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1. To understand the major business functions/activities

2. To understand the management of various business

functions/activities

3. To be able to apply knowledge with daily life and

work in the future
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L“i’fﬂﬁlﬁﬁuﬁﬂﬂ (Understand the Consumer)

Happiness and Consumption

“Money itself doesn’t

make you happy -

what makes a person

happy is what is done

with the money.”

...Daniel Gilbert
Author of Stumbling on Happiness

Think about the last time you were
really happy.

®* Where were you?

®* Who were you with?

®* What were you doing?

® Was consumption involved?
Do you agree or disagree with what
Daniel Gilbert

says?
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Schiffman and Wisenblit Model (2014)

Input Process Output

External influences Consumer Decision Making . Post-decision behaviour :
Firm’S Marketing EﬂOI‘tS E Purchase No Purchase :
1. Product ! :
2. Promotion Need Recognition Psychological field . * E
3. Price ‘ 1. Motivation ' :
4. Channels of distraction 2. Perception T Gl :
0 Pre-purchase 3. Personality 0: Sia et :

Sociocultural Environment search 4. Attitudes ' i
1. Family T ' Re-Purchase NO Re-Purchase :
2. Reference groups ! :
3. Noncommercial sources Evaluation of Learning ; J’ E
4. Social class alternatives ’ Knowledge| « r— | Trust and Loyalty :
5. Culture and subculture Experience e :

Motivation = Drive (Fullfill Needs)
Perception = Image in mind
Learning = Knowledge
Personality = Habit

Attitudes = Like or dislike
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NOUANITUNINTLANYYRIUINNTIN (Diffusion of Innovation)

<«——Early Market— < Mainstream Market >

Key man

Visionaries Pragmatists Conservatives
Tech enthusiasts Skeptics
Innovator  Early Adopters Early Majority Late Majority Laggards
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e Culture « Family « Age « Motivation Personal
« Subculture « Reference  Income - Perception income
» Social class . Role and « Occupation « Learning - Family
status « Lifestyle « Beliefs [IEenE
« Personality « Attitudes > (Ineeiins

expectations
« Liquid assets

« Government

Policy
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Evaluating

Implementing/

Planning Acting

y
A
Thinking
I Awareness

Information
Post-
Need searching , Purchase
- ‘ - - purchase
recognition and decision

of alternatives behaviour
processing
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4Ps 4Cs 4Es

« Production o Customer « Emotion « Disruption
« Price « Cost « Experience « Digitalization
« Place « Convenience « Exclusivity « De-silotage

« Promotion « Communication « Engagement  Diffusion
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il 2562
31 5.0, 2562

375,617.45

267,249.66

93,738.86

8,983.10

571,006.48

103.58

22,343.08

2.38

8.94

25.02

3.97
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72.25

649,029.07
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29.87
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9.83
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0.93

4.47

14.84

2.20

11 d.n. 2566

61.50

552,460.73
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35.93

5.40

11.38

1.22
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3. ROE (return on equity) (%)
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(management information system —MIS)
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MIS:

Analysis
£

Information

Software

Evaluation
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