(1) 25211 (5) alaoll dydilyall dlaoll
2013 diaud Glaiuoll dylony Jaudl Sead

Spkard] Gomt (§ (oni] il bRl | i (el 5300k S g
F kil | (3 ot o e i 32 . G| G RS
O | dlailag

3R dasa Aakalé Sliad lé ke (S sady Ll gsla
aslal) A4l I B cilagleal) Laglsii agaa
Glad) =8 pad) daala il gy —Cmaad daala
DAY

o Al Jalgall il Jea Gesl agd B Aaalua Aupll oda Jia
Jiady Gl aghy Gua Al Gl B Bal) dllgiaadl LAl egludl
doaddlly deliay) Jalsdl Jie Aiiaa) cfpial on A sal Slaal)
Apilygsl) 53ga¥) Fow B gl iteS llgiaall dgluy (Bygudl) gaally cAseaddl
Clpiiall dsgara Om Lages dmida ABNe sag Al 0dgd Lyl @ilill) gl
dalsally Lelaia¥) Jalgal) o cidag Garal) Julail) oSly (o) dally Aliiecal)
shdl) dolur B o5 il W ) el e Augedl) el sualisg cApudil
i A laty Cpadiiell Apudly Bada (sS8 gl odag . CpBlall CpSigiuall
Ak Al lgial) sliy) (a pgiSay Alilly cllgiuall clalial agh o |yiSady
. Juall)

LAY aia Alee Jala gl B A% Alee ccllgtnal) gl sApalibal) claldl)

58



il all dlsoll
Glaiugll dylons Jomll Sgad

(1) 3211 (5) alaoll
2013 disd

The factors affecting of consumer behavior in the Iraqi
market of home electrical appliances..
Reconnaissance study of a sample of customers in the
Basra city

Malgorzata Latuszynska Agata Wawrzyniak  Fatimah Furaji
Science faculty
University of
Basrah, Iraq

Institute of IT Management
University of Szczecin, Poland

Abstract

Managers of marketing deals with the motives of Consumer
Purchasing; because motivate consumers to purchase is one the
main objectives of the efforts of marketing, but the motives of
purchase can not be observed with the naked eye, and it can be
inferred behavior resulting only, however, the effort to understand
the motives and study the factors affecting on consumer to benefit
in the interpretation of patterns of purchasing behavior of
individuals, families and shed light on the origins, evolution and
recurrence. This reconnaissance study represents a contribution to
a deeper understanding about the impact of various factors on
consumer purchasing behaviour of the Iraqi in the current
circumstances. Where the research analyzed the relationship
between independent variables such as social factors, personal,
psychological, and marketing mix and consumer behaviour as
dependent variable in the market for electrical appliances in the
city of Basra. These results are useful for producers and retailers
so that they can understand the needs of Iraqi consumers and thus
enable them to satisfy the consumer a better way.

Key words: consumer behavior, purchase decision making,
decision- making process.
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