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Abstract 

Introduction: Consumer is a person who desires, needs and requires marketing components in their 

capacity as buyer. Typically, seller is defined to have the ability to control the behaviors of customers, 

but actually they have neither power nor information for that.  

Objective: Seller may influence their buying behavior but not control. Because more factors are 

considered in buying and that can affect consumer behaviors. Motives, perceptions, attitudes, 

experiences, self-concept, values can be considered as individual factors. And not individual factors 

can be expressed as, culture, profession, family, reference group. 

Hypothesis: researcher tries to identify impact of culture, money (income) and risk on financial assets 

buying behavior. 

Conclusion: researcher identified that culture; income and risk are having direct relationship 

between them for buying financial assets.  
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 INTRODUCTION  

 

The behavior of consumer is considered to be the study of why, when, where and how people prefer or 

prefer not to buy a particular product. It takes into consideration and mix together the basics of their 

economic status, their psychology, the society and the social anthropology. It in short tries to recognize 

the decision of the buyer either individually or collectively. It examines uniqueness of individual 

customers such as their behavioral variables and demographics in an effort to identify state of people’s 

requirements. Aaker, David and George (1971) in the book Consumerism: Search for the consumer 

Interest‟ makes an effort to evaluate influence on the buyer from their close group such as friends, 

reference groups, family as well as in general the society. The general definition of consumer behavior 

is that on consumer’s form attitudes and makes decisions to purchase the product. Consumer behavior 

is based on the consumer playing three different roles of buyer, payer and user. According to Peter and 

Olsen et.al (2005) from the book „consumer behavior and marketing strategy‟ consumer behavior can 

also be referred as the physical activity and decision engaged in obtaining, evaluating, disposing or 

using of services and goods. Consumer behavior is often goal oriented and purposeful. Each consumer 

is free to make an option with regard to the buying she or he is going to make. Consumer behaviour is 

the method which starts with the stimuli a consumer gains from his surroundings and ends with 

buying transaction, Walter and Paul (1970) in the book. 

 

According to Hoyer et al. (2012) social factors impacting consumer behavior arise as a result of 

interactions of perspective consumers with others in various levels and circumstances. Targeting 

members of society perceived as opinion leaders usually proves effective strategy when marketing 

products and services due to the potential of opinion leaders to influence behavior of other members 

of society as consumers. Lastly, cultural factors affecting consumer behavior are related to cross-

cultural differences amongst consumers on local and global scales. Culture can be defined as “the 

ideas, customs, and social behavior of a particular people or society” (Oxford Dictionaries, 2015) and 

the tendency of globalization has made it compulsory for cross-cultural differences amongst 

consumers to be taken into account when formulating and communicating marketing messages. 

 

Blackwell et al (2006). According to him, the five stages of consumer decision making process are 
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