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Culture is the set of basic values, perceptions, wants and behaviors
learned by a member of society.
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Personal characteristics include age, occupation, lifestyle, personality
and economic situation.
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Psychological factors include motivation, perception, learning and
beliefs.

awld 0350 9 Wyl (g S0l (STHol o 3501 ol S5 Lllyley Jolge

da)go

Motivation. . Xle
Perceptionsi,sle
Learning s .SoL®

Beliefs & Attitudesls i ,5 4 o ,5L®

REZAKDORD

57



a5 b8 50 (P90 b S e

Internal Drivers of Buying Behavior

Perception

/A KD 58



a5 b8 50 (P90 b S e

N LS, (S50 S o
Internal Drivers of Buying Behavior

Ngﬂ@ “QJM@'.Q’)Q

.é’&M&T}éé}',‘&'}éé}é

/A KD 59



a5 b8 50 (P90 b S e

S0l J ) J

S5 ponad 50 S0l g (o 355

Motivation & Perception in Decision Making

D oo S 1, (6 i & 5 ,lis, A4S atis o5 T095L g ol (59 90 STl g K]
WS WS ge aie Ak WS oo iy 1 (G e 45 WS oo (S A 90 (1

QS ooyt |y (2L )lL sl e g oy yxd sl
yeiee Shol g (53550« Solomon 2022, Kotler 2016 asle S slo Jow o

Lgd o0 0dels CONSUMeEr decision-making engine ¢ .5 vouas

REZAKDORD 60



Ow&.é)m)w))é J‘)O‘SL}“}"S/J‘

Motivation .5

Slply 0,8 a5 cal A3 g9, o]
SGoA e, bojle SO0 Sk
s ld; plod auly oL 1L Ho (o 355!
L YE 5S> ol il o o

.Q)lf S lowouas

REZAKDORD ol



Ow&.é)m&)w))é &S‘)O‘Qw}&‘

Motivation .5

-
ilo (il po il o 2
9_‘,‘|),> 4_,)]9; °)l€)‘> CS"’“"JS QSLQ ‘\")"9J
_ o 3
-
(Sl (5995
\_

/A KDRD 62



Owd)aao)w))é &S‘)O‘sw}.&‘

Motivation .5l

599 0 slajls

REZAKDORD 63




oS g.éj.»a.o )Lﬁ) 3y &S‘)O‘S&’“/"

Motivation .5

Drive Theory [ h
.dg.wg;o ‘obu‘ )l.;q )‘ ngl.’ ,UM Mlj LS‘)'.’ - )Lé) <

. * . o & \ J
L;’LO)QWL’J-QXOJJ)}< LS)L"'&‘f)‘ BB leo

Arousal Theory [ )

Sl gy el 43 0,3 45 E¥ly oo 6,135 i (S 5 59
\. J

gladasd olob 6l p ol Slue Gladst Lo

REZA KD 64



owgé)m)b‘é))o &S‘)O‘sw}&‘

Perception 1,0

&S ol Spd wul ¥ S Sy
bw&bcb‘&hs)ﬁ.&.o&."‘;b
TP FET S S r RN 58]

.435‘5.0

Perception

REZAKDORD 65



owgé)m)b‘é))o &S‘)O‘sw}&‘

Perception 1,0

STyl ol p il du
2l a> o5 Selective Attention —

sl Lo Giysb b5l b oS slbaryles Yaere « e oo | laply 5l oide akd 00isS'Cs s
=il G x5 Selective Distortion —

S ol 10,8 L8 5,50 a5 gl o tl (6 ,5b Wi Sled]
=Sl 6 y918L Selective Retention —

b Bl Gilojlasgags g (S ayms bas o L e B ) plase Lais g

REZAKDORD 66



Slysl ojg> yo Jlio

2l a> 9. Selective Attention

w; u_i.a é»J.».’ QLQ‘fL’ Lo‘ cMGA é»lu 9 ‘5)9.»1.».0 LQOQ 44‘)9) MTBuS) B et )O cdj‘d J..tl.:ﬁ..o du)> dua.Q 45 LSO)S
, WS oo 1) Gz g P

o) ailas Sg> g Jbﬁ )L.: 092 ] P K 99,9 c)’l.‘?‘ u.ibo casloais LA~ ).iio LSLQEL.’:& ‘.S.L».L"u ST

26l @ i .Selective Distortion
Klg o By opl 0,b,0 Cudie vl G 0l oYL caa S W5 Cenl diiee L8 5l a5 loaiiS S pas
15 o0 809> L gl SApd sl

Ll (ong0s 00 oateds 2 D b €oolds puilow! Las»
i sl (18 gl B 0 (a3 (g Lo Lol cod 2Ly 0 s oDl halon 43S

sl 5,910k Selective Retention
Cugd 1) ol peeai 45 3 9l o0 b a0y ola Sy lea hadd (65t ¢g)095 olSihg 8 wiz 5l aussl 5l as
Agd oo ugel 8 g yaiay i Sldbl b e GG g g A3l Sl L ol Co s B ae Dl 0SS o
DB 0 8 ol CodS> 5O R |, alasl> ‘G)L""W""“"" JUIRCTIRNX ‘.sla..bu A5
RLZAKDRD 67



H, o5 JSb b )15 g 5L

Learning & Attitude Formation

Learning

WIN G 68



HB, o5 JSb b )15 g 5L

HL8) S Ul s, g 50w
Learning & Attitude Formation

/A KD 69



0SS B puao HLS 50 (39,55 9 G50k

0aiiS G pas L3, Jdos yo oS eiw g0 Attitude / 555 4 Learning /s ,.Sob
c\gﬁo’liJBM‘xﬁ&i@w&&é;ﬁwdww&”ﬁﬁwsow}.w

g L, ads p 5,50 9 s 50b « Solomon 2022, Kotler & Keller 2016 &L
A K o] OIS | et g

REZAKDORD

70



Owd)m)w))s) éjaféb

Learning ,5sb

A relatively permanent change in

)44\5 w))o ‘AJ[JWMGAJLSJJOB
gl o dlowl i

o (2Lolb s Sl

71

REZAKDORD



Learning s ,.5sb

Classical Conditioning awdS g 3lw b wi. )

: Pavlov g,k 4

b cwbas! mul < ol S e + i3 S o

Byt 4y e ke > = 5oyl rago + 59 Sl
Sl < 0)5 5 308 <ol K 9 hewse b szt Slpl Jle
o il

REZAKDORD .



0SS B pao ;L8 50 (55 ok b Juo

Learning ,5sb

Operant Conditioning ics 3w b .Y
: Skinner ¢,k b

e
digiclub Y J" u_,,_] 5\ s ®
Ojladiol aullS >gi
YSSAON bl s Uy ites G2 . e ®
S Ls 35 73 e

73




0SS B pao ;L8 0 (g S0l b Juo

Learning ,5sb

Observational Learning gloualiv g m5ob.Y

: Bandura g,k s

S oo A G500 L8, 5 (6 e

Jyame w5 < ol | puiglin s Jlus

: According to Gartner 2023: _l;ls Jtw
So Sy 052

Sl o)}‘ﬁ,‘ 0.3 juss )f.yb yLs, ‘oww% o el ,aLiJ@ é‘){’u\-o V¥’
Ao yo S o ity g sudline 1y by ylo jlus

e e LT3 ol e 00

: L ee—=pl Sy
agi Bee, 088,000 aiao |P wio d




'S

< Cognltlve

REZAKDORD

0SS 8 guan HLB, 4o (W )5S

“ »

Affectlve =

Attitude in
Consumer Behavior

Attitude 5,5

A person’s consistently favorable or
unfavorable evaluations, feelings and
tendencies toward an object or idea.

g Slulua! do b)) acgomme Sy 0,5
ol b dip o Jopamme SO A s 0,8 OMLLeS
: Kotler & Keller, 2016 o

.“ ‘(( g:)|‘“" !.. : ))6 NN (J::’)i

75



0SS 8 guan HLB, 4o (W )5S

Pousinesy
& %
A 5
S 77
. R .
i) ™
) 5
&“wnu =5
L]
‘ ttItUde :.)i;

Cognitive oLl o )

(ABC Model) i, oz duw
Affectivewbpl d. Y Attitude Structure — g, 20 Jow
S Schiffman 2019

Behavioral ¢,Lé, ax. ¥

L

RL/AKDRD 76



OSSO juan LS 5o (859

o Bts s
67 G
A 5
B )
. K A
5 ™
' o
RS
L]
‘ ttItUde :.)i;

Cognitive s L o )

ool G S bl | (g b (gils g b ol
Affective wlus! oz, Y

oS oo olozel ulrl 2 Jlie | oo by e c5luslians!
Behavioral ¢ ,lid, o ¥

S oo 203 0)lgd Vil i e | s a4y oo

S o ojbgs w3 4 bled g cadl allly Wiy S
REZAKDRD .



$258 S5 peeud Hlauly slagX!

Personal Patterns

REZAKDORD 78



OM&)M}L&)}OM9‘$§M}M

*

L8, j0 60,8 Jelos op pnte 5 Personality coas 4 Lifestyle S S
eSS 0 P8 AgR> (g ALS o e 90wl aiiie cuiSas
Ty S wipgaly N Sl g oo ) G 4 0 pS o0 e

. J&é‘;o

G| 0ullS  Suw s e 9o pl « Solomon 2022, Kotler & Keller 2016 s

sleas 8,20 Predictors of Choice

REZAKDORD 73



Ow&é)aao)w))s) ;JJ‘}M

*

Life Style Sus; v

A pattern of living expressed through activities, interests and opinions.

O3S 0 S ol DL s e o Jlad o aS 08 118, (658Ul g (S S

AlO - Activities, Interests, Opinionscg> ;>

LS Ny S Jelo sl 5 9eede 51 (SO

eudlzs Activities —

alu ) Brae Dole a3 (B9

& e Interests —

So (55919355 s dlasen

! a5 Opinions —

azsl> (odlus ¢ Jos i dy Cond S8 0u0

4> 250 KoL (B0S DY game Ol 1 gmreclad Sy S b 60,80l
RLZAKDRD 80



REZAKDORD

OQ’&.é )L.‘é))a ..“ S N

Personality co.ass

The unique psychological traits that
lead to consistent responses to the
environment.

*

Sy 85 gl Sl STy cel, o5
Kotler & Keller, 2016 :x

81



O“&.é )Lﬁ))a ..“ s o

Personality co.ass

(Big Five Personality Traits) Jolegey Jow
Big Five Model
Jd> 4,25 okl pdy. Openness —

E*\N G,,was Conscientiousness — Y

Openness Conscientious Extraversion Agreebleness Neuroticism LS" )f 9. EXtrave rsion —yY

to Experience Discipline Sociable Compassion Anxiety
Organization Assertive Cooperativeness ~ Emotional Instability

Imagination - Curiosity

<,5 ;L. Agreeableness — ¥

( Slolus!| 08 sae) 5,529, oly,. Neuroticism — 6

REZAKDORD 82



O“&.é )Lﬁ))a ..“ s o

Personality co.ass

$ 0395
C o410 ¢ 40,5 w5 40 (6L 4 Swal 09,5 B A5 ULS Gudiid

Big Five Model

Openness Conscientious Extraversion Agreebleness Neuroticism

to Experience Discipline Sociable Compassion Anxiety

Imagination - Curiosity Organization Assertive Cooperativeness  Emotional Instability

REZAKDORD

83



0ULS OB puan L8 jo (SuxBgo Jolgs

Situational Factors in Consumer Behavior ouxdge Joles
L 65,8 6o Fis 5l 7,15 a5 witen asws o glalasd Luyl 5 sBee Lolse
5,08 e 0,3 48y 698 slewn ST (658 enal alasd o Lol sl 18 S 9
s jld ) glakisd slaS oo Kotler & Keller o5 51 Jolge oy

Time Physical Social Mood
Urgency - Occasion  Environment Environment Emotions - Feelings
Q[//\ KDQD Location - Atmosphere Company - Influence 34



Ow&.é)m)w))'b Mg.o J-O‘Q-C

4 )

Al g 9593l
<9
Mood & Momentary

\ States )

g_r,S?. LS“"'E"J who‘ LSLQC/.;_:..Q.BA
|

Coibeas p  cwlus] oy >
595 Sl o G3Eely) w2

.

w

Yy,

A P

4 )

Social
Surroundings

o

N/

LQLZS)lS ‘QLQ‘).Q.Q ‘O‘)ilu) )9&
L)‘ &5].“) 6@ “_.6.«0 $Og\.1.u.’9)é olfd
ool
|

Y Hliwgs jga> )5 (5 e
S FOlS

Gartner 2023: B2B

Sl o L3I le S g
Sals’ Iy 6o )bdhsacs olsy,3 SO

*

4 )

Physical

Surroundings

N/

.
lao®

o5t ,8 (>l ke
olesez®

Lo 5500

slas s UI/UX b
Jlezms

tJbw

39+ e (Shrwge = uS Ll
G Bl mlFI< 6 S

"

Time Factors

N/

oy yo Gley ] Sl Hlad
Mals' | (g 5ten )8, Wil go oyl
V- )M.su

|

Saiss o il glas, >
Sl

Obb pe & (6 S o™
J9)




a3 5w sy

Post-Purchase Behaviora 5 ; e ,Us,

L Jgame o w2 5l am i o5 Coul (Selss
Post-Purchase Behavior LSS e Aoy Gl

J>le bl = egee jgal DS = d> e
JUNCIR GodS alags 3 Lg)bl_ég )’Lé] aSb (s Ggl.l)‘)’l.g

.l Lifetime Value Customer i

86



Businos, 8
* ;‘ 4{_}
’ X . o’ " N
* J °» )
* O <
ness 5%

-~

\.

~

sl  Sisloal

/

REZAKDORD

Slowiin b S o 5 5l
g0 dml a3 5l ey &S
oy sla >0
izl (295 slavy >o
L Cwalds pl o B2B o

es| ).3‘).3

/

\

Lo,

-

Sfdles 392 i Djge
HUamil @ cos 28l

Xy S e

syl jlale
S90Sy 4 5Ls®

s..qu)

~

/

s Shee 45 a3l o slisl e
bl yige bl (s e

Sdzme Ay a4 Jiled

ENEL

Sdeaids slesel slow @

Sy oy Jliml aal3le

87



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76
	Slide 77
	Slide 78
	Slide 79
	Slide 80
	Slide 81
	Slide 82
	Slide 83
	Slide 84
	Slide 85
	Slide 86
	Slide 87

