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(Brady ,1995: 10)

Attribute Direct TV Direct Mall

Channel of distribution Comparable Comparable
Product awarcness Better

Flexibility Better

Mecasurability Comparable Comparablg
Mass communication Better

Production cost Comparable Comparable
Media cost Comparable ~ Comparable
Quality of response Better
Targetability Better
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Internal sources

External sources
® Private

® Neutral

® Commercial
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INFORMATION PROCESSING ACTION
Information about the product Defer decision
® Attention Seck morc information
® Comprehension Purchase and use
® Retention Evaluate
Choice criteria
Consumer necds
I feedback(learning)
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