêó 

1.ÖòèĀÜäîõëäñ (Independent Variables) Åøî 

1.1 æòÂêÔñÕ­óÚÜäñËóÂäéóëÖä° ÜäñÂîÛÕ­èã 
1.1.1 ÿßé ăÕ­ĀÂ¬ 

1) Ëóã 
2) ìÎõÈ 

1.1.2 îóãù ăÕ­ĀÂ¬ 
1) 15 - 23 Üö 
2) 24 - 31 Üö 
3) 32 - 40 Üö 
4) âóÂÂè¬ó 40 Üö 

1.1.3 ë×óÚáóßëâäë ăÕ­ĀÂ¬ 
1) āëÕ  
2) ëâäë/îãú¬Õ­èãÂòÚ 
3)  ìâ­óã/ìã¬óä­óÈ/ĀãÂÂòÚîãú¬ 

1.1.4 îóËöß ăÕ­ĀÂ¬ 
1) ÚòÂÿäöãÚ/ÚõëõÖ/ÚòÂé÷Âêó  
2) Ã­óäóËÂóä/ßÚòÂÈóÚäòÑèõëóìÂõÉ 
3) ßÚòÂÈóÚÛäõêòØÿîÂËÚ 
4) ÙùäÂõÉë¬èÚÖòè/ÿÉ­óÃîÈÂõÉÂóä 
5) îøćÚą āÜäÕäñÛù.......... 

1.1.5 äóãăÕ­ÿÊæöćãÖ¬îÿÕøîÚ ăÕ­ĀÂ¬ 
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1) Ú­îãÂè¬óìäøîÿØ¬óÂòÛ 10,000 ÛóØ 
2) 10,001 · 20,000 ÛóØ 
3) 20,001 · 30,000 ÛóØ 
4) 30,001 ÛóØÃ÷ĈÚăÜ 

1.2 ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä ÜäñÂîÛÕ­èã 
1.2.1 Õ­óÚÝæõÖáòÔÒ° (Product) 
1.2.2 Õ­óÚäóÅó (Price) 
1.2.3 Õ­óÚË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óã (Place) 
1.2.4 Õ­óÚÂóäë¬ÈÿëäõâÂóäÖæóÕ (Promotion) 
1.2.5 Õ­óÚßÚòÂÈóÚÝú­Ăì­ÛäõÂóä (People) 
1.2.6 Õ­óÚæòÂêÔñØóÈÂóãáóß (Physical) 
1.2.7 Õ­óÚÂäñÛèÚÂóäĂì­ÛäõÂóä (Process) 

1.3 ÅùÔÅ¬óÖäóëõÚÅ­ó ÜäñÂîÛÕ­èã 
1.3.1 Õ­óÚÂóäÖäñìÚòÂäú­ĂÚÖäóëõÚÅ­ó 
1.3.2 Õ­óÚáóßæòÂêÔ°ÖäóëõÚÅ­ó 

2.ÖòèĀÜäÖóâ (Dependent Variable) Åøî ÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ 
ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

 
ÚõãóâéòßØ°ÿÊßóñ 

ÿßøćîĂì­Ýú­é÷ÂêóÈóÚèõÉòãÿæ¬âÚöĈÿÃ­óĂÉÅèóâìâóãÃîÈÅČóĀæñÃ­îÅèóâÿÊßóñØöćĂË­ĂÚÈóÚèõÉòã
ÿæ¬âÚöĈ Ýú­èõÉòãÉ÷ÈĂì­ÅèóâìâóãÚõãóâéòßØ°ÿÊßóñÖ¬óÈąăè­ÕòÈÚöĈ 

1. Ýú­ÛäõāáÅ ìâóã×÷È Ýú­ØöćÌøĈîìäøîÿÅãÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ĂÚÿÃÖ
ÂäùÈÿØßâìóÚÅä 

2. æòÂêÔñØóÈÕ­óÚÜäñËóÂäéóëÖä° ìâóã×÷È æòÂêÔñØòćèăÜÃîÈÝú­ÛäõāáÅØöćîãú¬ĂÚÿÃÖ
ÂäùÈÿØßâìóÚÅä ăÕ­ĀÂ¬ ÿßé îóãù ë×óÚáóßëâäë îóËöß ĀæñäóãăÕ­ÿÊæöćãÖ¬îÿÕøîÚ 

3. ÃÚââóÂóäîÈ ìâóã×÷È ÃÚâìèóÚÃîÈÜäñÿØéÞäòćÈÿéë âöæòÂêÔñÿÜĆÚĀÝ¬ÚèÈÂæâ
ÿæĆÂą 2 ËõĈÚÜäñÂÛÂòÚÅæ­óãĀïâÿÛîä°ÿÂîä°ÃÚóÕÿæĆÂ âöëöëòÚëèãÈóâ âòÚèóè âöäëËóÖõØöćìæóÂìæóã 
âöäóÅóĀßÈ 
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4. ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä ìâóã×÷È ÿÅäøćîÈâøîØóÈÂóäÖæóÕØöć
Ýú­ÜäñÂîÛÂóäëóâóä×ÅèÛÅùâăÕ­ĀæñĂË­ÿßøćîĂì­ÛääæùÿÜ­óìâóãØóÈÂóäÖæóÕ ÿßøćîÖîÛëÚîÈÅèóâ
Ö­îÈÂóäÃîÈæúÂÅ­ó ÜäñÂîÛÕ­èã 5 Õ­óÚ ÕòÈÖ¬îăÜÚöĈ  

4.1 Õ­óÚÝæõÖáòÔÒ° ìâóã×÷È ÅùÔæòÂêÔñÃîÈÃÚââóÂóäîÈ Ì÷ćÈÿÜĆÚÜòÉÉòãØöć
Ýú­ÛäõāáÅĂÚ ÿÃÖÂäùÈÿØßâìóÚÅä ĂË­ĂÚÂóäÖòÕëõÚĂÉÌøĈî āÕãÂóäßõÉóäÔóÉóÂ äúÜä¬óÈæòÂêÔñ ëöëòÚ 
ÅèóâìæóÂìæóãÃîÈäëËóÖõ ÛääÉùáòÔÒ° ĀæñÖäóëõÚÅ­óÃîÈÝæõÖáòÔÒ°ÃÚââóÂóäîÈØòĈÈÃîÈăØã 
ĀæñÖ¬óÈÜäñÿØé 

4.2 Õ­óÚäóÅó ìâóã×÷È ÂóäÂČóìÚÕäóÅóÃîÈÝæõÖáòÔÒ°ÃÚââóÂóäîÈØöć
ÿìâóñëâÂòÛÂóäĀÃ¬ÈÃòÚëîÕÅæ­îÈÂòÛÖČóĀìÚ¬ÈÃîÈÝæõÖáòÔÒ° ÅùÔÅ¬óÃîÈÖòèÝæõÖáòÔÒ° ĀæñÅùÔÅ¬ó
ÃîÈÖäóëõÚÅ­ó Ì÷ćÈÿÜĆÚÜòÉÉòãĂÚÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ Ì÷ćÈÝú­ÛäõāáÅÉñâöÂóääòÛäú­×÷ÈÅùÔÅ¬óÃîÈ
ÝæõÖáòÔÒ° ÖäóëõÚÅ­ó ĀæñãîâÉ¬óãÿÜĆÚÿÈõÚÿßøćîÌøĈîÝæõÖáòÔÒ°ÖóâÅùÔÅ¬óØöćÖÚÿîÈäòÛäú­ 

4.3 Õ­óÚË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óã ìâóã×÷È æòÂêÔñÃîÈë×óÚØöćØöćÝú­ÛäõāáÅ
ëóâóä×ÿæøîÂÌøĈîÃÚââóÂóäîÈØöćâöĀæñăâ¬âößøĈÚØöćëČóìäòÛÚòćÈäòÛÜäñØóÚ āÕãßõÉóäÔóÉóÂ Âóä
ÉòÕÿäöãÈëõÚÅ­ó ÂóäÖÂĀÖ¬ÈîîÂĀÛÛÃîÈä­óÚ ÅèóâëñÕèÂĂÚÂóäÌøĈî ÂóäÿÕõÚØóÈăÜãòÈë×óÚØöćÉòÕ
ÉČóìÚ¬óã ĀæñâöëõÚÅ­óßîÿßöãÈÖ¬îÅèóâÖ­îÈÂóä 

4.4 Õ­óÚÂóäë¬ÈÿëäõâÂóäÖæóÕ ìâóã×÷È ÂóäØČóÂõÉÂääâÃîÈä­óÚÿßøćîÂäñÖù­ÚĂì­
ÝæõÖáòÔÒ° ăÕ­äòÛÅèóâÚõãâ āÕãèõÙöÂóäÉòÕāÜäāâËòćÚÖ¬óÈą ÿßøćîÕ÷ÈÕúÕÅèóâëÕĂÉÃîÈæúÂÅ­ó îòÚ
ÚČóăÜëú¬ÂóäÖòÕëõÚĂÉÌøĈîĀæñÌøĈîÌČĈóÃîÈÝú­ÛäõāáÅ  

4.5 Õ­óÚßÚòÂÈóÚÝú­Ăì­ÛäõÂóä ìâóã×÷È ßÚòÂÈóÚÝú­Ăì­ÛäõÂóäáóãĂÚä­óÚ ØČóìÚ­óØöć
ÉČóìÚ¬óãëõÚÅ­ó âöÅèóâäú­ ÅèóâÿÃ­óĂÉĂÚÖòèÝæõÖáòÔÒ°ÿÜĆÚîã¬óÈÕö ëóâóä×ĀÚñÚČóæúÂÅ­óÿÂöćãèÂòÛ
Ã­îâúæÝæõÖáòÔÒ° Āæñë¬ÈâîÛëõÚÅ­óĂì­ÖäÈÂòÛÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó ßÚòÂÈóÚÖ­îÈâöîòÙãóéòãØöćÕö 
âöÉČóÚèÚØöćÿßöãÈßî ĀæñâöÅèóâëñîóÕ 

4.6 Õ­óÚæòÂêÔñØóÈÂóãáóß ìâóã×÷È ÂóäÉòÕĀëÕÈÜäñÿáØëõÚÅ­óØöćëèãÈóâ 
Ú¬óÕ÷ÈÕúÕ ĀæñâöÅèóâÿìâóñëâÂòÛÝæõÖáòÔÒ° ÖæîÕÉÚÛäõÿèÔìÚ­óä­óÚÖ­îÈâöÅèóâëñîóÕ  

4.7 Õ­óÚÂäñÛèÚÂóäĂì­ÛäõÂóä ìâóã×÷È ÂóäĂì­ÛäõÂóäæúÂÅ­óØöćäèÕÿäĆè Ăì­ÛäõÂóä
æúÂÅ­óÖóâæČóÕòÛÂ¬îÚìæòÈ ĀæñÂóäÿÜõÕÉČóìÚ¬óãÃÚâÖäÈÿèæó 

5. ÅùÔÅ¬óÖäóëõÚÅ­ó ìâóã×÷È ÿîÂæòÂêÔ°ÿÊßóñØöćāÕÕÿÕ¬ÚÿÜĆÚØöćÉÕÉČó ÜäñāãËÚ° Āæñ
ÅùÔëâÛòÖõßõÿéêÃîÈÖäóëõÚÅ­óØöćÉČóìÚ¬óãÃÚââóÂóäîÈØöćÝú­ÛäõāáÅäòÛäú­ ãîâäòÛăÕ­ ÜäñÂîÛÕ­èã 
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5.1 Õ­óÚÂóäÖäñìÚòÂäú­ĂÚÖäóëõÚÅ­ó ìâóã×÷È ÂóääòÛäú­ĀæñÉÕÉČóÖäóëõÚÅ­ó Âóä
äñæ÷Â×÷ÈÖäóëõÚÅ­óÃîÈä­óÚÃÚââóÂóäîÈ 

5.2 Õ­óÚáóßæòÂêÔ°ÃîÈÖäóëõÚÅ­ó ìâóã×÷È ÂóääòÛäú­ØöćĀÖÂÖ¬óÈÂòÚÿÂöćãèÖäó
ëõÚÅ­ó Āæñä­óÚØöćÉČóìÚ¬óãÃÚââóÂóäîÈÃîÈÝú­ÛäõāáÅØöćÿÂõÕÉóÂÂóääèâÂòÚÃîÈîÈÅ°ÜäñÂîÛëČóÅòÎ
ìæóãë¬èÚ ÜäñÂîÛÕ­èã ÅùÔëâÛòÖõÃîÈëõÚÅ­ó ÜäñāãËÚ°ÃîÈëõÚÅ­ó ÅèóâÅù­âÅ¬óÃîÈëõÚÅ­ó Åèóâ
ÚõãâëõÚÅ­ó ĀæñØòéÚÅÖõØòćèăÜÖ¬îÖäóëõÚÅ­ó āÕãâöÅèóâËøćÚËîÛ ĀæñÿîÂæòÂêÔ°ÃîÈÖäóëõÚÅ­ó ÿÜĆÚ
ÜòÉÉòãëČóÅòÎØöćØČóĂì­ÖäóëõÚÅ­óëóâóä×ĀëÕÈáóßæòÂêÔ°ÃîÈÖÚÿîÈ Ăì­îãú¬ĂÚĂÉÃîÈÝú­ÛäõāáÅ 

6. ÂóäÖòÕëõÚĂÉÌøĈî ìâóã×÷È ÅèóâÅõÕ ĀæñÂóäÂäñØČóĂÚÂóäÿæøîÂÌøĈîÃÚââóÂóäîÈ
ÃîÈÝú­ÛäõāáÅ ÉóÂä­óÚäóÕúä°ÿä¬ āÕãÝú­ÛäõāáÅÉñÖ­îÈÝ¬óÚØòĈÈ5 ÃòĈÚÖîÚÃîÈÂóäÖòÕëõÚĂÉÌøĈî Ì÷ćÈ
ÜäñÂîÛÕ­èã  

1) ÂóääòÛäú­ÜòÎìóĀæñÅèóâÖ­îÈÂóä  
2) ÂóäÅ­ÚìóÃ­îâúæ  
3) ÂóäÜäñÿâõÚØóÈÿæøîÂÉóÂÃ­îâúæ  
4) ØČóÂóäÖòÕëõÚĂÉÌøĈî  
5) ÂóäÿÂõÕßåÖõÂääâáóãìæòÈÂóäÌøĈî 
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ÂäîÛĀÚèÅõÕĂÚÂóäèõÉòã 
ĂÚÂóäé÷ÂêóÈóÚèõÉòãÿäøćîÈ ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäĀæñÅùÔÅ¬óÖäóëõÚÅ­óØöćâö

ÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä âö
ÂäîÛĀÚèÅõÕĂÚÂóäØČóÈóÚèõÉòã ÕòÈÖ¬îăÜÚöĈ 

 
ÖòèĀÜäÖ­Ú        ÖòèĀÜäÖóâ 

(Independent Variables)        (Dependent Variables) 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

áóßÜäñÂîÛ Ɨ ÂäîÛĀÚèÅõÕĂÚÂóäèõÉòã 

æòÂêÔñØóÈÕ­óÚ
ÜäñËóÂäéóëÖä° 
-  ÿßé      - îóãù 
- ë×óÚáóßëâäë   - îóËöß 
- äóãăÕ­ÿÊæöćãÖ¬îÿÕøîÚ 

ë¬èÚÜäñëâØóÈÂóäÖæóÕ
ÛäõÂóä 
- Õ­óÚÝæõÖáòÔÒ° 
- Õ­óÚäóÅó 
- Õ­óÚË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óã 
- Õ­óÚÂóäë¬ÈÿëäõâØóÈÂóäÖæóÕ 
- Õ­óÚßÚòÂÈóÚÝú­Ăì­ÛäõÂóä 
- Õ­óÚæòÂêÔñØóÈÂóãáóß 
- Õ­óÚÂäñÛèÚÂóäĂì­ÛäõÂóä 

ÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈ 
ä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅ 
ĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

ÅùÔÅ¬óÖäóëõÚÅ­ó 
- Õ­óÚÂóäÖäñìÚòÂäú­ĂÚÖäóëõÚÅ­ó 
- Õ­óÚáóßæòÂêÔ°ÖäóëõÚÅ­ó 
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ëââùÖõÑóÚÂóäèõÉòã 
1. Ýú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅäØöćâöæòÂêÔñØóÈÕ­óÚÜäñËóÂäéóëÖä°ĀÖÂÖ¬óÈÂòÚ 

ăÕ­ĀÂ¬ ÿßé îóãù ë×óÚáóßëâäë îóËöß ĀæñäóãăÕ­ÿÊæöćãÖ¬îÿÕøîÚ âöÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈ
ä­óÚäóÕúä°ÿä¬ ĀÖÂÖ¬óÈÂòÚ 

2. ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäâöÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈ 
ä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

3. ÅùÔÅ¬óÖäóëõÚÅ­óâöÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈ
Ýú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä 

 
 
 
 
 
 
 
 
 
 
 
 



 

ÛØØöć 2 
ĀÚèÅõÕ ØåêÏö ĀæñÈóÚèõÉòãØöćÿÂöćãèÃ­îÈ 

 
ĂÚÂóäé÷ÂêóèõÉòãÅäòĈÈÚöĈ Ýú­èõÉòãăÕ­é÷ÂêóÅ­ÚÅè­óÃ­îâúæÿÂöćãèÂòÛĀÚèÅõÕ ØåêÏöÖ¬óÈą Āæñ

ÝæÈóÚèõÉòãØöćÿÂöćãèÃ­îÈÂòÛÈóÚèõÉòãÿäøćîÈ ë́¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäĀæñÅùÔÅ¬óÖäóëõÚÅ­óØöćâö
ÅèóâëòâßòÚÙ°ÂòÛÂóäÖòÕëõÚĂÉÌøĈîÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ ÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅäµ 

Ì÷ćÈâöäóãæñÿîöãÕĂÚÂóäÚČóÿëÚîÖóâìòèÃ­îÕòÈÖ¬îăÜÚöĈ 

1. ĀÚèÅõÕĀæñØåêÐöÿÂöćãèÂòÛæòÂêÔñØóÈÜäñËóÂäéóëÖä° 
2. ĀÚèÅõÕĀæñØåêÏöÿÂöćãèÂòÛë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä 
3. ĀÚèÅõÕĀæñØåêÏöÿäøćîÈÅùÔÅ¬óÖäóëõÚÅ­ó 
4. ĀÚèÅõÕĀæñØåêÏöÿÂöćãèÂòÛÂóäÖòÕëõÚĂÉÌøĈî 
5. Ã­îâúæØòćèăÜÿÂöćãèÂòÛÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ 
6. ÈóÚèõÉòãØöćÿÂöćãèÃ­îÈ 
 

1.ĀÚèÅõÕĀæñØåêÐöÿÂöćãèÂòÛæòÂêÔñØóÈÜäñËóÂäéóëÖä° 
ÅèóâìâóãÃîÈÜäñËóÂäéóëÖä° 
ÜäñËóÂäéóëÖä° (Demography) ìâóã×÷È ÂóäèõÿÅäóñì°ĂÚÿËõÈë×õÖõ ĀæñÂóäîÙõÛóã

æòÂêÔñÃîÈÂæù¬âÜäñËóÂäĂÚÕ­óÚÂóäĀÉÂÂäñÉóã ăÕ­ĀÂ¬ ÿßé îóãù ÖæîÕÉÚë×óÚáóßĂÚØóÈ
ßæÿâøîÈ Ô ÃÔñĂÕÃÔñìÚ÷ćÈ ìäøîĂÚË¬èÈäñãñÿèæóìÚ÷ćÈ (äóËÛòÔÒõÖãë×óÚ. ƘƛƘƚ: ƗƖƟ) 

ÿÂøĈî èÈé°ÛùÎëõÚ (2545: 1-2) ăÕ­Âæ¬óèè¬ó ÜäñËóÂäéóëÖä° ìâóã×÷È Âóäé÷Âêó
ÿÂöćãèÂòÛÃÚóÕāÅäÈëä­óÈÂóäÂäñÉóãÖòè äèâăÜ×÷ÈëóÿìÖùĀæñÝæÂäñØÛÃîÈÂóäÿÜæöćãÚĀÜæÈÕ­óÚ
ÜäñËóÂä ë¬èÚÜäñÂîÛØöćëČóÅòÎÃîÈÂóäÿÜæöćãÚĀÜæÈÕ­óÚÜäñËóÂä Åøî ÂóäÿÂõÕ ÂóäÖóã Āæñ
ÿÅæøćîÚã­óã×õćÚØöćîãú¬îóéòãÃîÈÜäñËóÂä Âóäé÷ÂêóÿäøćîÈÜäñËóÂäÉ÷ÈâöÅèóâëČóÅòÎîã¬óÈâóÂ 
ÿÚøćîÈÉóÂÜäñËóÂäâòÂâöÂóäÿÜæöćãÚĀÜæÈØöćÌòÛÌ­îÚ Ì÷ćÈîóÉÿÂõÕÃ÷ĈÚāÕãăâ¬ëóâóä×ÅóÕÅñÿÚăÕ­
æ¬èÈìÚ­ó äèâăÜ×÷ÈÂóäÖòÕëõÚĂÉÖ¬óÈą ÃîÈĀÖ¬æñÛùÅÅææ­èÚÂ¬îĂì­ÿÂõÕÝæÂäñØÛÖ¬îÂóä
ÿÜæöćãÚĀÜæÈÕ­óÚÜäñËóÂä ÿË¬Ú ÂóäÖòÕëõÚĂÉÿæøîÂë×óÚñè¬óÉñÿÜĆÚāëÕìäøîĀÖ¬ÈÈóÚ ÂóäÂČóìÚÕ
ÉČóÚèÚÃîÈÛùÖä ÂóääòÂêóāäÅáòãăÃ­ÿÉĆÛÖ¬óÈą ĀæñÂóäÕúĀæÖÚÿîÈĂÚÂóäÜ­îÈÂòÚäñâòÕäñèòÈ Ì÷ćÈâöÝæ
āÕãÖäÈÖ¬îÂóäÿÉĆÛÜ¬èãĀæñîòÖäóÂóäÖóã ĂÚØóÈÖäÈÂòÚÃ­óâ×­óâöÂóäÿÜæöćãÚĀÜæÈØóÈÜäñËóÂä 
Éñëóâóä×ë¬ÈÝæÂäñØÛâóÂâóãÖ¬îÂóäÕČóäÈËöèõÖÃîÈâÚùêã°ĂÚìæóãą Õ­óÚ ÜäñÂîÛÕ­èã Õ­óÚ
ëòÈÅâ Õ­óÚèòÓÚÙääâ Õ­óÚÂóäÿâøîÈĀæñÕ­óÚÿéäêÑÂõÉ  
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ÊæîÈéäö ßõâæëâßÈé° (2548: 22) Ăì­Åèóâìâóãăè­è¬óÜòÉÉòãØóÈÜäñËóÂäéóëÖä° 
ìâóã×÷È æòÂêÔñÃîÈÜäñËóÂäĂÚäúÜĀÛÛØöćÿÜĆÚÃÚóÕ ĀæñîÈÅ°ÜäñÂîÛÃîÈÅäîÛÅäòè  ăÕ­ĀÂ¬ ÿßé 
îóãù Âóäé÷Âêó îóËöß äóãăÕ­ÿÊæöćãÖ¬îÿÕøîÚ Å¬óĂË­É¬óã äèâăÜ×÷ÈÿËøĈîËóÖõ ëòÎËóÖõ Ì÷ćÈØùÂ
îÈÅ°ÜäñÂîÛÉñë¬ÈÝæÖ¬îäúÜĀÛÛÃîÈîùÜëÈÅ° ĀæñÜäõâóÔĂÚÂóäÌøĈîÝæõÖáòÔÒ° 

éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (ƘƛƚƜ: ƘƖƚ-ƘƖƝ) ăÕ­Âæ¬óèè¬ó ÜòÉÉòãë¬èÚÛùÅÅæØöćâöîõØÙõßæ
Ö¬îßåÖõÂääâÃîÈ Ýú­ÛäõāáÅ (Personal factor influencing consumer) ĀæñÂóäÖòÕëõÚĂÉÌøĈîÃîÈ
Ýú­ÛäõāáÅăÕ­äòÛîõØÙõßæâóÉóÂæòÂêÔñÿÊßóñÃîÈĀÖ¬æñÛùÅÅæĂÚÕ­óÚÖ¬óÈą ÕòÈÖ¬îăÜÚöĈ 

1. ÿßé (Gender) Âóäé÷ÂêóèõÉòãØóÈÕ­óÚÉõÖèõØãóăÕ­ĀëÕÈĂì­ÿìĆÚè¬ó ÿßéìÎõÈÂòÛ
ÿßéËóãâöÅèóâĀÖÂÖ¬óÈÂòÚîã¬óÈâóÂĂÚÿäøćîÈÃîÈØòéÚÅÖõ ÅèóâÅõÕ ÖæîÕÉÚÅ¬óÚõãâÖ¬óÈą 
ÿÚøćîÈÉóÂèòÓÚÙääâĀæñëòÈÅâăÕ­ÂČóìÚÕÛØÛóØÃîÈØòĈÈëîÈÿßéĂì­ĀÖÂÖ¬óÈÂòÚ ÿßéìÎõÈÉ÷ÈâòÂâö
ÛùÅæõÂë¬èÚÛùÅÅæØöćâöÉõÖĂÉî¬îÚăìèÖ¬îëõćÈäîÛÃ­óÈ ăâ¬ìÚòÂĀÚ¬Ú ëóâóä××úÂËòÂÉúÈăÕ­È¬óãÂè¬óÿßéËóã  
ÿßéËóãâöÅèóâëóâóä×ĂÚÂóäÉÕÉČó ÂóäĂì­ÿìÖùÝæĀæñ ÂóäÅóÕÅñÿÚÅèóâëòâßòÚÙ°äñìè¬óÈÛùÅÅæ
ăÕ­âóÂÂè¬óÿßéìÎõÈ  ÿßéËóãâòÂÉñāØêÅÚîøćÚ ìäøîÜòÎìóîøćÚąâóÂÂè¬óÂóäāØêÖòèÿîÈÿâøćîâöÅèóâ
ÝõÕßæóÕÿÂõÕÃ÷ĈÚ ĀÖ¬ĂÚØóÈÖäÈÂòÚÃ­óâÿßéìÎõÈâòÂÉñāØêÖòèÿîÈ 

2. îóãù (Age) ÜäñËóÂäØöćâöîóãùĀÖÂÖ¬óÈÂòÚÉñâöÅèóâÖ­îÈÂóäëõÚÅ­ó ĀæñÛäõÂóäØöć
ĀÖÂÖ¬óÈÂòÚ ÂóäĀÛ¬ÈÝú­ÛäõāáÅÖóâîóãùîîÂÿÜĆÚË¬èÈèòãÖ¬óÈąÜäñÂîÛÕ­èãÛùÅÅæâöîóãùÖČćóÂè¬ó 6 Üö 
6-11 Üö 12-19 Üö 20-34 Üö 35-49 Üö 50-64 Üö Āæñ âöîóãù 65 ÜöÃ÷ĈÚăÜ āÕãĀÖ¬æñË¬èÈîóãùÉñâöÅèóâ
ëÚĂÉØöćĀÖÂÖ¬óÈÂòÚ ÿË¬Ú Âæù¬âÝú­ÛäõāáÅèòãäù¬ÚÉñëÚĂÉĂÚëõćÈĀÜæÂĂìâ¬ĀæñËîÛëõÚÅ­óÖóâÂäñĀë
Úõãâ ë¬èÚÂæù¬âÝú­ÛäõāáÅèòãÝú­ëúÈîóãùÉñëÚĂÉÿäøćîÈëùÃáóß äèâăÜ×÷ÈëõÚÅ­óØöćÿÂöćãèÃ­îÈ ĀæñÅèóâ
ÜæîÕáòã ÿÜĆÚÖ­Ú 

3. îóËöß (Occupation) îóËößĀÖ¬æñÛùÅÅæÃîÈÝú­ÛäõāáÅÉñÿÜĆÚÖòèÂČóìÚÕÅèóâ
ÉČóÿÜĆÚ ĀæñÅèóâÖ­îÈÂóäëõÚÅ­óÛäõÂóäØöćĀÖÂÖ¬óÈÂòÚ 

4. āîÂóëØóÈÿéäêÑÂõÉ (Economic circumstances) ìäøîäóãăÕ­ (Income) äóãăÕ­
ÃîÈĀÖ¬æñÛùÅÅæÉñë¬ÈÝæÂäñØÛÖ¬îëõÚÅ­óĀæñÛäõÂóäØöćÿÃóÖòÕëõÚĂÉÌøĈîāîÂóëØóÈÿéäêÑÂõÉÉñ
ÜäñÂîÛÕ­èãäóãăÕ­ Âóäîîâ îČóÚóÉÂóäÌøĈîĀæñØòéÚÅÖõĂÚÂóäĂË­É¬óãÖ¬óÈą 

5.Âóäé÷Âêó (Education) ÛùÅÅæØöćăÕ­äòÛÂóäé÷ÂêóëúÈÉñâöĀÚèāÚ­âØöćÉñÛäõāáÅëõÚÅ­ó
ØöćâöÅùÔáóßÕöâóÂÂè¬óÛùÅÅæØöćâöÂóäé÷ÂêóÖČćó 

6. ÜäñëÛÂóäÔ°ÂóäØČóÈóÚ ìäøî îóãùÈóÚ (Experience)ÿâøćîÛùÅÅæÜäñÂîÛîóËößĂÚ
ìÚ¬èãÈóÚìÚ÷ćÈÿÜĆÚäñãñÿèæóÚóÚ ÉñÂ¬îĂì­ÿÂõÕÅèóâÝúÂßòÚÂòÛîÈÅ°Âóä ĀæñãîâäòÛëáóßÅèóâ
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ÿÜĆÚîãú¬ äèâăÜ×÷ÈäñÿÛöãÛÂÏÿÂÔÒ° ØöćĂË­ÜÐõÛòÖõîãú¬ Ì÷ćÈÉñĀÖÂÖ¬óÈÉóÂÛùÅÅæØöćØČóÈóÚĂÚäñãñÿèæóØöć
ëòĈÚÂè¬ó ØöćÉñăâ¬âöÅèóâäú­ë÷ÂÝúÂßòÚÂòÛîÈÅ°Âóä Āæñăâ¬ãîâäòÛäñÿÛöãÛÂÏÿÂÔÒ°Ö¬óÈąáóãĂÚ
ìÚ¬èãÈóÚ ÜäñëÛÂóäÔ°ĂÚîÕöÖâöÅèóâëČóÅòÎĂÚÂóäÖòÕëõÚĂÉ Ýú­ÛäõìóäîÈÅ°ÂóäØöćâöÜäñëÛÂóäÔ°
āÕãØòćèăÜÉñÿËøćîè¬óØùÂëõćÈÉñëóâóä×ÜäñëÛÝæëČóÿäĆÉ Āæñ×­óâöÅèóâÝõÕßæóÕÿÂõÕÃ÷ĈÚ ÂĆÉñ×øîÿÜĆÚ
Ã­îĀÚñÚČóĂÚîÚóÅÖ ØòéÚÅÖõÚöĈÿËøćîè¬óÜäñëÛÂóäÔ°ØöćâóÂÃ÷ĈÚÃîÈÝú­ÛäõìóäØČóĂì­ÿÃóâöÅèóâëóâóä×
ÿßõćââóÂÃ÷ĈÚÖóâăÜÕ­èã 

îòÉÊäó ÚßèõÎ±úèÈé° 2550 î­óÈîõÈÉóÂ Belch (2005) îÙõÛóãè¬ó 

1.îóãù (Age) ÜäñËóÂäØöćâöîóãùĀÖÂÖ¬óÈÂòÚ ÉñâöÅèóâÖ­îÈÂóäÛäõāáÅëõÚÅ­ó ĀæñÂóä
ÛäõÂóäØöćĀÖÂÖ¬óÈÂòÚÖóâăÜÕ­èã ÿË¬Ú Âæù¬âÅÚäù¬ÚĂìâ¬ÉñËøćÚËîÛëõćÈĀÜæÂĂìâ¬ ËîÛØîÕæîÈ 
ÖæîÕÉÚâöÅèóâÚõãâĂÚëõÚÅ­óÜäñÿáØĀàËòćÚ Ö¬óÈÉóÂÂæù¬âÝú­ëúÈîóãùØöćÉñĂì­ÅèóâëÚĂÉĂÚëõÚÅ­óØöć
ÿÂöćãèÂòÛÂóäÕúĀæäòÂêóëùÃáóß Ì÷ćÈÉóÂË¬èÈîóãùØöćÖ¬óÈÂòÚÚöĈ ëóâóä×ĀÛ¬ÈîîÂăÕ­ÿÜĆÚÂæù¬âßåÖõÂääâ
ĂÚÂóäÛäõāáÅëõÚÅ­ó ĀæñÛäõÂóä ÕòÈÖ¬îăÜÚöĈ 

1.1 Âæù¬âèòãäù¬Ú ÿÜĆÚÛùÅÅæØöćâöîóãùîãú¬ĂÚË¬èÈ 13-22 Üö Ýú­ÛäõāáÅÂæù¬âÚöĈÉñâöîČóÚóÉ
ĂÚÂóäÌøĈîÅ¬îÚÃ­óÈëúÈĀæñâößåÖõÂääâÂóäÌøĈîØöćäèÕÿäĆè ÃóÕÅèóâäîÛÅîÛĂÚÂóäÌøĈî ÿÚøćîÈÉóÂë¬èÚ
ĂìÎ¬ÃîÈäóãăÕ­ÉñâóÉóÂÝú­ÜÂÅäîÈ èòãäù¬ÚÉñâößåÖõÂääâÂóääèâÂæù¬âÂòÚ āÕãëâóËõÂĂÚÂæù¬âÖ¬óÈÂĆ
âöîõØÙõßæÌ÷ćÈÂòÚĀæñÂòÚ ĂÚÕ­óÚÃîÈÂóäëä­óÈÅ¬óÚõãâ äèâăÜ×÷ÈäúÜĀÛÛĀÚèÅèóâÅõÕÖ¬óÈą 
ÜäñÂîÛÕ­èã ÂóäĀÖ¬ÈÂóã ÂóäÿæøîÂë×óÚØöćØ¬îÈÿØöćãè ÖæîÕÉÚÖäóëõÚÅ­óØöćÉñÌøĈî āÕãâöÜòÉÉòã
ëČóÅòÎâóÉóÂÚòÂĀëÕÈØöćËøćÚËîÛ ØòĈÈĂÚÜäñÿØéăØã ĀæñÖ¬óÈÜäñÿØé Ì÷ćÈÅèóâÚõãâĂÚÖòèÚòÂĀëÕÈ
ÿìæ¬óÚöĈë¬ÈÝæÖ¬îÂóäÖòÕëõÚĂÉÌøĈîØòĈÈØóÈÖäÈĀæñØóÈî­îâ 

1.2 Âæù¬âèòãØČóÈóÚÉÚ×÷ÈÂæù¬âèòãÂæóÈÅÚ ÿÜĆÚÛùÅÅæØöćâöîóãùîãú¬ĂÚË¬èÈ 20-45 Üö 
Ýú­ÛäõāáÅÂæù¬âÚöĈÉñâöÿìÖùÝæĂÚÂóäĂË­É¬óãÿÈõÚĂÚÂóäÌøĈîâóÂÃ÷ĈÚ Âóäã÷ÕÖõÕÂòÛÖòèÛùÅÅæĀæñÖäóëõÚÅ­ó
ØöćâöäóÅóĀßÈìäøîìäúìäó  ĀÖ¬ÉñÿäõćââößåÖõÂääâĂÚÂóäÿæøîÂÌøĈîëõÚÅ­ó ĀæñÛäõÂóäÖóâÖäóëõÚÅ­óÃîÈ
ÖÚÿîÈ Ýú­ÛäõāáÅèòãØČóÈóÚÉñëÚĂÉÖäóëõÚÅ­óØöć×úÂÂè¬óÖäóëõÚÅ­óØöćìäúìäóØöćÿÜĆÚØöćÚõãâĂÚÂæù¬âÛùÅÅæ
ØöćâöÿÈõÚ îóÉÿÜĆÚÝæâóÉóÂîČóÚóÉĂÚÂóäÌøĈîØöćăâ¬ÿßöãÈßî āÕãÉñăâ¬âöÂóäĀëÕÈîîÂ×÷ÈÅèóâ
Ö­îÈÂóäâöîČóÚóÉÂóäÌøĈî ăÕ­ĀÖ¬ÿÂĆÛÅèóâäú­ë÷Âÿìæ¬óÚöĈăè­ÿÜĆÚÜâÕ­îã Āæñßãóãóâëä­óÈĀÚèāÚ­âÃîÈ
ÖÚÿîÈè¬óÖäóëõÚÅ­óØöćÖÚÿæøîÂ âöÅèóâØòÚëâòã Āæñßãóãóâëä­óÈØòéÚÅÖõÿËõÈæÛÕòÛÖäóëõÚÅ­óØöćâö
äóÅóĀßÈìäøîìäúìäóè¬óÿÜĆÚÿäøćîÈØöćăâ¬ÉČóÿÜĆÚ Āæñăä­ëóäñÃîÈÂæù¬âÅÚâöÿÈõÚ 

1.3 Âæù¬âèòãÂæóÈÅÚÖîÚÜæóã ĀæñÂæù¬âÝú­ëúÈîóãù ÿÜĆÚÛùÅÅæØöćâöîóãùÖòĈÈĀÖ¬ 45 Üö
Ã÷ĈÚăÜ āÕãÂæù¬âÚöĈÉñâößåÖõÂääâÂóäÿæøîÂÛäõāáÅëõÚÅ­óĀæñÛäõÂóäØöćÝ¬óÚâóĂÚĀÖ¬æñË¬èÈÃîÈîóãù 
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ÿÜĆÚÂæù¬âØöćâöîČóÚóÉÂóäÖòÕëõÚĂÉĂÚÂóäÌøĈîëúÈ ÿÚøćîÈÉóÂâöäóãăÕ­ ĀæñâöÂóäèóÈĀÝÚÂóäæÈØùÚØöćâö
ÜäñëõØÙõáóß ØòÚëâòã âòÂâößåÖõÂääâÂóääòÛàòÈÃ¬óèëóäîã¬óÈëâČćóÿëâî Ýú­ÛäõāáÅëúÈîóãùÉñâö
ĀÚèāÚ­âÂóäÖòÕëõÚĂÉÌøĈîëõÚÅ­ó ĀæñÛäõÂóä ÉóÂÜäñëÛÂóäÔ°ÝÚèÂÂòÛÅèóâÿËøćîâòćÚĂÚÖÚÿîÈ 
âóÂÂè¬óÂóäÿËøćîÃ­îâúæØöćâóÉóÂáóãÚîÂ ÿË¬Ú ÂóäāÇêÔóËèÚÿËøćî ĀæñÂóäë¬ÈÿëäõâÂóäÃóãØùÂ
äúÜĀÛÛ Ì÷ćÈë¬èÚĂìÎ¬îõØÙõßæØöćâóÉóÂÅÚĂÚÅäîÛÅäòèÉñÝæÖ¬îÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅÂæù¬âÚöĈ
ÖČćó ëäùÜÅøî Âæù¬âèòãÂæóÈÅÚÖîÚÜæóãĀæñ Âæù¬âÝú­ëúÈîóãùÉñâöĀÚèāÚ­âÂóäÖòÕëõÚĂÉÌøĈîëõÚÅ­ó Āæñ
ÛäõÂóä ÉóÂÖäóëõÚÅ­óØöćÖÚÿîÈäú­ÉòÂ ĀæñâöÅèóâÅù­ÚÿÅãâóÂÂè¬óØöćÉñãîâäòÛëõćÈĂìâ¬ą ÚîÂÉóÂÚöĈãòÈ
ăâ¬Åèóâî¬îÚăìèÖ¬îäóÅóØöćÚ­îã āÕãÿæøîÂãõÚÕöØöćÉñÉ¬óãäóÅóĀßÈëČóìäòÛëõÚÅ­ó äèâăÜ×÷ÈÂóä
ÛäõÂóäØöćÕö ĀæñâöÅùÔáóßØöćÕöÃ÷ĈÚÂè¬óÜÂÖõ 

2.ÿßé (Sex) ìâóã×÷È ÖòèĀÜäØöćâöîõØÙõßæëúÈĂÚÿäøćîÈÃîÈßåÖõÂääâÂóäÛäõāáÅëõÚÅ­ó 
ĀæñÛäõÂóäÿÚøćîÈÉóÂÿâøćîÛùÅÅæâöÿßéØöćĀÖÂÖ¬óÈÂòÚ ÂĆâòÂÉñâöÂóääòÛäú­ ØòéÚÅÖõ ĀæñÂóäÖòÕëõÚĂÉĂÚ
ÂóäÿæøîÂëõÚÅ­óØöćÉñÛäõāáÅØöćĀÖÂÖ¬óÈÂòÚÖóâăÜÕ­èã āÕãßåÖõÂääâÚöĈâöëóÿìÖùìæòÂâóÉóÂÂóäăÕ­äòÛ
ÂóäîÛäâÿæöĈãÈÕúÂóäÜæúÂÞòÈÅèóâÅõÕ ĀæñÚõëòãâóÖòĈÈĀÖ¬èòãÿÕĆÂ 

3.ë×óÚáóßëâäë (Status) ìâóã×÷È ë×óÚëáóßÃîÈÛùÅÅæ ÜäñÂîÛÕ­èã āëÕ 
ëâäë ìã¬óä­óÈ ìäøîÿÜĆÚìâ­óãÌ÷ćÈÂæù¬âÚöĈÿÜĆÚÿÜ­óìâóãØóÈÂóäÖæóÕØöćëČóÅòÎ ĀæñĂË­Åèóâßãóãóâ
ØóÈÂóäÖæóÕîã¬óÈâóÂĂÚÂóäÕ÷ÈÕúÕÝú­ÛäõāáÅÂæù¬âÚöĈâóāÕãÖæîÕ ÖòĈÈĀÖ¬ĂÚîÕöÖÉÚ×÷ÈÜòÉÉùÛòÚ āÕã
ÉñâöÅèóâËøćÚËîÛ ĀæñßåÖõÂääâÂóäÌøĈîØöćĀÖ¬ÈÖ¬óÈÂòÚ ÿË¬Ú Âæù¬âÝú­âöë×óÚáóßìã¬óä­óÈ ìäøîÿÜĆÚ
ìâ­óãÉñÚõãâÂóäĀÖ¬ÈÂóãÕ­èãÿëøĈîÝ­ó ØöćâöäóÅóĀßÈ âöÅèóâìäúìäó ĀæñØòÚëâòã 

4. Âóäé÷Âêó (Education) ìâóã×÷È ÂóäăÕ­äòÛÂóäé÷ÂêóØöćĀÖÂÖ¬óÈÂòÚÃîÈÂæù¬â
Ýú­ÛäõāáÅÉñë¬ÈÝæăÜãòÈÂóäÿæøîÂÛäõāáÅëõÚÅ­ó ĀæñÛäõÂóäØöćÖ¬óÈÂòÚ āÕãÝú­ØöćăÕ­äòÛÂóäé÷ÂêóëúÈ Éñâö
ĀÚèāÚ­âĂÚÂóäÿæøîÂÛäõāáÅëõÚÅ­ó ĀæñÛäõÂóäØöćâöÅùÔáóßâóÂÂè¬ó Ýú­ØöćăÕ­äòÛÂóäé÷ÂêóÖČćó ëóÿìÖù
âóÉóÂÂóäØöćÝú­âöÂóäé÷ÂêóØöćëúÈÉñâöîóËößØöćâöäóãăÕ­ÉóÂÂóäØČóÈóÚëúÈÂè¬óÝú­ØöćâöÂóäé÷ÂêóÖČćó É÷Èâö
ĀÚèāÚ­âĂì­âöÅèóâÖ­îÈÂóäĂÚÂóäÛäõāáÅëõÚÅ­óØöćâöÅùÔáóßâóÂÂè¬ó 

5. îóËöß (Occupation) ìâóã×÷È ÂóäÜäñÂîÛîóËößÃîÈĀÖ¬æ¬ñÛùÅÅæÉñÚČóăÜëú¬
ÅèóâÉČóÿÜĆÚ äèâăÜ×÷ÈÅèóâÖ­îÈÂóäĂÚÂóäÛäõāáÅëõÚÅ­ó ĀæñÛäõÂóäØöćĀÖÂÖ¬óÈÂòÚìæóÂìæóã ÿË¬Ú 
îóËößÿÂêÖäÂä ìäøîîóËößÝú­ĂË­ĀäÈÈóÚ ÉñâöÂóäÖòÕëõÚĂÉÌøĈîëõÚÅ­óØöćÖÚÿìĆÚè¬óÉČóÿÜĆÚÖ¬îÂóäÕČóäÈ
ËößĂÚËöèõÖÜäñÉČóèòÚ ĀæñëõÚÅ­óØöćÿÜĆÚÜòÉÉòãÂóäÝæõÖ ĂÚë¬èÚßÚòÂÈóÚØöćØČóÈóÚĂÚëČóÚòÂÈóÚÖ¬óÈą 
āÕãâóÂÉñÿæøîÂÌøĈîëõÚÅ­óÿßøćîëä­óÈÛùÅæõÂáóß ÿË¬Ú ßÚòÂÈóÚîîààõéØòćèăÜ ĀæñÃ­óäóËÂóä ÉñÌøĈî
ëõÚÅ­óØöćÉČóÿÜĆÚ Ö¬óÈÉóÂÚòÂÙùäÂõÉØöćÉñÿæøîÂÌøĈîëõÚÅ­óÿßøćîë¬ÈÿëäõâáóßæòÂêÔ°Ăì­ÂòÚÖÚÿîÈ  ÿÜĆÚÖ­Ú 
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Ýú­ÜäñÂîÛÂóä ĀæñÞ¬óãÂóäÖæóÕÉñÖ­îÈé÷ÂêóÅèóâÖ­îÈÂóäëõÚÅ­óÃîÈĀÖ¬æñÂæù¬â ÿßøćîØöćÉñÉòÕìó
ëõÚÅ­óØöćëîÕÅæ­îÈÂòÛÅèóâÖ­îÈÂóäØöćìæóÂìæóãÃîÈĀÖ¬æñîóËößăÕ­îã¬óÈ×úÂÖ­îÈÿìâóñëâ 

6. äóãăÕ­ (Income) ìâóã×÷È ÖòèĀÜäë¬èÚÛùÅÅæØöćÉñÂäñØÛÖ¬îÖäóëõÚÅ­óĀæñÛäõÂóä
ØöćÖòÕëõÚĂÉÿæøîÂÌ÷ćÈÉñÜäñÂîÛÕ­èã Åèóâëóâä×ĂÚÂóäëä­óÈäóãăÕ­ ÂóäîîâØäòßã° îČóÚóÉÂóäÌøĈî 
äèâăÜ×÷ÈØòéÚÅÖõÿÂöćãèÂòÛÂóäĂË­ÿÈõÚ āÕãÚòÂÂóäÖæóÕÅèäèõÿÅäóñì°ĀÚèāÚ­âÃîÈäóãăÕ­ë¬èÚÛùÅÅæ 
ÿÚøćîÈÉóÂäóãăÕ­ÉñâöÝæÖ¬îîČóÚóÉÂóäÌøĈî ÅÚØöćâöäóãăÕ­ÖČćó ÉñëÚĂÉÌøĈîëõÚÅ­óØöćÉČóÿÜĆÚÖ¬îÂóäÕČóäÈ
Ëöß ĀæñâöÅèóâăèÖ¬îäóÅóëúÈ ĂÚÃÔñØöćÅÚØöćâöäóãăÕ­ëúÈÉñëÚĂÉÿæøîÂÌøĈîëõÚÅ­óØöćâöÅùÔáóßÕö äóÅó
ĀßÈāÕãĂì­ÚČĈóìÚòÂÅèóâëČóÅòÎăÜãòÈÂóäëä­óÈáóßßÉÚ°ÉóÂÖäóëõÚÅ­óÿÜĆÚìæòÂ 

 
2. ĀÚèÅõÕĀæñØåêÏöÿÂöćãèÂòÛë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä 

ÿëäö èÈê°âÔÒó (2542: 41-43)ÿëäö èÈê°âÔÒó (ƘƛƚƘ: ƚƗ-ƚƙ) Âæ¬óèè¬ó ë¬èÚÜäñëâ 
ØóÈÂóäÖæóÕ ÅøîÜòÉÉòãØöćâöîõØÙõßæÖ¬îÂóäèóÈĀÝÚ ĀæñÂóäÕČóÿÚõÚÂæãùØÙ°ØóÈÂóäÖæóÕ Ì÷ćÈâö
ÅèóâÌòÛÌ­îÚ āÕãÿÜ­óìâóãÃîÈÂóäÜäñãùÂÖ°ĂË­ë¬èÚÜäñëâØóÈÂóäÖæóÕ Åøî Âóäëä­óÈÅèóâ 
ß÷ÈßîĂÉ ĀæñÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó ÖæîÕÉÚæúÂÅ­óĂì­ÂóäãîâäòÛ ë¬ÈÝæĂì­ÙùäÂõÉ
ëóâóä×îãú¬ĂÚÖæóÕăÕ­îã¬óÈãòćÈãøÚ Ì÷ćÈÉñÖ­îÈèõÿÅäóñì°îÈÅ°ÜäñÂîÛ ÕòÈÖ¬îăÜÚöĈ 

1.ÝæõÖáòÔÒ° (Product) Åøî ëõćÈØöćëóâóä×ÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅăÕ­ 
ÝæõÖáòÔÒ°ÉñÖ­îÈâöÅèóâËòÕÿÉÚÿÂöćãèÂòÛĀÚèÅèóâÅõÕ ÿË¬Ú Ö­îÈÂóäÉñÚČóÿëÚîîñăä 

ÝæõÖáòÔÒ°âöÅùÔëâÛòÖõîã¬óÈăä ÿÜĆÚÖ­Ú Ýú­ÜäñÂîÛÂóäÖ­îÈëóâóä×ëä­óÈÝæÜäñāãËÚ°ØöćÝú­ÛäõāáÅÉñ
ăÕ­äòÛÉóÂÝæõÖáòÔÒ°  Āæñë¬ÈÝæĂì­Ýú­ÛäõāáÅäòÛäú­×÷ÈÅùÔÅ¬óÃîÈÝæõÖáòÔÒ° 

2.äóÅó (Price) Åøî ë¬èÚÜäñÂîÛÖòèÿÕöãèØöćÿÂöćãèÃ­îÈÂòÛäóãäòÛ āÕãÂóäÖòĈÈäóÅó
ëõÚÅ­óÉñÖ­îÈèóÈĀÝÚÖóâÂæù¬âÿÜ­óìâóãØöćÖ­îÈÂóäÉñÿëÚîÃóã Ì÷ćÈÝú­ÛäõāáÅÂĆÉñâöØòéÚÅÖõÂòÛäóÅó
ëõÚÅ­óØöćĀÖÂÖ¬óÈÂòÚ ÕòÈÚöĈ  

2.1 Ýú­ÛäõāáÅØöćâöÅèóâăèÖ¬îäóÅóëúÈ ÉñëÚĂÉĀÖ¬ÿäøćîÈäóÅóÿßöãÈîã¬óÈÿÕöãè  
ÿäøćîÈËøćîÿëöãÈìäøîáóßßÉÚ°ÃîÈëõÚÅ­óăâ¬âöÅèóâëČóÅòÎĂÚëóãÖóÃîÈÝú­ÛõāáÅ Ì÷ćÈë¬èÚĂìÎ¬ÉñÿÜĆÚ
ëõÚÅ­óØöćĂË­ĂÚËöèõÖÜäñÉČóèòÚ  

2.2 Ýú­ÛäõāáÅØöćÖ­îÈÂóäáóßßÉÚ°ÉóÂÂóäÌøĈîëõÚÅ­ó Āæñăâ¬âöÂóäÅČóÚ÷È×÷È 
ÿäøćîÈäóÅóĀÖ¬Ýú­ÛäõāáÅÉñß÷ÈßîĂÉØöćÉñãîâÉ¬óãÿÈõÚ ÿßøćîÿëäõâëä­óÈÛùÅæõÂÿÜĆÚìæòÂ âóÂÂè¬ó 
ÂóäÖäñìÚòÂ×÷ÈÜäñāãËÚ°ØöćĀØ­ÉäõÈÃîÈëõÚÅ­ó ÂóäÖòĈÈäóÅóØöćÿìâóñëâÂòÛÂæù¬âÿÜ­óìâóãÉñë¬ÈÝæĂì­
Ýú­ÛäõāáÅÿÂõÕÂóäÖòÕëõÚĂÉÌøĈî ĀæñÚČóăÜëú¬Âóäëä­óÈÂóääòÛäú­ÅùÔÅ¬óØöćÿìâóñëâÂòÛäóÅóÃîÈÝú­ÛäõāáÅ 
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3.ÂóäÉòÕÉČóìÚ¬óã (Place)Åøî ÂæăÂØöćÿÂöćãèÃ­îÈÂòÛÂóäØČóĂì­ëõÚÅ­óÿÅæøćîÚã­óãÉóÂ 
âøîÝú­ÝæõÖăÜëú¬âøîÃîÈÝú­ÛäõāáÅăÕ­îã¬óÈâöÜäñëõØÙõáóß ÂóäÿæøîÂë×óÚØöćÖòĈÈĂÚÂóäÉòÕÉČóìÚ¬óã 
ÉñÖ­îÈßõÉóäÔóè¬ó ÉñÃóãëõÚÅ­ó Ô ØöćĂÕ ØöćÉñăÕ­ÿÜäöãÛĀæñÂ¬îĂì­ÿÂõÕāîÂóëâóÂÂè¬óÅú¬ĀÃ¬ÈÃòÚ āÕã
îóÉÉñÖäñìÚòÂ×÷ÈÝæÜäñāãËÚ°ÉóÂÂóäÿæøîÂØČóÿæÚòĈÚ ÿË¬Ú ÅČóÚ÷È×÷ÈÅèóâëñÕèÂĂÚÂóäÃÚë¬È 
ÅèóâëñÕèÂĂÚÂóäÿÃ­ó×÷ÈëõÚÅ­óăÕ­ØùÂÿèæó äèâăÜ×÷ÈÂóäæÕÖ­ÚØùÚÉóÂÂóäÿæøîÂØČóÿæØöćÖòĈÈ  
Ì÷ćÈÝú­ÜäñÂîÛÂóäÅèäØČóĂì­ëõÚÅ­óâöÂóäÂäñÉóãÖòèîã¬óÈØòćè×÷È ìäøîîóÉÂČóìÚÕÂæù¬âÿÜ­óìâóã 
Öóâë×óÚØöćÖòĈÈ ÿßøćîÉñëóâóä×Õ÷ÈÕúÕÂæù¬âÝú­ÛäõāáÅăÕ­ĂÚØùÂäñÕòÛËòĈÚÃîÈëòÈÅâ ÿË¬Ú ÂóäÉČóìÚ¬óã
áóãĂÚì­óÈëääßëõÚÅ­óÃÚóÕĂìÎ¬ÿßøćîÉòÛÂæù¬âÿÜ­óìâóãØöćâöÂČóæòÈÌøĈîëúÈ ÿÜĆÚÖ­Ú 

4.Âóäë¬ÈÿëäõâÂóäÖæóÕ (Promotion) Åøî ÅèóâßãóãóâØòĈÈìâÕĂÚÂóäØöćÉñë¬Èÿëäõâ
Ăì­ÂæãùØÙ°ÂóäÖæóÕÛääæùÿÜ­óìâóã ØČóĂì­Ýú­ÛäõāáÅÖòÕëõÚĂÉÌøĈîëõÚÅ­ó ÿÂõÕÅèóâëÚĂÉĂÚÖòèëõÚÅ­ó 
ÖæîÕÉÚÂóäâù¬ÈìèòÈØöćÉñÿÜæöćãÚßåÖõÂääâÂóäÌøĈîÃîÈæúÂÅ­ó  Ýú­ÜäñÂîÛÙùäÂõÉÉ÷ÈÖ­îÈßãóãóâĂÚ
Âóäëä­óÈÂóäëøćîëóäÂòÛæúÂÅ­óĂì­ăÕ­āÕãÂóäé÷ÂêóßåÖõÂääâÕòĈÈÿÕõâĀæñØČóëõÚÅ­óÅäîÈĂÉÃîÈæúÂÅ­ó 
ĂÚÃÔñÿÕöãèÂòÛÂĆÚČóÿëÚîÅèóâĀÖÂÖ¬óÈÉóÂÅú¬ĀÃ¬ÈÃòÚ Âóäë¬ÈÿëäõâÂóäÜäñËóëòâßòÚÙ°ÂĆÿÜĆÚëõćÈØöć
ëČóÅòÎ ÿßäóñÉñÿÜĆÚÖòèÂæóÈĂÚÂóäëä­óÈáóßßÉÚ° Ì÷ćÈÿÜĆÚëõćÈØöćØČóăÕ­ãóÂĀÖ¬×­óØČóëČóÿäĆÉÂĆÉñÚČóâó
Ì÷ćÈäóãăÕ­ ĀæñāîÂóëÃîÈÙùäÂõÉ 

5.ÛùÅæóÂä (People) Åøî ÿÅäøćîÈâøîìÚ÷ćÈÃîÈÂóäë¬ÈÿëäõâØóÈÂóäÖæóÕÌ÷ćÈăâ¬ăÕ­
ìâóã×÷ÈÂóäĂì­ÅèóâëČóÅòÎÂòÛßÚòÂÈóÚÃóãÿßöãÈîã¬óÈÿÕöãèÿØ¬óÚòĈÚ ĀÖ¬ìâóã×÷ÈßÚòÂÈóÚÉóÂ 
ØùÂÞ¬óãĂÚÛäõêòØ ÿÚøćîÈÉóÂßÚòÂÈóÚØùÂìÚ¬èãÈóÚ ×øîÿÜĆÚÖòèÃòÛÿÅæøćîÚÙùäÂõÉ Āæñëóâóä×ëä­óÈ
āîÂóëÿËõÈÙùäÂõÉĂì­ÿÂõÕÃ÷ĈÚăÕ­ÖæîÕÿèæó āÕãÉñÖ­îÈØČóĂì­ÂóäÿÝËõÎìÚ­óÂòÚäñìè¬óÈæúÂÅ­óÂòÛ
ßÚòÂÈóÚÿÜĆÚăÜĂÚØóÈØöćÕöÿßøćîëä­óÈÅèóâÿËøćî×øî ÖæîÕÉÚÅèóâăè­èóÈĂÉĂì­ÿÂõÕÃ÷ĈÚÂòÛÂæù¬âæúÂÅ­ó 
ÉÚÚČóăÜëú¬ÂóäÖòÕëõÚĂÉÌøĈîëõÚÅ­ó 

6.æòÂêÔñáóãÚîÂ (Product feature) Åøî Âóäëä­óÈÅèóâĀÖÂÖ¬óÈĂì­ĀÂ¬ëõÚÅ­ó Āæñ
ÛäõÂóäÉóÂäúÜæòÂêÔñáóãÚîÂĀæñØČóĂì­ëõÚÅ­óĀÖÂÖ¬óÈÉóÂäúÜĀÛÛÕòĈÈÿÕõâØöćîãú¬ĂÚÖæóÕìäøî 
ĀÖÂÖ¬óÈÉóÂÅú¬ĀÃ¬ÈÃòÚ ÿßøćîÕ÷ÈÕúÕæúÂÅ­óĂì­ìòÚâóĂË­ëõÚÅ­ó ÿË¬Ú ÙùäÂõÉä­óÚîóìóä îóÉÉñâöäóãÂóä
îóìóäßõÿéêÜäñÉČóÃîÈä­óÚØöćÉñëóâóä×ÿäöãÂÅèóâëÚĂÉÉóÂæúÂÅ­óăÕ­  

îäÉòÚØä° éõäõāËÖõ (2556: 19) Ăì­ÅèóâÿìĆÚè¬ó ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóä Åøî  

ÂæãùØÙ°ØöćÉČóÿÜĆÚÖ¬îÂóäÕČóÿÚõÚÙùäÂõÉ ĀæñÂóäÛäõÂóä ÂóäèóÈÂæãùØÙ°ÂóäÖæóÕØöćâöÜäñëõØÙõáóß
ÉñÖ­îÈìóèõÙöĂÚÂóäÛúäÔóÂóäîÈÅ°ÜäñÂîÛØòĈÈìâÕä¬èâÂòÚÿßøćîÅèóâëČóÿäĆÉĂÚÂóäĀÃ¬ÈÃòÚĂÚÖæóÕ 
Ì÷ćÈâö 7 îÈÅ°ÜäñÂîÛ ÕòÈÚöĈ 
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1. ÝæõÖáòÔÒ°ÛäõÂóä (Product) Åøî ëõćÈĂÕÂĆÖóâØöćÛäõêòØÚČóÿëÚîîîÂëú¬ÖæóÕ ÿßøćî
ÖîÛëÚîÈÅèóâÉČóÿÜĆÚÅèóâß÷ÈßîĂÉ ĀæñÅèóâÖ­îÈÂóäØöćăâ¬ÉČóÂòÕÃîÈÝú­ÛäõāáÅ ÝæõÖáòÔÒ°Øöć
ÚČóÿëÚî ăÕ­ĀÂ¬ ëõÚÅ­ó ÛäõÂóä ÜäñëÛÂóäÔ° ÛùÅÅæ ë×óÚØöć ëõÚØäòßã° îÈÅ°Âä Ã­îâúæÃ¬óèëóä Āæñ
ĀÚèÅèóâÅõÕ (Philip kotlor and Keller. 2006) îóÉÿÜĆÚëõćÈÃîÈØöćÉòÛÖ­îÈăÕ­ìäøîăâ¬ÂĆăÕ­ ×­óÿÜĆÚĀÛÛ
ØöćÉòÛÖ­îÈăÕ­Ýú­ÛäõāáÅÉñăÕ­äòÛëõćÈÃîÈÚòĈÚăÜÿÜĆÚÿÉ­óÃîÈ ĀÖ¬ìóÂÿÜĆÚĀÛÛÉòÛÖ­îÈăâ¬ăÕ­Ýú­ÛäõāáÅÉñ
ăÕ­äòÛÜäñëÛÂóäÔ°ÉóÂÂóäÿÃ­óäòÛÛäõÂóäÂæòÛăÜ Ì÷ćÈÛäõêòØÉñÖ­îÈĂì­Ýú­ÛäõāáÅãõÚÕöØöćÉñÉ¬óãÿÈõÚÿßøćî
ÌøĈîëõÚÅ­óĀæñÛäõÂóä Õ­èãÂóäÿßõćâÅùÔÅ¬óĂì­ĀÂ¬ÝæõÖáòÔÒ°ØöćÚČóîîÂëú¬ÖæóÕÉóÂÂóäèóÈÂæãùØÙ°ÃîÈ
ÛäõêòØ 

2. äóÅó (Price) Åøî ÉČóÚèÚÿÈõÚØöćÝú­ÛäõāáÅãîâÉ¬óãÿßøćîĀæÂÿÜæöćãÚÂòÛÝæõÖáòÔÒ° 
ĀæñÛäõÂóääóÅóÉ÷ÈÚòÛÿÜĆÚÖòèĀÜäëČóÅòÎĂÚÂóäìóäóãăÕ­Ăì­ÂòÛÛäõêòØ Ì÷ćÈëóâóä×ÿÜæöćãÚĀÜæÈăÕ­
È¬óãĂì­ÿÜĆÚăÜÖóâë×óÚÂóäÔ°ÃîÈÖæóÕ×­óÿØöãÛÂòÛë¬èÚÜäñëâØóÈÂóäÖæóÕÖòèîøćÚą  ÂóäÖòĈÈ
äóÅóëõÚÅ­óØöćØČóĂì­Ýú­ÛäõāáÅäú­ë÷ÂÅù­âÅ¬óÉñØČóĂì­ÛäõêòØÛääæùÿÜ­óìâóãØóÈÕ­óÚÂóäÿÈõÚ āÕãÛäõêòØ
ÉñÖ­îÈëä­óÈÂóääòÛäú­ÝæõÖáòÔÒ°ĀÂ¬Ýú­ÛäõāáÅè¬óØùÂąëõćÈØöćÝú­ÛäõāáÅÖ­îÈëúÎÿëöãăÜÚòĈÚâòÚÅù­âÅ¬óÿâøćî
ÿØöãÛÂòÛÝæÜäñāãËÚ°ØòĈÈìâÕØöćÝú­ÛäõāáÅÉñăÕ­äòÛ ÛäõêòØÖ­îÈëä­óÈÅùÔÅ¬óĂì­ÂòÛØùÂîÈÅ°ÜäñÂîÛØöćÉñ
Ë¬èãĂì­Ýú­ÛäõāáÅÖòÕëõÚĂÉÌøĈîëõÚÅ­ó āÕãăâ¬ĂË¬ÿßöãÈĀÖ¬Âóäëä­óÈÅùÔÅ¬óĂì­ÂòÛëõÚÅ­óÿØ¬óÚòĈÚ ĀÖ¬äèâăÜ
×÷È ÅùÔÅ¬óÕ­óÚÂóäÛäõÂóä ÅùÔÅ¬óÕ­óÚÛùÅæóÂäØöćĂì­ÛäõÂóä ĀæñÅùÔÅ¬óÕ­óÚáóßæòÂêÔ° ÅèÛÅú¬ÂòÚăÜ
Õ­èã ÛäõêòØãòÈëóâóä×ÂČóìÚÕäóÅóØöćÿìâóñëâÖóâÅèóâÖ­îÈÂóäÉóÂÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ 
Āæñëä­óÈÝæÖîÛĀØÚØöćâóÂÂè¬óÅú¬ĀÃ¬ÈÃòÚ ØòĈÈÚöĈëõÚÅ­óĀæñÛäõÂóäÉñÖ­îÈÖäÈÂòÛÅèóâÅóÕìèòÈÃîÈ
Ýú­ÛäõāáÅÕ­èã 

3. ÂóäÉòÕÉČóìÚ¬óã (Place) Åøî ÂóäÿÅæøćîÚØöćÃîÈëõÚÅ­óăÜãòÈä­óÚÅ­óÜæöÂ ìäøîăÜãòÈ
Ë¬îÈØóÈÂóäÉòÕìÚ¬óãĀÛÛîøćÚÉÚăÜ×÷ÈâøîÝú­ÛäõāáÅĂÚØöćëùÕ Ì÷ćÈâöäúÜĀÛÛĂÚÂóäë¬ÈâîÛëõÚÅ­óØöć
ìæóÂìæóã ÿË¬Ú 

3.1 Ýú­ÛäõāáÅÿÕõÚØóÈâóãòÈë×óÚØöćÛäõÂóä Åøî ÿäøćîÈÅèóâëñÕèÂÃîÈØČóÿæØöćÖòĈÈ 
ÂóäÛäõÂóäĀæñÖóäóÈÿèæóÂóäĂì­ÛäõÂóä×øîÿÜĆÚÿäøćîÈëČóÅòÎ Ì÷ćÈÉñÖ­îÈÿæøîÂë×óÚØöćĂÚÂóäë¬ÈâîÛ
ëõÚÅ­óĀæñÛäõÂóäØöćßä­îâëČóìäòÛÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅØùÂÿèæó Āæñëóâóä×ÿÃ­ó×÷ÈăÕ­ëñÕèÂ 

3.2 Ýú­Ăì­ÛäõÂóäÿÕõÚØóÈăÜãòÈë×óÚØöćÃîÈÝú­ÛäõāáÅ ÅøîÂóäÉòÕÂóäÂòÛ
ëáóßĀèÕæ­îâÃîÈë×óÚØöćĂì­ÛäõÂóäØöćÿÜĆÚßøĈÚØöćÃîÈÝú­ÛäõāáÅ ÿßäóñîóÉÿÂõÕÃ­îÉČóÂòÕĂÚ 
ÂóäĂì­ÛäõÂóä ìäøîÂóäë¬ÈâîÛëõÚÅ­ó ĀæñîóÉÂ¬îĂì­ÿÂõÕÖ­ÚØùÚÅ¬óĂË­É¬óã Ýú­ÛäõāáÅÉ÷ÈÚõãâÿÕõÚØóÈăÜ
äòÛëõÚÅ­ó ĀæñÛäõÂóäÕ­èãÖÚÿîÈ 
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3.3 ÂóäĂË­ÿØÅāÚāæãöĂÚÂóäë¬ÈâîÛ ìâóã×÷È ÂóäØöćæÝú­ÛäõāáÅăâ¬ÉČóÿÜĆÚÖ­îÈÿÃ­ó
âóãòÈë×óÚØöćĂì­ÛäõÂóäăâ¬Ö­îÈßÛÜñÂòÛßÚòÂÈóÚÃîÈÛäõêòØ Ì÷ćÈë¬ÈÝæĂì­ÂóäÿÝËõÎìÚ­óÂòÚÚ­îãæÈ 
îóÉĂË­ÂóäÖõÕÖ¬îÂòÛÝú­ÛäõāáÅāÕãĂË­îùÜÂäÔ°ØóÈÿØÅāÚāæãöĀØÚ ÿË¬Ú ØóÈāØäéòßØ° ĀàÂÌ° îöÿâæ° 
ÿÜĆÚÖ­Ú Ì÷ćÈÂ¬îĂì­ÿÂõÕÅèóâëñÕèÂĀæñäèÕÿäĆèĂÚÂóäÌøĈî ĀæñÂäñÉóãëõÚÅ­ó 

4.Âóäë¬ÈÿëäõâÂóäÃóã (Promotion) Åøî ÿÅäøćîÈâøîÂäñÖù­ÚĂì­Ýú­ÛäõāáÅÿÂõÕ 
ÅèóâÖ­îÈÂóäÌøĈîØöćĂË­ÂóäāÇêÔóĀæñÂóäĂË­ÛùÅÅæĂÚÂóäÃóã Ì÷ćÈÉñØČóĂì­æúÂÅ­óÿÂõÕÅèóâëÚĂÉ 
Ö­îÈÂóäØÕæîÈĂË­ Âóäë¬ÈÿëäõâÂóäÃóãîóÉØČóÂòÛæúÂÅ­óăÕ­āÕãÖäÈ ÿË¬Ú ÂóäæÕ ĀæÂ ĀÉÂ Ā×â  
ÿÜĆÚÖ­Ú ìäøîÂóäë¬ÈÿëäõâÂóäÃóãāÕãÂäñÖù­ÚÝ¬óÚÅÚÂæóÈĀæñßÚòÂÈóÚÃóã ÿË¬Ú ÂóäĂì­ë¬èÚæÕÿËõÈ
ÜäõâóÔ ÂóäÉòÕëòââÚó ĀæñÂóäĀÃ¬ÈÃòÚÂóäÃóã ÿÜĆÚÖ­Ú ÿØÅÚõÅĂÚÂóäë¬ÈÿëäõâÂóäÃóãØöćăÕ­äòÛ
ÅèóâÚõãâĂË­ÂòÚĂÚÙùäÂõÉÜòÉÉùÛòÚ ăÕ­ĀÂ¬ 

1) ÂóäĀÉÂÖòèîã¬óÈÝæõÖáòÔÒ° (Sampling) Åøî ÂóäĀÉÂÖòèîã¬óÈëõÚÅ­óàäöĂì­
Ýú­ÛäõāáÅĂÚÂäÔöØöćëõÚÅ­óÿßõćÈîîÂëú¬ÖæóÕĂìâ¬ą ìäøîÖ­îÈÂóäĂì­Ýú­ÛäõāáÅäú­ÉòÂëõÚÅ­óâóÂÃ÷ĈÚÿßøćîÿßõćâ
ÂóääòÛäú­ĀæñÂóäÿÃ­ó×÷È 

2) ÂóäĀÉÂÅúÜîÈ (Coupons) Åøî ÂóäîîÂĂÛëČóÅòÎ ìäøîĂÛäòÛäîÈÿßøćîĂË­ÿÜĆÚ
ëøćîÂæóÈĂÚÂóäĀæÂÿÜæöćãÚÂòÛÝú­ÛäõāáÅÌ÷ćÈëóâóä×ÚČóăÜĂË­ÖóâëõØÙõØöćäñÛùăè­ĂÚÅúÜîÈ 

3) ÂóäĀÉÂÃîÈĀ×â (Gifts) Åøî ÂóäĂì­ëõÚÅ­óîøćÚØöćîóÉÿÂöćãèÃ­îÈìäøîăâ¬ÂòÛëõÚÅ­ó
ìæòÂØöćÝú­ÛäõāáÅÌøĈîÂóäĂì­ÃîÈĀ×âÿÜĆÚÂóäÂäñÖù­ÚìäøîÕ÷ÈÕúÕÅèóâëÚĂÉâóÂÃ÷ĈÚĂÚÂäÔöÂóäĀÚñÚČó
ëõÚÅ­óĂìâ¬ äèâăÜ×÷ÈÂóäÃãóãăÜëú¬ÖæóÕĂìâ¬ ĀæñÅú¬ĀÃ¬ÈÃòÚäóãĂìâ¬ 

4) ÂóäàäöÅ¬óÿÚöãâĀäÂÿÃ­ó (Sign-in rebate) 
5) Âóäæù­ÚËõÈäóÈèòæ (Rewards) Åøî ÛäõêòØÉñÉòÕÂõÉÂääâāÕãĂì­Ýú­ÛäõāáÅÿÃ­óâóâö

ë¬èÚä¬èâÕ­èã ÿË¬Ú Âóäë¬ÈËõĈÚë¬èÚÝæõÖáòÔÒ°ÿßøćîæù­ÚäóÈèòæ ìäøîĂì­Ýú­ÛäõāáÅÿÃ­óä¬èâÂóäĀÃ¬ÈÃòÚĂÚ
æòÂêÔñÖ¬óÈą ÿßøćîäòÛäóÈèòæ 

5. ÛùÅÅæ (People) Åøî ë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäØöćëČóÅòÎ ëóâóä×ëä­óÈ 
ÅèóâĀÖÂÖ¬óÈĀæñÃ­îăÕ­ÿÜäöãÛĂì­ÂòÛÂõÉÂóä Ì÷ćÈÜäñÂîÛăÜÕ­èãßÚòÂÈóÚÛäõÂóä ÖæîÕÉÚßÚòÂÈóÚ 
ØùÂÅÚÃîÈÛäõêòØ Øöćâöë¬èÚä¬èâîãú¬ĂÚëáóßĀèÕæ­îâÛäõÂóä ßÚòÂÈóÚØöćâöìÚ­óØöćÛäõÂóäæúÂÅ­ó ÉñÖ­îÈâö
ÛØÛóØĀæñìÚ­óØöćëČóÅòÎ ÕòÈÚöĈ 

1) ÿÜĆÚë¬èÚëČóÅòÎÃîÈÝæõÖáòÔÒ° Åøî ØČóìÚ­óØöćÿÜĆÚÝú­ë¬ÈâîÛëõÚÅ­ó ĀæñÛäõÂóäÌ÷ćÈ
ÉñăÕ­äòÛÂóäÜäñÿâõÚÉóÂæúÂÅ­ó 
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2) ÿÜĆÚÖòèĀØÚîÈÅ°Âä Åøî ÂóäĀëÕÈîîÂÃîÈßÚòÂÈóÚÞ¬óãÃîÈÛäõêòØë¬ÈÝæÖ¬î 
ÂóäÜäñÿâõÚÅùÔáóßĂÚÂóäÛäõÂóäÃîÈæúÂÅ­ó ăâ¬è¬óÉñØČóÈóÚĂÚìÚ­óØöćĂÕáóãĂÚîÈÅ°Âä æúÂÅ­óÉñ
ÿÂõÕÅèóâÿÃ­óĂÉØöćÿÜĆÚáóßäèâ 

3) ÿÜĆÚÖäóëõÚÅ­óÃîÈîÈÅ°Âä Åøî ßÚòÂÈóÚÖ­îÈßãóãóâëä­óÈëòâßòÚÙ°ë¬èÚÛùÅÅæ
ÂòÛæúÂÅ­óÜäòÛÂóäë¬ÈâîÛëõÚÅ­óĀæñÛäõÂóäĂì­ÖäÈĂÉæúÂÅ­ó Ì÷ćÈÉñÚČóăÜëú¬ÅèóâëòâßòÚÙ°ØöćãòćÈãøÚ 
ßÚòÂÈóÚÛäõÂóäÖ­îÈÿÝËõÎÂòÛæòÂêÔñÈóÚØöćãóÂ Ö­îÈĂË­ÅèóâæñÿîöãÕî¬îÚëúÈĂÚÂóäÜÐõÛòÖõÈóÚ 
ÿÚøćîÈÉóÂÉñÖ­îÈßãóãóâëä­óÈëòâßòÚÙ°îòÚÕöÂòÛæúÂÅ­ó ĀæñÖ­îÈëä­óÈÅèóâß÷ÈßîĂÉĂì­ÂòÛæúÂÅ­ó  
ØČóĂì­æúÂÅ­óäòÛäú­×÷ÈÅùÔÅ¬óÃîÈëõćÈØöćÛäõêòØÖ­îÈÂóäÉñÚČóÿëÚî îòÚÉñÚČóăÜëú¬ÂóäÿÂõÕÅèóâÉÈäòÂáòÂÕö
ÃîÈæúÂÅ­ó āÕãâöÿÜ­óìâóãĂÚÂóäìóäóãăÕ­ Āæñëä­óÈÂČóăäĂì­ĀÂ¬ÛäõêòØ 

6.æòÂêÔñØóÈÂóãáóß (Physical) Åøî îÈÅ°ÜäñÂîÛÿÕöãèØöćÝú­ÛäõāáÅëóâóä×ÉòÛÖ­îÈ 
âîÈÿìĆÚìäøîëòâÝòëăÕ­âóÂØöćëùÕ ëóâóä×ăÜÂäñØÛÂòÛîóäâÔ° Åèóâäú­ë÷Â ÖæîÕÉÚÅèóâß÷ÈßîĂÉ
ÃîÈÝú­ÛäõāáÅăÕ­äèÕÿäĆè ĀæñÈ¬óã ÿÚøćîÈÉóÂÂóääòÛäú­Õ­èãÜäñëóØëòâÝòëØòĈÈ 5 ÃîÈÝú­ÛäõāáÅ  
1) ÂóäâîÈÿìĆÚ 2) ÂóääòÛäë 3) ÂóäÕâÂæõćÚ 4) ÂóäăÕ­ãõÚÿëöãÈ5) ÂóäëòâÝòë ×­óÛäõêòØëóâóä×ÉòÕ
æòÂêÔñØóÈÂóãáóßĂì­Ú¬óÿËøćî×øî Ýú­ÛäõāáÅÉñÿÂõÕÅèóâÿËøćîâòćÚ ĀæñÅèóâăè­èóÈĂÉĂÚÙùäÂõÉ 

ÛØÛóØÃîÈæòÂêÔñØóÈÂóãáóßØöćâöÅèóâëČóÅòÎÂòÛÙùäÂõÉ ÜäñÂîÛăÜÕ­èã 4 
Õ­óÚ ÕòÈÖ¬îăÜÚöĈ 

1) Õ­óÚÛääÉùáòÔÒ° (Package) Åøî ØČóìÚ­óØöćÛääÉùëõćÈĂÕëõćÈìÚ÷ćÈØöćÛäõêòØ
Ö­îÈÂóäÚČóÿëÚîÖ¬îÝú­ÛäõāáÅāÕã×úÂîîÂĀÛÛĂì­âöìÚ­óØöćëøćîëóäáóßßÉÚ° ĀæñÂäñÖù­ÚÂóä
ÖîÛëÚîÈÕ­óÚîóäâÔ° æòÂêÔñØóÈÂóãáóßÿÜĆÚæòÂêÔñáóãÚîÂÃîÈÛäõêòØ ØöćÝú­ÛäõāáÅëóâóä×
âîÈÿìĆÚăÕ­ āÕãÂóäëä­óÈÅèóâÜäñØòÛĂÉÃîÈÂóäâîÈÿìĆÚÅäòĈÈĀäÂÉñÂČóìÚÕÅèóâìèòÈÃîÈÝú­ÛäõāáÅ 

2) Õ­óÚÂóäîČóÚèãÅèóâëñÕèÂ (Facilitator) Åøî ØČóìÚ­óØöćîČóÚèã 
ÅèóâëñÕèÂëČóìäòÛÂóääòÛÛäõÂóäĂÚØùÂÂõÉÂääâÃîÈÝú­ÛäõāáÅĀæñÂóäÛäõÂóäÉñÖ­îÈÕČóÿÚõÚăÜîã¬óÈ
âöÜäñëõØÙõáóßÖóâÅèóâÖ­îÈÂóäÃîÈæúÂÅ­ó ÂóäîîÂĀÛÛÂóäîČóÚèãÅèóâëñÕèÂ ÉñÖ­îÈÅČóÚ÷È×÷È
Âóäëä­óÈâùââîÈØöćìÚ­óßîĂÉĂì­ÂòÛæúÂÅ­ó ÿË¬Ú ÙùäÂõÉÂóäÛõÚ ÖòĈÈĀÖ¬Ã÷ĈÚÉÚ×÷ÈæÈÉóÂÿÅäøćîÈÛõÚ
Ýú­ÛäõāáÅÉñÖ­îÈăÕ­äòÛÅèóâß÷ÈßîĂÉĂÚØùÂÂõÉÂääâÂóäÛäõÂóä 

3) Õ­óÚìÚ­óØöćØóÈëòÈÅâ (Socializer) Åøî ÂóäÿÃ­óĂÉĂÚÛØÛóØ Āæñ
ßåÖõÂääâÃîÈÝú­ÛäõāáÅëä­óÈÅèóâëòâßòÚÙ°ĂÚÂóäÛäõÂóä āÕãîîÂĀÛÛĂì­Ýú­ÛäõāáÅØäóÛè¬óë¬èÚĂÕ
ÿÜĆÚë¬èÚÃîÈßÚòÂÈóÚ ìäøîë¬èÚĂÕÿÜĆÚë¬èÚĂì­ÛäõÂóä ĀæñÛäõêòØÉñÜäòÛÜäùÈëáóßĀèÕæ­îâáóãĂì­
ÿìâóñÂòÛÅèóâÖ­îÈÂóä äèâăÜ×÷ÈßåÖõÂääâÂóäĂË­ÛäõÂóä ÿË¬Ú ÙùäÂõÉ Co-working space  



 20 

4) Õ­óÚëä­óÈÅèóâĀÖÂÖ¬óÈ (Differentiator) Åøî Âóäëä­óÈÅèóâĀÖÂÖ¬óÈ
Ăì­ÂòÛÙùäÂõÉĀæñÿÜĆÚÿÅäøćîÈâøîĂÚÂóäĀÛ¬Èë¬èÚÖæóÕ ĀæñâöèòÖ×ùÜäñëÈÅ°ĂÚÂóäĂË­ÿßøćîÿÜæöćãÚ
ÖČóĀìÚ¬ÈØóÈÂóäÖæóÕ ÖæîÕÉÚÿßøćîÕ÷ÈÕúÕÂæù¬âæúÂÅ­óĂìâ¬ą ÿË¬Ú ÂóäĂË­Ü­óã ëòÎæòÂêÔ° Āæñ 
ÂóäÉòÕĀëÕÈëõÚÅ­óÿßøćîÛ¬ÈËöĈÂæù¬âÿÜ­óìâóãÃîÈÛäõêòØ 

7.ÂäñÛèÚÂóä (Process) Åøî ÂäñÛèÚÂóäØöćâöÝæÖ¬îÂóäë¬ÈâîÛ ëõÚÅ­óĀæñÛäõÂóä
ĀÂ¬æúÂÅ­óĀæñÉñÖ­îÈßõÉóäÔó×÷ÈÜòÉÉòãÖ¬óÈą Â¬îÚØöćÉñØČóÂóäÖòÕëõÚĂÉÕ­óÚÂóäîîÂĀÛÛÛäõÂóä 
äñÛùÂõÉÂääâ ÛùÅæóÂäØöćĂË­ĂÚÂõÉÂääâ äèâăÜ×÷ÈæòÂêÔñØóÈÂóãáóß ØòĈÈÚöĈÉñÖ­îÈÃ÷ĈÚîãú¬ÂòÛâùââîÈ
ÃîÈæúÂÅ­ó ĀæñßÚòÂÈóÚÛäõÂóä ÿßøćîØČóĂì­ØòĈÈ  2 Þ¬óãÿÂõÕÅèóâß÷ÈßîĂÉ Āæñë¬ÈÿëäõâĂì­ÿÂõÕ
ÜäñëÛÂóäÔ°ØöćâöÜäñëõØÙõáóßĀæñÜäñëõØÙõÝæĂì­ëúÈØöćëùÕ ÚòÂÂóäÖæóÕÉ÷ÈÅèäîîÂĀÛÛÕ­óÚ
ÂäñÛèÚÂóäĂì­Ýú­ØöćÿÂöćãèÃ­îÈĂÚĀÖ¬æñÃòĈÚÖîÚëóâóä×ÿÃ­óĂÉÅèóâÿËøćîâāãÈÃîÈìÚ­óØöćÃîÈÖÚÿîÈÂòÛ
ìÚ­óØöćÃîÈÞ¬óãîøćÚą āÕãâöèòÖ×ùÜäñëÈÅ°ÿÕöãèÂòÚ Åøî ÿßøćîÂóäÛäõÂóäæúÂÅ­ó 

éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (2546: 212 - 213) ăÕ­Âæ¬óèè¬ó ÅèóâìâóãÃîÈë¬èÚÜäñëâ
ØóÈÂóäÖæóÕÛäõÂóä ÿÜĆÚëõćÈØöćÚČóâóÜäñãùÂÖ°ĂË­ÂòÛÙùäÂõÉ Ö­îÈâöÂóäÜäòÛÿÜæöćãÚĂì­ØòÚÖ¬î
ë×óÚÂóäÔ° ÿË¬Ú ÖóâÜäõâóÔÃîÈîùÜëÈÅ°ÖæóÕ äñãñÿèæóĂÚÂóäÚČóÿëÚîÝæõÖáòÔÒ°ĀæñÛäõÂóä
îîÂëú¬ÖæóÕ ÕòÈÚòĈÚÂäñÛèÚÂóäëä­óÈë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäÂĆÉñâöÂóäÜäòÛÜäùÈÜòÉÉòã 
ìäøîîÈÅ°ÜäñÂîÛĂì­ÿìâóñëâÂòÛë×óÚÂóäÔ° Ô ÃÔñÚòĈÚ ĀæñÂóäÿÜæöćãÚĀÜæÈÅèóâÉČóÿÜĆÚĂÚ
ÖæóÕāÕãîóéòãîÈÅ°ÜäñÂîÛìÚ÷ćÈÿØ¬óÚòĈÚĀÖ¬îÈÅ°ÜäñÂîÛÚòĈÚîóÉâöÅèóâëČóÅòÎÿßöãÈÛóÈË¬èÈÿèæó
ÿØ¬óÚòĈÚ îÈÅ°ÜäñÂîÛÃîÈë¬èÚÜäñëâØóÈÂóäÛäõÂóäÿÜĆÚÿÅäøćîÈâøîØóÈÂóäÖæóÕëâòãĂìâ¬ Ì÷ćÈÿÜĆÚ
ë¬èÚëČóÅòÎĂÚÂóäØČóÂóäÖæóÕ ÿÚøćîÈÉóÂÿÜĆÚÂóäé÷ÂêóÂóäÖòÕëõÚĂÉØòĈÈìâÕÿßøćîÚČóâóĂË­ĂÚ 

ÂóäÕČóÿÚõÚÙùäÂõÉ ÿßøćîÖîÛëÚîÈÅèóâÖ­îÈÂóä ĀæñÅèóâßîĂÉÃîÈÝú­ÛäõāáÅÂæù¬âÿÜ­óìâóã Ì÷ćÈ 

ÿäöãÂë¬èÚÜäñëâØóÈÂóäÚöĈè¬ó 7P³s āÕãâöë¬èÚÜäñÂîÛ ÕòÈÖ¬îăÜÚöĈ 

1. ÝæõÖáòÔÒ° (Product) Åøî ëõćÈØöćÙùäÂõÉÖ­îÈÂóäÿëÚîÃóãÖæóÕ ÿßøćîÖîÛëÚîÈÅèóâ
Ö­îÈÂóäìäøîÅèóâÉČóÿÜĆÚ Øöćë¬ÈÝæĂì­Ýú­ÛäõāáÅÿÂõÕÅèóâß÷ÈßîĂÉ ÝæõÖáòÔÒ°ØöćÿëÚîîóÉâöäúÜĀÛÛØöć
ëóâóä×ÉòÛÖ­îÈăÕ­ ìäøîăâ¬ëóâóä×ÉòÛÖ­îÈăÕ­ ÝæõÖáòÔÒ°É÷ÈÜäñÂîÛÕ­èã ëõÚÅ­ó ÛäõÂóä ăîÿÕöã 
ë×óÚØöć ÿÜĆÚÖ­Ú Ì÷ćÈë¬èÚÜäñÂîÛÿìæ¬óÚöĈÉñÖ­îÈâöîää×ÜäñāãËÚ° âöÅùÔÅ¬óĂÚÅèóâäú­ë÷ÂÃîÈÝú­ÛäõāáÅ 
É÷ÈÉñØČóĂì­ëóâóä×ÃóãëõÚÅ­óĀÂ¬Ýú­ÛäõāáÅăÕ­ 

2. äóÅó (Price) Åøî ÉČóÚèÚÿÈõÚ ìäøîëõćÈÃîÈ Øöćëóâóä×É¬óãîîÂăÜÿßøćîĂì­ăÕ­
ÝæõÖáòÔÒ°ĀæñÛäõÂóäÂæòÛâó ìäøîÅùÔÅ¬óØöćæúÂÅ­óãîâäòÛ Ì÷ćÈÝú­ÛäõāáÅÉñÜäñÿâõÚÅùÔÅ¬óÃîÈëõÚÅ­ó
ìäøîÛäõÂóäÂòÛäóÅó ×­óÝú­ÛäõāáÅäú­ë÷Âè¬óÅùÔÅ¬óëúÈÂè¬óäóÅóÉñë¬ÈÝæĂì­ÿÂõÕÂóäÖòÕëõÚĂÉÌøĈî ÕòÈÚòĈÚ 
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Ýú­ÿëÚîÃóãÉ÷ÈÖ­îÈĂì­ÅèóâëČóÅòÎÂòÛÅùÔÅ¬óĂÚëóãÖóæúÂÅ­ó Ö­îÈëòÈÿÂÖ Āæñé÷ÂêóÂóäãîâäòÛÃîÈ
æúÂÅ­óĂÚÅùÔÅ¬óÃîÈÝæõÖáòÔÒ°è¬óëúÈÂè¬óÝæõÖáòÔÒ°ìäøîăâ¬ ÖæîÕÉÚÂóäÅèÛÅùâÖ­ÚØùÚÝæõÖáòÔÒ° 
ĀæñÅ¬óĂË­É¬óãÉóÂÂóäÌøĈîÝæõÖáòÔÒ°ĀæñÛäõÂóä ÖæîÕÉÚÂóäĀÃ¬ÈÃòÚÂòÚĂÚÖæóÕ 

3. Ë¬îÈØóÈÂóäÉòÕÉČóìÚ¬óã (Place) Åøî ÂõÉÂääâØöćØČóĂì­æúÂÅ­óÈ¬óãÖ¬îÂóäÿÃ­ó×÷È
ÝæõÖáòÔÒ°ÿâøćîæúÂÅ­óâöÅèóâÖ­îÈÂóäăâ¬è¬óÉñÿÜĆÚÿâøćîăìä¬ìäøîØöćăìÚÂĆÖóâ ÂóäÕČóÿÚõÚÈóÚĂÚ 
ÂóäÉòÕÂóäË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óãÉ÷ÈÖ­îÈÅČóÚ÷È×÷ÈÜòÉÉòã ÕòÈÚöĈ 

- ÅèóâëñÕèÂÃîÈÂóäÖõÕÖ¬îæúÂÅ­ó 
- ÂóäßõÉóäÔóØČóÿæÃîÈÖČóĀìÚ¬ÈØöćÖòĈÈÃîÈë×óÚØöćÉČóìÚ¬óã 
- ÂóäëÚòÛëÚùÚĀæñÂóäÂäñÉóãÖòèÃîÈëõÚÅ­ó 

Ì÷ćÈÈóÚØòĈÈìâÕÚöĈÿÂöćãèÃ­îÈÂòÛÂóäÿÅæøćîÚã­óãëõÚÅ­óÉóÂâøîÝú­ÝæõÖăÜãòÈâøîÝú­ÛäõāáÅ 
ÿßøćîëä­óÈÂóäÜäñëóÚÈóÚ ĀæñØČóĂì­Ö­ÚØùÚĂÚÂóäÉòÕÉČóìÚ¬óãÖČćóØöćëùÕ 

4. Âóäë¬ÈÿëäõâØóÈÂóäÖæóÕ (Promotion) Åøî ÿÅäøćîÈâøîĂÚÂóäëøćîëóäÂòÛÝú­ÛäõāáÅ
ÿßøćîÂ¬îĂì­ÿÂõÕÅèóâß÷ÈßîĂÉÖ­îëõÚÅ­ó ĀæñÛäõÂóä āÕãĂË­ÿßøćîÂäñÖù­Ú ìäøîËòÂÉúÈĂì­Ýú­ÛäõāáÅÿÂõÕ
ÅèóâëÚĂÉ îòÚÉñÚČóăÜëú¬ÅèóâÖ­îÈÂóäëõÚÅ­ó ĀæñØöćëČóÅòÎÿßøćîÿÖøîÚÅèóâØäÈÉČóÿÂöćãèÂòÛëõÚÅ­ó 
āÕãÅóÕè¬óÉñâöîõØÙõßæÖ¬îÅèóâäú­ë÷Â ÅèóâÿËøćî ÂóääòÛäú­ äèâăÜ×÷ÈßåÖõÂääâÂóäÌøĈî ÂóäëøćîëóäÂòÛ
Ýú­ÛäõāáÅîóÉÖ­îÈĂË­ßÚòÂÈóÚÃóã ìäøîăâ¬ÂĆăÕ­ ÂóäëøćîëóäÜäñÂîÛÕ­èã 

- Âóäë¬ÈÿëäõâÂóäÃóãØöćâù¬ÈÖäÈëú¬Ýú­ÛäõāáÅ  
- Âóä×úÂÂäñÖù­ÚÉóÂßÚòÂÈóÚÃóã 
- Âóä×úÂÂäñÖù­ÚÉóÂÛùÅÅæ 

āÕãâöÂóäĂË­ÂóäëøćîëóäÂòÛæúÂÅ­óìæóãäúÜĀÛÛ ÿË¬Ú  èõØãù āØäØòéÚ° ëõćÈßõâß°  
Ü­óãāÇêÔóëøćîîõÿæĆÂØäîÚõÅë°ĀæñÂóäÃóãØóÈāØäéòßØ° ÿÜĆÚÖ­Ú 

5. ßÚòÂÈóÚÃóã (People) Åøî ÛùÅÅæØöćÝ¬óÚÂóäÅòÕÿæøîÂ ÂóäÞ÷ÂØòÂêñĂÚÂóäÉúÈĂÉ
ÿßøćîëóâóä×ëä­óÈÅèóâß÷ÈßîĂÉĀÂ¬Ýú­ÛäõāáÅ ĀæñâöÅèóâĀÖÂÖ¬óÈÉóÂÅú¬ĀÃ¬ÈÃòÚĂÚÖæóÕ ßÚòÂÈóÚ
ÃóãÉñÖ­îÈÅùÔæòÂêÔñëùáóßÿäöãÛä­îã âöÅèóâÅæ¬îÈÖòè ëóâóä×Ăì­ÛäõÂóäăÕ­îã¬óÈäèÕÿäĆè âö 
ÂóäÿîóĂÉĂë¬æúÂÅ­ó ÂòÚÿîÈ Āæñëä­óÈÅèóâëòâßòÚÙ°ØöćÕöÂòÛæúÂÅ­ó Ăì­æúÂÅ­óÿÂõÕÅèóâÜäñØòÛĂÉ 

6. æòÂêÔñØóÈÂóãáóß (Physical) Åøî æòÂêÔñáóãÚîÂØöćë¬ÈÝæÖ¬îÂóäÖòÕëõÚĂÉ
ÃîÈÝú­ÛäõāáÅìäøîÝú­âóĂË­ÛäõÂóäÿË¬ÚÂóäÖÂĀÖ¬Èë×óÚØöćÅèóâëñîóÕäúÜĀÛÛä­óÚ 
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7. ÂäñÛèÚÂóäĂì­ÛäõÂóä (Process) Åøî ÂäñÛèÚÂóäë¬ÈâîÛÛäõÂóäĀÂ¬Ýú­ÛäõāáÅāÕã
ÉñÖ­îÈØČóĂì­ÅäîÛÅæùâÖòĈÈĀÖ¬äñÕòÛÚāãÛóã äñÕòÛÿÅäøćîÈâøîØöćĂì­ÛäõÂóä ĀæñäñÕòÛÜÐõÛòÖõÈóÚÉäõÈĂÚ
ÂóäĂì­ÛäõÂóäĀÂ¬Ýú­ÛäõāáÅ ÿË¬Ú èõÙöÂóäËČóäñÿÈõÚ ĀæñÂóäèõÙöÂóäÌøĈîëõÚÅ­ó 

 
3.ĀÚèÅõÕĀæñØåêÏöÿäøćîÈÅùÔÅ¬óÖäóëõÚÅ­ó 

3.1 ÅèóâìâóãÃîÈÖäóëõÚÅ­ó (Brand) 
ÖäóëõÚÅ­ó ìâóã×÷È ëòÎæòÂêÔ° ÿÅäøćîÈìâóã ìäøî ÅČóāÇêÔó äèâăÜ×÷ÈÛääÉùáòÔÒ° ìäøî

ë¬èÚÜäñÂîÛÃîÈëõćÈÿìæ¬óÚòĈÚ ØöćâöÂóääñÛù×÷ÈÖòèÝæõÖáòÔÒ° ìäøîÂóäÛäõÂóäÃîÈÝú­ÉČóìÚ¬óã ÖæîÕÉÚ
Âæù¬âÝú­ÉČóìÚ¬óãÿßøćîØČóĂì­ÛääæùÿÜ­óìâóãĂÚÂóäØČóĂì­ÝæõÖáòÔÒ°ÃîÈÖÚÿîÈĀÖÂÖ¬óÈÉóÂÅú¬ĀÃ¬ÈÃòÚ 
(Philip Kotler. 2002: 404) 

D.A Aaker (1991) ăÕ­Ăì­Åèóâìâóãè¬ó ÖäóëõÚÅ­ó Åøî ÅèóâāÕÕÿÕ¬ÚÃîÈËøćîÝæõÖáòÔÒ° 
ÿË¬Ú ëòÎæòÂêÔ° ÿÅäøćîÈìâóãÂóäÅ­ó ĀæñÂóäîîÂĀÛÛØöćâöÿîÂæòÂêÔ°ÃîÈÝæõÖáòÔÒ° ìäøîÂóäÛäõÂóä 
āÕãèòÖ×ùÜäñëÈé°ØöćÉñëä­óÈÅèóâĀÖÂÖ¬óÈÉóÂÖäóëõÚÅ­óÃîÈÅú¬ĀÃ¬ÈÃòÚ Ì÷ćÈØČóĂì­Ýú­ÛäõāáÅØäóÛØöćâó
ÃîÈëõÚÅ­ó Āæñëóâóä×Ë¬èãÂõÉÂóäĂÚÂóääòÂêóë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕÉóÂÅú¬ĀÃ¬ÈÃòÚäóãîøćÚą 

Philip Kotlor (1984) Âæ¬óèè¬ó ÖäóëõÚÅ­ó ìâóã×÷È ÅČó ëòÎæòÂêÔ° ìäøîÿÅäøćîÈìâóã
ÂóäÅ­ó äúÜĀÛÛ ĀæñëõćÈÿìæ¬óÚòĈÚäèâąÂòÚ ÿßøćîØöćĀëÕÈè¬óëõÚÅ­óìäøîÛäõÂóäÚòĈÚąÿÜĆÚÃîÈĂÅä  

îÈÅ°ÂäĂÕ ĀæñâöÅèóâĀÖÂÖ¬óÈÉóÂÅú¬ĀÃ¬ÈÃòÚîã¬óÈ 
3.2 ÅèóâìâóãÃîÈÅùÔÅ¬óÖäóëõÚÅ­ó (Brand Equity) 
éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (2543: 93) Ăì­Åèóâìâóãè¬ó ÅùÔÅ¬óÖäóëõÚÅ­ó ÿÜĆÚÅùÔÅ¬ó

ÃîÈÝæõÖáòÔÒ° ìäøîÛäõÂóäØöć×úÂäòÛäú­ĂÚëóãÖóÃîÈÝú­ÛäõāáÅ ×­óÛäõêòØëóâóä×ëä­óÈÅèóâìâóãÿËõÈ
ÛèÂĂì­ÿÂõÕÃ÷ĈÚăÕ­ĂÚëóãÖóÝú­ÛäõāáÅ Éñë¬ÈÝæÕöÖ¬îÂóäëä­óÈÃ­îăÕ­ÿÜäöãÛØóÈ 

ÂóäĀÃ¬ÈÃòÚÃîÈÛäõêòØîòÚÿÚøćîÈâóÉóÂÅùÔÅ¬óÖäóëõÚÅ­ó 

ëùÕóßä ÂùÔÒæÛùÖä (2549: 144-145) ăÕ­ÚõãóâÅùÔÅ¬óÖäóëõÚÅ­óăè­è¬ó ìâóã×÷È ÅùÔÅ¬ó
ÖäóëõÚÅ­óØöćâößøĈÚÑóÚâóÉóÂÅèóâÚõãâ ÂóäãîâäòÛÃîÈÝú­ÛäõāáÅ îóØõÿË¬Ú ÂóääòÛäú­ÖäóëõÚÅ­ó  

ÂóäãîâäòÛÕ­óÚÅùÔáóß ÅèóâÉÈäòÂáòÂÕöØöćÝú­ÛäõāáÅâöÖ¬îÖäóëõÚÅ­ó ÖæîÕÉÚëõćÈØöćëóâóä×ÿìĆÚ 

ăÕ­îã¬óÈÿÜĆÚäúÜÙääâ ÿË¬Ú ÿÅäøćîÈìâóãØóÈÂóäÅ­ó ÿÜĆÚÖ­Ú ÛäõêòØØöćëóâóä×ëä­óÈÅùÔÅ¬óÖäóëõÚÅ­ó
Ăì­âöÅèóâÿÃ­âĀÃĆÈ ÉñâöăÕ­ÿÜäöãÛ ĀæñÂ¬îĂì­ÿÂõÕÝæÕöØóÈÕ­óÚÂóäÖæóÕ îòÚÿÚøćîÈâóÉóÂ 

ÅèóâÿËøćîâòćÚÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÝæõÖáòÔÒ°ÃîÈÛäõêòØ ÿâøćîâöÅèóâÖ­îÈÂóäĂÚÂóäÉČóìÚ¬óã
ÝæõÖáòÔÒ°Ăìâ¬ąîîÂëú¬ÖæóÕ  É÷Èëóâóä×ëä­óÈÂóääòÛäú­ äèâăÜ×÷ÈÅèóâÿËøćîâòćÚĂì­ĀÂ¬Ýú­ÛäõāáÅăÕ­
îã¬óÈäèÕÿäĆè ØČóĂì­ãîÕÃóãÃîÈÝæõÖáòÔÒ°âöîòÖäóÿßõćÈÃ÷ĈÚ ĀæñëúÈÃ÷ĈÚāÕãØöćĂË­ÿèæóăâ¬ÚóÚ 



 23 

K.L Keller (1998) ăÕ­Ăì­ÅČóÚõãóâÃîÈÅùÔÅ¬óÖäóëõÚÅ­óăè­è¬ó Åøî ÂóäÖîÛëÚîÈÖ¬î
ÂõÉÂääâØóÈÂóäÖæóÕØöćĀÖÂÖ¬óÈÂòÚÃîÈÝú­ÛäõāáÅ îòÚÿÚøćîÈâóÉóÂÅèóâäú­ÃòĈÚßøĈÚÑóÚÿÂöćãèÂòÛÖòè
ëõÚÅ­óÌ÷ćÈĀÖÂÖ¬óÈÂòÚÜäñÂîÛÕ­èã 3 îÈÅ°ÜäñÂîÛÕòÈÚöĈ 

1) ÝæÂäñØÛØöćĀÖÂÖ¬óÈÂòÚ (Different Effect) 
2) Åèóâäú­ÿÂöćãèÂòÛÖäóëõÚÅ­ó (Brand Knowledge) 
3) ÂóäÖîÛëÚîÈÖ¬îÂõÉÂääâØóÈÂóäÖæóÕØöćĀÖÂÖ¬óÈÂòÚ (Consumer Response to 

Marketing) 
D.A Aaker (1996) ăÕ­Ăì­ÅèóâìâóãÅùÔÅ¬óÃîÈÖäóëõÚÅ­ó ăè­è¬óÿÜĆÚÜäñÿáØÃîÈ

ëõÚØäòßã° (Assets) ĀæñìÚöĈëõÚ (Liabilities) ÿÜĆÚÂóäÿßõćâÿÖõâÅùÔÅ¬óĂì­ĀÂ¬ÖòèÝæõÖáòÔÒ°ÚîÂÉóÂ
ÅùÔëâÛòÖõØöćĀØ­ÉäõÈÃîÈÝæõÖáòÔÒ°ìäøîÛäõÂóäÚòĈÚą āÕã×úÂÿËøćîâāãÈÝ¬óÚØóÈËøćî ĀæñëòÎæòÂêÔ°ÃîÈ
ÖäóëõÚÅ­ó Ì÷ćÈÅùÔÅ¬óØöćÿßõćâÿÖõâÿÃ­óăÜÉñÖ­îÈëóâóä×âîÈÿìĆÚăÕ­ØòĈÈĂÚâùââîÈÃîÈ ÂõÉÂóä Ýú­Å­ó Āæñ
Ýú­ÛäõāáÅ (Peter H. Farquhar. 1990) ÕòÈÖ¬îăÜÚöĈ 

1. ÅùÔÅ¬óÖäóëõÚÅ­óĂÚâùââîÈÃîÈÂõÉÂóä (Firm³s Perspective) 
ĂÚâùââîÈÃîÈÂõÉÂóäÅùÔÅ¬óÖäóëõÚÅ­óëóâóä×ÜäñÿâõÚÝæăÕ­ÉóÂÂóäÿßõćâÃ÷ĈÚÃîÈ

ÂäñĀëÿÈõÚëÕ îòÚÿÜĆÚÝæâóÉóÂÖäóëõÚÅ­óØöćëóâóä×ÿßõćâë¬èÚĀÛ¬ÈØóÈÂóäÖæóÕ Åèóâëóâä×ĂÚ
ÂóäÖòĈÈäóÅóăÕ­ëúÈÂè¬óÅú¬ĀÃ¬ÈÃòÚ ĀæñÅèóâëóâóä×ĂÚÂóäæÕØîÚÈÛÜäñâóÔØóÈÕ­óÚÂóäë¬Èÿëäõâ
ÂóäÖæóÕØöćâöÜäñëõØÙõáóß 

2.ÅùÔÅ¬óÖäóëõÚÅ­óĂÚâùââîÈÃîÈÝú­Å­ó (Trade³s Perspective)  
ĂÚâùââîÈÃîÈÝú­Å­óÅùÔÅ¬óÖäóëõÚÅ­óëóâóä×ÜäñÿâõÚÝæăÕ­ÉóÂÂóäâöîČóÚóÉ

ÿìÚøîÂè¬óÃîÈÖäóëõÚÅ­ó (Brand Leveraging) Øöćîãú¬ÿìÚøîÖäóëõÚÅ­óĂÚÖæóÕîøćÚą Ì÷ćÈìâóã×÷ÈÖäó
ëõÚÅ­óØöćâöÅèóâĀÃĆÈĀäÈÉÚăÕ­äòÛÂóäãîâäòÛÉóÂÝú­Å­óĂÚË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óã ĀæñÂóäÂäñÉóã
ëõÚÅ­óîã¬óÈÂè­óÈÃèóÈ āÕãÖäóëõÚÅ­óØöćÿÜĆÚØöćäú­ÉòÂÕöĂÚÂæù¬âÃîÈÝú­ÛäõāáÅ âòÂâöîČóÚóÉÖ¬îäîÈÂòÛ 
ÅÚÂæóÈâóÂÃ÷ĈÚ ë¬ÈÝæĂì­ëóâóä×Ö¬îäîÈĂÚÂóäÃîæÕÅ¬óÙääâÿÚöãâĂÚÂóäèóÈëõÚÅ­ó ĀæñËČóäñĂÚ
îòÖäóØöćÖČćóÂè¬ó ÖæîÕÉÚăÕ­äòÛÂóäÉòÕëääßøĈÚØöćØöćÕöĂÚÂóäèóÈëõÚÅ­óîöÂÕ­èã 

3. ÅùÔÅ¬óÖäóëõÚÅ­óĂÚâùââîÈÃîÈÝú­ÛäõāáÅ (Consumer³s Perspective) 
K.L.  Keller (2003)ăÕ­Ăì­ÅèóâìâóãÃîÈÅùÔÅ¬óÖäóëõÚÅ­óĂÚâùââîÈÃîÈÝú­ÛäõāáÅăè­è¬ó 

ÿÜĆÚÝæÉóÂÅèóâäú­ÿÂöćãèÂòÛÖäóëõÚÅ­óÃîÈÝú­ÛäõāáÅØöćÖîÛëÚîÈÖ¬îÂóäÕČóÿÚõÚÂõÉÂääâØóÈÂóäÖæóÕ 
ÃîÈĀÖ¬æñÖäóëõÚÅ­óØöćĀÖÂÖ¬óÈÂòÚÖóâÜäñÿáØÃîÈëõÚÅ­ó ĀæñÂæù¬âÿÜ­óìâóã ÅùÔÅ¬óÖäóëõÚÅ­óÃîÈ
Ýú­ÛäõāáÅ âöëóÿìÖùâóÉóÂÂóäâöØòéÚÅÖõÿËõÈÛèÂ ĀæñÿÃ­âĀÃĆÈÿÂöćãèÂòÛÖäóëõÚÅ­ó Ì÷ćÈØòéÚÅÖõÿËõÈÛèÂ 
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ìâóã×÷È Åèóâäú­ë÷ÂÿËøćîâāãÈäñìè¬óÈëõćÈĂÕëõćÈìÚ÷ćÈ ØöćÿÂöćãèÃ­îÈÂòÛÖäóëõÚÅ­ó ĀæñÜäñÿâõÚëõćÈÚòĈÚăè­ĂÚ
ÅèóâØäÈÉČó ÕòÈÚòĈÚÂóäèòÕÅùÔÅ¬óÃîÈÖäóëõÚÅ­ó É÷ÈÿÜĆÚÂóäèòÕÅèóâÿÃ­âĀÃĆÈÃîÈØòéÚÅÖõÿËõÈÛèÂ
ÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÖäóëõÚÅ­ó Ì÷ćÈÿÜĆÚÜòÉÉòãëČóÅòÎĂÚÂóäÿæøîÂÌøĈîÝæõÖáòÔÒ°  

Âóäëä­óÈÅùÔÅ¬óĂì­ÂòÛÖäóëõÚÅ­óÛäõêòØÉñÖ­îÈÅČóÚ÷È×÷Èè¬óÉñØČóîã¬óÈăäĂì­ÅùÔÅ¬óÖäó
ëõÚÅ­óË¬èãÅùÔÅ¬óÿßõćâĂì­ĀÂ¬Ýú­ÛäõāáÅăÕ­âóÂÚ­îãÿßöãÈĂÕ ĀæñÉñÖ­îÈË¬èãë¬ÈÿëäõâÅèóââòćÚĂÉĂÚÂóä
ÖòÕëõÚĂÉÌøĈîÝæõÖáòÔÒ°Ăì­ÂòÛÝú­ÛäõāáÅ ÿßäóñÂóäÌøĈîÝæõÖáòÔÒ°ÉóÂÖäóëõÚÅ­óØöćÅù­ÚÿÅãÉñĂì­Ýú­ÛäõāáÅ
äú­ë÷Â×÷ÈÅèóâÿëöćãÈØöćÿÂõÕÉóÂÂóäÌøĈîæÕæÈ ÚîÂÉóÂÚòĈÚÅùÔÅ¬óÉóÂÖäóëõÚÅ­óÉñÖ­îÈË¬èãÿßõćâÅèóâ
ß÷ÈßîĂÉØöćăÕ­ÉóÂÂóäĂË­ëõÚÅ­ó ĀæñÛäõêòØÉñÖ­îÈØČóĂì­ÖäóëõÚÅ­óâöÅèóâìâóãĂÚëóãÖóÃîÈ
Ýú­ÛäõāáÅ ÿßøćîË¬èãëä­óÈäóãăÕ­ ĀæñÂČóăäÿÃ­óëú¬ÛäõêòØ  ÖæîÕÉÚâöÅèóâëóâä×ĂÚÂóäĀÃ¬ÈÃòÚÂòÛÖäó
ëõÚÅ­óîøćÚąĂÚÖæóÕ ÿÜĆÚÖ­Ú 

3.3 îÈÅ°ÜäñÂîÛÃîÈÅùÔÅ¬óÖäóëõÚÅ­ó  
ÉóÂäúÜĀÛÛāÅäÈëä­óÈÅùÔÅ¬óÖäóëõÚÅ­óÃîÈ (D.A Aaker. ƗƟƟƗ)ăÕ­ËöĈĂì­ÿìĆÚè¬óÅùÔÅ¬ó

ÖäóëõÚÅ­óÚòĈÚâöîÈÅ°ÜäñÂîÛ 5 ë¬èÚÜäñÂîÛăÜÕ­èã 
1. ÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó (Brand Awareness) 
2. ÅùÔáóßØöć×úÂäòÛäú­ (Perceived Quality) 
3. ÂóäÿËøćîâāãÈÂòÛÖäóëõÚÅ­ó (Brand Associations) 
4. ÅèóâáòÂÕöÖ¬îÖäóëõÚÅ­ó (Brand Loyalty) 
5. ëõÚØäòßã°ÜäñÿáØîøćÚą ÉóÂÖäóëõÚÅ­ó (Other Proprietary Brand Assets) 

1.ÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó (Brand Awareness) Åøî ë¬èÚÜäñÂîÛÃîÈ
ÅùÔÅ¬óÖäóëõÚÅ­ó ĀæñÿÜĆÚëóÿìÖùØöćÉñë¬ÈÝæĂì­ÿÂõÕßåÖõÂääâÂóäÌøĈîîòÚÿÚøćîÈâóÉóÂÖäóëõÚÅ­ó
ëóâóä×ÿÃ­óăÜĂÚĂÉÃîÈÝú­ÛäõāáÅÃÔñØöćÂČóæòÈÚ÷Â×÷ÈëõÚÅ­óËÚõÕÚòĈÚąîãú¬ ÂĆã¬îâÛ¬ÈËöĈăÕ­è¬óÖäóëõÚÅ­óâö
ÅèóââòćÚÅÈîãú¬ĂÚĂÉÃîÈÝú­ÛäõāáÅØöćÿÜĆÚăÜĂÚÿËõÈÛèÂ ÿË¬Ú ëõÚÅ­óâöÅùÔáóßÕö ĀæñÿËøćî×øîăÕ­ Ýú­ÛäõāáÅ
É÷ÈâòÂÿæøîÂÌøĈîìäøî ĂË­âóÂÂè¬óÖäóëõÚÅ­óØöćăâ¬ÿÜĆÚØöćäú­ÉòÂ ÅùÔÅ¬óÃîÈÖäóëõÚÅ­óãòÈëóâóä×Ë¬èãæÕ
ÜòÎìóÂóäĀÃ¬ÈÃòÚÕ­óÚäóÅó ĀæñÿÜĆÚÖòèĀÜäëóâóä×ëä­óÈâúæÅ¬óÿßõćâĂì­ÂòÛÝæõÖáòÔÒ° ÉÚØČóĂì­Öäó
ëõÚÅ­óÚòĈÚÿÂõÕâúæÅ¬óÃîÈÖäóëõÚÅ­ó (Brand Quality) 

2. ÅùÔáóßØöć×úÂäòÛäú­ (Perceived Quality) Åøî Åèóâäú­ë÷ÂÃîÈÝú­ÛäõāáÅØöćäòÛäú­
ÅùÔáóßāÕãäèâ ìäøîÅùÔáóßØöćÖäóëõÚÅ­óìÚ÷ćÈØöćÿìæøîìÂè¬óÖäóëõÚÅ­óîøćÚą ØòĈÈÚöĈÉñÅČóÚ÷È×÷È
ÿÜ­óìâóãĂÚÂóäĂË­ÈóÚ äèâăÜ×÷ÈÅùÔëâÛòÖõÃîÈÝæõÖáòÔÒ°ÚòĈÚą ĀæñÉòÕÿÜĆÚîÈÅ°ÜäñÂîÛÃîÈ
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ÅùÔÅ¬óÖäóëõÚÅ­ó ÿÚøćîÈÉóÂÿÜĆÚëõćÈØöćÝú­ÛäõāáÅäòÛäú­ăÕ­×÷ÈÅèóâĀÖÂÖ¬óÈ ĀæñÖČóĀìÚ¬ÈÃîÈÝæõÖáòÔÒ° 
ØòĈÈãòÈË¬èãë¬ÈÿëäõâÿìÖùÝæĂÚÂóäÌøĈîÝæõÖáòÔÒ°ÚòĈÚÃîÈÝú­ÛäõāáÅ 

3. ÂóäÿËøćîâāãÈÂòÛÖäóëõÚÅ­ó (Brand Associations) Åøî ÅèóâëòâßòÚÙ°Øöć
ÿËøćîâāãÈÖäóëõÚÅ­óÿÃ­óÂòÛÅèóâØäÈÉČóÃîÈÝú­ÛäõāáÅĂÚÂóäÌøĈîÝæõÖáòÔÒ° ÿË¬Ú ÿâøćîÌøĈîëõÚÅ­óăØã ÂĆÉñ
âöáóßÃîÈÅèóâÜäñÔöÖ ĀæñâöÂääâèõÙöÂóäØČóØöćßõ×ößõ×òÚ ÿÜĆÚÖ­Ú ÕòÈÚòĈÚÖäóëõÚÅ­óÉ÷ÈÿÜĆÚÖòèË¬èãĂì­
Ýú­ÛäõāáÅëóâóä×Õ÷ÈÃ­îâúæÅèóâØäÈÉČóÿÂöćãèÂòÛÖäóëõÚÅ­óîîÂâó ØČóĂì­ÝæõÖáòÔÒ°âöÅèóâĀÖÂÖ¬óÈ
ÉóÂÅú¬ĀÃ¬È ĀæñØČóĂì­ÿÂõÕÿìÖùÝæè¬óÿßäóñÿìÖùÖ­îÈÌøĈîÝæõÖáòÔÒ° Ý¬óÚÂóäëä­óÈØòéÚÅÖõØöćÕöÂòÛ 
ÖäóëõÚÅ­ó 

4. ÅèóâáòÂÕöÖ¬îÖäóëõÚÅ­ó (Brand Loyalty) Åøî ëõćÈØöćĀëÕÈĂì­ÿìĆÚ×÷ÈÅèóâ
ã÷ÕâòćÚÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÖäóëõÚÅ­óÅèóâáòÂÕöÖ¬îÖäóëõÚÅ­ó×øîè¬óÿÜĆÚîÈÅ°ÜäñÂîÛØöćëČóÅòÎ ÿßäóñ
ÉñĀëÕÈĂì­ÿìĆÚè¬óÝú­ÛäõāáÅâöÂóäÿÜæöćãÚĀÜæÈăÜĂË­ÝæõÖáòÔÒ°ÃîÈÖäóëõÚÅ­óîøćÚìäøîăâ¬ ÖæîÕÉÚ
ÿÜĆÚÜòÉÉòãëČóÅòÎØöćØČóĂì­Ýú­ÛäõāáÅÿÂõÕÂóäÌøĈîÌČĈó Ì÷ćÈÿÜĆÚÿÅäøćîÈëñØ­îÚĂì­ÿìĆÚ×÷ÈéòÂãáóßØóÈ
ÂóäÖæóÕÃîÈÖäóëõÚÅ­óĂÚÖæóÕ 

5. ëõÚØäòßã°ÜäñÿáØîøćÚą ÉóÂÖäóëõÚÅ­ó (Other Proprietary Brand Assets) 
Åøî ëõÚØäòßã°ØöćÿÂöćãèÿÚøćîÈÂòÛÖäóëõÚÅ­ó ÿË¬Ú ëõØÙõÛòÖä ÿÅäøćîÈìâóãÂóäÅ­ó ÖæîÕÉÚÅèóâëòâßòÚÙ° 
Õ­óÚË¬îÈØóÈÂóäÉòÕÉČóìÚ¬óãÿÜĆÚÖ­Ú ÉòÕè¬óÿÜĆÚîÈÅ°ÜäñÂîÛÃîÈÅùÔÅ¬óÖäóëõÚÅ­óØöćË¬èãÜÂÜ­îÈ 
ÖäóëõÚÅ­óÉóÂÅú¬ĀÃ¬ÈÃòÚĂÚÖæóÕăÕ­ 

K.L Keller (1993) ăÕ­îÙõÛóãăè­è¬ó ÜòÉÉòãëČóÅòÎßøĈÚÑóÚØöćÉñØČóĂì­ÿÂõÕÅùÔÅ¬óÖäóëõÚÅ­óâö
Õ­èãÂòÚ 2 îÈÅ°ÜäñÂîÛ ÕòÈÚöĈ 

1. ÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó (Brand Awareness) Åøî Åèóâëóâóä×ĂÚÂóääñæ÷Â×÷È 
ìäøîÉÕÉČóăÕ­ÿÂöćãèÂòÛÖäóëõÚÅ­óØöćîãú¬ĂÚÅèóâØäÈÉČóÃîÈÝú­ÛäõāáÅ Ì÷ćÈÉñâöÂóääòÛäú­ØöćĀÖÂÖ¬óÈÂòÚ É÷È
ØČóĂì­Ýú­ÛäõāáÅëóâóä× ÉČóĀÚÂÜäñÿáØ ĀæñäñÛù×÷ÈÖäóëõÚÅ­óĂÚë×óÚÂóäÔ°Øöćăâ¬ÿìâøîÚÂòÚ Ì÷ćÈÿÜĆÚ
ÝæâóÉóÂÅèóâĀÃĆÈĀÂä¬ÈØóÈÕ­óÚÃ­îâúæÃîÈÖäóëõÚÅ­óĂÚÅèóâØäÈÉČóÃîÈÝú­ÛäõāáÅ āÕãÂóääòÛäú­
ĀÛ¬ÈîîÂÿÜĆÚ 2 äñÕòÛ ÕòÈÚöĈ 

1) ÂóäÉÕÉČóăÕ­ÖäóëõÚÅ­ó (Brand Recognition) ìâóã×÷È Åèóâëóâóä×ĂÚ 
ÂóäãøÚãòÚè¬óÿÅãßÛÿìĆÚÖäóëõÚÅ­óÚòĈÚąâóÂ¬îÚìÚ­óÚöĈĀæ­è Ì÷ćÈÂóäÉÕÉČóÿÂöćãèÂòÛÖäóëõÚÅ­óÿßöãÈ
îã¬óÈÿÕöãèãòÈăâ¬ÿßöãÈßîÖ¬îÂóäÖòÕëõÚĂÉĂÕąÃîÈÝú­ÛäõāáÅ ÿÚøćîÈÉóÂãòÈăâ¬ëóâóä×îÙõÛóã×÷È
äóãæñÿîöãÕÃîÈÖäóëõÚÅ­óÚòĈÚąăÕ­ Ýú­ÛäõāáÅãòÈÅÈÖ­îÈÂóäëõćÈĂÕëõćÈìÚ÷ćÈØöćÉñâóË¬èãÿÖøîÚ 
ÅèóâØäÈÉČóĂì­Ú÷ÂîîÂâó ÿË¬Ú ÂóäāÇêÔóÉóÂëøćîÖ¬óÈą ìäøîÂóäăÕ­ãõÚÿäøćîÈäóèØöćëîÕÅæ­îÈÂòÛ 
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ÖäóëõÚÅ­ó ÿÜĆÚÖ­Ú ÂóäÉÕÉČóÖäóëõÚÅ­óÉñë¬ÈÝæÖ¬îÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅăÕ­ÚòĈÚÂĆÖ¬îÿâøćîâö
Åèóâëóâóä×ĂÚÂóääñæ÷Â×÷ÈÖäóëõÚÅ­óÿìæ¬óÚòĈÚăÕ­Â¬îÚ 

2) Âóääñæ÷Â×÷ÈÖäóëõÚÅ­ó (Brand Recall) ìâóã×÷È Ýú­ÛäõāáÅëóâóä×äñæ÷Â×÷È
ÖäóëõÚÅ­óÚòĈÚąăÕ­Õ­èãÖÚÿîÈÿâøćîâöÂóäÂæ¬óè×÷ÈëõÚÅ­óÜäñÿáØÚòĈÚą ìäøîăÕ­äòÛÅČóÛîÂĂÛ­ÉóÂÛùÅÅæ 
ìäøîëõćÈĀèÕæ­îâäîÛÖòè ÉÚØČóĂì­Ýú­ÛäõāáÅëóâóä×ÿî¬ã×÷Èãöćì­îëõÚÅ­óîîÂâóăÕ­ÿîÈØòÚØö āÕãăâ¬âöëõćÈ
ĂÕìäøîÛùÅÅæĂÕâóÿÜĆÚÖòèË¬èã 

2. áóßæòÂêÔ°ÖäóëõÚÅ­ó (Brand Image) Åøî ÂóääòÛäú­ÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÖäóëõÚÅ­ó
ÚòĈÚą Ì÷ćÈÿÜĆÚÝæâóÂÉóÂÂóäÿËøćîâāãÈÖ¬óÈą ØöćâöÂòÛÖäóëõÚÅ­óØöćÿÂõÕÃ÷ĈÚĂÚÅèóâØäÈÉČó Åèóâäú­ë÷Â 
ĀæñÅèóâäñæ÷ÂÚ÷Â×÷ÈÃîÈÝú­ÛäõāáÅ Ì÷ćÈÂóäÿËøćîâāãÈØöćÿÂõÕÃ÷ĈÚÉñë¬ÈÝ¬óÚÅèóâìâóãăÜëú¬Ýú­ÛäõāáÅ 
āÕãÿÜĆÚÂóääòÛäú­ØòĈÈÕ­óÚÿìÖùÝæ ÖæîÕÉÚÕ­óÚîóäâÔ°ØöćâöÖ¬îÖäóëõÚÅ­óÚòĈÚą   Âóäëä­óÈÂóäÖäñìÚòÂ
äú­ÖäóëõÚÅ­óÃîÈÝú­ÛäõāáÅÿÜĆÚëõćÈØöćÉČóÿÜĆÚ ĀÖ¬îóÉăâ¬ÿßöãÈßîØöćÉñëä­óÈÅùÔÅ¬óĂì­ÂòÛÖäóëõÚÅ­óăÕ­
îã¬óÈâöÜäñëõØÙõáóß ãòÈâöëõćÈÉČóÿÜĆÚØöćÉñÖ­îÈÚČóâóßõÉóäÔóÜäñÂîÛÕ­èã Åøî Âóäëä­óÈáóßæòÂêÔ°
ÖäóëõÚÅ­ó Ì÷ćÈÿÜĆÚëõćÈØöćëČóÅòÎĂÚÂóäÕČóÿÚõÚĀÝÚÂóäÖæóÕ ×÷ÈĀâ­è¬óÉñÜäñÿâõÚáóßæòÂêÔ°Öäó
ëõÚÅ­óîîÂâóăÕ­ãóÂ áóßæòÂêÔ°ÖäóëõÚÅ­óÿÜĆÚÂóääòÛäú­ÿÂöćãèÂòÛÖäóëõÚÅ­ó Ì÷ćÈÿÜĆÚÝæâóÉóÂÂóä
ëä­óÈÅèóâÿËøćîâāãÈÖäóëõÚÅ­ó (Brand Association) ĂÚÅèóâäñæ÷Â×÷È ĀæñÅèóâØäÈÉČóÃîÈ
Ýú­ÛäõāáÅ Ì÷ćÈÛØÛóØëČóÅòÎĂÚÂóäëä­óÈÅùÔÅ¬óÖäóëõÚÅ­ó ÜäñÂîÛÕ­èã ÅèóâĀÃĆÈĀÂä¬È (Strength) 
ÅèóâËøćÚËîÛ (Favorability) ÖæîÕÉÚÅèóââöÿîÂæòÂêÔ° (Uniqueness) áóßæòÂêÔ°ÖäóëõÚÅ­ó 
(Brand Image) âòÂ×úÂëä­óÈĂì­ÿÜĆÚăÜĂÚÿËõÈÛèÂ āÕãÿÂõÕÉóÂÂóäèóÈĀÝÚÂóäÃîÈÚòÂÂóäÖæóÕØöć
ßãóãóâëä­óÈÂóäÿËøćîâāãÈäñìè¬óÈ 3 îÈÅ°ÜäñÂîÛ Åøî ÅèóâĀÃĆÈĀÂä¬È ÅèóâËøćÚËîÛ ĀæñÅèóââö
ÿîÂæòÂêÔ° ØöćâöÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óĂì­ÿÃ­óăÜîãú¬ĂÚÅèóâØäÈÉČóÃîÈÝú­ÛäõāáÅ āÕãîóÉ×úÂ
ëä­óÈÃ÷ĈÚăÕ­ÉóÂÜäñëÛÂóäÔ°ÖäÈÃîÈÝú­ÛäõāáÅ ÉóÂÃ­îâúæÖäóëõÚÅ­óØöćëøćîëóäāÕãîÈÅ°Âä ìäøî
ìÚ¬èãÈóÚØöćÿÂöćãèÃ­îÈîøćÚą ÂóäßúÕÜóÂÖ¬îÜóÂÿËõÈÛèÂìäøîæÛĂÚÂæù¬âÝú­ÛäõāáÅ (Word of Mouth) 
äèâăÜ×÷ÈÂóäî­óÈîõÈÉóÂÖäóëõÚÅ­óĂÚæòÂêÔñËøćîëõÚÅ­óìäøî āæāÂ­ØöćâöÂóäÂČóìÚÕÖòèÖÚÃîÈÖäó
ëõÚÅ­óāÕãÛäõêòØ ÜäñÿØé Ë¬îÈØóÈÂóäĂÚÂóäÉòÕÉČóìÚ¬óã ÛùÅÅæ ìäøîë×óÚØöć ĀæñÂõÉÂääâØóÈÂóä
ÖæóÕÛóÈîã¬óÈ Ì÷ćÈáóßæòÂêÔ°ÃîÈÖäóëõÚÅ­óÉñëâÛúäÔ°ăÕ­Õ­èã 3 îÈÅ°ÜäñÂîÛìæòÂÕòÈÚöĈ  

1) ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óÕ­óÚÅèóâĀÃĆÈĀÂä¬È (Strength of brand 
associations) ìâóã×÷È Âóäëä­óÈÅèóââòćÚĂÉè¬óÖäóëõÚÅ­óâöÅèóâÿÂöćãèßòÚØöć×úÂÿËøćîâāãÈîã¬óÈ
ĀÃĆÈĀÂä¬È ĀæñßîÿßöãÈ Ì÷ćÈÂĆÃ÷ĈÚîãú¬ÂòÛĀÝÚÂóäÖæóÕ ÖæîÕÉÚÜòÉÉòãîøćÚąØöćÉñë¬ÈÝæÂäñØÛăÜãòÈ
ÜäñëÛÂóäÔ°ØóÈÖäÈÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÖäóëõÚÅ­óîã¬óÈăä ÅèóâĀÃĆÈĀÂä¬ÈÿÂõÕÉóÂÜäõâóÔ Āæñ
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ÅùÔáóßÃîÈÂäñÛèÚÂóäĂÚÂóäăÕ­âóÌ÷ćÈÃ¬óèëóäÃ­îâúæØöćăÕ­äòÛãõćÈÝú­ÛäõāáÅßõÉóäÔóÿËõÈæ÷ÂÿÂöćãèÂòÛ
Ã­îâúæëõÚÅ­óØöćÿËøćîâāãÈÖòèëõÚÅ­óÿÃ­óÂòÛÅèóâäú­ßøĈÚÑóÚÿÕõâÿÂöćãèÂòÛÖäóëõÚÅ­óØöćâöîãú¬âóÂÃ÷ĈÚÿØ¬óĂÕ 
ÉñØČóĂì­ÖäóëõÚÅ­óâöÅèóâĀÃĆÈĀÂä¬ÈÿßõćâÃ÷ĈÚÖóâăÜÕ­èã ÜòÉÉòãØöćØČóĂì­ÿÂõÕÅèóâÿÂöćãèßòÚÕ­óÚÅèóâ
ĀÃĆÈĀÂä¬ÈĀÂ¬Ã­îâúæ Åøî ÅèóâÿÂöćãèßòÚë¬èÚÖòèÃîÈÃ­îâúæ ĀæñÂóäÚČóÿëÚîÃ­îâúæîã¬óÈÖ¬îÿÚøćîÈ
ÖæîÕÿèæó Āìæ¬ÈÃ­îâúæÃ¬óèëóäØöć×úÂëä­óÈÃ÷ĈÚÉóÂÅùÔæòÂêÔñĀæñÅùÔÜäñāãËÚ°ÃîÈÖäóëõÚÅ­ó Ì÷ćÈ
ÿÜĆÚÅùÔÅ¬óìäøîÅèóâìâóãë¬èÚÖòèÃîÈÝú­ÛäõāáÅØöćÝúÂÖõÕÂòÛæòÂêÔñÃîÈëõÚÅ­óìäøîÛäõÂóä Åøî 
ÜäñëÛÂóäÔ°āÕãÖäÈÃîÈÝú­ÛäõāáÅ Ì÷ćÈÃ­îâúæØöćăÕ­ÚöĈÉñâöîõØÙõßæÖ¬îÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ 
ÖäóÛØöćÝú­ÛäõāáÅãòÈëóâóä×ĀÜæÅèóâìâóã ìäøîÅõÕ×÷ÈÅùÔÅ¬óÉóÂÜäñëÛÂóäÔ°ÖäÈÿÂöćãèÂòÛëõÚÅ­ó
ĀæñÛäõÂóäÃîÈßèÂÿÃóăÕ­îã¬óÈĀâ¬ÚãČóÿìâøîÚØöćÝ¬óÚâóÜäñëÛÂóäÔ°ĂÚîÕöÖØöćÝ¬óÚâóÃîÈÝú­ÛäõāáÅ
ÿÜĆÚÿìÖùÝæìæòÂĂÚÂóäØöćÝú­ÛäõāáÅÉñÌøĈîëõÚÅ­óÉóÂÖäóëõÚÅ­óÚòĈÚąāÕãÿÊßóñÿÉóñÉÈ ÅèóâÿÂöćãèßòÚ
Øöćëä­óÈÅèóâĀÃĆÈĀÂä¬ÈîöÂÖòèÂĆÅøî ÂóäßúÕÜóÂÖ¬îÜóÂ (Word of Mouth) ĂÚÿËõÈÛèÂìäøîæÛ ÉóÂ
ÿßøćîÚ ÅäîÛÅäòè ìäøîÉóÂĀìæ¬ÈîøćÚąØöćăâ¬âöÅèóâÿÂöćãèÃ­îÈÂòÛîÈÅ°ÂäÂĆăÕ­ ÿË¬Ú Ý¬óÚëøćîÖ¬óÈą 
ìÚòÈëøîßõâß° ÿÅäøćîÈâøîÿØÅāÚāæãö ÿÜĆÚÖ­Ú āÕãÅČóßúÕÜóÂÖ¬îÜóÂâöÅèóâëČóÅòÎâóÂëČóìäòÛÙùäÂõÉ
ÜäñÿáØÂóäĂì­ÛäõÂóä ÿË¬Ú ä­óÚîóìóä ë×óÚÛòÚÿØõÈ ÙÚóÅóä ìäøî ÂóäĂì­ÛäõÂóäë¬èÚÖòè Āæñ
ÿßøćîØöćÉñæÕîùÜëääÅÖ¬óÈąÉóÂĀìæ¬ÈÃ­îâúæÿìæ¬óÚöĈ ÂóäèóÈĀÝÚØóÈÂóäÖæóÕâòÂßãóãóâîã¬óÈâóÂ
ĂÚÂóäëä­óÈÅèóâÿÂöćãèßòÚÖäóëõÚÅ­óÕ­óÚÅèóâĀÃĆÈĀÂä¬ÈāÕãĂË­ÂóäëøćîëóäØöćëä­óÈëääÅ° Ì÷ćÈë¬ÈÝæĂì­
Ýú­ÛäõāáÅÿÂõÕÂóäÌ÷âÌòÛÃ­îâúæāÕãæñÿîöãÕîã¬óÈË­óą 

2) ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óÕ­óÚÅèóâËøćÚËîÛ (Favorability of brand 
associations) ÅèóâËøćÚËîÛĀæñÿîÂæòÂêÔ°ØöćÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óÿÜĆÚëõćÈØöćÿËøćîâāãÈÝú­ÛäõāáÅÿÃ­ó
ÂòÛÖäóëõÚÅ­ó Ì÷ćÈÉñÝ¬óÚÂóäèõÿÅäóñì°âóĀæ­èîã¬óÈäñâòÕäñèòÈÉóÂÝú­ÛäõāáÅ ĀæñÿÜĆÚÝæâóÉóÂÂóä
ĀÃ¬ÈÃòÚÿßøćîØöćÉñëóâóä×ÂČóìÚÕÖČóĀìÚ¬ÈëúÈëùÕÃîÈÖäóëõÚÅ­óăÕ­āÕãë¬èÚĂìÎ¬ÅèóâÿÂöćãèßòÚÂòÛÖäó
ëõÚÅ­óÕ­óÚÅèóâËøćÚËîÛ×úÂëä­óÈÃ÷ĈÚÉóÂÂóäßãóãóâëä­óÈÅèóââòćÚĂÉ ĀæñÿËøćîâòćÚè¬óÂäñÛèÚÂóä
Âóäëä­óÈÖäóëõÚÅ­ó âöÅùÔæòÂêÔñĀæñÅùÔÜäñāãËÚ°ÃîÈÖäóëõÚÅ­ó Éñëóâóä×ëä­óÈÅèóâß÷ÈßîĂÉ
äèâăÜ×÷ÈÖîÛëÚîÈÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅăÕ­ÿßäóñÊñÚòĈÚÅèóâËøćÚËîÛØöćÿÂöćãèßòÚÂòÛÖäó
ëõÚÅ­óÉñÖ­îÈÿÜĆÚăÜÖóâÅèóâÜäóä×ÚóÃîÈÝú­ÛäõāáÅ ĀæñĀëÕÈĂì­ÿìĆÚè¬óâöîãú¬ĂÚëõÚÅ­óÚòĈÚÉäõÈ ÿË¬Ú 
ÖäóëõÚÅ­óîóÉ×úÂâîÈè¬óâöÜäñëõØÙõáóßÿìâóñëâÂòÛäóÅó Ú¬óÿËøćî×øî ĀæñĂì­ÅèóâëñÕèÂëÛóã 
ÿÜĆÚÖ­Ú  
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Õ­óÚÅèóâÜäóä×ÚóÃîÈÝú­ÛäõāáÅ ÚòÂÂóäÖæóÕÖ­îÈëä­óÈÅèóâÿÂöćãèßòÚÕ­óÚ
áóßæòÂêÔ°Ăì­âöÅèóâëČóÅòÎîã¬óÈăäÖ¬îØòéÚÅÖõÿÂöćãèÂòÛÖäóëõÚÅ­ó ĀæñÂóäÖòÕëõÚĂÉÃîÈÝú­ÛäõāáÅ 
Ì÷ćÈÅèóâÜäóä×ÚóÚòĈÚÃ÷ĈÚîãú¬ÂòÛ 3 ÜòÉÉòãÕòÈÖ¬îăÜÚöĈ 

1) Ýú­ÛäõāáÅëóâóä×ßÛè¬óÖÚÿîÈâöÅèóâëòâßòÚÙ°ÂòÛÅèóâÿÂöćãèßòÚ 
ÖäóëõÚÅ­óîã¬óÈăä 

2) Ýú­ÛäõāáÅëóâóä×âîÈÿìĆÚÅèóâĀÖÂÖ¬óÈĀæñÅèóâāÕÕÿÕ¬ÚÃîÈ 
ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óîã¬óÈăä 

3) Ýú­ÛäõāáÅëóâóä×ÿËøćî×øîÃîÈÅèóâÿÂöćãèßòÚÖäóëõÚÅ­óăÕ­îã¬óÈăä 
3) ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óÕ­óÚÅèóââöÿîÂæòÂêÔ° ìäøîÅèóâāÕÕÿÕ¬Ú 

(Uniqueness of brand associations) ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óîóÉÉñăâ¬ëóâóä×ĀÛ¬ÈÜòÚ
Ăì­ÂòÛÖäóëõÚÅ­óîøćÚąØöćÿÜĆÚÅú¬ĀÃ¬ÈÃòÚăÕ­ ÅèóâëČóÅòÎÃîÈÂóäÂČóìÚÕÖČóĀìÚ¬ÈÖäóëõÚÅ­ó Åøî  
ÖäóëõÚÅ­óÖ­îÈëä­óÈÃ­îăÕ­ÿÜäöãÛÉóÂÂóäĀÃ¬ÈÃòÚØöćÿìÚøîÂè¬ó ìäøî âöÂóäÿëÚîÃóãëõÚÅ­óØöćÿÊßóñÖòè
ÃîÈÖÚÿîÈ Ì÷ćÈÉñëÚòÛëÚùÚè¬óÿìÖùĂÕÝú­ÛäõāáÅÉñÖ­îÈÌøĈîëõÚÅ­óÉóÂÖäóëõÚÅ­óÚòĈÚ  āÕãëøćîëóäîîÂâó
ĂÚäúÜĀÛÛÃîÈÅèóâĀÖÂÖ¬óÈāÕãÖäÈÂòÛÅú¬ĀÃ¬È ìäøîîóÉÉñîóéòãÅùÔæòÂêÔñìäøîÅùÔÜäñāãËÚ°Øöćâö
ÅèóâÿÂöćãèßòÚÂòÛëõÚÅ­óìäøîăâ¬ÂĆăÕ­ Ì÷ćÈëõćÈØöćÿÂöćãèßòÚÂòÛÖäóëõÚÅ­ó ÿË¬Ú äúÜĀÛÛÃîÈÝú­ĂË­ ìäøî
æòÂêÔñĂÚÂóäĂË­îóÉÉñëä­óÈÅèóâÿÂöćãèßòÚØöćÿÜĆÚÿîÂæòÂêÔ°ăÕ­ ÿË¬Ú áóßæòÂêÔ°ÃîÈÝæõÖáòÔÒ°
ÛČóäùÈÿë­ÚÝâ Ì÷ćÈÖäóëõÚÅ­óÿØäÌóÿâ¬ (Trésemmé) Ăì­Åèóâäú­ë÷ÂÃîÈÅèóââòćÚĂÉÃîÈÅÚãùÅĂìâ¬ âö
ÅèóâÅæ¬îÈÖòè Āæñßä­îâÿÝËõÎìÚ­óÂòÛÅèóâØ­óØóã ìäøîáóßæòÂêÔ°ÃîÈÖäóëõÚÅ­ó ÿïÕĀîÚÕ°āËè°
ÿÕîä° (Head & Shoulders) ØöćĂì­áóßæòÂêÔ°ÃîÈÂóääòÂêóäòÈĀÅ ÜÂÜ­îÈìÚòÈéöäêñ ĀæñÂóäÝ¬îÚ
Åæóã äú­ë÷ÂëÕËøćÚ 

ÅèóâÿÂöćãèßòÚÂòÛÖäóëõÚÅ­óÕ­óÚÅèóâĀÃĆÈĀÂä¬È ĀæñÕ­óÚÅèóâËøćÚËîÛ Åøî Âóäëä­óÈ
ÿîÂæòÂêÔ°ØöćĀëÕÈĂì­ÿìĆÚÅèóâĀÖÂÖ¬óÈÉóÂÖäóëõÚÅ­óîøćÚąĂÚÖæóÕ ×øîÿÜĆÚëõćÈëČóÅòÎîã¬óÈãõćÈÖ¬î
ÅèóâëČóÿäĆÉĂÚÂóäëä­óÈÖäóëõÚÅ­ó ĂÚØóÈÖäÈÂòÚÃ­óâìóÂÖäóëõÚÅ­óÚòĈÚâöÉČóÚèÚÅú¬ĀÃ¬ÈâóÂÂĆÿØ¬óÂòÛ
è¬ó ÖäóëõÚÅ­óÚòĈÚăÕ­ĀÛ¬ÈÜòÚÅèóâÿÂöćãèßòÚÛóÈÜäñÂóäÃîÈÖäóëõÚÅ­óÖÚÿîÈĂì­ÂòÛÖäóëõÚÅ­óîøćÚą  

ăÜĀæ­è ÅèóâÿÂöćãèßòÚØöć×úÂĀÛ¬ÈîîÂăÜÚöĈÉñË¬èãĂÚÂóäëä­óÈëâóËõÂ Āæñëóâóä×ÂČóìÚÕÃîÛÿÃÖ
ÂóäĀÃ¬ÈÃòÚĂì­ÂòÛëõÚÅ­ó ĀæñÛäõÂóäăÕ­îã¬óÈËòÕÿÉÚĀÖ¬ĂÚÛóÈÖäóëõÚÅ­óîóÉÉñăâ¬ĂË¬ëõÚÅ­óÜäñÿáØ
ÿÕöãèÂòÚ Āæñăâ¬âöÂóäĀÃ¬ÈÃòÚÂòÚĀÖ¬ãòÈÅÈâöÅèóâëòâßòÚÙ°ÖäóëõÚÅ­óÃîÈîÈÅ°Âäîãú¬Û­óÈ ÿË¬Ú ĂÚÙùäÂõÉ
ÂóäÃÚë¬ÈÜäñÿáØä×ăàÌ÷ćÈăâ¬Ö­îÈØČóÂóäĀÃ¬ÈÃòÚÂòÛÙùäÂõÉÜäñÿáØÿÕöãèÂòÚÿÚøćîÈÉóÂÕČóÿÚõÚÂóäîãú¬
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ÿßöãÈÛäõêòØÿÕöãè ×÷Èîã¬óÈÚòĈÚÂĆãòÈÖ­îÈØČóÂóäĀÃ¬ÈÃòÚÂòÛÛäõêòØÙùäÂõÉÃÚë¬ÈÜäñÿáØîøćÚą ÿË¬Ú  

ëóãÂóäÛõÚ ä×ÜäñÉČóØóÈ äèâăÜ×÷Èä×ãÚÖ° ÿÜĆÚÖ­Ú 

 

 
  
áóßÜäñÂîÛ 2 ÝòÈÂóääòÛäú­ÅùÔÅ¬óÖäóëõÚÅ­óĂÚâùââîÈÃîÈÝú­ÛäõāáÅ Keller (1993) 

 
Øöćâó: https://www.linkedin.com/pulse/20140720092354-34016338-merkassocia 

ties-in-het-geheugen-van-de-consument 
 

ĀÚèÅõÕÃîÈÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó (Brand Awareness) 
 éäöÂòÎÎó âÈÅæéõäõ (2547: 147) (éäöÂòÎÎó âÈÅæéõäõ. 2547)Âæ¬óèè¬ó Âóäëä­óÈ 

ÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó (Brand Awareness) Åøî ÂóäØČóĂì­Ýú­ÛäõāáÅØöćăâ¬äú­ÉòÂÖäóëõÚÅ­óâóÂ¬îÚăÕ­
äú­ÉòÂÂòÛëõÚÅ­óÚòĈÚ Ý¬óÚÂóäĂË­ÿÅäøćîÈâøîØóÈÂóäÖæóÕØöćÿìâóñëâ āÕãîóéòãÂóäèóÈĀÝÚ ÿË¬Ú  

ÂóäÜäñËóëòâßòÚÙ° ÂóäÉòÕÂõÉÂääâ Ì÷ćÈ×øîÿÜĆÚÿÅäøćîÈâøîØöćÿìâóñëČóìäòÛÖäóëõÚÅ­óĂìâ¬ØöćÿäõćâÿÜõÕÖòè
ĂÚÖæóÕ ÂóäÖäñìÚòÂäú­ÖäóëõÚÅ­ó ×øîăÕ­è¬óÿÜĆÚÉùÕÿäõćâÖ­ÚØöćÉñØČóĂì­ÿÂõÕßåÖõÂääâÂóäÌøĈîÃîÈ
Ýú­ÛäõāáÅ ÿßäóñ ÂóäØöćÖäóëõÚÅ­óìÚ÷ćÈëóâóä×ÿÃ­óăÜîãú¬ĂÚĂÉÝú­ÛäõāáÅăÕ­ĂÚÃÔñØöćÂČóæòÈÚ÷Â×÷ÈëõÚÅ­ó
ÜäñÿáØÚòĈÚîãú¬ ã¬îâÛ¬ÈËöĈè¬óÖäóëõÚÅ­óÚòĈÚâöÅèóââòćÚÅÈîãú¬ĂÚĂÉÃîÈÝú­ÛäõāáÅè¬ó ÿÜĆÚëõÚÅ­óØöćâö
ÅùÔáóß Āæñëóâóä×ÿËøćî×øîăÕ­ ë¬ÈÝæĂì­×úÂÿæøîÂÌøĈî ĀæñÿæøîÂÛäõāáÅâóÂÂè¬óÖäóëõÚÅ­óØöćăâ¬ÿÜĆÚØöć
äú­ÉòÂîøćÚą ÿÜĆÚÝæâóÉóÂÅèóâÅù­ÚÿÅãÃîÈæúÂÅ­óÂòÛÖäóëõÚÅ­ó Ì÷ćÈÉñË¬èãĂÚÂóäëä­óÈâúæÅ¬óÿßõćâĂì­ÂòÛ
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ÝæõÖáòÔÒ°Ý¬óÚâúæÅ¬óÖäóëõÚÅ­ó (Brand Value)ăÕ­îã¬óÈâöÜäñëõØÙõáóß  ĀæñÿÜĆÚÝæÕöÖ¬îÂóä
ĀÃ¬ÈÃòÚÕ­óÚäóÅóÂòÛÅú¬ĀÃ¬ÈÃòÚ 

 

 
 

áóßÜäñÂîÛ ƙ ßöäñâõÕĀëÕÈäñÕòÛÃòĈÚÂóäÖäñìÚòÂäú­ 
 

Øöćâó: David A. Aaker (1991). Management Brand Equity: The Brand Awareness 
Pyramid. ìÚ­ó 62 

 
ÃòĈÚÃîÈÂóäÖäñìÚòÂäú­ĂÚÖäóëõÚÅ­óĀÛ¬ÈîîÂÿÜĆÚ 4 äñÕòÛ ÕòÈÚöĈ  

1. ăâ¬ÿÅãäú­ÉòÂÖäóëõÚÅ­ó (Unaware of brand) ÿÜĆÚäñÕòÛØöćÝú­ÛäõāáÅăâ¬äú­ÉòÂÖäóëõÚÅ­ó 
ìäøîâöÅèóâäú­ÿÂöćãèÂòÛÖäóëõÚÅ­óâóÂ¬îÚÿæã 

2. ÉÕÉČóÖäóëõÚÅ­óăÕ­ (Brand Recognition) ÿÜĆÚäñÕòÛØöćÝú­ÛäõāáÅëóâóä×Ú÷Â×÷ÈËøćî
ÖäóëõÚÅ­óÚòĈÚąăÕ­ ÿâøćîăÕ­äòÛÃ­îâúæÿßõćâÿÖõâÿÂöćãèÂòÛÖäóëõÚÅ­ó 

3. Âóääñæ÷ÂăÕ­ĂÚÖäóëõÚÅ­ó (Brand Recall) ÿÜĆÚäñÕòÛØöćÝú­ÛäõāáÅëóâóä×äñæ÷Â×÷ÈËøćî
ÖäóëõÚÅ­ó ÖæîÕÉÚäñÕòÛÃîÈëõÚÅ­óăÕ­ āÕãăâ¬Ö­îÈâöÃ­îâúæ ìäøîÂóäĀÚñÚČóÉóÂÝú­×óâ 

4. äñÕòÛëúÈëùÕĂÚĂÉ (Top of Mind) ÿÜĆÚäñÕòÛØöćÝú­ÛäõāáÅëóâóä×äñæ÷Â×÷ÈËøćîÃîÈÖäó
ëõÚÅ­óÚòĈÚą ăÕ­ÿÜĆÚîòÚÕòÛĀäÂÃîÈÅèóâÅõÕ 
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ĀÚèÅõÕáóßæòÂêÔ°ÖäóëõÚÅ­ó (Brand Image) 
David Randell (2000) Ăì­Åèóâìâóãè¬ó áóßæòÂêÔ°ÖäóëõÚÅ­ó Åøî ëõćÈØöćîãú¬ĂÚĂÉ

Ýú­ÛäõāáÅ ÿÜĆÚÃ­îâúæØòĈÈìâÕØöćÝú­ÛäõāáÅäòÛäú­ÿÂöćãèÂòÛÖäóëõÚÅ­ó ØöćâóÉóÂÜäñëÛÂóäÔ° ÂóäÛîÂÖ¬î 
āÇêÔó ÛääÉùáòÔÒ° äèâăÜ×÷ÈÂóäÛäõÂóäîøćÚą ĀæñîóÉ×úÂÂëä­óÈÃ÷ĈÚ ìäøîÕòÕĀÜæÈāÕãÂóäÿæøîÂ
äòÛäú­ ÅèóâÿËøćî ÖæîÕÉÚÙääâÿÚöãâÜÐõÛòÖõÃîÈëòÈÅâ 

Philip Kotlor (ƘƖƖƗ) îÙõÛóãè¬ó áóßæòÂêÔ°ÖäóëõÚÅ­ó Åøî áóßØöćÿÂõÕÃ÷ĈÚáóãĂÚÉõÖĂÉ 
ìäøîÅèóâØäÈÉČóÃîÈÝú­ÛäõāáÅØöćâöÖ¬îÖäóëõÚÅ­óÚòĈÚą Ì÷ćÈăÕ­äòÛÃ­îâúæâóÉóÂÂóäāÇêÔóĀæñÂóä
ë¬ÈÿëäõâØóÈÂóäÖæóÕ ØöćâöÅèóâÖ­îÈÂóäØöćÉñĀëÕÈ×÷ÈÛùÅæõÂæòÂêÔñÃîÈëõÚÅ­ó āÕãÂóäÿÚ­ÚăÜØöć
Âóäëä­óÈÉùÕÃóã ÿÚøćîÈÉóÂÖäóëõÚÅ­ó×øîÿÜĆÚëõćÈØöćÿÊßóñÖòèÃîÈÖäóëõÚÅ­óÚòĈÚą ØòĈÈÚöĈÖ­îÈâöÅèóâ
ĀÖÂÖ¬óÈ (Differentiation)Āæñëóâóä×ÿÃ­óăÜîãú¬ĂÚĂÉÃîÈÝú­ÛäõāáÅ ÉÚÚČóăÜëú¬ÂóäØČóĂì­ÿÂõÕ
ßåÖõÂääâÂóäÌøĈîîã¬óÈÖ¬îÿÚøćîÈ 

Ýú­èõÉòãÉ÷ÈÿæøîÂé÷ÂêóĀÚèÅõÕ ÂóäÖäñìÚòÂäú­ĂÚÖäóëõÚÅ­ó (Brand Awareness) Āæñ
áóßæòÂêÔ°ÖäóëõÚÅ­ó (Brand Image) ÿÚøćîÈÉóÂâöÅèóâëČóÅòÎĂÚÂóäëä­óÈÅùÔÅ¬óĂì­ÂòÛÖäóëõÚÅ­ó
Ăì­ÿÂõÕÂòÛÝú­ÛäõāáÅ ĂÚÕ­óÚÂóäëä­óÈÅèóâÖäñìÚòÂäú­ĀæñëÚĂÉëõÚÅ­ó ĂÚë¬èÚÃîÈáóßæòÂêÔ°Öäó
ëõÚÅ­óÿÜĆÚëõćÈØöćÉñÚČóăÜëú¬ßåÖõÂääâÂóäÌøĈîëõÚÅ­óîã¬óÈÖ¬îÿÚøćîÈĂÚäñãñãóè Ýú­èõÉòãÉ÷ÈÿæøîÂĀÚèÅõÕ
ÿÂöćãèÂòÛÅùÔÅ¬óÖäóëõÚÅ­óâóĂË­ÿÜĆÚÿÅäøćîÈâøîĂÚÂóäèõÿÅäóñì° ĀæñÜäñÿâõÚßåÖõÂääâÂóäÌøĈîÃÚââó
ÂóäîÈÃîÈÝú­ÛäõāáÅĂÚÿÃÖÂäùÈÿØßâìóÚÅä è¬óâöÅèóâëòâßòÚÙ°ÂòÛÅùÔÅ¬óÖäóëõÚÅ­óâóÂÚ­îã
ÿßöãÈĂÕ 

 
4.ĀÚèÅõÕĀæñØåêÏöÿÂöćãèÂòÛÂóäÖòÕëõÚĂÉÌøĈî 

4.1 ÅèóâìâóãÃîÈÂóäÖòÕëõÚĂÉÌøĈî 
ÿëäö èÈê°âÔÒó (2542: 192)ăÕ­Âæ¬óèè¬ó ÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈî Åøî ÂóäØöćÝú­ÛäõāáÅ

ÌøĈîëõÚÅ­óĂÕëõÚÅ­óìÚ÷ćÈÉñÜäñÂîÛăÜÕ­èãÂäñÛèÚÂóäìæóãÃòĈÚÖîÚÉóÂÉùÕÿäõćâÖ­ÚăÜÉÚ×÷ÈØòéÚÅÖõ
ìæòÈÂóäÌøĈîĀæñăÕ­ĂË­ëõÚÅ­óÚòĈÚăÜĀæ­è Ì÷ćÈëóâóä×ĀÛ¬ÈîîÂăÕ­ÕòÈÚöĈ ÂóäâîÈÿìĆÚÜòÎìó ÂóäĀëèÈìó
áóãĂÚ ÂóäĀëèÈìóáóãÚîÂ ÂóäÜäñÿâõÚØóÈÿæøîÂĂÚÂóäÖòÕëõÚĂÉ ĀæñØòéÚÅÖõìæòÈÂóäÌøĈîëõÚÅ­ó 

éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (2550: 27) ăÕ­Ăì­ÅèóâìâóãÃîÈÂóäÖòÕëõÚĂÉÌøĈî è¬ó
ÿÜĆÚìÚ÷ćÈĂÚÃòĈÚÖîÚÃîÈÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ Ì÷ćÈÜäñÂîÛăÜÕ­èã 5 ÃòĈÚÖîÚ ÕòÈÚöĈ  
1) ÂóääòÛäú­ÜòÎìó 2) ÂóäÅ­ÚìóÃ­îâúæ 3) ÂóäÜäñÿâõÚØóÈÿæøîÂ 4) ÂóäÖòÕëõÚĂÉÌøĈî 5) ßåÖõÂääâ
ìæòÈÉóÂÌøĈî Ì÷ćÈÃòĈÚÖîÚØòĈÈìâÕÝú­ÛäõāáÅëóâóä×Ã­óâ ìäøîã­îÚÂæòÛăÜĂÚÃòĈÚÖîÚĂÕÃòĈÚÖîÚìÚ÷ćÈÂĆăÕ­ 
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Ì÷ćÈÃòĈÚÖîÚØòĈÈìâÕÉñë¬ÈÝæÂäñØÛÂòÛÂóäÌøĈîØòĈÈĂÚäúÜĀÛÛØöćÂČóæòÈÉñÌøĈî ĀæñÂóäÂæòÛâóÌøĈîÌČĈóÃîÈ
Ýú­ÛäõāáÅ 

Schiffman Leon G .&Kanuk Leslie Lazar (2007: 508) Âæ¬óèè¬ó ÂóäÖòÕëõÚĂÉ 
ìâóã×÷È ÂóäßõÉóäÔóÿæøîÂÂõÉÂääâØöćâöëîÈØóÈÿæøîÂÃ÷ĈÚăÜÃîÈÛùÅÅæ Ì÷ćÈĂÚĀÈ¬ÃîÈÂóäÖòÕëõÚĂÉÌøĈî
ÉñÿÜĆÚÂóäÿæøîÂÌøĈîÖòĈÈĀÖ¬ 2 ÖäóëõÚÅ­óÃ÷ĈÚăÜ ÛùÅÅæÚòĈÚÉñîãú¬ë×óÚñØöćÉñÖòÕëõÚĂÉÌøĈî Ì÷ćÈÂóä
ÖòÕëõÚĂÉÌøĈîØöćâöÅèóâÿÂöćãèßòÚÂòÛÂóäÌøĈîâö 4 ĀÛÛăÕ­ĀÂ¬ 1) ÂóäÌøĈîÃòĈÚßøĈÚÑóÚìäøîÿßøćîÂóäÛäõāáÅ 2) 
ÂóäÖòÕëõÚĂÉÌøĈîÃóÂÖäóëõÚÅ­óìäøîÂóäÛäõāáÅÖäóëõÚÅ­ó 3) ÂóäÖòÂëõÚĂÉÌøĈîÿßäóñË¬îÈØóÈÂóäÉòÕ
ÉČóìÚ¬óã  
4) ÂóäÖòÕëõÚĂÉÌøĈîÿßäóñÂóäËČóäñÿÈõÚ 

4.2 îÈÅ°ÜäñÂîÛÃîÈÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈî 
 

 
  

áóßÜäñÂîÛ ƚ îÈÅ°ÜäñÂîÛÂäñÛèÚÂóäÖòÕëõÚĂÉÃîÈÝú­ÛäõāáÅ 
 

Øöćâó: îÕùæã° ÉóÖùäÈÅ°Âùæ (2543) 
 
îÕùæã° ÉóÖùäÈÅ°Âùæ (2543) ăÕ­Âæ¬óèè¬ó ÂóäÖòÕëõÚĂÉÌøĈîÚòĈÚÜäñÂîÛăÜÕ­èãìæóãÃòĈÚÖîÚ

Ýú­ÛäõāáÅÉñÖ­îÈÝ¬óÚÃòĈÚÖîÚÖ¬óÈą Â¬îÚØöćÉñÚČóăÜëú¬ÂóäÖòÕëõÚĂÉÌøĈî Ì÷ćÈÜäñÂîÛăÜÕ­èã 5 ÃòĈÚÖîÚ
ÕòÈÚöĈ 

1.ÂóääòÛäú­×÷ÈÅèóâÖ­îÈÂóä (Need arousal or Problem recognition)  
ÅøîÃòĈÚÖîÚĀäÂÃîÈÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈî Ì÷ćÈÿÂõÕÉóÂÛùÅÅæØöćâöÅèóâäú­ë÷Â×÷È

ÅèóâĀÖÂÖ¬óÈÃîÈëõćÈØöćÜäóä×Úó ìäøî×úÂÂäñÖù­ÚĂì­ÿÂõÕÅèóâÖ­îÈÂóä ÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅ
îóÉ×úÂÂäñÖù­ÚâóÉóÂáóãĂÚä¬óÈÂóãÃîÈÝú­ÛäõāáÅÿîÈ ìäøî îóÉ×úÂÂäñÖù­ÚāÕãëõćÈÂäñÖù­ÚØóÈÂóä
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ÖæóÕ  ÿßøćîØČóĂì­Ýú­ÛäõāáÅÿÂõÕÅèóâÖ­îÈÂóäÿÂõÕÃ÷ĈÚÚòÂÂóäÖæóÕÖ­îÈäú­×÷ÈÂóäĂË­ÖòèÂäñÖù­ÚĂì­ÿÂõÕ
ÅèóâÖ­îÈÂóä îóÉÉñÖ­îÈĂË­äñãñÿèæóÚóÚ ÿÚøćîÈÉóÂÖ­îÈäîĂì­×÷ÈäñãñÿèæóØöćÿìâóñëâÂè¬óÉñ×÷È
äñÕòÛØöćÉñØČóĂì­ÿÂõÕÂóäÂäñØČó ÿË¬Ú ÂóäÂäñÖù­ÚāÕãÚòÂÂóäÖæóÕĂì­Ýú­ÛäõāáÅÌøĈîÿëøĈîÝ­óØöćÿßõćÈîîÂâó
Ăìâ¬ąÕ­èãèõÙöÂóäÚČóÿëÚîÂóäîîÂĀÛÛ ìäøîĀëÕÈĂì­ÿìĆÚ×÷ÈÅèóâØòÚëâòã ëČóìäòÛÝú­ÛäõāáÅØöćÚõãâ
ĀÖ¬ÈÂóãÖóâĀàËòćÚ ìäøîîóÉÉñîóéòãÂóäāÇêÔóëõÚÅ­óØöćÌČĈóą ÅèÛÅú¬ăÜÂòÛÂóäæÕäóÅó ĀæñÂóä
ĀÉÂÃîÈëâÚóÅùÔÖ¬óÈą ÿßøćîÂäñÖù­ÚÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅĂÚÿäøćîÈÂóäÜäñìãòÕ ÕòÈÚòĈÚÚòÂÂóä
ÖæóÕÉñÖ­îÈØČóÂóäèõÿÅäóñì°ÜòÎìóÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅ Ì÷ćÈÜòÎìóÚöĈÉñÚČóăÜëú¬ÂóäÌøĈîëõÚÅ­ó
ÃîÈÝú­ÛäõāáÅ ÿË¬Ú  ÿÚøćîÈâóÉóÂÝú­ÛäõāáÅØöćîãú¬ĂÚÿâøîÈÖ­îÈÜäñëÛÜòÎìóÕ­óÚØöćÉîÕä× ÚòÂÂóäÖæóÕ
É÷ÈÚČóÿëÚîä×ãÚÖ°ÃÚóÕÿæĆÂÿßøćîĂì­ëóâóä×ÖîÛāÉØã°ÅèóâÖ­îÈÂóäăÕ­ 

2.ÂóäĀëèÈìóÃ­îâúæ (Information search)  
ÿâøćîÝú­ÛäõāáÅÿÂõÕÅèóâäú­ë÷ÂÖ­îÈÂóäĀæ­èÉñâöÂóäÅ­ÚìóÃ­îâúæØöćÿÂöćãèÃ­îÈÂòÛ

ÅùÔæòÂêÔñ ÅùÔëâÛòÖõØöćëČóÅòÎÃîÈëõÚÅ­óÚòĈÚą  ăÕ­ĀÂ¬ äóÅóëõÚÅ­ó ë×óÚØöćÉòÕÉČóìÚ¬óã ÖæîÕÉÚ
Ã­îÿëÚîßõÿéêÖ¬óÈą ÃîÈÜäñÿáØëõÚÅ­óØöćÖ­îÈÂóäĂÚìæóãąÖäóëõÚÅ­ó ÚòÂÂóäÖæóÕÅèäĂì­
ÅèóâëČóÅòÎÂòÛĀìæ¬ÈÃ­îâúæØöćÝú­ÛäõāáÅØČóÂóäĀëèÈìó ĀæñĀìæ¬ÈÃ­îâúæÖ¬óÈąØöćâöîõØÙõßæ Ö¬îÂóä
ÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ ëóâóä×ĀÛ¬ÈăÕ­ÿÜĆÚ 4 Âæù¬âÕòÈÚöĈ 

1) Āìæ¬ÈÛùÅÅæ (Personal Sources) ìâóã×÷È ÿßøćîÚ ÅäîÛÅäòè Ýú­ĂÂæ­ËõÕ 
ÿßøćîÚä¬èâÈóÚÌ÷ćÈĀìæ¬ÈØöćâóÉóÂÛùÅÅæÚöĈ×øîÿÜĆÚĀìæ¬ÈÃ­îâúæØöćâöîõØÙõßæâóÂØöćëùÕÖ¬îÝú­ÛäõāáÅĂÚÂóä
ÖòÕëõÚĂÉÌøĈîëõÚÅ­ó 

2) Āìæ¬ÈÂóäÅ­ó (Commercial Sources) ìâóã×÷È āÇêÔóËèÚÿËøćîÖ¬óÈą 
ĀæñßÚòÂÈóÚÃîÈÛäõêòØÚòĈÚą 

3) Āìæ¬ÈëóÙóäÔñ (Public Sources) ìâóã×÷È Ã¬óèÉóÂëøćîâèæËÚÖ¬óÈą 
4) Āìæ¬ÈÂóäØÕæîÈ (Experimental Sources) ìâóã×÷È ÛùÅÅæØöćÿÅãØÕæîÈ

ĂË­ëõÚÅ­óÚòĈÚąâóĀæ­è 
3. ÂóäÜäñÿâõÚØóÈÿæøîÂ (Evaluation of alternatives) 
ÿâøćîÝú­ÛäõāáÅăÕ­äòÛÃ­îâúæÃ¬óèëóäÿÂöćãèÂòÛëõÚÅ­óÚòĈÚąâóĀæ­èÂĆÉñÚČóâóĂË­ÜäñāãËÚ°

ĂÚÂóäÿæøîÂ āÕãÉñâöÂČóìÚÕÅèóâÖ­îÈÂóäÃîÈÖÚÿîÈÃ÷ĈÚâóßõÉóäÔóĂÚæòÂêÔñÖ¬óÈąÃîÈëõÚÅ­ó
ÉóÂÖäóëõÚÅ­óÖ¬óÈą ØöćÝú­ÛäõāáÅăÕ­äòÛÃ­îâúæâóÂ¬îÚĀæ­è âóØČóÂóäÿÜäöãÛÿØöãÛ×÷ÈÃ­îÕö ĀæñÃ­îÿëöã 
ÖæîÕÉÚÅùÔëâÛòÖõÃîÈëõÚÅ­óØöćÖÚÿîÈÖòĈÈÿîóăè­ āÕãÝ¬óÚÿäøćîÈÅèóâÿËøćîÖäóëõÚÅ­ó ĀæñØòéÚÅÖõØöćâö
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Ö¬îëõÚÅ­ó ÿÃ­óâóÿÂöćãèÃ­îÈÕ­èãÂ¬îÚØöćÉñØČóÂóäèõÿÅäóñì° ÉÚÚČóăÜëú¬ÂóäÖòÕëõÚĂÉÌøĈîÉóÂÖäóëõÚÅ­óØöć
ÖäÈÂòÛÅèóâÖ­îÈÂóäâóÂØöćëùÕ 

4. ÂóäÖòÕëõÚĂÉÌøĈî (Purchase decision) 
ÿâøćîÝ¬óÚÃòĈÚÖîÚÃîÈÂóäÜäñÿâõÚØóÈÿæøîÂĀæ­è Ýú­ÛäõāáÅÂĆÉñÿìæøîÖäóëõÚÅ­óØöćÖäÈ

ÂòÛÅèóâÖ­îÈÂóäÃîÈÖÚÿîÈâóÂØöćëùÕ ĀæñÿÂõÕÅèóâÖòĈÈĂÉØöćÉñÌøĈî(Purchase Intention) ×÷Èîã¬óÈăä
ÂĆÖóâÿâøćî×÷ÈÿèæóØöćÉñÖ­îÈÌøĈîÉäõÈą ÂĆîóÉÉñâöÜòÉÉòãîøćÚą ÿÃ­óâóâöÝæÂäñØÛÖ¬îÂóäÖòÕëõÚĂÉÌøĈîÃîÈ
Ýú­ÛäõāáÅăÕ­îöÂ ăÕ­ĀÂ¬  

1) ÜòÉÉòãØóÈëòÈÅâ (Social Factor) Ýú­ÛäõāáÅâöÅèóâÖòĈÈĂÉØöćÉñÌøĈîä×ãÚÖ°
ÎöćÜù¬ÚÃÚóÕÿæĆÂÿÚøćîÈÉóÂÜäñìãòÕÚČĈóâòÚ Āæñăâ¬âöÜòÎìóëČóìäòÛÂóäìóØöćÉîÕ ĀÖ¬ÿßøćîÚä¬èâÈóÚ
ë¬èÚĂìÎ¬ÃîÈÝú­ÛäõāáÅÚõãâĂË­ä×ãÚÖ°ãùāäÜÃÚóÕĂìÎ¬ É÷ÈîóÉØČóĂì­Ýú­ÛäõāáÅăâ¬Âæ­óØČóÂóäÖòÕëõÚĂÉ
ÌøĈî ĀæñÿÂõÕÅèóâæòÈÿæìäøîîóÉÿÜæöćãÚĂÉăÜÌøĈîä×ãÚÖ°ãöćì­îîøćÚ ÿßäóñÿÂäÈè¬óîóÉÉñăâ¬ÿÜĆÚØöć
ãîâäòÛÉóÂÅÚĂÚëòÈÅâ 

2) ÜòÉÉòãÕ­óÚë×óÚÂóäÔ° (Situation factor) ĂÚË¬èÈÿèæóâöÂóäÖòÕëõÚĂÉÿæøîÂ
Āæ­è ăÜÉÚ×÷ÈÿèæóØöćÂČóæòÈÉñÖòÕëõÚĂÉÌøĈîîóÉâöÿìÖùÂóäÔ° ìäøîÂóäÿÜæöćãÚĀÜæÈÖ¬óÈąÿÂõÕÃ÷ĈÚ ÿË¬Ú 
ëáóèñÿéäêÑÂõÉÖÂÖČćó Ýú­ÌøĈî×úÂÿæõÂÉ­óÈ ìäøîâöÝú­îøćÚâóÛîÂè¬óĂË­ëõÚÅ­óÃîÈÖäóëõÚÅ­óÚòĈÚąØöćÝú­ÌøĈî
ÿæøîÂĀæ­èè¬óăâ¬Õö Ì÷ćÈÿÜĆÚëõćÈØöćØČóĂì­Ýú­ÛäõāáÅÿÂõÕÅèóâæòÈÿæĂÚÂóäÖòÕëõÚĂÉÌøĈî ØòĈÈąØöćâöÅèóâÖòĈÈĂÉÌøĈî
âóÂ¬îÚìÚ­óĀæ­èÂĆÖóâ ÚòÂÂóäÖæóÕÉ÷Èăâ¬îóÉÿËøćî×øîăÕ­îã¬óÈĀÚ¬ÚîÚè¬óÂóäØöćÝú­ÛäõāáÅâöÅèóâÖòĈÈĂÉ
ØöćÉñÌøĈîëõÚÅ­óÃîÈÖÚÿîÈîãú¬Āæ­è ÉÚÂè¬óÉñâöÂóäÌøĈîÿÂõÕÃ÷ĈÚÉäõÈąÿßäóñÝú­ÛäõāáÅîóÉäòÛäú­ăÕ­×÷ÈÅèóâ
ÿëöćãÈ Ì÷ćÈÝú­ÛäõāáÅâòÂâößåÖõÂääâĂÚÂóäæÕÅèóâÿëöćãÈāÕãÂóäëîÛ×óâÃ­îâúæÉóÂÝú­ØöćÿÅãĂË­ ìäøî
ÿæøîÂĂË­ÖäóëõÚÅ­óØöćâöÂóääòÛÜäñÂòÚ ÖæîÕÉÚÿæøîÂÌøĈîëõÚÅ­óÉóÂÖäóëõÚÅ­óØöćâöÝú­ÚõãâĂË­ÂòÚâóÂą 
ÕòÈÚòĈÚÚòÂÂóäÖæóÕÉñÖ­îÈßãóãóâĂì­Ýú­ÛäõāáÅăÕ­äòÛÃ¬óèëóäÃ­îâúæÿÂöćãèÂòÛëõÚÅ­ó Ăì­ÅČóĀÚñÚČóĀæñ
Ë¬èãÿìæøîĂÚÂóäÌøĈîĀæñÖ­îÈâöÂóääòÛÜäñÂòÚĂÚÂóäÌøĈîÅäòĈÈÚòĈÚąÕ­èã ÿßøćîĂì­Ýú­ÛäõāáÅäòÛäú­ĀæñæÕ
ÅèóâÂòÈèæÂòÛÅèóâÿëöćãÈąÖ¬óÈæÈ ÉÚÚČóăÜëú¬ÂóäÌøĈîØöćÈ¬óãÃ÷ĈÚ 

5. ßåÖõÂääâìæòÈÂóäÌøĈî (Post purchase behavior) 
ÿÜĆÚßåÖõÂääâĀæñÅèóâäú­ë÷ÂìæòÈÉóÂØöćÝú­ÛäõāáÅÌøĈîëõÚÅ­óìäøîĂË­ëõÚÅ­óăÜĀæ­èîóÉÿÂõÕ

Åèóâäú­ë÷Âß÷ÈßîĂÉĂÚÖòèëõÚÅ­óÉÚë¬ÈÝæĂì­ÿÂõÕÂóäÌøĈîÌČĈóîöÂĂÚîÚóÅÖ ìäøîÝú­ÛäõāáÅîóÉÉñÿÂõÕ
Åèóâäú­Øöćăâ¬ß÷ÈßîĂÉ ÉÚÚČóăÜëú¬ÂóäÿÂõÕØòéÚÅÖõØöćăâ¬ÕöÖ¬îÖòèëõÚÅ­ó ĀæñÿæõÂĂË­ăÜĂÚØöćëùÕ ÕòÈÚòĈÚ
ÂóäÖæóÕÅèäÖõÕÖóâÅèóâäú­ë÷ÂÃîÈÝú­ÛäõāáÅØöćâöÖ¬îë¬èÚÜäñëâØóÈÂóäÖæóÕÛäõÂóäÖ¬óÈąÿßøćî
ÚČóâóĀÂ­ăÃÜäòÛÜäùÈĂì­Ýú­ÛäõāáÅÿÂõÕÅèóâß÷ÈßîĂÉ ĀæñØòéÚÅÖõØöćÕö 
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áóßÜäñÂîÛ ƛ ÃòĈÚÖîÚÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈîÃîÈÝú­ÛäõāáÅ 
 

Øöćâó : éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (2546) 
 
éõäõèääÔ ÿëäöäòÖÚ°; ĀæñÅÔñ (2541) ăÕ­Âæ¬óèè¬ó ÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈîÜäñÂîÛăÜ

Õ­èãìæóãÃòĈÚÖîÚ Ì÷ćÈâöæČóÕòÛÃòĈÚÖîÚÕòÈÖ¬îăÜÚöĈ 

1.ÂóääòÛäú­ÜòÎìó ìäøîäòÛäú­ÅèóâÖ­îÈÂóä (Problem Recognition or Need 
Recognition)  

ÿÜĆÚÃòĈÚÖîÚĀäÂÃîÈÂäñÛèÚÂóäÖòÕëõÚĂÉÌøĈî ÉñÿÂõÕÃ÷ĈÚÿâøćîÛùÅÅæäòÛäú­×÷ÈÅèóâ
Ö­îÈÂóäÃîÈÖÚÿîÈ ìäøîÅèóâÖ­îÈÂóäÚòĈÚăÕ­âóÉóÂÂóä×úÂÂäñÖù­Ú Ì÷ćÈÅèóâÖ­îÈÂóäÉóÂáóãĂÚ
ä¬óÈÂóãÃîÈÛùÅÅæ Åøî Åèóâìõèìäñìóã ÅèóâÖ­îÈÂóäØöćÉñÿÜĆÚÿÉ­óÃîÈ ÅèóâÖ­îÈÂóäÿìæ¬óÚöĈÿâøćî
×÷ÈÉùÕìÚ÷ćÈÂĆÉñÂæóãÿÜĆÚëõćÈÂäñÖù­Ú āÕãÛùÅÅæÉñØČóÂóäÿäöãÚäú­ ĀæñĀÂ­ÜòÎìóÅèóâÖ­îÈÂóäÉóÂëõćÈ
ÂäñÖù­ÚÉóÂÜäñëÛÂóäÔ°ØöćâöâóĂÚîÕöÖ ØČóĂì­ëóâóä×äú­èõÙöĂÚÂóäÖîÛëÚîÈÅèóâÖ­îÈÂóäÚòĈÚą 
ĂÚÂäÔöØöćâöÅèóâÖ­îÈÂóäÿÂõÕÉóÂëõćÈÂäñÖù­ÚáóãÚîÂ Åøî ÂóäØöćÛùÅÅæâîÈÿìĆÚëõćÈÃîÈÚòĈÚąîã¬óÈ
ăâ¬ăÕ­ÖòĈÈĂÉ ĀæñÿÂõÕÅèóâÖ­îÈÂóä ìäøîÅèóâßîĂÉÉóÂÂóäāÇêÔóÃîÈëõÚÅ­óËÚõÕĂÕËÚõÕìÚ÷ćÈÝ¬óÚ
ØóÈāØäØòéÚ° ëõćÈÂäñÖù­Úÿìæ¬óÚöĈÉñë¬ÈÝæĂì­ÿÂõÕÅèóâÖ­îÈÂóäÃ÷ĈÚ ÂóäÂäñÖù­ÚÅèóâÖ­îÈÂóäâöëõćÈØöć
ëČóÅòÎâö 2 ÜäñÂóä Åøî 

1.1 ÚòÂÂóäÖæóÕÖ­îÈâöÅèóâÿÃ­óĂÉëõćÈÂäñÖù­ÚÃîÈëõÚÅ­óØöćâöîõØÙõßæÖ¬î
Ýú­ÛäõāáÅ ÿË¬ÚÖ­îÈÿÃ­óĂÉè¬óëõÚÅ­óÚòĈÚąëóâóä×ÖîÛëÚîÈÅèóâÖ­îÈÂóäîã¬óÈăä Õ­óÚăìÚĀÂ¬
Ýú­ÛäõāáÅ ĀæñØČóĂì­ÿÂõÕÅèóâß÷ÈßîĂÉ ÿË¬Ú ĂÚÙùäÂõÉä×ãÚÖ° îóÉÉñÖ­îÈÅČóÚ÷È×÷ÈÅèóâëñÕèÂëÛóã 
ìäøî Åèóâß÷ÈßîĂÉÕ­óÚáóßæòÂêÔ°ÉóÂÂóäĂË­ëõÚÅ­óÃîÈÅÚĂÚëòÈÅâ ÉÚÚČóăÜëú¬ÅèóâÖ­îÈÂóäÃîÈ
ÛùÅÅæØöćîãóÂÉñÿÜĆÚÿÉ­óÃîÈä×ãÚÖ° 
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1.2 ĀÚèÅèóâÅõÕÂóäÂäñÖù­ÚÅèóâÖ­îÈÂóäÉñÿÜĆÚÿÅäøćîÈâøîĂÚÂóäË¬èãĂì­
ÚòÂÂóäÖæóÕÿÃ­óĂÉ×÷ÈäñÕòÛÅèóâÖ­îÈÂóäÃîÈëõÚÅ­óè¬óÉñâöÂóäÿÜæöćãÚĀÜæÈîãú¬ÖæîÕÿèæó ÚòÂÂóä
ÖæóÕÉñÖ­îÈäú­ÿØ¬óØòÚĀæñÉòÕÂóäÂòÛÿìÖùÂóäÔ°Ö¬óÈąĂÚĀÖ¬æñË¬èÈÿèæóØöćÿÂõÕÃ÷ĈÚ ĀæñÿæøîÂË¬èÈØöć
ÿìâóñëâĂÚÂóäÂäñÖù­ÚÅèóâÖ­îÈÂóäÃîÈÝú­ÛäõāáÅ ÿßøćîĂË­Ë¬èÈÿèæóÚòĈÚÿÜĆÚÿÅäøćîÈâøîĂÚÂóäèóÈĀÝÚ
ÂäñÖù­ÚÝú­ÛäõāáÅ 

2.ÂóäÅ­ÚìóÃ­îâúæ (Information search)  
ìæòÈÉóÂÝú­ÛäõāáÅÿÂõÕÅèóâÖ­îÈÂóä ìäøî×úÂÂäñÖù­ÚÅèóâÖ­îÈâóÂÿßöãÈßî Āæñ

ëõćÈØöćÖîÛëÚîÈÅèóâÖ­îÈÂóäëóâóä×ìóăÕ­ĂÂæ­Öòè Ýú­ÛäõāáÅÉñÿäõćâØČóĂì­ÖÚÿîÈÿÂõÕÅèóâßîĂÉØòÚØö 
ÿË¬Ú ÛùÅÅæØöćÿÂõÕÅèóâ ìõèÂĆÉñØČóÂóäìóÌøĈîîóìóäâóÛäõāáÅØòÚØö ĀÖ¬ĂÚÛóÈÅäòĈÈÅèóâÖ­îÈÂóäØöć
ÿÂõÕÃ÷ĈÚÝú­ăâ¬ëóâóä×ÖîÛëÚîÈÖÚÿîÈăÕ­ØòÚØö ÅèóâÖ­îÈÂóäØöćăâ¬×úÂÖîÛëÚîÈÚòĈÚÉñ×úÂÉÕÉČóăè­ÿßøćî
ØČóÂóäÖîÛëÚîÈĂÚîÚóÅÖ ÿâøćîÅèóâÖ­îÈÂóäÃîÈÛùÅÅæ×úÂëñëââóÂÃ÷ĈÚÿäøćîãą ÉñÚČóăÜëú¬Âóä
ÂäñØČóĂÚáóèñîã¬óÈìÚ÷ćÈ ÅøîÅèóâÖòĈÈĂÉäòÛÂóäÖîÛëÚîÈÖ¬îÅèóâÖ­îÈÂóäÃîÈÛùÅÅæ Ì÷ćÈÉñ
ßãóãóâÅ­ÚìóèõÙö ĀæñÃ­îâúæâóÖîÛëÚîÈÅèóâÖ­îÈÂóäØöć×úÂÂäñÖù­Ú ÿË¬Ú ÛùÅÅæâöÅèóâÖ­îÈÂóä
ÿÅäøćîÈÜäñÕòÛ ÛùÅÅæÂĆÉñßãóãóâÅ­ÚìóÃ­îâúæÿÂöćãèÂòÛÿÅäøćîÈÜäñÕòÛÉóÂëøćîāÇêÔó ìäøîÉóÂ
ÅČóĀÚñÚČóÖ¬óÈą ÜäõâóÔÃîÈÃ­îâúæØöćÅ­ÚìóăÕ­ÉñÃ÷ĈÚîãú¬ÂòÛÂóäÿÝËõÎìÚ­óÂòÛÜòÎìóÃîÈÛùÅÅæè¬óÉñ
âöâóÂÚ­îãÿßöãÈĂÕ Ã­îâúæØöćÝú­ÛäõāáÅÖ­îÈÂóäÉñâöÅèóâÿÂöćãèÃ­îÈÂòÛÿäøćîÈÅùÔëâÛòÖõÃîÈëõÚÅ­ó ĂÚ
ÜäñÿÕĆÚÚöĈâöÅèóâÚ¬óëÚĂÉÃîÈÚòÂÂóäÖæóÕ Åøî ÅèóâëÚĂÉÿÂöćãèÂòÛĀìæ¬ÈÃ­îâúæØöćÝú­ÛäõāáÅăÕ­äòÛ
Ã­îâúæâóìäøîØČóÂóäĀëèÈìóâó ÖæîÕÉÚîõØÙõßæÂóäÿæøîÂĀìæ¬ÈÃ­îâúæÃîÈÝú­ÛäõāáÅ ÜäñÂîÛÕ­èã  
4 Âæù¬âÕòÈÚöĈ 

2.1 Āìæ¬ÈÛùÅÅæ (Personal Sources) ÜäñÂîÛÕ­èã ÅäîÛÅäòè ÿßøćîÚ  
ÅÚĂÂæ­ËõÕ ÿÜĆÚÖ­Ú 

2.2 Āìæ¬ÈÂóäÅ­ó (Commercial Sources) ìäøîĀìæ¬ÈÃ­îâúæØöć×úÂëä­óÈāÕã
ÚòÂÂóäÖæóÕ (Marketer·dominated Source) ÜäñÂîÛÕ­èã ßÚòÂÈóÚÃóãëõÚÅ­ó ĀæñÂóäāÇêÔó 

2.3 Āìæ¬ÈËùâËÚ (Public Sources) ÜäñÂîÛÕ­èã ëøćîâèæËÚ îÈÅ°ÂäÅù­âÅäîÈ
Ýú­ÛäõāáÅ  

2.4 Āìæ¬ÈØÕæîÈ (Experimental Sources) ÜäñÂîÛÕ­èã ìÚ¬èãÈóÚØöć
ëČóäèÉÅùÔáóßÃîÈëõÚÅ­óÜäñëÛÂóäÔ°ÖäÈÃîÈÝú­ÛäõāáÅÿÂöćãèÂòÛÂóäØÕæîÈĂË­ëõÚÅ­ó  
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îõØÙõßæĀìæ¬ÈÃ­îâúæÉñâöÅèóâĀÖÂÖ¬óÈÂòÚăÜ Ã÷ĈÚîãú¬ÂòÛËÚõÕÃîÈëõÚÅ­óĀæñæòÂêÔñë¬èÚ
ÛùÅÅæÃîÈÝú­ÛäõāáÅ ë¬èÚâóÂÝú­ÛäõāáÅÉñăÕ­äòÛÃ­îâúæÉóÂĀìæ¬ÈÂóäÅ­ó ØöćÚòÂÂóäÅæóÕëóâóä×
ÉòÕÂóäÃ­îâúæØöćÖ­îÈÂóäĂì­Ýú­ÛäõāáÅäòÛäú­ăÕ­ĀÖ¬æñĀìæ¬ÈÃ­îâúæÂĆÉñâöîõØÙõßæÖ¬îÂóäÖòÕëõÚĂÉÌøĈîØöć
ĀÖÂÖ¬óÈÂòÚÌ÷ćÈßõÉóäÔóÉóÂĀìæ¬ÈÃ­îâúæ āÕãÉñØČóÂóäëîÛ×óâÝú­ÛäõāáÅ×÷ÈĀìæ¬ÈÃ­îâúæØöćăÕ­âó 
ĀæñÃ­îâúæăìÚâöîõØÙõßæâóÂÖ¬îÝú­ÛäõāáÅ 

3.ÂóäÜäñÿâõÚØóÈÿæøîÂ (Alternative Evaluation)  
ÂóäßõÉóäÔóÿæøîÂëõÚÅ­óÖ¬óÈą ÉóÂÃ­îâúæØöćäèÛäèâăÕ­ĂÚÃòĈÚÖîÚØöćëîÈëõćÈØöćĂË­

ßõÉóäÔóâöÕòÈÚöĈ 
3.1 ÅùÔëâÛòÖõÃîÈëõÚÅ­óÖ¬óÈą ÿË¬Ú æòÂêÔñØóÈÂóãáóß ÂæõćÚ äë äúÜĀÛÛ

ÛääÉùáòÔÒ°ÅùÔáóßÅèóâáóÅáúâõĂÉÉóÂÂóäĂË­ëõÚÅ­ó ÅèóâÜæîÕáòã îóãùÂóäĂË­ÈóÚ ÿÜĆÚÖ­Ú 
3.2 ÂóäĂì­ÚČĈóìÚòÂÂòÛÅùÔëâÛòÖõëõÚÅ­ó ĀæñÉòÕæČóÕòÛÅèóâëČóÅòÎëČóìäòÛ

ÅùÔëâÛòÖõÖ¬óÈą ÿË¬Ú ÂóäÿäöãÈÅùÔëâÛòÖõÃîÈä×ãÚÖ° äúÜØäÈØòÚëâòã ÅèóâëèãÈóâ ëöëòÚ 
ÜäñëõØÙõáóßÂóäÃòÛÃöć ÅèóâÜæîÕáòã ĀæñîóãùÂóäĂË­ÈóÚ ÿÜĆÚÖ­Ú 

3.3 ÅèóâÿËøćî×øîĂÚÖäóëõÚÅ­ó ÿË¬Ú Ýú­ÌøĈîÉñÿËøćîĂÚÖäóëõÚÅ­óÿÛÚÌ°âóÂÂè¬óÖäó
ëõÚÅ­óÜäñÿáØä×ãÚÖ°îøćÚą ÿßäóñÿìĆÚÂóäāÇêÔó ìäøîÅÚîøćÚØöćÿÅãĂË­ Ì÷ćÈÅèóâÿËøćî×øîĂÚÖäóëõÚÅ­ó
ÉñâöÂóäÿÜæöćãÚĀÜæÈăÕ­ÖæîÕÿèæó āÕãÅèóâÿËøćî×øîÖäóëõÚÅ­óÚöĈÉñâöÝæÖ¬îØóÈÿæøîÂĂÚÂóä
ÖòÕëõÚĂÉÌøĈî 

3.4 ßõÉóäÔóîää×ÜäñāãËÚ°ØöćÉñăÕ­äòÛÉóÂÅùÔëâÛòÖõÃîÈëõÚÅ­ó 
3.5 ØČóÂóäÿÜäöãÛÿØöãÛäñìè¬óÈÖäóëõÚÅ­óØöćÿÜĆÚëõÚÅ­óËÚõÕÿÕöãèÂòÚîøćÚą 

ìÚ­óØöćÃîÈÚòÂÂóäÖæóÕĂÚÃòĈÚÖîÚÚöĈÅøî ÂóäÛäõìóäÉòÕÂóäë¬èÚÜäñëâØóÈÂóäÖæóÕØùÂÕ­óÚÃîÈ
ÖÚÿîÈ āÕãÿÊßóñÕ­óÚÝæõÖáòÔÒ° äóÅóĀæñÂóäë¬ÈÿëäõâÂóäÖæóÕ ÿßøćîÿßõćâÅèóâëČóÅòÎĂì­ÂòÛ
ÅùÔëâÛòÖõÃîÈëõÚÅ­óÃîÈîÈÅ°ÂäĂÚëóãÖóÃîÈÝú­ÛäõāáÅ 

4.ÂóäÖòÕëõÚĂÉÌøĈî (Purchase decision)  
ÉóÂÂóäÜäñÿâõÚØóÈÿæøîÂĂÚÃòĈÚÖîÚØöć 3 ÉñË¬èãĂì­Ýú­ÛäõāáÅëóâóä×ÂČóìÚÕ

ÃîÛÿÃÖÅèóâß÷ÈßîĂÉäñìè¬óÈëõÚÅ­óÖ¬óÈą ăÕ­ āÕãÝú­ÛäõāáÅÉñØČóÂóäÖòÕëõÚĂÉÌøĈîëõÚÅ­óØöćÖÚÿîÈËøćÚ
ËîÛâóÂØöćëùÕ ĀæñÜòÉÉòãÖ¬óÈąØöćÿÂõÕÃ÷ĈÚäñìè¬óÈÂóäÜäñÿâõÚØóÈÿæøîÂĀæñÂóäÖòÕëõÚĂÉÌøĈîâö 3 
ÜäñÂóä ÕòÈÚöĈ 

4.1 ØòéÚÅÖõÃîÈÛùÅÅæîøćÚ Ö­îÈÿÜĆÚØòéÚÅÖõÃîÈÛùÅÅæØöćâöÅèóâÿÂöćãèÃ­îÈ Ì÷ćÈ
ÉñâöÝæăÜãòÈÂóäÖòÕëõÚĂÉØòĈÈÿËõÈÛèÂĀæñæÛÖ¬îÂóäÖòÕëõÚĂÉÌøĈî 
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4.2 ÜòÉÉòãë×óÚÂóäÔ°ØöćÅóÕÅñÿÚăè­Â¬îÚÂóäÖòÕëõÚĂÉ Ýú­ÛäõāáÅÉñØČóÂóä
ÅñÿÚÜòÉÉòãÖ¬óÈą ØöćÿÂöćãèÃ­îÈÂòÛÖòèëõÚÅ­ó ÿË¬Ú Ö­ÚØùÚØöćĀØ­ÉäõÈÃîÈëõÚÅ­ó ĀæñÝæÜäñāãËÚ°ØöćÉñ
ăÕ­äòÛëõÚÅ­ó 

4.3 ÜòÉÉòãë×óÚÂóäÔ°Øöćăâ¬ăÕ­ÅóÕÅñÿÚÿîóăè­æ¬èÈìÚ­óÃÔñØöćÝú­ÛäõāáÅØČó 
ÂóäÖòÕëõÚĂÉÉñâöÜòÉÉòãë×óÚÂóäÔ°Øöćăâ¬ÅóÕÅñÿÚÿÃ­óâóÿÂöćãèÃ­îÈ Ì÷ćÈë¬ÈÝæÖ¬îÅèóâÖòĈÈĂÉÌøĈî ÿË¬Ú 
Ýú­ÛäõāáÅăâ¬ß÷ÈßîĂÉÂòÛæòÂêÔñÃîÈßÚòÂÈóÚÃóã ìäøî ÿÂõÕîóäâÔ°ÿëöã ÖæîÕÉÚÅèóâÂòÈèæ
ÿÂöćãèÂòÛÿäøćîÈäóãăÕ­ Ì÷ćÈâöÝæîã¬óÈâóÂĂÚÃòĈÚëùÕØ­óãÃîÈÂóäÖòÕëõÚĂÉÌøĈî 

5.Åèóâäú­ë÷ÂáóãìæòÈÂóäÌøĈî (Post-purchase Feeling) 
ìæòÈÉóÂÝú­ÛäõāáÅăÕ­ØČóÂóäÖòÕëõÚĂÉÌøĈîăÜĀæ­è ĀæñăÕ­ØÕæîÈĂË­ëõÚÅ­ó Ýú­ÛäõāáÅ

ÉñâöÜäñëÛÂóäÔ° ĀæñÿÂõÕÅèóâß÷ÈßîĂÉ ìäøîăâ¬ßîĂÉëõÚÅ­ó äèâăÜ×÷ÈÖäóëõÚÅ­ó Åèóâäú­ë÷ÂØöćÉñ
ÖóââóÚöĈÉñÃ÷ĈÚîãú¬ÂòÛÅùÔëâÛòÖõÃîÈëõÚÅ­ó ĀæñÅèóâÅóÕìèòÈÃîÈÝú­ÛäõāáÅè¬óâöÅùÔëâÛòÖõ×÷ÈäñÕòÛ
ØöćÝú­ÛäõāáÅÖòĈÈÿîóăè­ìäøîăâ¬ ×­óâöÅùÔëâÛòÖõÖČćóÂè¬óÂĆÉñÿÂõÕÅèóâăâ¬ßîĂÉ ÉÚÚČóăÜëú¬Âóäăâ¬ÌøĈîëõÚÅ­ó
îöÂĂÚîÚóÅÖăÕ­ 
 
5.Ã­îâúæØòćèăÜÿÂöćãèÂòÛÃÚââóÂóäîÈä­óÚäóÕúä°ÿä¬ 

ÃÚââóÂóäîÈ (Macaron) ÿÜĆÚÃÚâìèóÚØöćâöËøćîÿëöãÈÃîÈÜäñÿØéÞäòćÈÿéë ĀëÕÈ×÷È 

ÅèóâìäúìäóâöäñÕòÛÃîÈèòÓÚÙääâÖñèòÚÖÂ ĀæñÿÜĆÚÃÚâìèóÚØöćâöäóÅóĀßÈ ÅÚë¬èÚâóÂÉñÿÂõÕ
ÅèóâëòÛëÚäñìè¬óÈâóÂóäîÈ ÂòÛĀâÅóäúÚ (Macaroon) É÷ÈâöÂóäĂË­ËøćîÿäöãÂĂÚáóêóÞäòćÈÿéëâó
ĀØÚáóêóîòÈÂåêÿßøćîĂì­ÿÂõÕÅèóâĀÖÂÖ¬óÈÂòÚ āÕãĀâÅóäúÚÉñĂË­ÿäöãÂ âóÂóäîÈØöćăâ¬ĂË¬ĀÛÛÃîÈ
ÞäòćÈÿéëÕòĈÈÿÕõâ ĀÖ¬ÅÚØòćèăÜÂæòÛÅõÕè¬óÃÚâØòĈÈëîÈîã¬óÈÚöĈâöÅèóâìâóãÿìâøîÚÂòÚ Ì÷ćÈÅèóâÉäõÈĀæ­è
ÅČóè¬ó ĀâÅóäúÚ ÿÜĆÚÅČóáóêóîòÈÂåêØöćĀÜæâóÉóÂÅČóè¬ó ÃÚââóÂóäîÈ ĂÚáóêóÞäòćÈÿéë
ÿßäóñÊñÚòĈÚËøćîØòĈÈëîÈËøćîÚöĈâöÅèóâìâóãÿäöãÂÃÚâĀÛÛÿÕöãèÂòÚØòĈÈÚöĈÂóäĂË­ĀÖ¬æñËøćîÂĆîóÉÃ÷ĈÚîãú¬ÂòÛ
ÂóäÖöÅèóâÃîÈĀÖ¬æñÛùÅÅæ 

ÃÚââóÂóäîÈÿÜĆÚë¬èÚÝëâØöćăÕ­ÉóÂÿâîĀäĆÈÂ°ÂòÛăÃ¬Ãóè ÚČĈóÖóæăîÌ°ÌõćÈÚČĈóÖóæØäóãÃóè
ÝÈĀîæâîÚÕ°ìäøîĀîæâîÚÕ°Ü¬Ú ĀæñëöÝëâîóìóä ÃÚââóÂóäîÈâöäúÜä¬óÈÅæ­óãĀÌÚÕ°èõËÿÜĆÚ 

ÃÚâÜòÈëîÈËõĈÚÜäñÂÛÂòÚâöÂóäëîÕăë­ÖäÈÂæóÈë¬èÚăë­âòÂÉñÿÜĆÚÂóÚòË ÛòÖÿÖîä°Åäöâ ĀæñĀãâ 

 ÿÜĆÚÖ­Ú æòÂêÔñÿÕ¬ÚÃîÈÃÚââóÂóäîÈÂĆÅøîÝõèÕ­óÚÛÚÃîÈÃÚâÉñÿäöãÛÃîÛÕ­óÚÚîÂäîÛą ÿÜĆÚ
äîãìãòÂâòÂÉñÿäöãÂè¬ó "Ãó" ìäøî "ÿØ­ó" ĀæñâöÑóÚÿäöãÛĀÛÚÃÚâÉñÚù¬âËù¬âÿæĆÂÚ­îã ĀæñæñæóãÈ¬óã
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ÿâøćîÿÃ­óăÜĂÚÜóÂâóÂóäîÈâöìæóÂìæóãäëËóÖõÖòĈÈĀÖ¬äëÕòĈÈÿÕõâ ăÕ­ĀÂ¬ äóëÿÛîäöć ĀæñËĆîÅāÂĀæÖ 
ÜòÉÉùÛòÚâöÂóäÅõÕÅ­ÚäëËóÖõĂìâ¬îîÂâóîã¬óÈÖ¬îÿÚøćîÈ ÿË¬Ú àäòèÂó (ÖòÛì¬óÚ) ËóÿÃöãè ÿÜĆÚÖ­Ú 

Âæ¬óèÂòÚè¬óÿÜĆÚÿèæóÚóÚâóÂÂè¬óä­îãÜöâóĀæ­è ÖòĈÈĀÖ¬Üö Å.é. 791 ĂÚØèöÜãùāäÜË¬èÈãùÅ
ÂæóÈÃÚââóÂóäîÈăÕ­×øîÂČóÿÚõÕÃ÷ĈÚâóĂÚîóäóâËöĀì¬ÈìÚ÷ćÈÃîÈÜäñÿØéîõÖóæö  ÉÚÂäñØòćÈÜö Å.é. 
1533 ìæóãÜäñÿØéĂÚØèöÜãùāäÜÿäõćâÿÃ­óëú¬ëâòããùÅÿäÿÚëÌîÈë° (Renaissance) Ì÷ćÈÿÜĆÚãùÅĀì¬È
Åèóâäú­ĀæñÂóäàøĈÚàúéõæÜñèõØãóÂóäÖ¬óÈąĂÚìæóãÕ­óÚ ăÕ­ĀÂ¬ ë×óÜòÖãÂääâ ÂóäÿâøîÈÂóä
ÜÂÅäîÈ ÿÜĆÚÖ­Ú ßäñÚóÈĀÅØÿÙîä°äöÚ Āì¬ÈÿâÕöÌö (Catherine of Medici) ëÖäöëúÈéòÂÕõċÉóÂÖäñÂúæ
ÃùÚÚóÈØöćÜÂÅäîÈîõÖóæöĂÚÃÔñÚòĈÚ ÿÜĆÚÝú­ØöćÚČóÃÚââóÂóäîÈÿÃ­óëú¬ÜäñÿØéÞäòćÈÿéë îòÚÿÜĆÚÝæâó
ÉóÂÂóäØöćßäñÚóÈĀÅØÿÙîä°äöÚÖ­îÈÿÃ­óßõÙöîáõÿêÂëâäëÂòÛßäñÿÉ­óîĆîÈäöØöć 2 Āì¬ÈÞäòćÈÿéë (Henry II 

of France) āÕãăÕ­ÚČóß¬îÅäòèØČóÃÚâÉóÂîõÖóæöÖõÕÖóâÿÃ­óâóÕ­èã  

ÃÚââóÂóäîÈË¬èÈĀäÂÉñâöæòÂêÔñÿÜĆÚÿÅ­ÂËõĈÚÿæĆÂąÿßöãÈËõĈÚÿÕöãè Åæ­óãÃÚâÛõëÂõÖ Øöć
Õ­óÚÚîÂâößøĈÚÝõèØöćĀÃĆÈ ÃùäÃäñ ĀæñâöäîãĀÖÂ Õ­óÚĂÚâöÿÚøĈîëòâÝòëÃîÈÃÚâØöćÚõćâ Ì÷ćÈâöë¬èÚÝëâîã¬óÈ
ëóâòÎØöćÜäñÂîÛăÜÕ­èãÝÈîòæâîÚÕ°ÛÕæñÿîöãÕ ÚČĈóÖóæ ĀæñăÃ¬ÃóèÿØ¬óÚòĈÚ ÉÚÂäñØòćÈÜö Å.é. 1792 
ÜäñÿØéÞäòćÈÿéëÂČóæòÈîãú¬ĂÚË¬èÈÂóäÜÐõèòÖõÿÜæöćãÚĀÜæÈÂóäÜÂÅäîÈ âöÂóäāÅ¬Úæ­âäñÛîÛÂêòÖäõã°Øöć
ÚîÈÿæøîÕ ë¬ÈÝæĂì­ËöèõÖÅèóâÿÜĆÚîãú¬ÃîÈÜäñËóËÚÖ­îÈÿÝËõÎÂòÛÅèóâäùÚĀäÈØóÈÂóäÿâøîÈâöĀâ¬ËöĂÚ
ÚõÂóãāäâòÚÅóØîæõÂëîÈØ¬óÚÃîÈîóäóâĀì¬ÈìÚ÷ćÈÌ÷ćÈÂČóæòÈìæÛáòãîãú¬ØöćÿâøîÈÚĆîÈÌö (Nancy) ăÕ­îÛ
ÃÚââóÂóäîÈîîÂÃóãÿßøćîìóÿÈõÚØČóĂì­ÃÚââóÂóäîÈÿÜĆÚØöćäú­ÉòÂāÕãØòćèăÜÖòĈÈËøćîĂì­Āâ¬ËöØòĈÈëîÈè¬ó  

"ÌõëÿÖîä°âóÂóäîÈ " Ì÷ćÈĂÚË¬èÈĀäÂÚòĈÚÅùÂÂöĈâóÂóäîÈÉñÿÜĆÚÃÚâÿÜæ¬óąØöćăâ¬âöäëËóÖõ ìäøîăë­Øöćßõÿéê 
ÉÚÂäñØòćÈĂÚÜö Å.é. 1830 ÿäõćââöÂóäÿëõä°àÃÚââóÂóäîÈĂÚæòÂêÔñÿÜĆÚÅú¬ßä­îâÂòÛĀãâÿìæ­óĀæñ
ÿÅäøćîÈÿØéÖ¬óÈą ßä­îâØòĈÈ ÜäòÛÜäùÈäëËóÖõÃîÈăë­Õ­óÚĂÚ ÿßõćâÅèóââòÚèóèĀæñëöëòÚĂì­Ú¬óÕ÷ÈÕúÕ
ãõćÈÃ÷ĈÚ ĀÖ¬ÃÚââóÂóäîÈĂÚØùÂèòÚÚöĈÜäñÂîÛăÜÕ­èãÿâîĀäĆÈÂ°ĀîæâîÚÕ°ëîÈËõĈÚÜäñÂÛÂòÚëîÕăë­
ÖäÈÂæóÈÌ÷ćÈĀÖ¬ÿÕõâÿäöãÂè¬ó "âóÂóäîÈÜóäöë" ÜòÉÉùÛòÚÿÚøćîÈÉóÂÅèóâìæóÂìæóãÃîÈÃÚââóÂóäîÈ 
É÷ÈØČóĂì­ÃÚâËÚõÕÚöĈăÕ­äòÛÅèóâÚõãâîã¬óÈĀßä¬ìæóãăÜØòćèāæÂ 

ÃÚââóÂóäîÈăÕ­ÿÃ­óâóëú¬ÜäñÿØéăØãÿÜĆÚÿèæóÚóÚĀæ­èĀÖ¬ăâ¬Å¬îãÿÜĆÚØöćäú­ÉòÂĂÚ 

Âæù¬âÝú­ÛäõāáÅâóÂÚòÂÿÚøćîÈÉóÂä­óÚØöćÉČóìÚ¬óãÃÚââóÂóäîÈâöăâ¬âóÂÚòÂ ĀæñÉČóìÚ¬óãÂòÚîãú¬ 

ĀÅ¬ÿÊßóñĂÚÿÃÖÂäùÈÿØßâìóÚÅäÿØ¬óÚòĈÚ ÃÚââóÂóäîÈÿäõćâÿÜĆÚØöćäú­ÉòÂÂòÚîã¬óÈĀßä¬ìæóãĂÚ 

ÜäñÿØéăØãÖòĈÈĀÖ¬Üö ß.é. 2557 ÿÜĆÚîã¬óÈÚ­îã Ì÷ćÈĂÚÜöÚöĈăÕ­âöÂóäÿÃ­óâóÃîÈĀÛäÚÕ°ÝæõÖáòÔÒ° 

ÃÚââóÂóäîÈØöćÅÚØòćèăÜäú­ÉòÂÂòÚÕö  
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áóßÜäñÂîÛ 6 ÃÚââóÂóäîÈ 
 

Øöćâó : https://www.flickr.com ëøÛÅ­ÚÃ­îâúæ Ô èòÚØöć 10 Â.ß. 61 
 

 

 

áóßÜäñÂîÛ Ɲ ÖäóëõÚÅ­óä­óÚäóÕúä°ÿä¬  
 

Øöćâó : www.fr.wikipedia .org ëøÛÅ­ÚÃ­îâúæ Ô èòÚØöć 10 Â.ß. 61 

https://www.flickr.com/
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áóßÜäñÂîÛØöć 7 ä­óÚäóÕúä°ÿä¬ ëóÃóĀäÂØöć×ÚÚ La rue Royale 
 

Øöćâó : www.fr.wikipedia .org ëøÛÅ­ÚÃ­îâúæ Ô èòÚØöć 10 Â.ß. 61 
 
ä­óÚæóÕúä°ÿä¬ (LADURÉE) ×øîÂČóÿÚõÕÿÂõÕÃ÷ĈÚĂÚÜö Å.é.1862 ÿâøćîìæùãë° Āîä°ÿÚë æóÕúä°ÿä¬ 

(Louis ErnestLadurée)  ÿÜõÕä­óÚÿÛÿÂîäöćÿæĆÂą Āì¬ÈĀäÂÛÚ×ÚÚ La rue Royale ĂÚÜóäöë 
ÉÚÂäñØòćÈÜö Å.é. 1930 ÿËàÜõĀîä° ÿÕàîÈÿØÚë° (Pierre De fontaines)æúÂßöćæúÂÚ­îÈÃîÈìæùãë° ăÕ­
ÅõÕÅ­ÚÂóäÚČóÃÚâìèóÚÃ÷ĈÚâóËÚõÕìÚ÷ćÈØöćâöäúÜä¬óÈĀÜæÂĂìâ¬ ÅøîÚČóÃÚâìèóÚ 2 ËõĈÚâóÜäñÂÛÂòÚ 
Āæ­èëîÕăë­Õ­èãÅäöâÂóÚòË (ganache)ÅèóâßõÿéêÃîÈÃÚââóÂóäîÈÖČóäòÛæóÕúÿä¬îãú¬ØöćÅèóâÂäîÛ
ÉóÂáóãÚîÂĀæñæñæóãÉóÂáóãĂÚâîÛäëëòâÝòëæñÿîöãÕî¬îÚÉóÂîòæâîÚÕ°, ăÃ¬, ÚČĈóÖóæ
ÅæùÂÿÅæ­óÿÃ­óÂòÚÕ­èãÿØÅÚõÅÿÊßóñÚîÂÉóÂâóÂóäîÈäëÕòĈÈÿÕõâ ĂÚØùÂåÕúÂóæãòÈâöÂóäëä­óÈëääÅ°
âóÂóäîÈäëËóÖõĂìâ¬îîÂÉČóìÚ¬óãîóØõÿË¬Ú äëßõØóËõāî, äóëÿÛîä°äöć, ÿæâîÚ, èóÚõææó, āäë, Åóäó
ÿâæ, îîÿäÚÉ°ÛæîëÌòâ, ÿäÕàäù®Ö 
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áóßÜäñÂîÛ ƞ  äëËóÖõâóÂóäîÈÃîÈä­óÚäóÕúä°ÿä¬ 
 

Øöćâó : https://www.pinterest.com  ëøÛÅ­ÚÃ­îâúæ Ô èòÚØöć 10 Â.ß. 61 
 
É÷ÈÂ¬îÿÂõÕÿÜĆÚéõæÜñÂóäØČóÃÚâØöćäòÈëääÅ°Ã÷ĈÚĂìâ¬ ĀæñÿÜĆÚØöćÚõãâĂÚÜäñÿØéÞäòćÈÿéëÉÚ×÷È

ÜòÉÉùÛòÚ ÉÚÂæóãÿÜĆÚÅóÿà¬ØöćâöæòÂêÔñĀÛÛ Salon du thé  ÿÜĆÚĀì¬ÈĀäÂąĂÚÜóäöë Åèóââö
ËøćîÿëöãÈĂÚäñÕòÛëóÂæÃîÈæóÕúÿä¬ÿÂõÕÃ÷ĈÚÉóÂÂóäÝæòÂÕòÚÃîÈÚòÂÙùäÂõÉèõëòãØòéÚ°ăÂæ ÿ́ÕèõÕāïæÿÕîä°µ 

Āì¬ÈÂæù¬âÙùäÂõÉāïæÿÕîä°Âäù®ÜÌ÷ćÈÖòÕëõÚĂÉÌøĈî ÂõÉÂóäæóÕúä°ÿä¬ÿâøćîÜö Å.é.1993 ĀæñÿÜõÕä­óÚØöäúâÛÚ
×ÚÚËîÈÿÌæöÿÌ¬ë°ĂÚÜö Å.é.1997 ÿßøćîÕ÷ÈÕúÕÚòÂØ¬îÈÿØöćãèÉÚØČóĂì­ä­óÚäóÕúä°ÿä¬ÂæóãÿÜĆÚìÚ÷ćÈĂÚ
ëòÎæòÂêÔ°ÃîÈèòÓÚÙääâÞäòćÈÿéë 

 


