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Analyzing Consumer Market
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Model of Consumer Behavior
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Influencing Factors of Consumer Behavior

G =
Q@ oM CITT -
* (IS KA YORTTAR HH 9 e Al |
(SI&! BT HOR[ITIR
Influencing Factors on Consumer Behavior
(SIS T O ARFoS, ANMEGS, [ETe G2 TEIMge Ay 7 (@RS doife | 9
TAMTTE oq 8.2 G (AT BCeTI-

g
T @ G b&
Eoroege
e @ifer

fo@ 8.3: (SIS WBACIF O BRI TAMTTIR

TR #) TR CF@ g Rz ook [ER 3 | g3 [Kfeg (@el @ww o fog fog
S5 FCH A | G SAMPTIR QT SPIE Reeasiae Fraees I3 e « [Ranefr [vam sy
At e @re 0 77 |

5. ARFSF TAMM (Cultural Factors): (SIS WHAAT ST ARFOT TAME AT R TSITSIT
o9 @ 0 |

3) WFS (Culture): TF® T TACeT AfSFTR ABINT JHF | GFG (FSl (FIF ARCS ©F
AFSTE TUAT T oM 11 @ TGS AL TEF TSI A b= FeH (@ greifas
27 | 435 R qT Zen A A AR, (T afodE, T s Tonft afers @@ G
TECITY, SA62, Ao Foyln I LT AFOCS TG F | GF AT TRFNO GF G (8T
4R 0 | JIFTICACT AFS AT JRFACARIEN WR-S© (AT 5™ e, *MMe-ef7r Al s,
AT SR TR 0 | Ry Ao fmeet bive @ 7o #teha s figwe
FOIC T Ao T FAE, (BT 2607 @ Fac3 Tosiin fH8 e mroeta wicgfe amr fdifes
T |

) W—W{‘%‘% (Subculture): &fefs Ffore [fey wata Topighe TR | 9, (oI, TPemI,
TSI, T, W Fopifve eoiq fofe Feq sigfore fafey T4 wegfere fee war 7w |
AT FTegfers ey e Soi-miegfore Ree w1 T | «oiw fefare s waea To-ogfe

BTG o *B-¢8



Rfa s

TS SITeAT A @=- I, 7, REE, @w R[feg wive Spie uF 4 @ Smy 4eiE
A1y AfEfre 2 | P <X SgE 5 w9, TR o SWaeE 1 46’ AR
FEC (OIS G ABICEE WG ALy (A A | [oAR TGOS (e (SreE @
IHECE Loife I |

%) AEE @Y (Social Class): 21T 2TETF TNCEES A6 AMITEGE @ifer FISCAT AT | e [fey
wifeg e Iy HfEfFe 23| arere @fag Mg e fog &y v «F=e IR | 9
e [T O @ Wb 80T ol [ e A | AGRerS o, o, B, sreem,
TN Tepiva A A @ift e =7 | Muere ANE S THRe @,
wgite @fa, ¢ fefke @fite o Fa Iw 1 @ o @fdg o oF, PO, @6, G,
TG ToNa CFa fogeT 7T 4 T | O e @ifi Wiw Rt Ty [erviees aife
0 @ F e NERUET TT AR &5 AR T SISl A T [ A |

R, AWIfEF ©AWT (Social Factors): FWIEGE TAWT wile (e @ Wvad &difve T | ANISS

THAMICTR ey Egete! =l we, «ifidE, Awfas of e 93 simi | Aifas @ 7w TAmi @ik

(ARY (OIS T BT FHAFSNI IO R ©IF & AT O 2 ool (et

fTERTe T @ e GAMI I A4S =7 |

F) W (Groups): YFGH EF NG NS FY, FY Wl a0 goiie & | @A fed Fms
We (Reference Groups) T 3T FORTEAT WAL B QAT AOTF ql AWFONT JGF AGE
W63° @ YT el F0h | [feT ¢2[ 98 4= Wel QerFeid Qo [ReE Fare (el
T | ST ZCET TS, ARIAF Wel (Primary Groups) - IR FEfie @32 S=igpifass S creresmit
IE | @T- AAR_E, W,WWIWWW@%W(S&W@W Groups) AT
e FRfre Ot Q@I =7 =1 T SR @ 20 A0E | @N- 417 76, Ge 3w
o7 | A AT “EArFeIid goik [RBIF I AF FIf®RS W (Aspirational Groups), Rfbzget
e (Dissociative Groups) 8 TS (F‘JW el (Opinion Leader Groups) | Fifers Aew
ST = Afofafg e 1 A1 (NifY AR 7= S (@I HFET AR, AL G- ST
AOITe T | (AF- IECHT GG [SCHIF foretaet (T -9qF (471 T© FHIe (TS BT | (T
foretwe (e oA 8 PR w0 AWs fererwe (R A O (@I @A (72 |
SWCE, FE T4T (@A AR TSR AT LT ARV SR AROI I 0T (12
vers [Aftege! el | SIRE, (@ [Reow TS A1 weerd Armi*er @ e AT S_gies SR
(SIS (@A 1) TF TR G A T 4T (ATF [0 AR & 700 A1 @oi [ I ok
C1R e A Ao0E TOMACS (FOPUNFIR 7o e R | (A0~ GFe (SB35 1 18 Dfeeias
A (ole T4 @I e Ficed BAeeRt IR 6 | JodRk e we qFes (oie
@9 (P LHCNS ST (T I, (O Pfs 6 20, (@I 40 ey @7 e ogin e
ooR RBE I |

%) 2ARRIT (Family): ARET 2002 TRGE eFwo | (O6T TF A | MRS AR A1, 3, ©IF,
@, =, &, TG T OTF TR T ABAE AOF KB FF ACE | T [T
AR [ (@G RTIvet I Koo (ST 2ol I =7 | (@F- (FI! AR ARers
&N A1 @72 AR Ty 4y 8 (AT TEd e 117 elfsfafy ot sie 3 |

¥) oS3t @3 AT (Role and Status): RIS GfFT FoC0 SIRAATHR Sa(Celd eferT Sal Iy
FE AT TS GNF T | GFGH GfE 92 A AREIR, efediw, Igee, o, e
To5iv qRMCETR T TS AR | S ey (v S o eiR foget ot I | (@e- @2 A5fE

BTG b1 - ee



oS! e fRease

TR 2lfS ALRETS HRITIIL (AT FACH AW 0T | GFG G Ol A& sl S
AN GEIF e 4t I A | @F- ANEGE WMl fogeor o THamz Feer ¢ Wz
TR T ST G ABACT FoFor (Al W | TR (12 9F2 THAMET FAde (g weeT
ST IR M AT ZJF PR ST 8 TR A @ @ff o 706 aaTei fog fog 26y
I ORI T AR | (@- AT AN AT ¢ I Il 7y fog ot Aerag
Wmﬁ{ﬁmﬁ?wmm|

©. JfETS AW (Personal Factor): 436 I5f&< e (i85 @xw- I397, 17, (oM<, HIF & &I
€70, fer, fTers-a=e o To5ifh 7kl ©F @ Sbae eeifae 27 |

F) [T 8 HII6(&FT B (Age and Life Cycle Stage): INCR ARET FC 07 G2 ORI T @
14T HARAMF T | OFGH WY OIF GRS I2AF 938 bifemt 2z [fog oy «3g o/ &
IR | AN- e DI, @R @R o O VT G2 LA AWy &> R A1 | ©I2 FIbiers
TSI B T ABAICE OI® A |

%) ™ (Occupation): VST (o S 0T UFR ORI TAE AR F(H | GG [FFIBIEF a7
GFG FAGNE (AT A AN T §F IF0 T 1 | (M1 fogera e wfea s, wimi, sifzar
o T AT | GFT FAFoF FIE NT LA o107 [F8 aFew AR TFoEeEa w6 ©f
TRETRT 210y 2T sAfTifie 27 | T [EF (oM1F SITewy #/elf I R T [P do (BT
L

) SLASF SF (Economic Conditions): (SER SAST SFN (S SBACET 35 wwpsef
oz | Aifsr wely 5 @R I A A9y IR TTe JieT W 8o foaHie | @w- @
SREE e fEreRee it @ a0 1 76 Sioice [ @ue 3561 | € a3 oy 7900y e g6
FIOAR Gy [T e T 58T T AT a1 | 3er Q=0 0T 93 Forof JIeq GRaa@m
827 2O BT F0F AT | I FHifore T o7l (A I o1 [AITFRICE ©F AT Gag
o (eeies ffeg e e Ea smesst f9re 27 |

¥) QA 45 (Life Style): 9o IfEa ST 4T O GFF ABGANE ASITE T | ST AT el
TR [T GRALRCR R A O IERC! AR IR ToTCed T &3i*e =7 | 18 =
GFE TA-ghe, ANfes @i gT={e 938 (71 Frene ©itnd QIKeTa 416 fogsia wie sib<e
A1y AfFEFe & | @F- 92 &F R W0 247 8 O @d (R {147y sfetwe &3
AFECN PR T FHA T SCTFFO (@MY AT (0T 2 G F0d | A
HICAFECNA FICR FAAICT A°l] T I &' SR AT FIACT AL (AP (ATF 2/l TF FAC |
QI I RATHIRNCE G 46 (AT @0 SR 2147 e Koo F0e 27 |

¥) ?Tl%? @3 fRery gzl (Presonality and Self Concept): QTW T GFGH e ey waidfer
SRl (S AF-29 A | GI6 [S (AF 9 Jhes O [iep M Serml w0 A9 |
GRS SGRAF, TATSR, TP &N AR, e, Yy, fa, Sfeews! Tojifn Hierea
Y (aMEy | @ T ATy GieT wWvaeet el R B0 | GFE Feae GleT @ ML
e G foged T AT | IWME HIETe AN [EF ey (AT 17 AT | QLT ey
IRelT e Fred T Sefs, [T @ eorsea I8 I | ©IE e[ #oy [{oeea
@ ST Y FiFe Wery <ol IJ2F T A |

8. WsIfgd ©AMI (Psychological Factors): Jf&a T S5 (3 WTQW, TG, JfEre Soiwe

7R el 7 (oufy wwifgs Tomi qiRre (i eeiie 2o #I| | [fed @a--1gm oG ey

TBfEd T Bk Qolfe &, QT 206 (¥, oy, frwd, i ¢ Mo |

F) TIFT (Motivation): (I TG ILT HIGCH HEBA &) Swii>[© FA ©4F ©ICH (@Al 0T |

BTG b1 PBl-eY



%)

3T oI

Rfa s

farerer, S, SERPT Tonifv | e TN (96 AFR &9 N SAPSE ARSH Aged 0 |
GFT YTTE ©A98 ST (Motive) RS 2 T ©F (T 047 B9 AT T NCoT ST
TS FACS AL | (T AT GF *IfE T TgacF ARGIfere @ @2 NGET 04y I3 T
& @riR | WEIREEERT @R [feg Tore e e | ok [me Toam w3t core

farerger @ et woy foae o 329 503 |

0 FOACST (T ©F (Freud’s Theory of Motivation): IHIRGESI Sigmunel Freud I, &

T | O TGT TS OGP SRANS I AT I @ T | ¢« STGATENE AT (ATF M
@S J FEe S T T | [E @I e AR FF [(fog o | o oreR
fTifbe item e famete fofes I [Reremsiiee o) o ST =M Fare
BN

TR (AT ©g (Maslow’s Theory of Motivation): TS SSgW Abraham Maslow,
MgE @ @36 e e e deares w=l oifts 23 ST G- dWits (68 SR | O
Ao, MY S} YR &P AR TSGR #lfF Sifenl 57 T A8 T | NS
S[OF SR T2 WE IG 7 | OF o, Jfeq @I wo[ 27 7[ AN ANE 7S
@3 ISR (T 9ol 03 | BF 8.9 @ TR ARG ARQIRTO! (WA e | QAT
CEe AT G A T RIS AT Sqed IR | G 7 AWM, SR H@le @R
FRGTAT AT #Af71f 2o SHIFRAR TS NI I |

erF9 (Perception): 2% J[feq &F
SR ol I | e «afs ffgfore
ISIE LoTwe FA(Z ©F WSq I O IS
R AT | 92 Be G2 (@7 @fie =@
for for far Fate <@ | us2 [ 72
o eF 8oF 2 IFW °Oitd g [@E
FACS A | GFG [{C#aeE BN ferored
AOTHY FACO AT O &) O3 [l
f<afesa S Face «iitx | ey i <6
ffegens gorwd g Jid =R fouit
groyd elferl | ey of weet <@t =eel-

1 4o T (Selective Attention):

T IF e
(ST, T,
ST e )

ot
(SrgTEmI, Fgfo)

Tifes
(STeSfEd ==, SEIET)

frateret
(v, fofee, faarsrer, =)

\

/

taf{s
(=41, e, 9w, I9)

\

5@ 8.9 : TR BIRAT GNATT ©g

CRICT BT AT #en &lfs TR TRl e 27 T @ THAWI A1 Ael7 SR &=y
TR WA AT S A | e [ifeg e aewa o (@t A (©EE
GRS FACS (58 T | GG AT Al Sy Tatsicsa YA 2 | AT S wi7
ST A (ST A2 7 | <& T, W (@I e @i e dries swged F
R (T T [Fewroiwa afe T 29 | T RAITFRAE (SIS TR FFEC Sy
RO 97! F00 27 |

B 4ifoe RFeea (Selective Distortion): NFT ©fF foiery wiewsr a1 Wit ML 1Y

SUPTCRA WA-LNGACA T wferares egerers fWdifoe [gowad 1| @xw- sifeq
Foutel e JfSh i @I @ o7 7 Hifafve @i 93l Jiees dfs awbr
3BT AT AT (B3B! FACI | RATFIRNE CTERCT (SR AfGTeo! I 2R FGCH
8 Ry O3 Zeifve F09 ©f [avaT 0o 27 |

*Bi- ¢q



oS! e fRease

Q)

)

€)

P)

H f4ifo® 4199 (Selective Retention): S Twiois Twa afe e WaR 8 A AT,
SRERS (7 e $g2 QT AR | @ CFC@ (F 7 [{RqW ©id [eT 3R MAreRes e
FE (T I O N0 A I G [ @AFeTSf (@4 | OCF W OfF e Sefe I
T =T TOHF WA ARCS AT ©ieg fdifow qiwer qet | 3 SeaiDt «iifew afs s vderet
q(F O (@ SRIBR 20T REe[Tetr Mo AR (68 T |

%9 (Learning): fre (SI&! S5ate @36 Gl Tomie | ToTe SIfSteq ATHAE (SIEma
qHae AR *F e | e (S Qo TR AT e v e O TSI
& (2 | e @ St S5aeR Fwrerg | [oeaedt 9 A [RearsT et e e
TR CATOIRCS T® S (BB R | W e ML (@wolq Wy e e sipreys 2
FE | AR AU e TN A ©IF SISHIA AL FIFS I 8 (AT FLF©
AR B ©IF AT BIfAT B TS oM |

fRIPT @R TCASIR (Beliefs and Attitudes): 4ES ¥ 8 f#rF@ T e oF 9T @
AR SRR 27 | T Q3R AR T S6AetE eeifie 67 | [T =@ @i g
T G IS Do | [T efofoe = Teaa e, TofTs, 1641 A1 77 wfewsr
feferen R MR fefere? Wiqeas TereN )8 = | W9 MATSR =T (et [Koe ey ¥
i elfs Wiew PemEre JEnEe Sqefe qR TR | @W- (FC o/feq edToxe T rF
(IR N7 ST T AFE (@G (FC 1% @7 Fa0e @ T A | (OrFF T @
T 4F© TIF, gl WA Tolres ee fofe wea dfefte =3 | fRefaaide nity 2t wfes
Wy T AfSDT v | AW ooy FIF (SIS G [T AT O GTBT AN S 9ZT
face =@ | St WreR q[l [ET @A QI7elT A REW ToE QeIgErPetd qr WERE,
SIS 3R FTST AFM AT | AN, 4, TS, (AMNF, AWy, QI eeliel G &y 79 [
TTRE GF6! [Hery AESR A | @ SR TEET N O GI6T FIICAT ¢S I A1 7140 G
@I fiaw MFveea gt T ST EIF (A 7o AE | [Reraaad e@gsd Fe 2@ =y
I (T I (SIS 36 S Cod FT |
ﬁ(Memory):ﬂ%WW@%@f@Wﬂ?ﬁWﬁﬂ@WﬂWl“‘QR'WNTW
TE ©fF AT SgT @A A I GR WSS W& FA ©F LI A THFA 77 | Yo
FHEERIW 8 ANGRIW 2Co 10T | [RoTSIEr P8 (B3 FF OTTe[ o2 ¢ Sfowe! WA
T (AT (ST 8 (SIS (75T 6T 40T TS A |

A (Emotions): SR TN 30 Gibe 8 Sfqg@ecamy Mae w<g] | e Saeew S
P W 31 @S @ F0 | RATTSIRCE 9o (@l @ (SIS NCINF A F63 Fras
o =w|

T & AR (@, ARFOS, ANEF, HET© GR TIBI($ST SAMITTT AOTF AR AT LOIq T
(SIS MBI TS o5 F41 T |

/o7 e

AR

(ST @ O TRFOT, ANES, FETe GR IT@IGT (27 @<l (@RI e 7 |
Sges EFIER N0 AR FFN, ToI-oghe ¢ ANfes @ | Tifes W&fieer T S w4

T, ST S_E, G 415, Ifee @I Mo e | FRONE TSifgd SAMITTE W04y (e,
gropwe, e, PPt QR TSR, "gfe QR SITIo SCEIHAT T4l AR |

@SR P, #RER, S @3 M | W[, [T SAMFSTE 20T IT97 8 GGG T,

3T oI

Bi-ev



Rfa s

s o RRARERII NI

Consumer Buying Decision Process
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Five Stages of Consumer Buying Decision Process
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Consumer Buying Decision Behavior

i)

qQ AT O AR

T TTaI® DA GRTET 7RG FACS ACET;

o TG AT (FE (O FTarg aizel eifean 7oy S ARTa; @)

Types of Buying Decision Behavior
@AN- N, G Fepim | SR 67 A%l @ FCT AT T ACAS FN (T AR AL BT | G AT
ATNT ¢FP @ [RMHET T T Frale foger (o =7 | fod 8.9 @ @ «HESTAT (AT eTl-

fafeq Jrices iy e
A1y

fafeg Frees Sy AN
My

o@ 8.9: BT KT @F A

F) Wioe & 699 (Complex Buying Behavior): @l T47 & &f1T 1oIFo0 SIgHiaze I
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3T oI
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Buyer Decision Process for New Products
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