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(needs)
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1) (Mass Media) (Interpersonal
Media)
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(Characteristics)
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(Rogers and Svenning 1996 : 363-364) (
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(Bettinghaus) ( , 2541:17-18)
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(Rogers)
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2. (Price)
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(Product)

(Place)

(Promotion)
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Engel
(Consumer Behavior)

Schiffman
(Consumer Behavior)

(1968:5)

Kanuk (1987:6)

(2539)
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response) (Buyer’s purchase decision) (
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(Schiffman and Kanuk, 1987 : 7-8)
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G.H. Mead



56

(2539:47)

Schiffman Kanuk (1994)
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(Process)
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(Input)
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(Process)
(Consumer Decision Making)
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Blackwell
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(Levels of Consumer Decision Making)
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(The Act of Making Decision)
3
1. (Need Recognition) Engel

Miniard (1993)

( . 2538)

2. (Pre-purchase Search)



(Consumer Decision Rules)
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(Evaluation of Alternativ
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(Out put)

(Purchase Behavior)

(Trial purchase)

(Repeat purchase)
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2.1
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purchase cognitive dissonance)

(Decision)
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(Post-purchase Evaluation)

(Post-
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Consumption Decision)

(Brand Purchase or

Consumption Decision)

(Channel Purchase Decision)

(Payment Purchase Decision)
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4
(Four View of Consumer Decision Making)

4
(Model of Man)
4

1 (Economic Man Theory)
2. (Passive Man Theory)

1) (Attention)

2) (Interest)

3) (Desire)
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(Action)

", (Motivation), (Selective Perception),



(Learning), (Attitude),
(Opinion Leader),

(Communication),

3 , (Cognitive Man Theory)

(Consumer's Information Processing System)

4, (Emotion Man Theory)

(Attitude)

Gordon Allport (1985) “

Engel, Kollat & Black Well (1968)
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66

(2538 : 115)
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(Interpersonal communication)
(
, 2540)
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Assael (1995)
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(Model)
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statt (1997)
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(Sources of
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(discount coupons) ( , 2542:31)
Schiffman  Kanuk ( , 2542:32)

| 2541:24-25)
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, 2542 :33)

70

( 2540:203)

(Positive Attitude)

(Negative Attitude)
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(The Function of Attitudes)
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(Behavior Component)
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Lavidge Steiner (1987) (
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(The Hierarchy of Effects Model) 7
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