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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  
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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 
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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 

 


