Everett M Rogers and Floyed F. Shoemaker (1971 :32)
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24
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24
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(Trialability)

300

(Observability) (Communicability)

(Resistance to Innovation)

(Channel of Communication)
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1 (Time)
(Purchase Time)
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(Rate of Adoption)
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(Adoption Process)

(Kotler

(Stage in the Adoption Process)
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(interest)
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(adoption)
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(Innovation Decision Process)
(knowledge)
(nersuiasion)

(decision)
(implementation)
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(Exchange)

Philip Kotler (1976:7)
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(confirmation)

(Imitation and Identification) ( 2538)

(Similarity Theory of Imitation)
(Similarity Theory of Identification)
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(2538 :2)
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(Exchange)
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4P’s
1 (Product Mix)
2 (Price Mix)
3 (Place Mix  Distribution Mix)
4, (Promotion Mix)
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2538:167)
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Schiffman and Kanuk. (1994)
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(Advertising) (Sale
Promotion) ( 2530 181)

(Intergrated Marketing Communication [IMC])
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exiting behavior)

(modify hehavior and thought)

(informing)
(persuading)
(reminder promotion)

(infonnative promotion)

(Persuasive Promotion)

(Reminder Promotion)
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Pavlov  (Neo-Pavlovian theory)

Pavlov  (Neo-Pavlovian theory)
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(Repetition)

(Advertising wearout)
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3 (Threg-hit theory)
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(Demographics)

(Demographics Variables)

(age)
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® (sex)
0 (marital status)
] (income, education and occupation)

(social class)

(Psychographics)
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(Kotler and Andreasen. 199: 173)
(activities) (interests) (opinions) (Schiffman and Kanuk. 1994 :
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(opinions)
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(sports) (achievement) (culture)
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y A L1 1

2538 149)
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1 (personality) M. Burgoon and M. Ruffner (1978 : 72)
6 ( :2539)

(Dogmatism)



(Self-Esteem)
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(Anxiety)
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(2534 - 41)
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(compulsive housekeeper) (self - designated opinion leader)
(canned food user) (dieter) (credit user)
(sport spectators) (information seeker)
(value) (Beliefs)

(instructional value)
(terminal value)

VALS
Value and lifestyle 8
(Loudonand Bitta. 1993 : 104) 2

I} (actualized

) (fulfil
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(beligver)
(achiever)
(strivers)
) 1
(experiencer)

(maker)
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(stragglers)
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Charles K. Atkin. (1973  56)

Everette M. Rogers and Lynn Svenning (1978  112)

(selective processes)
( 2529; 637-639)

(selective exposure or selective attention)

(cognitive dissonance)
(selective perception of selective interpretation)

(selective retention)

Merrill  Lowenstein (1971 : 134-135)
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(reference group)
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(visual
transmitter visual media) (audio
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2 (personal media)
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2
(2540 141-146)
(predispositions) (selective process) (personal
influence) (economics aspects)

Melvin L. De Fleur (1970)
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step flow theory)
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Bettinghaus (1968

Elihy Katz and Paul F. Lazarsfeld.(1968 : 78)

and Hervert Menzel (1968 63)

180)
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Paul F. Lazarsfeld
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(Uses and Gratifications Approach)

(Katz 1974

(2525 31-41)
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Ronald D. Michmand (1991)
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(repetition)
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(selective distortion)
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(Stimulus-response Theory)
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(Operant Learning Theory)

Il (Cognitive Learning Theory)
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(Social Class)

(Social)
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(Family)

(Role & Stats)
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(Personal)

(Age & Life Cycle)  (Psychological)

(Economic  (Motivation) (Byor)
Circumstance)
(Life style) (Perception)
(Personality) (Learning)

(Belief & Attituide)

( 2540:14-18)
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