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Abstract

The objectives of this research article were to compare the opinions of
marketing strategies of the “BRAND’S” product classified by gender and personality,
this was a survey research by using the questionnaire to collect data, studying
with 360 students of Rajamangala University of Technology Tawan - OK
Bangpra Campus in the 2017 academic year. male respondents with
extravert personality, male respondents with ambivert personality, female
respondents with extravert personality, and female respondents with
ambivert personality, sample of 90. The researcher analyzed the data by
using statistics, percentage, mean, standard deviation, and analyzed differences
of marketing strategies of the “BRAND’S” product between males and females,
extravert personality and ambivert personality with independent samples
T - Test. According to the results, the group of 20 — 21 years old student is the
biggest sample group in this study which has 195 respondents. The data showed
that the group of male respondents give the priority to Product (X = 4.16,
S.D. = 0.555). However, the data showed that the group of female respondents give
the priority to sale Promotions (X = 4.21, S.D. = 0.581). The Extraverts showed
that they give priority to Advertisement (X = 4.34, SD. = 0.322) and sale
Promotions (X = 4.34, SD. = 0.362) and the Ambiverts showed that they give
the priority to Product (X = 4.00, S.D. = 0.665). The results of the analysis
indicated that there were insignificant differences in opinion towards the
marketing strategies of the “BRAND’S” products, price and place,
advertisements, and sale promotions at the level of .05. However, there were

significant differences in opinion towards the marketing strategies of the
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“BRAND’S” product between Extravert and Ambivert personality in products,
price and place, advertisements, and sale promotions at the level of .01.
Keywords: Gender Differences, Personality, Marketing Strategies, Products
BRAND’S
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Juannnitgaeggndniiruduias uod1sh Aeemsiaiuthgsssuudsranuazanes
yasmuioiiey Jovheu Adeddianes tsnene lufuAanssuse q luddausesiu
WNIe Justnavane 9 auilwndewes ueudndud Jdvanuddnyiugunmiden
nsfulsEmueImsEsuUIRaNes lnsemegUlnadaluneudununissudseniu
9113 Wesudsaluiuniswienemsd imselivselevisosnnie Sulseniu
e uaglduasemsasui vilissmeandu ausswdula livgavia wiounisvi
AaNT3UAI9 9 (BRANDS World Thailand, 2560) 21911398984 Benton D. & Young
H. A. lavin1sfnwini1endiinluu Randomized double - blind crossover control
fueranasing 147 eu audvgulddeiilas 10 Tu vilviarusddu msdnaulasinig
Fudlefloutuauitldii (Benton, D. & Young, H. A., 2015)

N5lEnagNsN1INaINEMIUATIIANNLANAN NAYNSATUNEASMI 01998ty
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mMsuimsdndeduirnisiliain nagnsiulavan envawiuluil mslindivunes
fivaeagesilrauiduniidn msldnadrFemedewaniiugaiduesdui nsdn
Aonsnilvignénsauayniuauiifeides nagnsnisdaaiunisue ervaguiulufinsl
duanludesnmsdsdorsmosmmdnuazdemisses nsdnfanssusmaynsowioli
anA1Usednsuaunsaugu (Kotler, P. & Armstrong, G., 2009) uaﬂmﬂﬁ'?uqﬂaﬂmvv
wazinaffedndudsitngsfadedianuddey mszezvilinsuniudeanisves
nauanénlédaiautedu
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vopunRivdeyauuuaeunuudsluSanizang 4 niouiiasiiufinanuuuasuo
dndnuiuminerdemaluladsvusnans fusen Inewnumsy udazay 93
ANUBUFALUNTNBULUUADUAN FIUIU 360 LABNBUNIIRBULUUATYN NAENSNITAAIN
HERSU “BRAND’S” i3dearlntn@nwiiuuudisiayainnaimviesAusenay adu
awilngiiiensnyadnnmveagineuuuvasuany tnsutsoonidu 4 ngu fe mavied
fypanamuuuaiNeg nAyoAfyadnAMLUUNAT 9 InEndeidyadnaImLUY
Jowe uazmandafifiuadnnmuuunais 1 nquaz 90 au ndsniuay i
WUUABUAINNAENENITNAIAREAS A “BRAND’S”

nsAATIEidaya

1. eesanadfnugiu tiun $1uau fevaz Aady wardiwdeauy
UIATFIU

2. TATIENAIULANANVBIRIUYT NAYNTAI1TNAINVOINAAA U Brand
FENTNWNAYIEAUNANY S hazyATNAINWUULITAWNEAUKUUNAIY 9 Aauadf
Independent Samples T - Test

FUNRFIUNTIAY

wALaryAdnnIMeIlinAnyl wana1aiuy AuAATuoNagNSN1TRATN

NANAN “BRAND’S” wansaiu

NaN15398
NANNSIAY WU
wamﬁm3131}?mmLmﬂmwmwml,azqﬂaﬂmwﬁﬁeiaﬂaqm‘mwmmm
NARANT “BRAND’S” 989tinfin® unninetasmalulagsvisnans Jusen Ine1wn
UNNSY
1. dnwazvesnguiegraduindnwiumingrdemaluladsvuseg
pziueen Ingwaunansy lnedrulngfieny 20 - 21 U $1uau 195 au Anduosas
564.20 YAFNAINLUULTANEKATLUUNATN 9 RawAvIoas AN S1uau 90 Wiy
Anvdudewar 50.0
2. LWﬁ‘msﬂﬁﬂ'ﬂLaﬁaﬂamﬁmLﬁusiaﬂaqémimmmmamﬁmsﬁ “BRAND’S”
geganundnsine (X = 4.16, S.D. = 0.555) 58900 TUMUTIALALYTDINI9NITIN
g (X = 4.11, S.D. = 0.521) wagsun1saauasunisve (X = 4.11, S.D. = 0.552)
faundusmulawan (X = 4.07, S.D. = 0.475) wazﬁﬂﬁﬂ'wLa?iammﬁmﬁwiaﬂawé
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N13MA1AKENTUT “BRAND’S” g9annunisauasun1svieg (X = 4.21, S.D. = 0.581)
59989 JUAURERS g (X = 4.17, S.D. = 0.553) §AUJUAIUTIATHLAETDIN
M5IMImUNe (X = 4.10, S.D. = 0.516) daundusulawan (X = 4.08, S.D. = 0.573)
Fang197l 1
3. LﬁaimiwzﬁmmLL@ﬂmwmﬂ'wLa?iammﬁmﬁuﬂaqwémsmmmaa
NARAMY “BRAND’S” ANUKNAAAMY AIUTIATLAZADINIINITIAT AU AUlawmT
LAZFUNTANATNNNTNY SEnTenguinegafiinasinsty nuiinagnsnisnaie
NARAMY “BRAND’S” ANUKNAAAMY ANUTIAILAZADINIINITIAT AU AUl
wazdunIsaNasuNITIe fanuuanaeglifitedfymnsainfiseiu 05 fwneis
71
A5 1 wamﬁmwﬁmmLmﬂ&hwmmLaﬁammﬁmﬁuﬂaqwﬁ‘mimmﬂ
YOINAAN I Brand SEUINTUNATIEY AULWANDS AMUNAAAUI ATUTIALAZTOINI

ANSININNUNY MUY AT ANUNISELASUNITVUNY

U — Levene . Sig.
WA X S.D. Sig. t .
(Aw) Test (2 - Tailed)
o o e W18 180 4.16 0555  0.050 .823 -114 .909
NARANN -
BIN 180 4.17 0553 -114 .909
MBSO 918 180 411  0.521 0.767 .382 .051 .960
MMFINIMUIY Wwgs 180 410 0516 051 960
418 180 4.07 0475 15.609 .000 -.075 .940
Tawaun -
BIN 180 4.08 0573 -0.75 .940
DA 418 180 4.11 0552 1.831 77 -1.627 .105
ANSEGLEIUNNSVY
BIN 180 421 0.581 -1.627 .105

*significant < .05

4. yadnnmuuulaelidladsanuAaiudenagnisnaie
HARAMI “BRAND’S” gaga Aun1sduasunisvie (X = 4.34, SD. = 0.362) uavy
sulaiwan (X = 4.34, S.D. = 0.322) sosasundudundnsoe (O = 4.33, SD. = 0.343)
doundusiusinuazemninmsdndmiig (X = 4.30, SD. = 0.371) YaANANLUUNA
7 IAnedsanuAnfiudenagdnisnaiandndasi “BRAND’S” 490 AUHER AN
(X = 4.00, S.D. = 0.665) sasasunTuAIuUNITANESUNTUVIE (X = 3.99, S.D. = 0.673)
Faudu #1Us1IAILASYBIN1INITIATINUEY (X = 3.90, SD. = 0.600) dautdu
slawan (X = 3.81, S.D. = 0.556) In51971 2
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5. el neinuuanisuesAinds auAndiunagrdnisnaiaves
NARAUY “BRAND’S” AMUNARAMY A1UTIALAZTDINNNITINTIMUNY Aulawal)
LagMIuMTANATATUIY SEnInanguiiegeiilyadnniwsnafiu nuin nagns
NIPANVDINAAA U “BRAND’S” AUNBAA 89 AUTIAUAZYDIVINNITIATIAUIY AU
Tawa wazdumsasasunise Sunndsegefiteddynieadffisedu .01 fannsis
7l 2
M9 2 nanFAlATiANLANAYBIALRABA LA UNAgNENTIAR
YOINANA U Brand 5¥1I19YATNAINLUUWTAKY AUUARAKUUAINAEGTT 9
AMUKARAY ATUTIALAZTDINNE MIIATWUY AULRIBAN LaYATUMTALESNNITUIY

- WU _ Levene Sig.
UAannIn X S.D. Sig. t .
) (Aw) Test (2 - Tailed)
o . Walke 180  4.33 0343 72047 .000 5.809 .000**
WNARNEUN
naa 9 180  4.00 0.665 5.809 .000%*
FIAUEAY \WUalke 180 430 0.317 79.105 .000 7.733 .000**
YOIWWNITIN NAN 9 180  3.90 0.600 7.733 .000%*
MUY
\WUalue 180 434 0322 47.03¢ 000 11.038 .000**
Tawan
nang 9 180 381 0.556 11.038 .000**
QUEGAGERY \WUalue 180 434 0362 77228 000 6.187 .000**
N5 nang 9 180 399 0.673 6.187 .000**

**significant < .01

2AUT1UNE

MANANNTITY anunsaeAUTIeraldl

AINATTRNANISIATIENAIULANAIUNA WUIT WA LUT A INLANA9A Y
RoANAALIUNAYNSNISAAIANARAMI “BRAND’S” ANunaaimdl A1us1AILaY
FoV9N158nsImne fulavan waz funisduasunisue Assdulidedfyni
ADAT .05 muNTITEes ASUYT MEVes wazamy AnwSesmavedlavanildinnn
srumnamanvanemameAsengAnssuguslaa wui1 madiansuuuluaulavanily
UALNANATUAINUVIAINTIANETNNA LazSEAUIUAINNS Suldunonsuaifidinelawan
ma%’ui‘umﬂu’%‘[ﬂﬂé’ﬁuﬂm%ﬂmﬁuﬁmm mssusvesiuslaaduniswiulaviadila
Pw3angdu simuaarelawan ruafsensdud smuafneanuvainuatemame
LarAnuslate unnasiuegliidedAynisate (AU waENes Lazang, 2562)
il dulumun1siveves fide dvsdnd Anwseladefinediulssaunienisnain
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LLaszqaﬂiiuﬁﬁimﬁéwﬁumiwm Tulwandnd wudt anandiaiy duase
AuARLiud LU sEaNInsIaauansiy Adutuienaaninanngudiogd
vinsdnwnduauagnguiaedne wazdudiviinisAnvnlududauazainiu
(il &n3ANA, 2559) LagIINNANITIATIZRALUANGIIYARANTH WU YARNAM
uANANAY faAUANAUNALNSN1INAINTBINERNINI “BRAND’S” sinunansaud fu
AazYemNINSIas e Fulawan wagdunisauasunisue fsedutuddn
n19afiAf .01 AuA15338984 Valette-Florence, P. et al. Ainwil3eenansznuTes
YARNAINUBILUTUAKAENITALATUNITVIEABAIIULAUDAIAVOILUTUA WU
anuduiusveaadesdionisdnnisuusudluszeyenn (YUARNAMYDILUTUA) Lag
\deaiiodrutsrannisnismainsserdu (Msduaiunisue) fnanseideuinves
UAANNINVBILUTUANHNANTENULTIAUVDIANUTNTUNTIEN S BaTUN15VIY wanli
Lﬁudwmﬁﬂssﬂauﬁgﬂammeshaﬁulﬂmmfcjmaqéiﬁiﬂﬂ (Valette-Florence, P. et al.,
2011) uAEA15398989 Salmela Zernova, M. Anwiisesussgdlalunisuilnndudn
aiflos wudn wssgdlavesgndnlunisdedudmauilesianuunnsrsty Juagiy
UszLnuAdnaw waztaiinietanmnsadunfinnsannshauidenaniseannly
ouAAldl (Salmela Zernova, M., 2010) lilifulunanisidenes Matias, L. Anwides
HAYDIAUTUTRUTDIAURTABNULIBAUTIUYATNAINNATN 9 LazyaFnATWUANe
meLwaquawaaﬂumlmqwaﬂﬁmumaﬂﬁuﬁwﬁmwmmmmmaﬂmwmm 9
uaryAdnA MY 01998LRnNIdssueInuAITliiuesuesaunT NsdBAINMINY
liiwiloudu (Matias, L., 2014)

v
dyU/vatauaue
1INNTITELTBI NIIANBIAIULANANNIUNALALYAFNN NN NAABNAENS
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