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1 - Consumer Psychological and Behavior
2 - The Financial Services Consumer
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1 - Education
2 - Motive
3 - Activities
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1 - Process

2 - Roles

3 - Influencer

4 - Purchaser

5 - User

6 - External Factors
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1 - Intangibility

2 - Deed

3 - Performance

4 - Effort

5 - Grasp Mentally
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1 - Inseparability

2 - Front- Line

3 - Heterogeneity

4 - Perish ability

5 - Simultaneous

6 - Fiduciary Responsibility
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1 - Financial Service Organizations

2 - Two- Way Information Flows

3 - Social and Economic Factors Affecting the Demand for Financial Services
4 - Loyalty

5 - Behavioral Component

6 - Attitudinal Component
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| - Ethical Investment

2 - Financial Risk

3 - Social Risk

4 - Time-loss Risk

5 - Search Qualities

6 - Tangibles

7 - IT= Information Technology
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1 - Experience Qualities
2 - Credence Qualities

3 - Financial Needs and Motives for Buyer Behavior
4 - Motivation

5 - Goals or Objectives
6 - Tension

7 - Positive Goals

8 - Negative Goals

9 - Approach

10 - Avoidance

11 - Psychogenic
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1 - Affect ional Needs

2 - Ego-Bolstering Needs
3 - Ego-Defensive Needs
4 - Cash Accessibility

5 - Asset Security

6 - Sub-Need

7 - Depreciation

8 - Money Transfer

9 - Deferred Payment

10 - Financial Advice
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1 - Hierarchy of Financial Needs
2 - Cash Availability

3 - Foundation Products

4 - Emergency Cash Reserves

5 - Risk Management

6 - Growth to-offset Inflation

7 - Risk and Tax Protection

8 - Buy Grid



0 o lach Cu pass Silalllas dolilad / qy

saiua —F Y sliaditio £y ¥ T o gee 3l b -¥ Uit cd it -
Vi g 58 QLATH —F Plaalgiday awsss Soslpan —0 Teuii g5 il (g1
PoSlae ol -A YIS i

ol ast e LaMa o ye s 5o lussd goSpanad sl (5,800 Jae
Sl =8 oledlal (5 905 wua =\ (Harrison-2000:57-64) 3 w5l ala o 4
T AT U KR PGP

(Sl o o da s Ada ya i o g aSanenal wul5E K8 Jue o
¢ TS e it ), (Engel-1968:127)31 w35 ke U po iy sl mapidipe
s (2L3,1-0 Pasa 4 paal - Tl by T e le Ml (5 patia
VA

slphae LT 4ad oS ol ()1 o (50 bl (slehis Lan S5t S5y
(McKechnie-1995:33-59) b o AIDA lgdos L 5 Valedal (o3l
Saladt =y U e - Made —Y M AT - ol (aade ATIDA LK i e

&

il

1 - Problem Recognition

2 - General Need Description
3 - Product Specification

4 - Supplier Search

5 - Problem Solicitation

6 - Supplier Selection

7 - Order-Routine Specification
8 - Performance Review

9 - Pre-Purchase Information
10 - Evaluation of Alternatives
11 - Post-Purchase Evaluation
12 - Problem Recognition

13 - Information Search

14 - Evaluation of Alternatives
15 - Purchase Decision

16 - Post-Purchase Evaluation
17 - The Information Processing Model
18 - Awareness

19 - Interest

20 - Desire

21 -Action
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1 - Attention

2 - Interest

3 - Desire

4 - Action

5 - Satisfaction
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