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conspicuous 

consumption(Martins, Yusuf & Swanson 2012, 16)

(Jones, Trocchia & Mothersbaugh, 

1997, 388-3917) 

 

2.The Psychodynamic Approach

"

(Leon, Kanuk, & Hansen 2012, 99)،



 
32 

(Evans, 

Moutinho & Raaij 1997, 21) 

(Sigmund Freud) 

(9419-9111) (Abraham Maslow)

(9114-91.1)   

 

 

.

(Glassman & Hadad 2009, 224)

(instinctive forces)(drives)

(Bray 2008, 4)

(The id)(The superego)(the ego)(Solomon et al. 2006, 
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1.1.  (Howard and Sheth) 

Howard91919191

Howard and Sheth

(Foxall 1990 p.10)

Major components of the Theory of Buyer Behavior 

 

Source: Adapted from (Loudon ANDDella Bitta 1993) 
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 

Exogenous Variables 

Inputs Hypothetical Constructs 

/ Intervening Variables 

Outputs 



 
54 

 

 

 

-  

-  

- 

 

-  

 



 
55 

 

 

 

 

 

 

Howard & Sheth

 

 



 
56 

 

 

   ج:

     

Howard & Sheth

(Bray 2008, 14) 

( 9119 ،11) 

 

  

  



 
57 

 

 
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1.2 (TRA)  

Fishbein (9191)

 (Bray 2008, 20)
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Fishbein Model expressed algebraically. 
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oA  =  الشيء الموقف العام للشخص تجاهo  

iB    = قوة الاعتقاد بأن المنتج يمتلك خاصية   i  
 i= A يم أو شدة الشعور )الإعجاب أو عدم الإعجاب( تجاه السمةالتقيN i =   عدد المعتقدات

 ذات الصلة التي يعتبرها ذلك الشخص
 

Source: (Solomon,Bamossy et al. 2006) 
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2.2 (TPB) 
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Ajzen (9141) (TRA)(TRA)

(TPB )Ajzen  (9141)

(perceived 

behavior control)(Cucinelli, Gandolfi, & Soana 2016, 81)

Ajzen 1991, 199

(PBC)

(Wantara 2022, 143 )
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(the reasoned action 

approach)

(Fishbein and Ajzen 2010, 20)
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11-11٪91-11٪(La Caille 
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(Bray 2008, 24) 
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& Bagozzi Nataraajan  
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& Bagozzi Nataraajan (9111)
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(2002) Bagozzi et al.

.
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Trying Intention to try 

Recency of past trying 

and/or past behaviour 

Frequency of past 

trying and/or past 

behaviour 

(Bray 2008, 26)  

Theory of Trying  

 

Source: (Bagozzi,Gurhan-Canli et al. 2002) 
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Subjective Norm 

Attitude toward 

process or means 

Expectation of failure 
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Expectation of success 
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Positive anticipated 
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Source: (Bagozzi,Gurhan-Canli et al. 2002) 

 

(Bray 2008, 26) 
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             .  

                

                

             

               

    

  

 (Myers 2010, 298)،
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 (Myers 2010, 298)، 

  (Cognitive purchase)          

              

 . 

  (Affective Purchase)           

           

               

.              

                 

                  

            

        . 

    (Habitual Purchase)       

           .         

                 

 !                  
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              Malcolm 

Gladwell  .         
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 Habitual Decision Making 

 Routine Response Behaviour

. 

 Limited Problem Solving 

. 
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 Extended Problem Solving 

 Complex Purchasing Behavior
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. 

.
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  .(Bray 2008, 14)
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. (Myers 2010, 298)،

2.  

(Cziko 2000, 42 ). 

 (Bray 2008, 14)

 : Internal Search 
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 : External Search 

:

 

.

 :(Schultz 2006, 58). 

1  Product Knowledge 

2  Involvement Level 

3  Time Pressure 

 Product Knowledge 

: 

  Product Class: . 
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  Product Form: 

. 

  Brand: . 

  Models: . 

  Store: . 
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 Lavazza 

. 

 Involvement Level 

: 

 : 

. 

 : 

. 
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Time Pressure  
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:(Cziko 2000, 45 ) 

9  :Social Dimension 

. 

9  :imensionTemporal D 
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1  :Planning Dimension 

. 

1 : Polychronic Dimension 
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: 

o : Pressure Cooker 

. 

o : Map 

. 

o : Mirror 

. 

o : River 

. 

o : Feast 
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 (Schultz 2006, 58).
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o . 

o 

. 

. 

 :(Cziko 2000, 42 ) 

9 : Compensatory Rules 
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o : ictive RuleSimple Add 

. 

o : Weighted Additive Rule 
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9 : Non Compensatory Rules 

: 

o : Rule Lexicographic 
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o : y Aspects RuleElimination B 

. 

o : Conjunctive Rule 

.

:

.

.
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.  (Leon, Kanuk, & Hansen 

92012, 11) 

 Customer Satisfactions  

 Disconfirmation 

 Theory

: 

 : 

. 

 : 

Customer  

.Delight 

 : 

. 

: 

 : No Response 
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 : Voice Response 

. 

 : Private Response 

. 

 : party Response-Third 

. 

Online & Offline Word Of Mouth  
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 Customer 

 Loyalty

: 

 : Core Loyals-Hard 

. 

 : Split Loyals 

. 

 : Shifting Loyals 

. 

 : Switchers 
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Cognitive Dissonance  

: 

 

. 

 . 
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 (Leon, Kanuk, & Hansen 2012, 120)
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 
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 Perceived Risk  

 (Solomon et al. 2006, 200): 

 .Monetary Risk  

 .Psychological Risk  

 .Functional Risk  

 .Risk Social  

 .Physical Risk  
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 : Monetary Risk 
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 : Psychological Risk 
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 : Functional Risk 
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 : Social Risk 

. 

 : Physical Risk 
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 Product Adoption 

(Solomon et al. 2006, 

210)

 Awareness

 Intrest

 Evaluation

 aliTr
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 Adoption

       

 Innovators 

 adopters Early

mouth-of-Word

 Majority Early
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 Late Majority

 Laggards
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 ningBehavioral Lear  

 .Instrumental Conditioning  
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 .Classical Conditioning Learning  

 .School Cognitive Learning  

 .Observational Learning School  

 

. 

: 

 .Sensory Memory  

 .Short Term Memory  

 .Long Term Memory  
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9 : Sensory Memory 
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9 : Short Term Memory 
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Schema 
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1 : Long Term Memory 
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