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ABSTRACT

The study aims at explaining marketing risks and their impacts on
factors affecting the purchase of consumptive goods in Mosul.

The consumer, at least, will be subject to one of the marketing
mistakes including (Performance risk, physical risk, financial risk, social
risk, wasting time risk. This is due to buying goods meeting his/her
desires and means, in addition to variety of factors affecting behavior,
thus making him/her subject to the surrounding conditions. The present
study deals with psychological and socio-cultural factors. As studies
dealing with the reactive relations among these variables, in particular
within the Iraqi environment, the researcher at including the current study
all attempt to study the relation and its effects.

What is the relation among marketing risks variables and their
impacts on factors affecting the purchase of consumptive goods.

Will consumers realize the relation among marketing risks and
factors affecting decisions of purchasing the purchase consumptive
goods.

What are the suitable strategies to face marketing risk?

What are the decisions affecting decisions purchasing consumptive

goods?

The study is divided into two parts. The first one is the theoretical
part and the second deals the methodology and the field study.

The study is based on a hypothetical model using three main
hypotheses reflecting the relation between the perceived purchase risks
and factors affecting purchase decisions of the consumers. These

hypotheses are:
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1/ There is a significant correlation between perceived purchase risks
variables and factors affecting purchase decisions of the consumer.

2/ There is a significant impact of perceived purchase risks variables on
factors affecting purchase decisions of the consumer.

3/ Individuals vary in recognizing marketing risks as factors affecting

their purchase decisions are different.

To test the validity of these hypotheses, the study model variables
are collected and analyzed depending on a questionnaire for this purpose.
Data were analyzed using some statistical means and results were derived
using spps-10 software.

Conclusions and recommendations are drawn hoping to be used in

further scientific future studies.
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