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Theory of consumer behaviour

Developmental model

Economic models

¢ Exposure

® Social learning

*  Associative learning ® Utility maximization and demand systems

® Household production theory
Social-Cognitive model

®  Attitudes ChOICE ® Behavioural Economics

®  Social norms

*  Perceived control SelECtiOn

®* Ambivalence

® stress ®* Models of horizontal product differentiation

® Discrete choice theory

® Hedonic price analysis

psychophysiological model ® Non-market valuation: stated preference

® Neurochemicals method

® Chemical senses

*  Food and mood ® Experimental methods

19 - 23 suAu 2022 NIFIATIZNNEANTTULALAIINADINITVBIGNAT 2



Factors influencing consumer behaviour ij\"E

KASETSART UNIVERSITY

Situational factors

Social factors Psychological factors

19 - 23 SyAL 2022 MIAATILVINGFNTTUMALANABINTVRIYNAN Cr . ?QuestionPro 3



Prospect Theory 57\ E

KASETSART UNIVERSITY

Psychological value

@

Loss aversion: we feel

losses more keenly

\
than gains Risk-seeking N ) Diminishing sensitivity : 100-200 is felt
more than 900-1000
Amos Tversky Danny Kahneman The value function
Risk-aversion A person is risk-averse for gains
(Concave function)
-200 00
Losses Gains
100 200
Risk-aversion
Reference point

A person is risk-seeking for losses
(Convex function)

Risk-seeking

Source: Kahneman, D. & Tversky, A. (1979). Prospect Theory: An Analysis of Decision under Risk.

Econometrica. 47(2): 263-291.
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Economics

Economics

g

Consumption
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Models of Consumer Behaviour

Schiffman and Wisenblit Model : A Model of Consumer Decision - Making

2
3.
a

Firm’s Marketing Efforts
1.

Product
Promotion
Price

Channels of distraction

Sociocultural Environment

Family

Reference groups
Noncommercial sources
Social class

Culture and subculture

19 - 23 SuAN 2022

Process Output

J Consumer Decision Making ¥ Post-decision behaviour 1
I i ]
I i ]
.

I 1
I Psychological field i I
I Need Recognition 1. Motivation : |
I 4 2. Perception Post-purchase 1

i ]
I 3. Personality 1 evaluation L
I Pre-purchase search 4. Attitudes i 1
I i 1
I * ] Re-Purchase INO Re—PurchaseI ;
I . . . i [
I Evaluation of alternatives Learning | 1
| > Knowledge #I Trust and Loyalty I 1

Motivation = Drive (Fulfill Needs)  |earning = Knowledge

Perception = Image in mind Personality = Habit

Attitudes = Like or dislike

NTIATIINGANTTULATAIIUABINITUBIGNAN
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I I a Y o\ Q./
AULANANITENINIAAIATININUAAIAKUILNA  BgTeIE

KASETSART UNIVERSITY

1. 1A398519909na1aKazaUaeA (market structure and demand)

*  MIPRIUNALMUATITINIUETOUREN T
*  guasrnagshaly ‘QuasAduliiey - guasdnuien1sdungsnafiilunaduiloanainAufednisgeves
aurgulnauilaadnsienis wazinilugUasduuuliganeu (inelastic demand) usisindunIy WU guasR

%4

AULNALTN 10% B1ALLAIINABINITAIAGIND 200% 0

U

2. é’nwmmawﬂqamssﬁa (nature of the buying unit)
. E:Jjﬁ’e’ilﬁuﬁ’lﬂuwﬁ@fﬂaﬂﬁufmLLaSﬁﬂ’J’m{%ﬂf\]%JaEJ"NL‘T]‘L!%%UU

3, Usznnaaamsandulanaznszurunisinaulede (types of decisions and the decision process)
o aszrrumsinduladudeunaziieadesiunanerae
e Igaiuu

1 4
O U

¢ ﬂ MG ﬂ%@LﬁuaﬂﬁJﬁﬂwﬁﬁéjﬂwi Y mammaqauma'&maumsm
Source: Armstrong and Kotler. Marketing: An Introduction, 9th.
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A model of business buyer behaviour

= - - = = == »w | ¢ v v
AATNLLINADU aﬁﬂﬂiﬁd%a ﬂﬁﬂaUﬁuaﬁ%aﬁﬁdsﬂa
a'ans::s’iumemwmﬂ (4Ps) / ) » \ - - - =
S ALENA19ANSTE ®  LARNUTINIBUINITYILABN
NAGNEUN Y
5P * gimihelademmmdniiden

' ¥
¥

1
2
3. MsIRmnY : ) s
q nszuaun1stumsandulade *  USUUYBIAHITD

MIELEIUNITRAA

AINTTAUDUY *  Jranauavkeulvednis
1 AsusRe Jadgseninaymna
2. wallad k waztadeduynna / I
3. nsidles o -
. 5 ) o Goulunslwusnis
4. TMusII Jadunelupeans
5. NSLUITY *  N159TLRU

Source: Armstrong and Kotler. Marketing: An Introduction 9th.
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Major influences on business buyer behaviour

Y] 'Y
Uadeanniinaos
[ 3
Uavunieluasans
*  AANITLATEFN
[ 1 L 1
*  Jnguszasd Uadusznineunna ”
* dawmtadenisndn {]ﬁ]f\]EJLQW'IZ‘UIﬂﬂa
o Yy o
2IUNAINUMN
21¢
4 *  ulauwaeAng i
*  nswAgundaamag s1¢l6
g01UNIN -
N15ANEN
o *  AYUIUNIS o .
walulag Auiuanuiula AN
UARNNIN
= Y & 3 ¥ (% a d'
*  Msulaeuazngvang *  lassddneesAns nshluale ViAuARAaAMULEYS
*  ASWAILINITHIITUY *  suyu

*  JTmusTsuLasUITIN

Source: Armstrong and Kotler. Marketing: An Introduction 9th.
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Stages of business buying process

ANSANUATIYAZLIYN
Y/ v &
ﬂ’liﬁ‘l.lg‘ﬂéy‘l/i’] LAZAINUADINITVDY
NANA N

o v 4 =) o 1 =
N1INTIVABUNANTT NIININUAAUEUUR N13ARLEBNEI MUY NT13WAT3EU

Ujjuneu v29n15PoL U5z Uadun1snan JDLEUDNISVY

Source: Armstrong and Kotler. Marketing: An Introduction 9th.
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| What do you see?
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Perception vs Perspective

® Perspective is the way of

® Perception is the way you think
about or understand someone regarding something

or something

® (an be influenced by past

experiences, feelings, and thoughts

® Perception can be affected by ® Looking at things in a new

perspective perspective can change your

perception

19 - 23 SunAa 2022 mﬁmqgﬁwqamwLLagmmammﬂmmms://euresisjournal.org/difference-between—perception—and—perspective 15



Perceptual mapping

Prestigious to own High

@ — ® v

Mercedes-Benz

JAGUAR
o o ™
MOTORS (CE\\ : /\//T\ 9
_ L v [S@F
ig szm Low Conservative @ \"’ @ Sporty

( ‘U” Auodi .

ECITROEN

@ TOYOT.
G

@ RE;@JU’ @
Low '

KIA MOTORS
19 - 23 5U3AU 2022 NYAATTIZUNHANTIULASATINADINIVDIGNAT

Financial effectiveness

Practical
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Consumption process

») DD D

Awareness Thinking Implementing/Acting Evaluating

Consumer Decision-Making Process

Nead " Identification and Post-purchase
eed recognition . . -
Information searching evaluation of Purchase decision behaviour
and processing alternatives

19 - 23 suAu 2022 NIFIATIZNNEANTTULALAIINADINITVBIGNAT 17



Rogers Technology Adoption Curve 57\"E

KASETSART UNIVERSITY

Everett Rogers - Diffusion of Innovations 1962

h Early Market ﬁl— Mainstream Market —

|
|
Key man :
|
|

Visionaries Pragmatists Conservatives

Innovator Early Adopters Early Majority Late Majority Laggards

Tech enthusiasts Skeptics

19 - 23 suAu 2022 NIFIATIZNNEANTTULALAIINADINITVBIGNAT 18



Case study

pl

Cr ella®
B\<iﬁa“" biscotti con cuore cremoso di fll‘uuql]lh
*Uits cogquants a coeur onctueux de NUt®

S

Source: nutella.com
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Case study

Cr: farmersalmanac.com

19 - 23 suAu 2022 NIFIATIZNNEANTTULALAIINADINITVBIGNAT 20



Case study

yndaenviaulvig)

“The outer skins of onion and
garlic provide an excellent source -
of vitamins A, C, E, and numerous
antioxidants. The skins of onions
are also a rich source of
flavonoids, particularly quercetin,

a potent antioxidant and anti-

inflammatory.”

:
Source: Farmersalmanac.com i d /

Piechowiak, T., Grzelak-Btaszczyk, K., Bonikowski, R. and \\J
Balawejder, M., 2020. Optimization of extraction process of
antioxidant compounds from yellow onion skin and their use in
functional bread production. LWT, 117, p.108614.

- A
A

‘v A

19 - 23 SuAN 2022 NTIATIINGANTTULATAIIUABINITUBIGNAN NN https://th.anngle.org/j-gourmet/onion-skin.html 21
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29ANFaU I uNAITUA1/UTNI5VDIATLBY
WJunan (Product Centric)
LNUNILAUNIAIINABINITNUYIAIIRINGNAT

(Customer Centric)
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Drive-Reduction Theory

Need Drive Drive-reducing behaviour
(eating, drinking)

(e.g. for food, water) (hunger, thirst)
high "The relationship between arousal and
o performance is a linear relationship" (Barker,
2 Gledhill & Lydon, 2007), the drive theory
E states there is a relationship between
.,§ arousal and performance which means as
E the level of arousal increases so does the
low - level of performance.
low high

Arousal

https://en.wikiversity.org/wiki/Motivation_and_emotion/Book/2017/Drive_reduction theory of motivation

19 - 23 §unAw 2022 NTIATIINGANTTULATAIIUABINITUBIGNAN 24



Maslow’s hierarchy of needs

® Maslow’s pyramid of human needs begins at

the base with physiological needs, and then

proceeds through safety needs to psychological

SELF FULFILLMENT

needs. NEEDS
® Higher-level needs won’t become active until
lower-level needs have been satisfied. .
\
AY

prestige and feeling of accomplishment *. PSYCHOLOGICAL

Esteem \ NEEDS

intimarte relationships, friends *\
Belongingness And Love

security, safety \ BASIC
Safety . NEEDS

food, water, warmth, rest \

Physiological

19 - 23 SuqNAY 2022 mi’mswwwqmﬁmLLazmmmﬂmﬂaﬂqﬂmPhOtO by Feedough.com
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meiji

% = B @

Social
Needs

Functional
Needs

Hedonic
Needs

Nonsocial
Needs

Symbolic N e e d S

Needs
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N13LATITNANABINITVBIGNAT

3. 11AUUINVDY )
R ﬂiy‘l’i’]#ﬂ'l’]uﬁlaﬂﬂ']'i
. e anAlilae
2. ¥1ANZINGNAN.... 2
14 A (pain point) 4. ¥AUABINITUIIDI
FlpyanugIund
N VBI@NAILILID

(existing data) (customer centric)

o 1 ¥
1. NMUUANGUGNAN 5. Tdlagauz/unum

wWanune

° Segmentation

Yy o v
‘Viu']ﬂ‘l]'é]\‘lgﬂﬂ']

®*  Customer persona (decision power)

° Key benefit of each

sroup 7 e/ 6. NITUNYANTTUYNAT
1 o 4
ANTNLINEaNTIEINE ‘J"""a“miﬂ"
Aon1seaUD9andn LazUszINNISTaVY
u

w9 ATNNTALnALUUNE Welwignla
NOANITTULAL IAUTTIUVDIGNAT NIUNTT
dunengFAnssy 0TI ANUE AT

19 - 23 §unAw 2022 NTIATIINGANTTULATAIIUABINITUBIGNAN

*  HITUABUNITIINNIUYBIGNAT
(process mapping)
* dudumaiiuvasguilan

(customer journey mapping)

[ 'Y
* waRenuanA (customer
interview) => 5Whys
)y} ¢ Y = v
¢ ﬂﬁJﬂ’]UﬂJﬁd&lﬁ’JULﬂﬂ’J‘U@\‘l
(stakeholder interviews)

“yadla SWhys: Aig 5N151ATIERANUNVD
Jeynmiunisamdiau 5 aaiunaizanasly
1508 9 P99z IAIMIIUTINUAUNLTIIS LAY

NIUANUABINTNTRUDY
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Buyer persona

*  M3a3sn Persona dlvigjazldvoyanugiu anuaulaidwane/usagdla
wonssu/lavaled lnauteyafiannsathunldlaasaring wu

*  Profile Usueniiamea 87y 01w vihiimuSuRnvousieg

® Priority Initiatives vludls Customer Persona ﬂuﬁﬁaﬂﬁﬂﬂuﬁuﬁﬂ
wazuInIvens vheglsisasiageliauauialald

*  Success Factors Hadsfiagyiliignideduduazuinisvons,

*  Perceived Barriers guassafiviliignéndiluifnaulatoduduas
USN5VBLT

*  Decision Criteria fuspunsindula saufenuaaniaignéa
$3UaInNN1s T ALAIMAL L3N0

* Customer Journey ABLUINIVBIFUILNA

*  M3¥h Persona ENINNTTEANANDIYRIENENTAAN IDFLDT

'
1 <

AANYUZBIPNANTIATIELAYE5UY W3adnnqudayaiiiey iaidugu

U

Buyer Persona
Profile

Priority Initiative Success Factors

n Criteria Buyer's Journey

Education

MY RESPONSIBILITIES

+ Effective planning and implementation of
marketing content

+ Establishing and adjusting strategies to meet

goals

* Engaging in business partner relationships
with clients and/for cross- functional
resources

* Project management, executing reporting

Digital Marketing Manager, Marketing
Manager, Agency Owner

Bachelors in Marketing, Advertising,
Communicatiens, or equivalent experience

HOW | AM EVALUATED

* Knowledge of marketing project workflow
process and digital process lifecycle

« Attention to detail and accuracy

* Quality of written, presentation and verbal
communication skills

* Knowledge of digital and social media
analytics

geographic or
other segments

Sales Play or

Industry,

B2B

Reports to

VP Marketing or Agency Owner

Solutions,

Email Marketing

Campaign

INFORMATION RESOURCES | TRUST

* Business professionals (peers)
* Consultants

* Internet / websites

* Business social media

« Events / conferences

* Budget management, metrics and reporting,

and presenting results especially demand generation

MvueRuauURlUewuYeIgnaN
d v . Dalhvart . * Personal social media
elivering work product and staying current

with industry standards and trends.

» Ability to work as a member of a persuasive
and effective member of a team

*  NUUIIMTIATIBRAENTRTENAUBNY F981393g]l¥n15 Focus

group 1138919381435 Content Analysis Ingnsldnmmzednle Jeya

@2013 BUYER PERSONA INSTITUTE, INC. ALL RIGHTS RESERVED.

Social Media sndnwmmmginssuuasyinisiasss Cr.https://compose.ly/content-strategy/user-persona-guide

28
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Let’s create...

your buyer persona
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Customer Experience: reading what your customer want

O

I",

s @

&)
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Advice
Support
Care

Quality
Competence
Help
Satisfaction

Service

N
ONARE

2 e GRTGIEE
danlagu )
NSEYIN

ANUN90E AATUATNNY

15T NS TaE A LRSI N AT alsRan] 1S HNDY (2565: 1. 84)

KASETSART UNIVERSITY
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Get deeper insights

Leverage self-service

19 - 23 SuAN 2022

o

Build a relationship

Invest in technology

NTIATIINGANTTULATAIIUABINITUBIGNAN

ﬁ%RE

\
o=

Map customer journey

Take regular feedback

KASETSART UNIVERSITY
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Customer Experience Roadmap Diagram ij\"E

KASETSART UNIVERSITY

Awareness Consideration Decision Service

.

v v
AN
U

'\  \ (

soaUAT/

LUZUN

lasunagly

UNHD

Uszfiugsna UIN13 duAn

&

Uszaunisalnaulugndn Uszaunisalvauzlugnn Uszaunisainaalugndn
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A21UAIANN (Need & Expectations) 57\"E

KASETSART UNIVERSITY

\.’ -t &, ) g : "’;
M1NIIAA | ATUATA | gan'j']mﬂ

a o ) a o o
a o Y i a o v 2499799139 231K
daneausulila daneausula , 3
1y agan<

—tT
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Uszaun1saingaeszieladliiie

15T NS TaE A LRSI N AT alsRan] 1S HNDY (2565: U. 58)

a?\RE

KASETSART UNIVERSITY

34



N15YPBVIFUAN FNARE

KASETSART UNIVERSITY

Yy v o Y a 1 a v
ﬂﬂ'](ﬂ'e](ﬁ/l']LW'e)bl‘ViLﬂﬂﬂ']'i“UE]?nﬂﬁUﬂ']

YunauEARYT

VYR

ay Y a ¥ ) ) Y a
ﬂ')']&lgﬁﬂ‘l/lﬂ@ﬁﬂ'ﬁi‘i&ﬂﬂ UﬁgﬂUﬂqim%ﬂaﬁ’i&")QhﬂﬂLﬂﬂ

19 - 23 $umnAu 2022 IAATIENG NI ADIN 151090 g adgRee] MEMSENeY (2565: U. 61) =



19 - 23 SuAN 2022

defignAfaaanausuium

= o

14 v Y a
ﬂ’)’]ﬁJEﬁﬂ‘Vlﬁlaﬂﬂ’ﬁbl‘WLﬂﬂ

izﬂmmﬁgnﬁﬁé{mia

ANIANTIB1RRLLAN

Uszaun1saingaeszieladliiie

15T NS TaE A LRSI N AT alsRan] 1S HNDY (2565: 1. 65)

(ONRE

KASETSART UNIVERSITY

36



= o

gnn

v v Y a ¥ ) ) Y a
ﬂ')']&lz ﬂa\‘lﬂ’]{hﬂmﬂ UﬁgﬂUﬂqim%ﬂaﬁ’i&")Q‘lﬁJlﬂLﬂﬂ

19 - 23 $umnAu 2022 IAATIEING NI ADIN 15090 Y algRee] MEMSNeY (2565: U. 68) o



AUBNWUVBIGNAT

ANAANAIINAVNS LTFUAN

19 - 23 SuAN 2022

a dwy v Y a
ﬁ\‘l‘l/lﬁl@\‘lﬂ'ﬁi‘lﬂ@ﬂﬂ']ﬂﬂ

Yy oy Y a
ﬂ"J'lﬁJgﬁﬂ‘Vlﬁa\'iﬂ'l’ii‘WLﬂﬂ

15T NS TaE A LRSI N AT alsRan] 1S HNDY (2565: 1. 72)

(ONRE

KASETSART UNIVERSITY

38



N1SLLUSUIUDNAND

Uszaummﬁﬁgnﬁwzuanﬁia

19 - 23 SuAN 2022

ANaNanA1azuaNee

Y9N19/5UnuuNazUanse

15T NS TaE A LRSI N AT alsRan] 1S HNDY (2565: U. 75)

(ONRE

KASETSART UNIVERSITY

39



Net Promoter Score 57\. =

KASETSART UNIVERSITY

M
ﬂ] I

DETRACTORS PASSIVES PROMOTERS

NIULUUZUNN DU AU FUAN VLS LAY

laiuuzin LLUEn

DETRACTORS PROMOTERS

Net Promoter Score = e % Detractors

NPS = 30% - 13% = 17%
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