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ABSTRACT

Study the consumer behavior in increasing sales for each company. Study to
know the needs and desires of the consumer, and how individuals make
decisions to spend their available resources of money, time, and effort to
purchase what satisfies his desires. Therefore, the aim of this study was to
clarify the factors affecting consumer behavior. The study followed the case
study approach based on the descriptive analytical method, and the selection
of a simple random sample from the study population. The study concluded
the following main results:

Consumer purchasing behavior influences the amount of sales.
Consumer purchasing behavior affects the determination of the
distribution policy.

Consumer purchasing behavior affects the choice of sales force
personnel.

The purchasing behavior of the consumer affects the choice of the
advertising process

The research concluded the most important recommendations:

The marketing plan for each company should be based on the results of
the study that relates to consumer behavior.

Attention to continuous reporting is to maintain and compare actual
and planned performance.

Maintaining the market share through constant attention and follow-up
to the needs and desires of the consumer.

Attention to the members of the sales force in terms of training,
qualification and motivation.
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