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(Personal Factors) (Psychological Factors) (Social Factors)
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Maslow' s Hierarchy of Needs Theory
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Analyzing Consumer Behavior
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Tasoglumaiailiunng
(Who is in the target market?)

Juslnngaasls
(What does the consumer buy?)
inluusinadsaiuan
(Why does the consumer buy?)

Tasidrusaulunisendiulade
(Who Participates in the buying?)

Tasidrusanlunisenaiulade
(Who Participates in the buying?)
Juslnmnzanluu
(Where does the consumer buy?)
Juslnagoodials
(How does the consumer buy?)
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(Occupants)
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(Organizations)
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(Occasions)

(Outlets)

Jupaulunisenaulaie
(Operations or buying decision process)
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(Information Search)
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(Purchase Decision)
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(Post Purchase Behavior)
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Box
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