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1 - Consumer Psychological and Behavior
2 - The Financial Services Consumer
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{ - 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 - [nseparability

2 - Front- Line

3 - Heterogeneity

4 - Perish ability

§ - 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 - Lovalty '

5 - Behavioral Component

6 - Attitudinal Component



Or o glasti Ot giia Cilallog aaliliad [ AA

pilis cga o alpu Slansd dadi Gl it 01 e 58 LT (e y s
.J_,laa__..n.alj,__ﬁu_.:.L;Jh__.‘,ic,TrLguqsussJJ.:.._Jl.-.i&,.'.ds.l.....\Iu,..._c.‘sgl.n
35 IMAY (g N e e 4L it 2035y (618 ke pe JLiu 4 Jaih (L jabie

R RRCRVF R PL P W

olbe Srbesd (b))l o S ¢l gl

ity inh Lo 0 b e €0 Sy gl b e mlaud o gills oA
S gad (Salliocnd 5y Sy g o g 1) e Dilesd ao A Sy pl )
(2ikmund-1996:176)

Sws 51 b g a8l S 3o Au3a G Sy ol e Sasy )
Wt 098 b Jamg 098 8 01 a0 sladag W ceasd pul
3l o Lo g e

e 3l iy Gl g Uiy a8l G S ol T el S Y
b oo Lo g ye

saoh S0 3 asd cal S dspe Gled 4 Sy ol Ty A Sy ¥

ukiS Ll pan dbacs 9o Silasd SaadaS (alyy ) a3
el 2] p b b e pe i Jalt aui€id s b ol T i ke 6
S e chayi ) Slead 5 oLy i€ s Pk i gy )
Rl 595 = LT a1 e 5815 (g Spae et a0 b (55 e s O
9l g Joloti ¥ gana y 00 13€ 580 ool ool y sosTaan o 0400 suas
Bl o ¥ e Mhal (65155 s e pale

1 - 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

& - Sub-Need

7 - Depreciation

8 - Money Transfer

9 - Deferred Payment

‘10 - Financial Advice
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| - 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
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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
i1 - 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 - Desite

4 - Action

5 - Satisfaction
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