
 

 

 

 

 

 
 
 
 
†fv³vi AvPiY mvgwMÖK wecYb e¨e ’̄vi mv‡_ RwoZ _v‡K| wecYb Kg©m~wP mvdj¨RbKfv‡e m¤úv`b Kivi Rb¨ 
†fv³vi AvPiY we‡kølY K‡i Rvbvi †Póv Kiv nq †fv³v †Kvb cY¨ µq K‡i, †Kb µq K‡i, Kxfv‡e µq K‡i, 
KLb µq K‡i BZ¨vw` hv wecYb cÖwµqvi c~e©kZ©| evRviRvZKiY cÖwµqvi G mKj kZ©mg~n †fv³vi mvs¯‹…wZK,  
mvgvwRK, e¨w³MZ, I gb Í̄vvwË¡K BZ¨vw` Dcv`vb Øviv cÖfvweZ n‡q Zv‡K| wecYbKvwi‡K cÖwZôv‡bi wecYb 
†KŠkj mwVK I h_vh_fv‡e cÖ‡qvM Kivi Rb¨ †fv³v AvPi‡Yi mv‡_ m¤ú„³ wewfbœ welq m¤ú‡K© AeMZ _vK‡Z 
nq| G BDwb‡Ui cÖ_g cv‡V †fv³v AvPiY ej‡Z Kx Zv D‡jøL Kiv n‡q‡Q; wØZxq cv‡V †fv³v AvPi‡Y Kx Kx welq 
cÖfve ˆZwi K‡i Zv e¨vL¨v Kiv n‡q‡Q; Z„Zxq cv‡V †fv³v †Kv‡bv cY¨ Kxfv‡e µ‡qi wm×všÍ MÖnY K‡i Zv eY©bv 
Kiv n‡q‡Q; Ges me‡k‡l PZz_© cv‡V †fv³v cY¨ µq Kivi mgq wewfbœ cwiw ’̄wZ I Kvi‡Y †hme wewfbœ µq wm×všÍ 
AvPiY K‡i Zv Av‡jvPbv Kiv n‡q‡Q|  
 
 

 
BDwbU mgvwßi mgq   BDwbU mgvwßi m‡e©v”P mgq ỳB mßvn 

 

G BDwb‡Ui cvVmg~n 
 

cvV - 4.1 : †fv³v AvPiY 
cvV - 4.2 : †fv³v AvPi‡Yi cÖfveKmg~n   
cvV - 4.3 : †fv³vi µq wm×všÍ MÖnY cÖwµqv 
cvV - 4.4 : ‡fv³vi µq wm×všÍ AvPiY 
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†fv³v AvPiY 
Consumer Behavior 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb-  
• †fv³v AvPiY Kx Rvb‡Z cv‡eb; Ges 
• †fv³v AvPi‡Yi g‡Wj e¨vL¨v Ki‡Z cvi‡eb| 

 

†fv³v AvPiY 
Consumer Behavior 
wecY‡b †fv³v Ges †µZv A‡bK mgq GKB A‡_© e¨eüZ n‡q _v‡K| Z‡e G‡`i g‡a¨ aviYvMZ wKQy cv_©K¨ 
i‡q‡Q| hviv cY¨ ev †mev µq K‡i Zv‡`i‡K †µZv e‡j Ges hviv P~ovšÍ cY¨ ev †mev †fvM K‡i Zv‡`i‡K †fv³v 
ejv nq| myZivs GKRb †fv³v cY¨ µq K‡i wb‡RB †fvM Ki‡j †m †µZv Ges †fv³v DfqB n‡Z cv‡i| Avi, 
†fv³v evRvi n‡jv e¨w³MZ †fv‡Mi Rb¨ cY¨ I †mevmg~n µq ev msMÖn K‡i Ggb mKj e¨w³ I cwiev‡ii mgwó| 
cÖ‡Z¨K †fv³vB cY¨ ev †mev µq, AR©b, †fvM, e¨q, nvi ev eR©‡bi mgq wbR¯̂ cÖK„wZmyjf wewfbœ ai‡bi g‡bvfve 
ev cÖwZwµqv cÖKvk K‡i| cY¨mvgMÖx ev †mevKg© µ‡qi mgq GKRb †µZv †h mKj Kvh©vewj m¤úv`b K‡i _v‡K 
†m mKj Kv‡Ri mv‡_ m¤úwK©Z mKj AvPiY‡K  †fv³vi AvPiY e‡j| cÖ‡Z¨K †fv³v ev †µZvB wfbœ wfbœ| GKB 
cY¨ µq Kivi mgq GKRb †µZv wfbœ wfbœ mg‡q wfbœ wfbœ AvPiY Ki‡Z cv‡i| GKvi‡Y †fv³v AvPiY 
wecYbKvixi Rb¨ KwVb, GKBmv‡_ ¸iæZ¡c~Y© welq| Philip Kotler & Gary Armstrong ‡fv³v AvPiY‡K msÁvwqZ 
K‡i‡Qb Gfv‡e, Ò†fv³vi µq AvPiY n‡jv P~ovšÍ †fv³v-wb‡R Ges cwiev‡ii m`m¨‡`i µq AvPiY hviv e¨w³MZ 
†fv‡Mi Rb¨ cY¨ I †mevmg~n µq K‡i|Ó myZivs †fv³v AvPiY m¤ú‡K© ejv hvq †h, cY¨ ª̀e¨ I †mev mvgMÖx 
wbev©Pb, µ‡qi cwiKíbv MÖnY, ev Í̄e µq Ges †fvM ev e¨env‡ii mgq †fv³v †h AvPiY K‡i _v‡K Zv‡KB †fv³v 
AvPiY ejv nq| 
 

†fv³v AvPi‡Yi g‡Wj 

Model of Consumer Behavior 
†fv³v AvPi‡Yi g‡Wj ej‡Z †fv³vi AvPiY cÖwµqv‡Z †h welqmg~n wbqwgZ N‡U Zvi msw¶ß Dc ’̄vcb‡K e‡j| 
µq cÖwµqv‡Z †fv³viv wewfbœ ai‡bi wm×všÍMÖnY K‡i _v‡K| †Kvb cY¨wU µq Ki‡e, KLb µq Ki‡e, KZ¸‡jv 
µq Ki‡e, †Kvb mgq µq Ki‡e, †Kv_v n‡Z µq Ki‡e; †fv³v‡`i G †gŠwjK welq¸‡jv m¤̂‡Ü wecYbKvix 
memgqB Rvbvi †Póv K‡i Ges Zvi Ici wfwË K‡i wecYb Kvh©µg wbav©iY K‡i| KviY  G Z_¨¸‡jv Rvbv n‡j 
wecYbKvix eyS‡Z cv‡i c‡Y¨i ˆewkó¨, g~j¨, weÁvc‡Yi Av‡e`b BZ¨vw`i cÖwZ †fv³viv Kxfv‡e mvov w`‡Z cv‡i| 
hvid‡j Ab¨vb¨ cÖwZ‡hvMx‡`i Zzjbvq wecYbKvix myweavRbK Ae ’̄v‡b _vK‡Z cv‡i| G Rb¨ wecYbKvix †fv³v 
g‡W‡ji cÖwZ ¸iæZ¡ cÖ̀ vb K‡i| wPÎ bs 4.1 G †fv³v AvPi‡Yi GKwU g‡Wj Dc ’̄vcb Kiv n‡jv| wPÎwU we‡kølY 
Ki‡j †`Lv hvq †h wecYb DÏxcK Kxfv‡e †µZvi RM‡Z cÖ‡ek K‡i Ges Gi d‡j †µZvi gv‡S Kxfv‡e wbw ©̀ó 
mvov m„wó n‡”Q| G g‡W‡ji Dcv`vbmg~n wb‡¤œ Av‡jvPbv Kiv n‡jv- 

1. wecYb I Ab¨vb¨ DÏxcK (Marketing and Other Stimuli): wecYb DÏxcK ej‡Z wecYb wgkª‡Yi PviwU 
g~j Dcv`vb †hgb- cY¨, g~j¨, eÈb I cÖmvi‡K †evSv‡bv n‡q‡Q hv wecYbKvixi wbqš¿‡Y _v‡K| wecYbKvix 
wewfbœ †KŠkj Aej¤̂b K‡i; †hgb-c‡Y¨i ¸bMZ gvb, g~j¨ cwieZ©b A_ev AvµgYvZ¥K cÖmvi †KŠk‡ji 
gva¨‡g †fv³v‡K cÖfvweZ Ki‡Z cv‡i| Ab¨vb¨ DÏxcKmg~n wecYbKvix wbqš¿Y Ki‡Z cv‡i bv wKš‘ G 
DÏxcKmg~n †h †Kv‡bv mgq †µZv‡K cÖfvweZ Ki‡Z cv‡i| G¸‡jv n‡”Q A_©‰bwZK, cÖhyw³MZ, ivR‰bwZK I 
mvs¯‹…wZK cwi‡ek| 
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2. †µZvi gb Í̄Ë¡ I ˆewkó¨ (Buyer’s Psychology and Characteristics): wecYb DÏxcKmg~n wewfbœfv‡e 
†µZvi gb Í̄Ë¡ I wb‡Ri ˆewkó¨ Øviv cÖfvweZ n‡Z cv‡i| †µZv Zvi wbR¯̂ we‡ePbvq G‡`i g~j¨vqb K‡i| 
GKRb †µZv †_‡K Ab¨ †µZvi g~j¨vqb wfbœ n‡q _v‡K †KejgvÎ Zv‡`i e¨w³MZ ˆewk‡ó¨i cv_©‡K¨i 
Kvi‡Y| GKRb †µZv †Kvb c‡Y¨i weÁvcb‡K m„wókxj g‡b Ki‡Z cv‡ib, Ab¨w`‡K Avi GKRb †µZv GKB 
weÁvcb‡K weiw³Ki g‡b Ki‡Z cv‡ib| †µZvi gvbwmKZv Zvi †cÖlYv, cÖZ¨ÿY, wkÿY I Av‡eM Øviv 
cÖfvweZ nq| Ges †µZv †h ms¯‹„wZ, Dc-ms¯‹…wZ I mvgvwRK †kÖwY‡Z Ae ’̄vb K‡i Zvi Ici wbf©i K‡i 
†µZvi ˆewkó¨ ‰Zwi nq| GmewKQzB †µZvi wm×všÍ MÖnY cÖwµqv I mvovq cÖfve we Í̄vi K‡i| 

3. †µZvi wm×všÍ MÖnY cÖwµqv (Buyer’s Decision Making Process):  mvaviYZ †µZv bZzb cY¨ µ‡qi mgq 
cvuPwU chv©‡q wm×všÍ MÖnY K‡i _v‡K| †µZv mywbw`©ó cÖ‡qvRb c~i‡Yi Rb¨ cY¨ µq K‡i _v‡K|  ZvB †µZv 
cÖ_gZ cY¨ µ‡qi cÖ‡qvRbxqZv mbv³ K‡i| Gici cÖ‡qvRb c~i‡Yi Rb¨ †Kvb †Kvb cY¨ evRv‡i i‡q‡Q †mB 
m¤ú‡K© Z_¨vbymÜvb K‡i| wewfbœ Drm †_‡K Z_¨ msMÖn K‡i †µZv †hme cY¨ ev eª̈ v‡Ûi bvg Rvb‡Z cv‡i 
Zv‡`i g‡a¨ g~j¨vqb K‡i †evSvi †Póv K‡i †Kvb weKí cY¨wU Zvi Rb¨ h‡_vchy³ n‡e| g~j¨vq‡bi ci †µZv 
wbw ©̀ó cY¨ †Kv‡bv ’̄vb †_‡K, KZ g~‡j¨ cY¨ µq Ki‡e  Zvi wm×všÍ MÖnY K‡i| me©‡k‡l, cY¨ µq Kivi ci 
†µZv Zvi cÖZ¨vkv Abyhvwq cY¨ †_‡K KZUv myweav ev Dc‡hvwMZv †c‡q‡Q Zvi g‡a¨ Zzjbv K‡i| G Zzjbvi 
djvd‡ji Ici wbf©i K‡i †µZvi mš‘wó ev Amš‘wó wbav©wiZ nq Ges cÖwZôv‡bi cÖwZ abvZ¥K ev FYvZ¥K 
g‡bvfve I AvPiY ˆZwi nq|  

4. †µZvi cÖwZwµqv (Buyer’s Responses):  wecYb I Ab¨vb¨ DÏxcK Ges †µZvi gb Í̄Ë¡ I ˆewk‡ó¨i wfwË‡Z 
g~j¨vq‡bi gva¨‡g †µZv wewfbœ ai‡bi cÖwZwµqv e¨³ K‡i| G cÖwZwµqvmg~n BwZevPK A_ev †bwZevPK n‡Z 
cv‡i| †µZvi mvov wewfbœ iKg n‡Z cv‡i †hgb- cY¨ cQ›`, eª̈ vÛ cQ›`, wWjvi cQ›`, µ‡qi mgq, µ‡qi 
cwigvY BZ¨vw`| 
 

 

mvims‡ÿc:  

cY¨mvgMÖx ev †mevKg© µ‡qi mgq GKRb †µZv †h mKj Kvh©vewj m¤úv`b K‡i _v‡K †m mKj Kv‡Ri mv‡_ 
m¤úwK©Z mKj AvPiY‡K  †fv³vi AvPiY e‡j| †fv³v AvPi‡Yi g‡W‡j †`Lv‡bv n‡q‡Q wecYb DÏxcK I 
Ab¨vb¨ DÏxcK Kxfv‡e †fv³v‡K cÖfvweZ K‡i| wecYb DÏxcK ej‡Z wecYb wgkª‡Yi PviwU g~j Dcv`vb †hgb- 
cY¨, g~j¨, eÈb I cÖmvi‡K eySv‡bv n‡q‡Q hv wecYbKvixi wbqš¿‡Y _v‡K| wecYb DÏxcKmg~n wewfbœfv‡e 
†µZvi gb Í̄Ë¡ I wb‡Ri ˆewkó¨ Øviv cÖfvweZ n‡Z cv‡i| GKRb †µZv †_‡K Ab¨ †µZvi g~j¨vqY wfbœ n‡q 
_v‡K †KejgvÎ Zv‡`i e¨w³MZ ˆewk‡ó¨i cv_©‡K¨i Kvi‡Y| wecYb I Ab¨vb¨ DÏxcK Ges †µZvi gb Í̄Ë¡ I 
ˆewk‡ó¨i wfwË‡Z g~j¨vq‡bi gva¨‡g †µZv wewfbœ ai‡bi cÖwZwµqv e¨³ K‡i| g‡W‡j me©‡k‡l †`Lv‡bv n‡q‡Q 
†µZv bZzb cY¨ µ‡qi wm×všÍ wb‡j mvaviYZ cvuPwU chv©‡q wm×všÍ MÖnY K‡i _v‡K|  



†fv³v evRvi we‡kølY 

BDwbU Pvi  c„ôvÑ54 

 

 

†fv³v AvPi‡Yi cÖfveKmg~n 
Influencing Factors of Consumer Behavior 

 D‡Ïk¨ 
 

G cvV †k‡l Avcwb-  
• †fv³v AvPi‡Yi cÖfveKmg~n m¤ú‡K© weeiY w`‡Z cvi‡eb|  

 

†fv³v AvPi‡Yi cÖfveKmg~n 

Influencing Factors on Consumer Behavior 

†fv³vi µq Zvi mvs¯‹…wZK, mvgvwRK, e¨w³MZ Ges gb Í̄vwË¡K ˆewkó¨ Øviv †Rviv‡jvfv‡e cÖfvweZ nq| G 
Dcv`b¸‡jv wPÎ 4.2 G †`Lv‡bv n‡jv- 

‡h‡Kv‡bv cY¨ µ‡qi †¶‡Î D‡jøwLZ welqmg~n cÖfve we Í̄vi K‡i| Gid‡j wewfbœ †µZv µ‡qi †¶‡Î wfbœ wfbœ 
AvPiY K‡i _v‡K| G Dcv`vbmg~n †ewki fvMB wecYbKvixi wbqš¿‡Yi evB‡i _vK‡jI G welq¸wj we‡ePbvi g‡a¨ 
G‡b wm×všÍ MÖnY Ki‡Z nq| 
 

1. mvs¯‹…wZK Dcv`vb (Cultural Factors): †fv³v AvPi‡Yi Ici mvs¯‹…wZK Dcv`vb e¨vcK Ges Mfxifv‡e 
cÖfve we Í̄vi K‡i| 

K)  ms¯‹…wZ (Culture): ms¯‹…wZ ej‡Z mgv‡Ri ixwZwm× AvPiY‡K eySvq| GKRb †µZv †Kvb mgq‡K Zvi 
ms¯‹…wZ‡K D‡c¶v Ki‡Z cv‡i bv| G ms¯‹…wZ ØvivB gvby‡li Afve Ges AvPiY me‡P‡q †ewk cÖfvweZ 
nq| GKwU wkï eo nIqvi mv‡_ mv‡_ cwievi, agx©q cÖwZôvb, ¯‹zj K‡jR BZ¨vw` cÖwZôvb †_‡K †gŠwjK 
gyj¨‡eva, AvPiY, cÖZ¨¶Y BZ¨vw` wk¶vi gva¨‡g ms¯‹…wZ‡K AvqË¡ K‡i| GK GK ms¯‹„wZ GK GK ˆewkó¨ 
aviY K‡i| evsjv‡`‡ki ms¯‹…wZ Abyhvwq evsjv‡`wkiv gvQ-fvZ †L‡Z c”Q›` K‡i, kvwo-jyw½ cwiavb K‡i, 
evsjv fvlvq K_v e‡j| wecYbKvix mvs¯‹…wZK cwieZ©b¸‡jv wPwýZ K‡i bZzb c‡Y¨i Pvwn`v c~e©vbygvb 
Kivi †Póv Ki‡Q| ZvB ejv hvq, †µZviv †Kvb ai‡bi eÈb c×wZ MÖnY Ki‡e, Kxfv‡e µq Ki‡e, 
Kxfv‡e g~j¨ cY¨ µq Ki‡e, †Kvb cY¨ µq Ki‡e BZ¨vw` mswkøó welqmg~n †`‡ki ms¯‹…wZ Øviv wba©vwiZ 
nq| 

L) Dc-ms¯‹…wZ (Subculture): cÖwZwU ms¯‹…wZ‡Z wewfbœ `i‡bi Dcms¯‹…wZ i‡q‡Q| ag©, †ckv, m¤cÖ̀ vq, 
RvZxqZv‡eva, eqm, AÂj BZ¨vw`i Ici wfwË K‡i ms¯‹…wZ‡K wewfbœ Dc ms¯‹…wZ‡Z wef³ Kiv hvq| 
evsjv‡`kx ms¯‹…wZ‡K wewfbœ cÖKvi Dc-ms¯‹…wZ‡Z wef³ Kiv hvq| a‡g©i wfwË‡Z Pvi ai‡bi Dc-ms¯‹…wZ 

wPÎ 4.2: †fv³vi AvPi‡Yi cÖfve we Í̄viKvix Dcv`vbmg~n 
 

mvs¯‹…wZK 
 

ms¯‹…wZ 

Dc-ms¯‹…wZ 

mvgvwRK †kÖwY 

mvgvwRK 
 

‡idv‡iÝ MÖæc 

cwievi 

f~wgKv I gh©v`v 

‡µZv 

gb Í̄vwË¡K 
 

‡cÖlYv 
cÖZ¨¶Y 
wk¶Y 
Av‡eM 
¯§„wZ 

e¨w³MZ 
 

eqm I Rxeb Pµ 
‡ckv 

A_©‰bwZK Ae ’̄v 
Rxeb hvcb cÖYvjx 
e¨w³Z¡ I ^̄-aviYv 
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†`L‡Z cvIqv hvq †hgb- gymwjg, wn› ỳ, wLªóvb, †eŠ×| wewfbœ AvPvi Abyôv‡b GK ag© †_‡K Ab¨ a‡g©i 
cv_©K¨ cwijw¶Z nq| gymwjgiv agx©q Abyôvb C` Avi, wn› ỳiv c~Rv D`hvcb K‡i| a‡g©i cv_¨‡K¨i 
Kvi‡Y †µZv‡`i µq AvPi‡Yi g‡a¨ cv_©K¨ †`Lv hvq| myZivs Dc-ms¯‹…wZI GKRb †fv³vi µq 
AvPiY‡K cÖfvweZ K‡i| 

M)  mvgvwRK †kÖwY (Social Class): cÖvq cÖ‡Z¨K mgv‡RiB GKwU mvgvwRK †kÖwY KvVv‡gv _v‡K| mgv‡R wewfbœ 
†kÖwYi gvby‡li Aw Í̄Z¡ cwijw¶Z nq| cÖ‡Z¨K †kÖwYi gvby‡li wbR¯̂ wKQy ˆewkó¨ Ges ¸bvejx i‡q‡Q| G 
mKj welq Zvi µq AvPi‡bi Ici cÖfve we Í̄vi K‡i _v‡K| mvaviYZ Avq, †ckv, wk¶v, m¤ú`, 
g~j¨‡eva BZ¨vw`i mswgkª‡Y mvgvwRK †kÖwY wba©vwiZ nq| mvaviYZ mgvR KvVv‡gv‡K  D”PweË †kªbx, 
ga¨weË †kÖwY, I wb¤œweË †kÖwY‡Z fvM Kiv hvq| G mKj †kÖwYi g‡a¨ Avq, iæwP, †fvM, †cvkvK, 
AvmevecÎ BZ¨vw`i †¶‡Î wfbœZv j¶¨ Kiv hvq| D”P weË †kÖwYi gvbyl emev‡mi Rb¨ wejvmeûj evwo ev 
d¬̈ vU µq K‡i Ab¨w`‡K wb¤œwe‡Ëi gvbyl _vKvi Rb¨ mvaviY evmv fvov ev µq K‡i _v‡K|   

2. mvgvwRK Dcv`vb (Social Factors): mvgvwRK Dcv`vb ØvivI †fv³vi µq AvPiY cÖevweZ nq| mvgvwRK 
Dcv`v‡bi cÖavb welq¸‡jv n‡jv `j, cwievi, mvgvwRK f~wgKv Ges gh©v`v| mvgvwRK G mKj Dcv`vb Øviv 
†h‡nZz †fv³vi µq AvPiY e¨vcKfv‡e cÖfvweZ nq ZvB GKRb wecYbvKvix‡K Zvi c‡Y¨i wecYb †KŠkj 
wba©vi‡Yi mgq G mKj Dcv`vb we‡ePbvq ivL‡Z nq| 
K) `j (Groups): GKRb e¨w³i AvPiY A‡bK¸‡jv ¶z`ª, ¶z ª̀ `j Øviv cÖfvweZ nq| †Kv‡bv e¨w³i wb‡ ©̀kK 

`j (Reference Groups) n‡jv Ggb KZ¸‡jv  `‡ji mgwó hviv  cÖZ¨¶ ev c‡iv¶fv‡e e¨w³i AvPvi 
AvPiY I g~j¨‡eva‡K cÖfvweZ K‡i| e¨w³i Ici ỳB ai‡bi `j cÖZ¨ÿfv‡e cÖfve we Í̄vi Ki‡Z †`Lv 
hvq| Zviv n‡jv cÖ_gZ, cÖv_wgK `j (Primary Groups) - hviv wbqwgZ Ges AbvbyôvwbK fv‡e †gjv‡gkv 
K‡i| †hgb- cwievi, cÖwZ‡ekx, mnKgx© BZ¨vw`| Ab¨wU n‡jv gva¨wgK `j (Secondary Groups) hv‡`i 
mv‡_ wbqwgZ fv‡e †hvMv‡hvM nq bv ev AbyôvwbK †hvMv‡hvM n‡q _v‡K| †hgb- agx©q `j, †UªW BDwbqb 
BZ¨vw`| wb‡ ©̀kK `‡j c‡ivÿfv‡e cÖfve we Í̄vi K‡i _v‡K Kvw•LZ `j (Aspirational Groups), wew”QbœZv 
`j (Dissociative Groups) I gZvg‡Z †bZ…Z¡̀ vbKvix `j (Opinion Leader Groups)| Kvw•LZ `‡ji 
m`m¨iv n‡jv cÖwZwbwaZ¡kxj e¨w³ ev †Mvwô hv‡`i Øviv Ab¨ †Kv‡bv e¨w³i g‡bvfve, g~j¨‡eva Ges AvPiY 
cÖfvweZ nq| †hgb- evsjv‡`‡ki GKRb wK‡kvi wjI‡bj †gwm -Gi †Ljv gZ dzUej †Lj‡Z Pvq| †m 
wjI‡bj †gwm‡K AbyKiY I AbymiY K‡i hw`I wjI‡bj †gwmi mv‡_ Zvi †Kv‡bv †hvMv‡hvM †bB| 
Ab¨w`‡K, e¨w³ hLb †Kv‡bv `‡ji g‡bvfve ev g~j¨‡eva‡K Ac”Q‡›`i Kvi‡Y cwiZ¨vM K‡i ZLb †mB 
`j‡K wew”QbœZv `j| Avevi,  †Kv‡bv we‡kl e¨w³ ev `‡ji cvi`wk©Zv I mgv‡R mwµq Ae ’̄v‡bi Kvi‡Y 
†fv³v †Kv‡bv cY¨ µq Kivi Rb¨ ev µq Kiv †_‡K weiZ _vKvi Rb¨ civgk© ev cÖfve we Í̄vi K‡i ZLb 
†mB e¨w³ ev `j‡K gZvg‡Z †bZ…Z¡̀ vbKvix `j  ejv nq| †hgb- GKRb †Ww›U÷ ev `šÍ wPwKrm‡Ki 
civg‡k© †fv³v hLb †Kv‡bv wbw ©̀ó eª̈ v‡Ûi Uz_‡c÷ e¨envi K‡i| myZivs wb‡ ©̀kK `j GKRb †fv³vi 
Ici †Kvb ai‡bi AvPiY †m Ki‡e, †fv‡Mi cÖK…wZ wK n‡e, †Kvb ai‡bi cY¨ µq Ki‡e BZ¨vw` wel‡q 
cÖfve we Í̄vi K‡i | 

M) cwievi (Family): cwievi n‡”Q me‡P‡q ¸iæZ¡c~Y© †fv³v µq msMVb| mvaviYZ cwiev‡ii evev, gv, fvB, 
†evb, ¯̂vgx, ¿̄x, mšÍvb m`m¨iv G‡K Ac‡ii µq AvPi‡Y cÖfve we Í̄vi K‡i _v‡K| d‡j wecYbKvix‡K 
cwiev‡ii wewfbœ †cÖ¶vcU we‡ePbv K‡i wecYb †KŠkj MÖnY Ki‡Z nq| †hgb- †Kv‡bv cwiev‡i mvaviYZ 
¿̄x ev gv †mB cwiev‡ii Rb¨ Lv`¨ I †cvkvK µ‡qi wel‡q g~L¨ cÖwZwbwa wn‡m‡e KvR K‡i| 

N) f~wgKv Ges gh©v`v (Role and Status): mvaviYZ f~wgKv ej‡Z Pvicv‡ki RbM‡Yi cÖZ¨vkv Abyhvqx e¨w³i 
Kvh© m¤úv`b Kiv‡K f~wgKv e‡j| GKRb e¨w³ GKB mv‡_ cwievi, cÖwZôvb, eÜzgnj, msMVb, Awdm 
BZ¨vw` eû`‡ji m`m¨ n‡Z cv‡ib| Z‡e wewfbœ †¶‡Î Zvi f~wgKvi wfbœZv †`Lv hvq| †hgb- GKB e¨w³ 
cwiev‡i evev, Kg© ’̄‡j D”Pc` ’̄ Kg©KZv©, KL‡bv K¬v‡ei mfvcwZ wn‡m‡e f~wgKv cvjb Ki‡Z cv‡i| 
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mgv‡Ri cÖwZ mvaviYZ kª×v‡eva †cvlY Kiv‡K gh©v`v e‡j| GKRb e¨w³ Zvi mvgvwRK gh©v`v Abyhvqx 
cY¨ µ‡qi wm×všÍ MÖnY K‡i _v‡K| †hgb- mvgvwRK gh©v`v wfbœZvi Rb¨ D”Pc` ’̄ Kg©KZ©vi I wb¤œ 
Kg©Pvixi g‡a¨ Zv‡`i µq AvPi‡Y wfbœZv †`Lv hvq| Avevi †mB GKB D”Pc` ’̄ Kg©KZ©vi wewfbœ `‡j 
f~wgKv Ges gh©v`v Avjv`v nevi Kvi‡Y f~wgKv I ghv©`vi mv‡_ †hb cÖwZdjb N‡U Ggbfv‡e wfbœ wfbœ cY¨ 
ev †mev µq Ki‡e| †hgb- cwiev‡ii mv‡_ _vKvKvwjb I Kg©̄ ’‡j Kg©Kvwjb mg‡q wfbœ f~wgKv cvj‡bi 
Rb¨ †m wfbœ wfbœ cY¨ µq Ki‡e| 

3. e¨w³MZ Dcv`vb (Personal Factor): GKRb e¨w³i wbR¯̂ ˆewkó¨ †hgb- eqm, Avq, †ckv, Rxeb Pµ Rxeb 
aiY, e¨w³Z¡, wbR¯̂-aviYvi gZ BZ¨vw` Øviv Zvi µq AvPiY cÖfvweZ nq| 
K)  eqm I RxebP‡µi Í̄i (Age and Life Cycle Stage): eq‡mi cv_©‡K¨i Kvi‡Y cY¨ Ges †mev µ‡q †h 

cv_©K¨ cwijw¶Z nq| GKRb gvbyl Zvi RxebKv‡j eûevi GKB Pvwn`v c~i‡Y wewfbœ cY¨ Ges †mev µq 
K‡i| †hgb- wkï Kvj, †hŠeb Ges e„× eq‡m gvbyl GKB ai‡bi Lv`¨ MÖnY K‡i bv| ZvB RxebP‡µi 
cÖ‡Z¨KwU Í̄i µq AvPiY‡K cÖfvweZ K‡i| 

L)  †ckv (Occupation): e¨w³i †ckv Zvi cY¨ Ges †mev µq‡K cÖfvweZ K‡i| GKRb wiKkvPvjK Ges 
GKRb Kg©Rxwei †mev ev cY¨ µq GK iKg nq bv| †ckvi wfbœZvi Kvi‡Y e¨w³i Avq, gh©v`v, Pvwn`v 
wfbœ n‡q _v‡K| GKRb Kg©KZv©i Kv‡Q Mvwo cÖ‡qvRbxq cY¨ wKš‘ GKRb mvaviY wiKkvPvj‡Ki wbKU Zv 
wejvm cY¨ wn‡m‡e cwiMwYZ nq| d‡j e¨w³i †ckvi ZviZg¨ cY¨ ev †mev µ‡q e¨vcKfv‡e cÖfve we Í̄vi 
K‡i _v‡K| 

M) A_©‰bwZK Ae ’̄v (Economic Conditions): †fv³vi A_©‰bwZK Ae ’̄v †fvM AvPi‡Yi GKwU ¸iæZ¡c~Y© 
welq| `vwg cY¨ e¨envi Ges Kg `vwg cY¨ e¨envi g~jZ e¨w³i Av‡qi Ici wbf©ikxj| †hgb- †ewk 
Av‡qi e¨w³ wejvmeûj evwo µq K‡i ev QzwU KvUv‡Z we‡`k ågY K‡i| wKš‘ Kg Avq m¤úbœ e¨w³ QzwU 
KvUv‡bvi Rb¨ we†`k åg‡Yi K_v wPšÍv Ki‡Z cv‡i bv| FY MÖn‡Yi my‡hvM Ges ¶gZv e¨w³i RxebhvÎvi 
Ici cÖfve we Í̄vi K‡i _v‡K| hw` A_©bxwZ‡Z g›`v Ae ’̄v weivR K‡i Z‡e wecYbKvix‡K Zvi c‡Y¨i Ges 
wecYb †cÖvMÖv‡gi wewfbœ wel‡qi cwieZ©‡bi c`‡¶c wb‡Z n‡e| 

N)  Rxeb auvP (Life Style): GKRb e¨w³i Rxeb aviv Zvi µq AvPiY‡K cÖfvweZ K‡i| Rxeb hvcb cÖYvjx 
n‡”Q e¨w³i Rxebavi‡Yi aiY hv Zvi KvRK‡g© AvMÖn Ges gZvg‡Zi gva¨‡g cÖKvwkZ nq| ỳB e¨w³i 
GKB Dc-ms¯‹…wZ, mvgvwRK †kÖwY GgbwK GKB †ckvi n‡jI Zv‡`i Rxe‡bi auvP wfbœZvi Kvi‡Y AvPi‡Y 
cv_©K¨ cwijw¶Z nq| †hgb- ỳB Rb wk¶‡Ki g‡a¨ cY¨ I †mev µ‡qi †¶‡Î cv_©K¨ cwijw¶Z nq| 
GKR‡bi Kv‡Q mgq g~j¨evb n‡j A‡cÿvK…Z †ewk`v‡g kwcsgj †_‡K cY¨ µq Ki‡e| Avevi 
Av‡iKR‡bi Kv‡Q Kg`v‡g cY¨ µq Kivi cÖwZ AvMÖn _vKvi Kvi‡Y mvaviY †`vKvb †_‡K cY¨ µq Ki‡e| 
Gme Kvi‡Y wecYbKvix‡K Rxeb avuP †Lqvj †i‡L Zvi cY¨ evRv‡i wecYb Ki‡Z nq| 

O)  e¨w³Z¡ Ges wbR¯̂ aviYv (Presonality and Self Concept): e¨w³Z¡ ej‡Z GKRb e¨w³i wbR¯̂ ¸bvewj 
A_ev e¨w³i †`vl-¸Y eySvq| GKRb e¨w³ †_‡K Ab¨ e¨w³‡K Zvi e¨w³Z¡ w`‡q Avjv`v Kiv hvq| 
mvaviYZ AvZ¥wek¦vm, g‡bvfve, KZ©…Z¡ eRv‡q ivLv, m„Rbkxj, g~j¨‡eva, eyw×, AwfÁZv BZ¨vw` e¨w³‡Z¡i 
cÖavb ˆewkó¨| G mKj ˆewkó¨ e¨w³i AvPi‡Y cÖfve we Í̄vi K‡i| GKRb m„Rbkxj e¨w³i µq mvaviY 
e¨w³i †P‡q wfbœZi n‡q _v‡K| Ab¨w`‡K e¨w³‡Z¡i mv‡_ e¨w³i wbR¯̂ aviYvi m¤úK© _v‡K| GLv‡b wbR¯ ̂
aviYv e¨w³i wb‡Ri m¤ú‡K© Abyf~wZ, wek¦vm I cÖZ¨¶‡Yi mgšq̂ eySvq| ZvB wecYbKvix‡K cY¨ wecY‡bi 
†¶‡Î e¨w³‡Z¡i mv‡_ m¤úwK©Z wbR¯̂ aviYv e¨envi Ki‡Z n‡e| 

4. gb Í̄vwË¡K Dcv`vb (Psychological Factors): e¨w³i µq AvPiY †hgb mvs¯‹…wZK, mvgvwRK, e¨w³MZ Dcv`vb 
Øviv cÖfvweZ nq †Zgwb gb Í̄vwË¡K Dcv`vb ØvivI e¨w³ cÖfvweZ n‡Z cv‡i| e¨w³i µq-cQ›` PviwU cÖavb 
gb Í̄wË¡K Dcv`vb Øviv cÖfvweZ nq, G¸‡jv n‡”Q †cÖlYv, cÖZ¨¶Y, wk¶Y, wek¦vm I g‡bvfve| 
K)  ‡cÖlYv (Motivation): †Kv‡bv cÖ‡qvRb hLb e¨w³‡K mš‘wói Rb¨ DÏxwcZ K‡i ZLb Zv‡K †cÖlYv e‡j| 

e¨w³i ỳB ai‡bi cÖ‡qvRb _v‡K| ˆRweK cÖ‡qvRb Rxeb avi‡Yi Rb¨ cÖ‡qvRbxq welq †hgb- Lv`¨, 
cvbxq, Avkªq, evZvm BZ¨vw`| mvgvwRK cÖ‡qvRb mgv‡R emev‡mi Rb¨ cÖ‡qvRbxq welqmg~n †hgb- 
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wbivcËv, m¤§vb, fvjevmv BZ¨vw`| wewfbœ mg‡q †eu‡P _vKvi Rb¨ gvbyl A‡bK¸‡jv cÖ‡qvRb Abyfe K‡i| 
GKUv cÖ‡qvRb ZLbB D‡Ï‡k¨ (Motive) cwiYZ nq hLb Zv e¨w³i g‡a¨ Pvc cÖ‡qvM Kivi g‡Zv ZxeªZv 
RvMÖZ Ki‡Z cv‡i| †cÖlYv Ggb GKwU kw³ hv gvbyl‡K cwiPvwjZ K‡i Ges gvby‡li g‡a¨ Kg© m¤úv`‡bi 
kw³ †hvMvq| g‡bvweÁvbxiv †cÖlYvi wewfbœ gZvgZ cÖ`vb K‡i‡Qb| Z‡e wb‡¤œi gZev` ỳBwU †fv³v 
we‡kølY I wecY‡bi Rb¨ we‡kl A_© enb K‡i| 

 

 d«‡q‡Wi †cÖlYv ZË¡ (Freud’s Theory of Motivation): g‡bvweÁvbx Sigmunel Freud e‡jb, †h 
mKj gb Í̄vwË¡K kw³¸‡jv gvby‡li AvPiY MV‡b mvnvh¨ K‡i †mme kw³ m¤ú‡K© gvbyl Am‡PZb 
_v‡K| Z‡e gvbyl A‡bK Zvobv‡K Ae`wgZ K‡i Av‡ Í̄ Av‡ Í̄ eo nq| G Zvobv¸‡jv‡K gb †_‡K ev` 
†`Iqv ev wbqš¿Y Kiv m¤¢e bq| e¨w³ Gme Zvobvi ewntcÖKvk K‡i wewfbœ fv‡e| ZvB †fv³vi 
wbe©vwPZ c‡Y¨i AvKl©bxq welq¸‡jv wPwýZ K‡i wecYbKvix‡K Zvi wecYb Kvh©µg m¤úv`b Ki‡Z 
nq| 

 gvm‡jvi †cÖlYv ZË¡ (Maslow’s Theory of Motivation): weL¨vZ gb Í̄Ë¡we` Abraham Maslow, 
gvbyl †Kb GKwU wbw ©̀ó mg‡q wbw ©̀ó cÖ‡qvRb Øviv ZvwoZ nq Zvi e¨vL¨v cÖ̀ v‡bi †Póv K‡i‡Qb| Zvi 
g‡Z, gvbyl Zvi cÖ‡qvR‡bi ¸iæZ¡ Abyhvqx µgvMZfv‡e c‡Y¨i Pvwn`v c~iY Ki‡Z m‡Pó nq| gvby‡li 
Afve Av‡Q e‡jB gvbyl KvR K‡i| Zvi g‡Z, e¨w³i GKwU Afve c~iY nevi mv‡_ mv‡_B AviI 
GKwU Afve †m Abyfe K‡i| wPÎ 4.3 G gvby‡li cÖ‡qvR‡bi avivevwnKZv †`Lv‡bv n‡jv| cÖ_‡g 
ˆRweK cÖ‡qvRb Gi ci gvbyl wbivcËvi cÖ‡qvRb Abyfe K‡i| Gi ci mvgvwRK, Zvici kª×vi Ges 
me¸‡jv cÖ‡qvRb cwic~Y© n‡j D”PvKvsLvi cÖ‡qvRb Abyfe K‡i| 

 

L)  cÖZ¨¶Y (Perception): cÖZ¨¶Y e¨w³i µq 
AvPiY‡K cÖfvweZ K‡i| e¨w³ GKwU cwiw ’̄wZ‡K 
Kxfv‡e cÖZ¨¶Y Ki‡Q Zvi wbf©i K‡i †m KvR 
K‡i _v‡K | ỳB e¨w³ GKB †cÖlYvq †cÖwlZ n‡q 
wfbœ wfbœ wµqv Ki‡Z cv‡i| GKB weÁvcb ỳB 
Rb e¨w³i Ici ỳB iKg fv‡e cÖfve we Í̄vi 
Ki‡Z cv‡i| GKRb weÁvcb‡K m„wókxj wn‡m‡e 
cÖZ¨¶Y Ki‡Z cv‡i Ab¨ Rb¨ GKB weÁvcb‡K 
weiw³Ki g‡b Ki‡Z cv‡i| wewfbœ e¨w³i wbKU 
wewfbœfv‡e cÖZ¨¶Y m„wói KviY n‡”Q wZbwU 
cÖZ¨¶Y cÖwµqv| wb‡¤œ Zv Zz‡j aiv n‡jv- 

 wbe©vwPZ g‡bv‡hvM (Selective Attention): 
†Kv‡bv Dc‡hvM ev c‡Y¨i cÖwZ gvby‡li g‡bv‡hvM AvKwl©Z nq hLb H Dc‡hvM ev cY¨ cvevi Rb¨ 
Zvi AvMÖn A_ev cÖ‡qvRb _v‡K| wecYbKvix wewfbœ weÁvcb cÖPv‡ii gva¨‡g †µZv ev †fv³v‡K 
AvKwl©Z Ki‡Z †Póv K‡i| GKRb gvbyl cÖwZw`b AmsL¨ DÏxc‡Ki gy‡LvgyLx nq| me¸‡jvi cÖwZ Zvi 
mgvb g‡bv‡hvM †`Iqv m¤¢eci bq| aiv hvK, hw` †Kv‡bv e¨w³i GKwU Mvwoi cÖ‡qvRb Abyfe K‡i 
Z‡e †m Mvwoi weÁvc‡bi cÖwZ g‡bv‡hvMx n‡e| d‡j wecYbKvix‡K †fv³vi g‡bv‡hvM AvKl©‡Yi Rb¨ 
we‡kl e¨e ’̄v Ki‡Z nq| 

 wbe©vwPZ weK…ZKiY (Selective Distortion): gvby‡li Zvi wbR¯̂ AwfÁZv ev Áv‡bi mv‡_ cÖvß 
Z_¨mg~‡ni Lvc-LvIqv‡bv ev Awf‡hvR‡bi cÖeYZv‡K wbe©vwPZ weK…ZKiY e‡j| †hgb- Mvwoi 
hZ¸‡jv weÁvcb e¨w³wU †`L‡e †hLvb †_‡K Zvi c~e© cwiwPZ †Kv‡bv GKwU eªv‡Ûi cÖwZ GKUv 
BwZevPK mvov cvIqvi †Póv Ki‡e| wecYbKvix‡K †mKvi‡Y †fv³vi AwfÁZv Kxfv‡e cÖmvi Kvh©µ‡g 
I weµq Z_¨‡K cÖfvweZ Ki‡e Zv we‡ePbv Ki‡Z nq| 

 

D ”P vK v•L v 
( A vZ œ D b œqb ,  
A vZ œcj w× )  

k ª× v 
(A vZ œgh©v` v,  ¯̂xK …wZ )  

mvg vwR K   
(A všÍf ~©w³ i ¯ú „n v,  f vjevm v)  

wb ivcË v 
( P vK zi x,  wP wK rm v,  wbivcË v,  m yi¶ v)  

‰R weK   
(¶ za v,  wcc vm v,  A b œ,  e ¿̄)  

wPÎ  4.3 : g vm‡j vi P vwn` v †mvc vb  ZË ¡ 
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 wbe©vwPZ aviY (Selective Retention): A‡bK DÏxcK hv‡`i cÖwZ e¨w³i AvMÖn I cÖ‡qvRb i‡q‡Q, 
ZviciI †m A‡bK wKQyB fy‡j hvq| G †¶‡Î †h mKj welq Zv‡`i wek¦vm Ges g‡bvfve‡K mg_©b 
K‡i †m mKj Z_¨ g‡b ivLvi ev aviY Kivi cÖeYZv †ekx| Z‡e gvbyl Zvi e¨w³MZ Abyf~wZ ev 
wek¦vm Øviv hZUzKz g‡b ivL‡Z cv‡i Zv‡KB wbe©vwPZ aviY e‡j| hw` U‡qvUv Mvwoi cÖwZ Zvi ~̀e©jZv 
_v‡K Z‡e †h U‡qvUvi BwZevPK welqMy‡jv g‡b ivLvi †Póv Ki‡e| 

M)  wk¶Y (Learning): wk¶Y †fv³v AvPi‡Yi GKwU †gŠwjK Dcv`vb| AZxZ AwfÁZvi Av‡jv‡K †fv³v‡`i 
AvPiY cwieZ©b‡KB wk¶b e‡j| e¨w³ wewfbœ cÖKvi mgm¨vi m¤§yLxb n‡j wk¶‡bi gva¨‡g Zvi mgvavb 
Lyu‡R †bB| e¨w³i †ewki fvM AvPiYB wk¶vjä| wecYbKvix evi evi weÁvcb cÖ`k©‡bi gva¨‡g e¨w³i 
µq g‡bvfve‡K RvMÖZ Kivi †Póv K‡i| Avevi wk¶‡Yi gva¨‡g †µZvi g‡a¨ wbw ©̀ó eª̈ vÛ AvbyMZ¨Zv m„wó 
K‡i| myZivs wecYbKvix wk¶‡Yi gva¨‡g cY¨‡K Zxeª Zvobvi mv‡_ m¤úwK©Z K‡i I †cÖlYvg~jK ms‡KZ 
e¨envi K‡i Zvi c‡Y¨i Pvwn`v m„wó Ki‡Z cv‡i| 

N)  wek¦vm Ges g‡bvfve (Beliefs and Attitudes): mvaviYZ Kg© I wk¶vi gva¨‡g e¨w³ Zvi wek¦vm I 
g‡bvfv‡ei AwaKvix nq| wek¦vm Ges g‡bvfve µq AvPiY‡K cÖfvweZ K‡i| wek̂vm n‡jv †Kv‡bv welq 
m¤ú‡K© e¨w³i eY©bvg~jK wPšÍvfvebv| wek̂vm cÖwZwôZ nq gvby‡li aviYv, gZvgZ, NUbv ev c~e© AwfÁZvi 
wfwË‡Zi Ges wek̂v‡mi wfwË‡ZB gvby‡li g‡bvfve m„wó nq| Avi g‡bvfve n‡jv †Kv‡bv we‡kl KvR ev 
aviYvi cÖwZ e¨w³i Zzjbvg~jK g~j¨vqb Abyf~wZ Ges gvbwmKZv| †hgb- †dvW© Mvwoi ¸YMZgvb m¤ú‡K© 
†fv³vi g‡b BwZevPK wek¦vm _vK‡j †fv³v †dvW© Mvwo µq Ki‡Z †ewk AvMÖnx _vK‡e| †fv³vi g‡b G 
wek¦vm cÖK…Z Ávb, Av ’̄v A_ev gZvg‡Zi Ici wfwË K‡i cÖwZwóZ nq| wecYbKvixi `vwqZ¡ n‡”Q e¨w³i 
g‡a¨ wek¦vm cÖwZôv Kiv| hw` cY¨ m¤ú‡K© †fv³v‡`i fyj wek¦vm _v‡K Z‡e †mUv ms‡kvab Kivi e¨e ’̄v 
wb‡Z n‡e| Ab¨w`‡K g‡bvfve Øviv e¨w³i †Kv‡bv aviYv ev welq m¤ú‡K© Zzjbvg~jKfv‡e „̀p g~j¨vqb, 
Abyf~wZ Ges cÖebZv cÖKvk cvq| ivRbxwZ, ag©, msMxZ, †cvkvK, Lv`¨, Rxeb cÖYvjx Ges cÖvq me wel‡q 
gvby‡li GKUv wbR¯̂ g‡bvfve _v‡K| G g‡bvfve gvby‡li g‡a¨ Ggb GKUv KvVv‡gv ˆZwi K‡i hv Øviv †m 
†Kv‡bv welq wbwðZfv‡e MÖnY K‡i A_ev †mLvb †_‡K weiZ _v‡K| wecYbKvix ¸iæZ¡c~Y© KvR n‡jv cY¨ 
ev †mev m¤ú‡K© †fv³v‡`i BwZevPK g‡bvfve ˆZix Kiv|  

O)  ¯§„wZ (Memory): ¯§„wZ n‡jv gvby‡li AwfÁZv I wkÿ‡Yi welqmg~n msiÿ‡Yi ÿgZv| ¯§„wZi gva¨‡g 
gvbyl Zvi cvwicvwk̂©K Ae ’̄vb †_‡K hv †k‡L Ges AwfÁZv AR©b K‡i Zv a‡i ivL‡Z mÿg nq| ¯§„wZ 
¯̂í‡gqvw` I `xN©‡gqvw` n‡Z cv‡i| wecYbKvix memgqB †Póv K‡i Ggbfv‡e Z_¨ I AwfÁZv †`evi 
Rb¨ †h‡bv †µZv I †fv³v †mUv ¯§„wZ‡Z a‡i ivL‡Z cv‡i| 

P)  Av‡eM (Emotions): Av‡eM n‡jv GKwU RwUj I Awbqš¿Y‡hvM¨ gvbwmK Ae ’̄v| e¨w³ Av‡e‡Mi Kvi‡Y 
KL‡bv Avb›` ev weiw³ cÖKvk K‡i| wecYbKvix‡K GRb¨ †µZv I †fv³vi Av‡eM‡K g~j¨vqb K‡i wm×všÍ 
wb‡Z nq| 

AZGe ejv hvq †h, mvs¯‹„wZK, mvgvwRK, e¨w³MZ Ges gb Í̄vwZ¡K Dcv`v‡bi cÖZ¨¶ Ges c‡iv¶ cÖfv‡ei Kvi‡Y 
†fv³v AvPi‡Y cwieZ©b j¶ Kiv hvq|  
 

 

mvims‡ÿc:  

†fv³vi µq Zvi mvs¯‹…wZK, mvgvwRK, e¨w³MZ Ges gb Í̄vwË¡K ˆewkó¨ Øviv †Rviv‡jvfv‡e cÖfvweZ nq| 
mvs¯‹…wZK ˆewk‡ó¨i g‡a¨ i‡q‡Q ms¯‹…wZ, Dc-ms¯‹…wZ I  mvgvwRK †kÖwY| mvgvwRK ‰ewk‡ó¨i g‡a¨ D‡jøL Kiv 
n‡q‡Q †idv‡iÝ MÖæc, cwievi, f~wgKv Ges gh©v`v| Avevi, e¨w³MZ Dcv`vb¸‡jv n‡jv eqm I RxebP‡µi Í̄i, 
†ckv, A_©‰bwZK Ae ’̄v, Rxeb auvP, e¨w³Z¡ Ges wbR¯̂ aviYv| me©‡k‡l gb Í̄vwË¡K Dcv`v‡bi g‡a¨ †cÖlYv,  
cÖZ¨¶Y, wk¶Y,  wek¦vm Ges g‡bvfve, ¯§„wZ Ges Av‡eM Av‡jvPbv Kiv n‡q‡Q| 
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†fv³vi µq wm×všÍMÖnY cÖwµqv  
Consumer Buying Decision Process 

 D‡Ïk¨ 

G cvV †k‡l Avcwb  
• †fv³vi µq wm×všÍMÖnY cÖwµqv m¤ú‡K© weeiY w`‡Z cvi‡eb|  

mvaviYZ †Kv‡bv cY¨ ev †mevi P~ovšÍ cÖ‡qvRb Abyfe Ki‡j †µZv µq wm×všÍ MÖnY K‡i| †µZv A‡bK¸wj avc 
AwZµg K‡i P~ovšÍ µq wm×v‡šÍ †cŠ‡Q _v‡K| GKRb †µZv‡K cÖwZw`b bvbv ai‡bi µq wm×všÍ MÖnY Ki‡Z nq| 
µq wm×všÍ wbf©i K‡i c‡Y¨i ˆewk‡ó¨i Ici| e¨qeûj Ges SzuwKc~Y© c‡Y¨i Rb¨ wm×všÍMÖnY cÖwµqv RwUj n‡q 
_v‡K| Avevi, Kg `vgx I Kg SzuwKc~Y© c‡Y¨i †¶‡Î µq wm×všÍMÖnY cÖwµqvi Í̄img~n Kg n‡q _v‡K| A‡bK 
cÖwZôvbB M‡elYvi gva¨‡g Rvbvi †Póv K‡i †µZv wK wK‡b, †Kb wK‡b BZ¨vw`| †µZvi µq AvPiY Ges µq 
wm×všÍMÖnY cÖwµqvq GmKj cÖ‡kœi DËi cvIqv Lye mnR nq bv n‡jI wecYbKvix Z_¨ msMÖn K‡i Rvbvi †Póv 
K‡i| 
 

cvuP av‡ci †fv³v µq wm×všÍMÖn‡Yi cÖwµqv 
Five Stages of Consumer Buying Decision Process 

†fv³vi µq wm×všÍ Í̄img~n GKwU Pjgvb gvbwmK cÖwµqv| †fv³vi µq cÖwµqv µ‡qi A‡bK Av‡M †_‡K ïiæ nq 
Ges µ‡qi c‡iI Pj‡Z _‡K| GKRb †fv³v Zvi G Kvh© m¤úbœ Ki‡Z wM‡q cuvPwU Í̄i AwZµg K‡i _v‡K| G 
cvuPwU Í̄i †h †µZv memgqB av‡c av‡c AwZµg Ki‡e Zv bq| A‡bKmgq c‡Y¨i aiY, µ‡qi AwfÁZv BZ¨vw`i 
Ici wbf©i K‡i †µZv G cÖwµqvi avcmg~n AwZµg K‡i _v‡K|  wb‡¤œ 4.4 wP‡Î †fv³vi µq cÖwµqv g‡WjwU 
†`Lv‡bv n‡jv:  
  

 

 

 

 

1. mgm¨v mbv³KiY (Problem Recognition): mgm¨v mbv³KiY ga¨ w`‡q †µZvi µq cÖwµqv ïiæ nq| †µZv 
cÖ_‡g GKwU mgm¨v‡K wPwýZ K‡i| †fv³vi wfZi wewfbœ DÏxcK Øviv G cÖ‡qvRb¸‡jv RvMÖZ nq ZLb Zv 
Zvobvq iƒc †bq| †µZv ỳB fv‡e cY¨ µ‡qi cÖ‡qvRb Abyfe Ki‡Z cv‡i| cÖ_gZ, Af¨šÍixb cÖ‡qvRb- G 
cÖwµqvq †µZvi gv‡S Avcbv Avcwb cÖ‡qvRb Abyf~Z nq| †hgb- ¶zav, Z„òv, wekªvg,BZ¨vw` n‡jv e¨w³i 
Af¨šÍixb cÖ‡qvRb| Ab¨fv‡e G‡`i ˆRweK cÖ‡qvRbI ejv nq| Rxeb avi‡Yi Rb¨ G mKj cÖ‡qvRb 
AZ¨vek¨K| wØZxqZ, evwn¨K cÖ‡qvRb- †µZvi cÖ‡qvRb Zvi evwn¨K cwi‡ek †_‡K m„wó n‡Z cv‡i| gvbyl Zvi 
cÖK…Z cÖ‡qvRb mg‡Ü eyS‡Z cv‡ibv wKš‘ evwn¨K cwi‡ek Zvi cÖ‡qvRb‡K RvMÖZ K‡i| weÁvcb †`‡L GKRb 
†µZvi cY¨ µ‡qi cÖ‡qvRb RvMÖZ n‡Z cv‡i| Avevi DbœZ cwi‡e‡k emevm Kivi Rb¨ g~j¨evb Avmevec‡Îi 
cÖ‡qvRb Abyfe Ki‡Z cv‡i| Ab¨ w`‡K GKB mv‡_ GKRb †µZvi GKvwaK cÖ‡qvRb RvMÖZ n‡Z cv‡i| 
†hgb- Zvi cwiev‡ii Rb¨ K¨v‡giv, Nwo, †Uwjwfkb A_ev GK †mU †mvdvi cÖ‡qvRbxqZv Abyfe Ki‡Z cv‡i| 
wecYbKvixK M‡elYvi gva¨‡g Rvb‡Z nq †fv³vi wK ai‡bi mgm¨v RvMÖZ n‡”Q Ges Kxfv‡e RvMÖZ n‡”Q Ges 
Kxfv‡e Zv we‡kl Pvwn`vq cwiYZ n‡”Q|  

 

cvV-4.3 

mgm¨v mbv³KiY Z_¨ AbymÜvb weKímg~n 
g~j¨vqb 

µq wm×všÍ µ‡qvËi AvPiY 

wPÎ 4.4: †fv³vi µq wm×všÍ MÖnY 
cÖwµqv 
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2. Z_¨ AbymÜvb (Information Search): †fv³vi µq wm×všÍ cÖwµqvi wØZxq Í̄iwU n‡”Q cY¨ ev †mevi Rb¨ 
Z_¨ AbymÜvb Kiv| †µZvi cÖ‡qvRb hw` LyeB Zxeª nq ZLb †µZv A‡bK mgq Z_¨ AbymÜv‡bi cÖ‡qvRb g‡b 
K‡i bv| cÖ‡qvRbxq cY¨ hw` †µZv nv‡Zi Kv‡Q †c‡q hvq †m†¶‡Î †µZvi Z_¨ AbymÜvb cÖ‡qvRb nq bv| 
cÖPÛ gv_v e¨v_vi mgq nv‡Zi Kv‡Q †h e¨v_vbvkK Jla _v‡K wZwb †mUvB e¨envi Ki‡eb| Z‡e RwUj g~j¨evb 
A_ev †ewk SzuwKc~Y© c‡Y¨i †¶‡Î Z_¨ msMÖn AZ¨šÍ ¸iæZ¡c~Y©| Mvwo, †Uwjwfkb A_ev Kw¤úDUvi µ‡qi †¶‡Î 
Z_¨ msMÖ‡ni cÖ‡qvRbxqZv †`Lv †`q| †µZv KZUzKz gvÎvq Z_¨ msMÖn Ki‡e Zv wbf©i K‡i Zvi cÖ‡qvR‡bi 
ZxeªZvi Ici, Z‡_¨i cwigvY I MÖnY†hvM¨Zvi Ici| GKRb †µZv wewfbœ Drm †_‡K Z_¨ †c‡Z cv‡i| 
†hgb-  

K)  e¨w³MZ Drm (Personal sources): cwievi, eÜz-evÜe, cÖwZ‡ekx, cwiwPZRb BZ¨vw`| 

L) evwYwR¨K Drm (Commercial sources): weÁvcb, weµq Kgx©, cY¨ cÖ̀ k©b, †gvoK, wWjvi, cvBKvix 
A_ev LyPiv Kvievix|   

M)  cvewjK Drm (Public Sources): MYgva¨g, †fv³vi †iwUs msMVb, miKvix G‡RwÝ| 

N) AwfÁZvi Drm (Experimental Sources): cY¨ bvovPvov, cY¨ cix¶v, cY¨ e¨envi BZ¨vw`|  

Gme Drm¸‡jvi g‡a¨ †µZv †Kv‡bv Drm †_‡K Z_¨ msMÖn Ki‡e Zv wbf©i Ki‡e c‡Y¨i cÖK…wZ Ges †fv³v 
Pvwn`vi ZxeªZvi Ici| †fv³v D‡jøwLZ Dr‡mi me¸‡jv A_ev G‡`i mgšq̂ K‡i Z_¨ msMÖn Ki‡Z cv‡i| wPÎ 
bs 4.5 G †`Lv‡bv n‡q‡Q wewfbœ Drm †_‡K Z_¨ msMÖn K‡i c‡Y¨i mKj eª̈ v‡Ûi †gvU†mU wbav©iY K‡i ‡mLvb 
†_‡K GKwU wbw ©̀ó eª̈ vÛ µ‡qi wm×všÍ MÖnY Kiv nq| 

 

3. weKímg~n g~j¨vqb (Evaluation of Alternatives): cÖ‡qvRbxq Z_¨ msMÖ‡ni ci †µZv wewfbœ weKí mg~n 
gyj¨vqb K‡i| G †¶‡Î GKB Pvwn`v †gUv‡Z m¶g Ggb weKí eªª̈ v‡Ûi cY¨ msµvšÍ msM„nxZ Z_¨ g~j¨vqb Kiv 
nq| †hme gvcKvwVi wfwË‡Z cY¨ ev †mevi weKímg~n g~j¨vqb Kiv nq Zv n‡jv: K) e¨q (g~j¨, †givgZ, 
ms ’̄vcb, cwiPvjb e¨q, myweav e¨q, AwZwi³ e¨q); Kvh©KvwiZv ( ’̄vwqZ¡, `ÿZv, KvuPvgvj, wgZ¨e¨wqZ, 
wbf©i‡hvM¨Zv);  Dchy³Zv (÷vBj, eª̈ vÛ, c‡Y¨i fveg~wZ©, mgqMZ Dcv`vb); Ges myweav (†`vKv‡bi Ae ’̄vb, 
web¨vm, cwi‡ek, †mev) BZ¨vw`| †fv³vi g~j¨vqb cÖwµqvq KZ¸‡jv †gŠwjK aviYv mnvqZv K‡i| G welq¸‡jv 
n‡jv- 

K) cY¨ µ‡qi myweav (Purchasing Benefit): GLv‡b †µZv c‡Y¨i ¸iæZ¡c~Y© ˆewkó¨ I myweavmg~n wbY©q 
K‡i| G †¶‡Î GKwU eª̈ v‡Ûi myweav we‡ePbv K‡i †µZv cY¨ g~j¨vqb K‡i| †Uwjwfk‡bi †¶‡Î Gi Qwei 
gvb, g~j¨, AvqZb, kã, Pvjbv c×wZ, Iqv‡iw›U BZ¨vw` welq¸wj g~j¨vqb Kiv nq| 

‡gvU‡mU             m‡PZbZv †mU      we‡ePbvg~jK †mU       c”Q‡›`i ‡mU   wm×všÍ 

eª̈ vÛ K 
eª̈ vÛ L 
eª̈ vÛ M 
eª̈ vÛ N 
eª̈ vÛ O 
eª̈ vÛ P 
 

eª̈ vÛ K 
eª̈ vÛ L 
eª̈ vÛ M 
eª̈ vÛ N 
eª̈ vÛ O 
 

eª̈ vÛ K 
eª̈ vÛ L 
eª̈ vÛ M 
 
 

eª̈ vÛ K 
eª̈ vÛ L 
 
 

? 
 

wPÎ 4.5: wewfbœ eª̈ v‡Ûi †mU †_‡K wbw ©̀ó eª̈ vÛ µ‡qi wm×všÍ 
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L) c‡Y¨i ¸Yvejx (Product Attributes): G †¶‡Î †µZv †h‡Kv‡bv GKwUev K‡qKwU we‡kl myweavRbK 
welq‡K †e‡Q †bq| †Uwjwfk‡bi †¶‡Î A‡b‡KB kã, A_ev Qwei gvb‡K me‡P‡q †ewk ¸iæZ¡ w`‡q _v‡K| 
wewfbœ Kvi‡Y †µZvMY Zv‡`i cÖavb myweavRbK welqwU †c‡Z Pvq| 

M) eª̈ vÛ wek¦vm m„wó (Creation of Brand Trust): cY¨ g~j¨vqb †_‡K †µZvi g‡b eª̈ vÛ wek¦vm m„wó nq| 
hvid‡j †m wb‡R cY¨wU µq K‡i Ges Ab¨ †µZv‡`i‡K cY¨ m¤ú‡K© BwZevPK gZvgZ w`‡q _v‡K| 
cÖwZôvb me©̀ v G †kÖwYi †µZv‡`i a‡i ivLvi †Póv K‡i| 

N) Dc‡hvM (Utility): cY¨ g~j¨vqb K‡i †µZv †Kv‡bv cY¨ †_‡K †Kv‡bv Dc‡hvM jvf Ki‡e Zv eyS‡Z cv‡i| 
†fv³v †h cY¨wU µq K‡i †m cY¨ †_‡K †m g‡b K‡i †h me©vwaK Dc‡hvM jvf Kiv hv‡e| 

4. µq wm×všÍ (Purchase Decision): cY¨ g~j¨vq‡bi ci GKRb †µZv P~ovšÍfv‡e µq wm×všÍ wb‡q _v‡K| 
wewfbœ weKí eª̈ vÛmg~n g~j¨vq‡bi gva¨‡g †h eª̈ vÛwU †fv³v cQ›` K‡i Zv µ‡qi wm×všÍMÖnY K‡i| µq 
wm×v‡šÍi mgq wewfbœ welq GKRb †µZv‡K cÖfvweZ Ki‡Z cv‡i Ges †µZv Zvi µq wm×všÍ cwieZ©b Ki‡Z 
cv‡i| †fv³vi µq wm×v‡šÍi mgq Ab¨‡`i g‡bvfve (Attitudes of other) Ges AcÖZ¨vwkZ cvwicvwk¦©K Dcv`vb 
(Unexpected Situational Factors) cÖfve †d‡j hv wPÎ bs 4.6 G †`Lv‡bv n‡q‡Q| mvaviYZ cvwievwiK Avq, 
cÖZ¨vwkZ g~j¨, cY¨ n‡Z cÖvß cÖZ¨vwkZ myweav BZ¨vw` we‡ePbv K‡i †µZv †Kv‡bv cY¨ µ‡qi B”Qv †cvlb 
K‡i| G welqmg~n hw` meB BwZevPK nq ZeyI µq wm×všÍ P~ovšÍfv‡e †bevi c~‡e© †µZv †h ª̀e¨wU µq Ki‡Z 
hv‡”Q Zvi g~j¨, ¸Yv¸b, ª̀e¨ evQvB Kivi myweav, µq †K‡› ª̀i Ae ’̄vb, weµqKgx©i e¨envi BZ¨vw` welq¸‡jv 
†µZvi wm×všÍKvjxb mg‡q cÖfve we Í̄vi Ki‡Z cv‡i| †µZvi wm×všÍ cwieZ©b, ’̄wMZKiY A_ev µq wm×všÍ 
†_‡K m‡i Avmv Zvi Dcjwä SuywK (Perceived risk) Øviv cÖfvweZ nq| cY¨ µ‡qi mgq wewfbœ ai‡bi Dcjwä 
SuywK Zv‡K cÖfvweZ Ki‡Z cv‡i| †hgb- c‡Y¨i Kvh©KvixZv, c‡Y¨i g~j¨, c‡Y¨i KvVv‡gvMZ welq, mvgvwRK 
¯̂xK…wZ, mgq BZ¨vw` wb‡q †µZv wbivcËvnxbZvq fyM‡Z cv‡i| Z‡e `vwg cY¨, mybvg AR©bKvix cY¨, mybvg 

AR©bKvix †÷vi, M¨v‡iw›U hy³ cY¨ BZ¨vw`i gva¨‡g †µZv Zvi Dcjwä SuywK n«vm Ki‡Z cv‡i| 
 

5. µ‡qvËi AvPiY (Postpurchase Behavior): †µZv P~ovšÍfv‡e cY¨ µ‡qi mv‡_ mv‡_ c‡Y¨i µq cÖwµqvi 
KvR †kl n‡q hvq bv| cY¨ µq Kivi ci A_ev cY¨ †fvM ev e¨env‡ii ci †fv³v †h AvPiY cÖKvk K‡i 
Zv‡K µ‡qvËi AvPiY e‡j| cY¨ µq Ges e¨env‡ii ci †µZvi mš‘wó A_ev Amš‘wói welqwU Rvb‡Z n‡e| 
Gi Ici wfwË K‡i †µZvi cieZx© Kvh©µg cwiPvwjZ nq| GLv‡b ỳBwU welq RwoZ _v‡K- 

K) µ‡qvËi cwiZ…wß (Pospurchase Satisfaction): mvaviYZ †fv³vi mš‘wó wbf©i K‡i Zvi cÖZ¨vkv Ges 
cÖvwßi m¤úK© Øviv G †¶‡Î cY¨ n‡Z cÖvß myweav hw` cÖZ¨vkvi mgvb nq Z‡e †fv³v mš‘wó n‡e| cÖvwßi 
myweav hw` cÖZ¨vkvi †P‡q Kg nq Z‡e †fv³v Amš‘wó ‰Zwi n‡e Ges cÖvwßi myweav hw` cÖZ¨vkvi †P‡q 
†ekx nq Z‡e †fv³v Avbw›`Z n‡e| mš‘wói cwigvY e„w× Kivi Rb¨ †fv³viv wfbœ gnj †_‡K 
cY¨msµvšÍ Z_¨ msMÖn K‡i| 

µq AwfcÖvq 

Ab¨‡`i g‡bvfve 

AcÖZ¨vwkZ 
cvwicvwk©̂K 

µq wm×všÍ  

wPÎ 4.6 : weKí g~j¨vqb Ges µq wm×v‡šÍi ga¨eZx© 
avcmg~n 

weKímg~n g~j¨vqb 
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L) µ‡qvËi Kvh©µg (Post Purchase Action): cY¨ µq Kivi ci †µZv ỳBfv‡e KvR Ki‡Z cv‡i| hw` 
†µZv mš‘wó cÖKvk K‡i Z‡e †m Ab¨ †µZv‡`i Ges Zvi cwiwPZ gn‡j Gi BwZevPK gZvgZ cÖKvk 
Ki‡Z cv‡i| Gi d‡j c‡Y¨i weµq e„w× Ges BwZevPK gZvgZ weµq cÖmv‡ii KvR K‡i _v‡K| 
Ab¨w`‡K, †µZv hw` Amš‘ó nq Z‡e weµ‡qi Ici Ges e¨emvwqK Kvh©µ‡gi Ici weiƒc cÖfve co‡Z 
cv‡i| †µZviv Gi †cÖw¶‡Z mivmwi e¨emv cÖwZôv‡bi wbKU cÖwZKvi PvB‡Z cv‡i Avevi miKvix ms ’̄v/ 
A_ev cÖvB‡fU ms¯’v †hgb †fv³v AwaKvi msiÿY Awa`ßimn wewfbœ msMV‡bi wbKU mivmwi Awf‡hvM 
†ck Ki‡Z cv‡i| A‡bK‡ÿ‡Î †µZviv cY¨wUi µq eÜ K‡i †`q I cY¨ m¤úK© eÜz‡`i ev cwiwPZ 
gn‡j mZ©K K‡i w`‡Z cv‡i| d‡j †fv³v‡`i mš‘wói e¨vcv‡i wecYbKvix‡K me©`vB †LuvR Lei wb‡Z 
n‡e Ges †mB fv‡e Gi cÖwZKvi Ki‡Z n‡e| †fv³v‡`i †LuvR Lei, Awf‡hvM AbymÜv‡bi cvkvcvwk 
†fv³v‡`i mv‡_ mve©¶wbK †hvMv‡hvM ivL‡Z nq| 

Dc‡iv³ Av‡jvPbvi †cÖwÿ‡Z ejv hvq †h, wecYbKvix‡K †µZvi µq wm×všÍ MÖnY cÖwµqvi cªwZwU Í̄‡i wecYb 
Kvh©µg cvjb Ki‡Z nq| G Kvh©µg mwVK fv‡e cÖYqb I ev Í̄evqb Kivi Rb¨ wecYbKvix‡K µq wm×v‡šÍi 
cÖ‡Z¨KwU Í̄i‡K `¶Zvi mv‡_ ch©v‡jvPbv Ki‡Z nq| 

 

 

mvims‡ÿc:  

†fv³vi µq wm×všÍ Í̄img~n GKwU Pjgvb gvbwmK cÖwµqv| †fv³vi µq cÖwµqv µ‡qi A‡bK Av‡M †_‡K ïiæ 
nq Ges µ‡qi c‡iI Pj‡Z _‡K| GKRb †fv³v Zvi G Kvh© m¤úbœ Ki‡Z wM‡q cuvPwU Í̄i AwZµg K‡i _v‡K| 
avc¸‡jv n‡jv - mgm¨v mbv³KiY, Z_¨ AbymÜvb, weKímg~n g~j¨vqb, µq wm×všÍ Ges µ‡qvËi AvPiY G 
cvuPwU Í̄i †h †µZv memgqB av‡c av‡c AwZµg Ki‡e Zv bq| A‡bKmgq c‡Y¨i aiY, µ‡qi AwfÁZv 
BZ¨vw`i Ici wbf©i K‡i †µZv G cÖwµqvi avcmg~n AwZµg K‡i _v‡K| c‡Y¨i aiY Abyhvwq †µZvi µq 
wm×všÍ cwiewZ©Z nq|  
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†fv³vi µq wm×všÍ AvPiY  
Consumer Buying Decision Behavior 

 D‡Ïk¨ 

G cvV †k‡l Avcwb  
• µq wm×všÍ AvPi‡Yi aiY¸‡jv e¨vL¨v Ki‡Z cvi‡eb; 
• bZzb c‡Y¨i †¶‡Î †µZvi wm×všÍ MÖnY cÖwµqv eY©bv Ki‡Z cvi‡eb; Ges 

 

µq wm×všÍ AvPi‡Yi aiY 
Types of Buying Decision Behavior 

c‡Y¨i aiY Abyhvwq †µZvi µq wm×v‡šÍi AvPiY cwiewZ©Z nq| †µZv wKQy cY¨ µq K‡i hvi g~j¨ Lye †ewk nq 
†hgb- Mvwo, evwo BZ¨vw`| Avevi wKQy cY¨ µq K‡i hv‡`i g~j¨ A‡bK Kg †hgb- mvevb A_ev Uz_‡c÷| G mKj 
c‡Y¨i ¸iæZ¡ I ˆewkó¨i Kvi‡Y µq wm×všÍ wfbœZv ˆZwi nq| wPÎ 4.7 G G aiY¸‡jv †`Lv‡bv n‡jv- 

 
AwaK m¤ú„³Zv Kg m¤ú„³Zv 

wewfbœ eª̈ v‡Ûi g‡a¨ ¸iæZ¡c~Y© 
cv_©K¨ RwUj µq AvPiY ‰ewPÎgq µq AvPiY 

wewfbœ eª̈ v‡Ûi g‡a¨ mvgvb¨ 
cv_©K¨ A‰bK¨ n«vmcÖvß µq AvPiY Af¨vmMZ µq AvPiY 

 
 

K) RwUj µq AvPiY (Complex Buying Behavior): †µZv hLb µq cÖwµqvq e¨vcKfv‡e AskMÖnY K‡i 
I c‡Y¨i ¸iæZ¡ Dcjw× K‡i †hai‡bi AvPiY K‡i Zv‡K RwUj µq AvPiY e‡j| e¨qeûj, SzuwKc~Y© 
c‡Y¨i †¶‡Î †µZviv G µq AvPiY K‡i _v‡K| GmKj c‡Y¨i wewfbœ eª̈ v‡Ûi g‡a¨ ¸iæZ¡c~Y© cv_©K¨ 
†µZv mn‡R eyS‡Z cv‡i| Gai‡bi cY¨ †µZviv mvaviYZ AwbqwgZfv‡e µq K‡i _v‡K| G mKj cY¨ 
µ‡q Zv‡`i Z_¨ msMÖn Ges g~j¨vqb cÖwµqvq AskMÖnY Ki‡Z nq| †hgb- `vwg evwo, Mvwo, Rwg 
BZ¨vw`|  

L)  A‰bK¨ n«vmcÖvß µq AvPiY (Dissonance Reducing Buying Behavior): `vwg cY¨ Ges SuzwKc~Y© 
c‡Y¨i wewfbœ eª̈ v‡Ûi g‡a¨ ˆewkó¨MZ cv_©K¨ †`Lv hvq Ges †µZv G cv_©K¨ A‡bKmgqB eyS‡Z cv‡ib 
bv| hvid‡j cY¨ µq Kivi ci †µZvi g‡a¨ µ‡qvËi A‰bK¨ (Post-purchase dissonance)  ‰Zwi n‡Z 
cv‡i hLb µqK…Z c‡Y¨i Amyweav ev mgm¨v †m eyS‡Z cv‡i ev Ab¨ eª̈ vÛ m¤ú‡K© fv‡jvw`K¸‡jv Rvb‡Z 
cv‡i| G †¶‡Î c‡Y¨i mwVK g~j¨, myweavRbK ’̄vb, wek¦vm†hvM¨ Z_¨, weµ‡qvËi †mevi wbðqZv BZ¨vw` 
m¤ú‡K© †µZv‡`i AewnZ K‡i wecYbKvix‡K e¨e ’̄v MÖnY Ki‡Z nq| 

M)  Af¨vmMZ µq AvPiY (Habitual Buying Behavior): Kg `vwg c‡Y¨i †¶‡Î †µZvi SzuwKi cwigvb 
G‡Kev‡iB Kg _v‡K Ges cY¨ µ‡q †µZv Af¨ Í̄ _v‡K| †mKvi‡Y A‡bK mgqB Kg `vwg cY¨ µ‡qi 
†¶‡Î †µZvi Z_¨ msMÖn Ges g~j¨vq‡Yi cÖ‡qvRb c‡o bv| G ai‡b‡i c‡Y¨i wewfbœ eª̈ v‡Ûi g‡a¨ 
¸iæZ¡c~Y© cv_©K¨I †µZv G‡ÿ‡Î ai‡Z cv‡i bv| †µZv Av‡M †_‡K gvbwmK cȪ ‘wZ wb‡q _v‡K †Kv_v 
†_‡K cY¨wU µq Kiv n‡e, Kxfv‡e µq n‡e Ges KZ g~‡j¨ µq Ki‡e| G mKj c‡Y¨i †¶‡Î †µZvi 

 

cvV-4.4 

wPÎ 4.7: Pvi ai‡bi µq AvPiY 
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Af¨vmMZ µq AvPiY cwijw¶Z nq| mvaviYZ wbZ¨ cÖ‡qvRbxq cY¨ †hgb- †Zj, mvevb, †có BZ¨vw` 
RvZxq c‡Y¨i †¶‡Î †µZv‡`i Af¨vmMZ µq AvPiY we`¨vgvb|  

N)  ‰ewPÎgq µq AvPiY (Variety Seeking Buying Behavior): G †ÿ‡Î †µZvi SzuwK Kg _v‡K, cY¨ 
mg~‡ni GKK g~j¨ Kg, cY¨ e¨env‡i †µZv Af¨ Í̄ _v‡K Ges c‡Y¨i wewfbœZv †µZv c”Q›` K‡i| G 
†¶‡Î †µZviv e¨vcK RwoZ bv n‡jI eª̈ v‡Ûi cv_©K¨‡K ¸iæZ¡ w`‡q we‡ePbv K‡i| mvaviY cÖPwjZ 
cY¨‡K hLb †µZv mev©waK eª̈ vÛ we‡ePbvq wb‡q Av‡m ZLb †µZv‡`i ˆewPÎgq µq AvPiY cwijw¶Z 
nq| G‡ÿ‡Î GKRb †µZv evRvi Z_¨ Ges g~j¨vqb QvovB wek¦v‡mi Ici wfwË K‡iB cY¨ µq K‡i, hv 
wZwb †fv‡Mi mgq g~j¨vqb K‡i _v‡Kb| cieZx© mg‡q GK‡N‡qwg cwinvi Kivi Rb¨ I ˆewPÎZvi Rb¨ 
wZwb Ab¨ eªv‡Ûi cY¨ µq Ki‡Z cv‡ib| †hgb- P‡Kv‡jU, we¯‹zU BZ¨vw`| G mKj c‡Y¨i †¶‡Î evRv‡i 
†Kv¤úvwb¸wji g‡a¨ e¨vcK cÖwZ‡hvwMZv †`Lv hvq| GLv‡b wewfbœ ai‡bi m„wókxj wecYb †cÖvMÖvg cÖYqb 
K‡i †µZv‡`i a‡i ivLvi †Póv Kiv nq|  

 
bZzb c‡Y¨i †¶‡Î †µZvi wm×všÍ MÖnY cÖwµqv  
Buyer Decision Process for New Products 

†h cY¨, †mev A_ev aviYv evRv‡i Av‡M wQj bv Ges hv‡K m¤¢ve¨ †µZv bZzb e‡j g‡b K‡i Zv‡K bZzb cY¨ ejv 
hvq| GKwU bZzb cY¨ evRv‡i Avmvi ci ïiæ nq Gi MÖnY cÖwµqv| cÖK…Z c‡¶ †µZvi G bZzb cY¨ MÖnY cÖwµqvwU 
GKwU gvbwmK cÖwµqv| GKwU bZzb cY¨ evRv‡i Avmvi cÖ_g Lei cvIqv †_‡K P~ovšÍ µq wm×všÍ MÖnY ch©šÍ 
†µZv‡K A‡bK¸‡jv Í̄i AwZµg Ki‡Z nq| MÖnY cÖwµqvi avcmg~n wPÎ bs 4.6 G †`Lv‡bv n‡jv- 
 
 
 

1. AeMwZ (Awarness): G Í̄‡i †fv³v cY¨wU m¤ú‡K© AeMZ nq wKš‘ we Í̄vwiZ Z_¨ Rv‡b bv| weÁvcb 
A_ev weµqKgx© BZ¨vw`i gva¨‡g †µZv cY¨ m¤ú‡K© AeMZ n‡q _v‡K| 

2. AvMÖn (Interest): G Í̄‡i †µZv cY¨ m¤ú‡K© wewfbœ Z_¨ msMÖ‡n AvMÖnx nq| cY¨wUi bvbv w`K m¤ú‡K© 
Rvbvi AvMÖn cÖKvk K‡i| 

3. g~j¨vqb (Evaluation): cY¨wUi wewfbœ welq m¤ú‡K© †µZv g~j¨vqb K‡i| cY¨wU MÖnY Kiv hyw³hy³ n‡e 
wKbv †mUv †m we‡ePbv K‡i| cY¨wU m¤ú‡K© †µZvi BwZevPK g‡bvfv‡ei Rb¥ wb‡j hvPvB Kivi wPšÍv K‡i, 
bq‡Zv cY¨wU µq Kiv †_‡K weiZ _v‡K| 

4. hvPvBKiY (Trial): G Í̄‡i cY¨wU ¯̂í cwigv‡Y MÖnY K‡i cY¨wUi ¸Yv¸Y hvPvB K‡i| cY¨wU †µZv nv‡Z 
Kj‡g cix¶v wbix¶v K‡i eyS‡Z  †Póv K‡i Avm‡jB cY¨wU Dc‡hvMx wKbv| 

5. MÖnY (Adoption): hvPvB cÖwµqvq hw` †µZv mš‘ó nq Z‡e †m cY¨wU MÖnY K‡i Ges wbqwgZfv‡e 
e¨env‡ii Rb¨ wm×všÍ †bq| 

D‡jøwLZ Av‡jvPbv †_‡K †`Lv hvq GKwU mywbw ©̀ó cÖwµqv AwZµg K‡i †µZv bZzb cY¨ µ‡q wm×všÍ MÖnY K‡i 
_v‡K| G cÖwµqvq cÖ‡Z¨KwU Í̄‡i Kxfv‡e †µZv‡K mvnvh¨ Kiv hvq Zv wecYbKvix‡K wewfbœ wecYb Kvh©µ‡gi 
gva¨‡g wm×všÍ wb‡Z nq| 

AeMwZ AvMÖn g~j¨vqb hvPvBKiY MÖnY 

wPÎ 4.6:  bZzb cY¨MÖnY cÖwµqvi avcmg~n 
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mvims‡ÿc:  

†µZvi µq wm×všÍ cwiewZ©Z nq c‡Y¨i aiY Abyhvwq| †µZv hLb µq cÖwµqvq e¨vcKfv‡e AskMÖnY K‡i I 
c‡Y¨i ¸iæZ¡ Dcjw× K‡i †hai‡bi AvPiY K‡i Zv‡K RwUj µq AvPiY e‡j| `vwg cY¨ Ges SuzwKc~Y© c‡Y¨i 
wewfbœ eª̈ v‡Ûi g‡a¨ ˆewkó¨MZ cv_©K¨ †`Lv hvq Ges †µZv G cv_©K¨ A‡bKmgqB eyS‡Z cv‡ib bv| Gid‡j †h 
AvPiY †µZv K‡i _v‡K Zv‡K A‰bK¨ n«vmcÖvß µq AvPiY e‡j| Kg `vwg c‡Y¨i †¶‡Î †µZvi SzuwKi cwigvb 
G‡Kev‡iB Kg _v‡K Ges †µZv Af¨ Í̄Zv †_‡K cY¨ µ‡q †h AvPiY K‡i Zv‡K Af¨vmMZ µq AvPiY e‡j| 
me©‡k‡l ‰ewPÎgq µq AvPi‡Yi †ÿ‡Î †µZvi SzuwK Kg _v‡K, cY¨ mg~‡ni GKK g~j¨ Kg, cY¨ e¨env‡i †µZv 
Af¨¯Í _v‡K Ges c‡Y¨i wewfbœZv †µZv c”Q›` K‡i| †h cY¨, †mev A_ev aviYv evRv‡i Av‡M wQj bv Ges hv‡K 
m¤¢ve¨ †µZv bZzb e‡j g‡b K‡i Zv‡K bZzb cY¨ ejv hvq| †µZvi G bZzb cY¨ MÖnY cÖwµqvwU GKwU gvbwmK 
cÖwµqv| GKwU bZzb cY¨ evRv‡i Avmvi cÖ_g Lei cvIqv †_‡K P~ovšÍ µq wm×všÍ MÖnY ch©šÍ †µZv‡K 
A‡bK¸‡jv ¯Íi AwZµg Ki‡Z nq| †mB Í̄i¸‡jv n‡jv-AeMwZ, AvMÖn, g~j¨vqb, hvPvBKiY Ges MÖnY|  
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BDwbU DËi g~j¨vqb  

 
1. ÔGKB e¨w³ †fv³v I †µZv n‡Z cv‡iÕ- D`vniYmnKv‡i Dw³wU e¨vL¨v Kiæb| 
2. †µZvi gb¯ÍË¡ I ˆewkó¨ Kxfv‡e †fv³vi AvPiY g‡W‡j cÖfve we Í̄vi K‡i? e¨vL¨v Kiæb| 
3. †fv³v AvPiY ej‡Z Kx †evSvq? †fv³v AvPi‡Yi g‡Wj Av‡jvPbv Kiæb wPÎmnKv‡i| 
4. †fv³v AvPi‡Yi cÖfveKmg~n Kx Kx- ms‡ÿ‡c Av‡jvPbv Kiæb| 
5. Ôms¯‹…wZ ØvivB gvby‡li Afve Ges AvPiY me‡P‡q †ewk cÖfvweZ nqÕ- D`vniYmn e¨vL¨v Kiæb| 
6. mvgvwRK Dcv`vb Øviv †fv³vi AvPiY Kxfv‡e cÖfvweZ nq? Dcv`vbmg~‡ni bvg D‡jøL K‡i Av‡jvPbv 

Kiæb| 
7. GKRb e¨w³i wbR¯̂ ˆewkó¨ Kx †fv³vi AvPi‡Y cÖfve †dj‡Z cv‡i? - hyw³mnKv‡i Avcbvi gZvgZ 

Av‡jvPbv Kiæb| 
8. d«‡q‡Wi I gvm‡jvi †cÖlYv ZË¡ ỳBwU Zyjbv Kiæb| 
9. cÖZ¨¶Y Kx? wZb ai‡bi cÖZ¨¶Y cÖwµqv e¨vL¨v Kiæb| 
10. gb Í̄vwZ¡K Dcv`vb Kxfv‡e †fv³vi AvPi‡Y cÖfve †d‡j Av‡jvPbv Kiæb| 
11. †fv³vi µq wm×všÍ MÖnY cÖwµqvi avcmg~n wPÎmnKv‡i ms‡ÿ‡c e¨vL¨v Kiæb| 
12. cY¨ µ‡qi mgq †µZv wewfbœ c‡Y¨i eª̈ v‡Ûi Z_¨ Kxfv‡e msMÖn K‡i? Av‡jvPbv Kiæb| 
13.  †µZv c‡Y¨i weKímg~n g~j¨vqb K‡i Kxfv‡e?  
14.  c‡Y¨i weKímg~n g~j¨vqb I µq wm×v‡šÍi ga¨eZx© avcmg~n Kx Kx? wPÎmnKv‡i e¨vL¨v Kiæb| 
15. c‡Y¨i aiY Abyhvwq †µZvi µq wm×všÍ AvPiY cwiewZ©Z nq| µq wm×všÍ AvPi‡Yi aiY¸‡jv KxKx? 

wPÎmnKv‡i e¨vL¨v Kiæb| 
16. bZzb c‡Y¨i †¶‡Î †µZvi wm×všÍ MÖnY cÖwµqv eY©bv Kiæb| 
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