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Abstract

The investigation of consumer conduct is extremely fundamental in the field of advertising as it
encourages firms to build more intelligent promoting systems by getting a knowledge about what
influences the basic leadership of consumers. The reason for this paper is to dissect the
hypothetical parts of consumer purchasing conduct and the components that impact it. This paper
additionally surveys the connection between consumer purchasing conduct and the components
that impact the consumer's buying procedure and buy choice.
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Introduction

fulfillment to the consumer and benefits to
the supporters.

All business expect to make benefit by
expanding the sole at a gainful value
approach. When one fabricates great quality
far reaching. Publicizing is one of the real [1] To Introduce a New Product:

apparatuses organizations use to characterize
as "any paid from of non-individual
introduction and advancement of thoughts,
products or administrations by a recognized
support”. It includes the utilization of such
media as following: magazine and daily
paper space, films, open air, regular postal
mail, oddities. radio and TV cards. lists,
registries and references, projects and notices
and fliers". It implies two things. As a large
scale idea, it remains for the business of
publicizing. As a large scale idea, it infers an
administrative capacity of sending the
message about the item, benefit or the firm to
the proposed individuals from the general
public. It is a mass correspondence procedure
of inducing the prospects to purchase the
items or administration with expanded

Advertisement is utilized for presenting
another item in the market. It readies a
ground for the new item, as the clients have
never utilized such item before.

[2] To Create Demand: Advertisement
means to make an ideal atmosphere for
keeping up or enhancing deals. It incites new
clients to purchase the item b y advising
them about its qualities. In this manner, ad
may convey new regions and clients to the
organization's item.

[3] To Face Competition: Advertising
likewise intends to keep up and increment
the request of the item by pushing
individuals from equal item in the market.

[4] To Increase Goodwill: Advertising
regularly goes for making or improving the
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generosity of the organization. This builds

the market openness of the organization's
item and causes the business people to win
clients effortlessly.

[5] To Inform Changes to the Customers:
Advertisement goes for illuminating the
devouring open about changes in the costs,
channels of dissemination, quality, measure,
weight, mark, pressing, and so on.

[6] To Neutralize Competitor's
Advertising: Advertising is additionally
used to finish with contender's promoting. At
the point when contenders embrace serious
promoting, it is fundamental for a firm to
make distinctive picture of its item.
Promoting plans to make item separation by
the specific message it sends and the picture
it makes.

[7] To Stop New Entrants: Advertisement
regularly intends to fabricate a specific
imposing business model for the item, with
the goal that the new contestants think that
its hard to enter the market as a result of the
current economic situations.

[8] To Create a Link amongst Producer and
Consumer:

Publicizing goes for profiting the maker,
teaching the consumer and supplementing
the business people. It is hence, a connection
between the maker and the consumer

Elements of Advertising

The different capacity of publicizing are
talked about hereunder:

I. Primary Functions

1) Increase in Sales — Advertisement
increases sales of the product by
attracting new  buyers  and
introducing new uses for a product.
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2) Boost Stocking - Advertising

persuades dealers of the products to
stock the goods in big quantities.

3) Help in Sales — Advertisement also
helps the dealers and middlemen to
sell the advertised product.

4) Receptibility — Advertisement also
increases the receptiveness of a new
product or a new model in the
market.

5) Buyer’s dependability — Quality
advertisement increases the buyer’s
dependability on the product because
he knows its quality.

6) Brand Image & Brand Loyalty —
Advertisement creates brand image
and brand loyalty among the
consumers so that they might not
switch their brands easily.

7) Raising Standard of living -
Advertisement raises the standard of
living of the public. It creates the
desire in consumers to purchase
better and qualitative things.

TYPES OF ADVERTISING

Different authors have classified advertising
in different ways

Philip Kotler has classified on the following
basis:-

a. Geographical Area - National,
Regional or Local

b. Content — Product Advertising,
Brand Advertising, Institutional
Advertising

c. Type of Appeal — Factual &

Emotional

d. Audience — Consumer,
Industrial, Trade

e. Sponsor - Manufactures,

Middlemen
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f. Intended Effort — Direct Action
& Delayed Action

1. PERSUASIVE ADVERTISING:-

This is the clearest sort of promoting which
encompasses us in our day by day lives,
encouraging us to purchase a wide range of
items or administrations. Without influential
publicizing it is difficult to envision how
present day society with its large scale
manufacturing  known as  ‘hard-offer'
promoting. This sort of promoting induces
individuals to purchase even those things
which they don't need. Influential publicizing
finds the market and keeps the wheel of the
business turning by looking after request.
The influential publicizing ought to play out
the accompanying five capacities in the event
that it is to progress.

These are:-Attract Attention
a. Command Attention
b. Create Desire
a. Inspire conviction
b. Provoke Action
2. PRODUCT ADVERTISING:-

When publicizing is finished with a view to
advancing the offer of a specific item, it is
called item ad. This kind of publicizing is
proposed to illuminate the market about a
specific item. It is the most widely
recognized kind of publicizing. The protest
behind item promoting is to make request of
a specific sort of item. Item promoting might
be immediate activity publicizing or
circuitous or postponed activity promoting.
In coordinate activity promoting, the dealer
needs a fast reaction to his publicizing. The
purchaser is asked to make a prompt stride as
to purchase the specific item. Despite what
might be expected, backhanded or deferred
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activity publicizing is proposed to invigorate
the request of a specific item finished a
drawn out stretch of time and consequently
make mindfulness with respect to the
consumer.

3. INSTITUTIONAL ADVERTISING:-

It is intended to make an appropriate state of
mind towards the dealer and to assemble
generosity or picture for the publicist fairly
then to offer a particular item or
administration. Institutional publicizing is
done to assemble great advertising picture in
the market for the advertiser and a support
for its item. Institutional publicizing can
accordingly be support promoting and
advertising administration publicizing. Open
administration institutional publicizing goes
for changing the dispositions or conduct of
the general population to the benefit of the
group or open on the loose. The greater part
of the organizations are effective in making
their picture in the psyches of the general
population by utilizing their names, for
example, 'Bata’, 'Goodbye', 'Dunlop’, 'Jok',
Bombay Dyeing and so forth

4. NATIONAL AND
ADVERTISING:-

LOCAL

National advertising is supported by the
makes or the maker and is expected to cover
a wide market and diverse nearby markets.
Despite  what might be  expected,
neighborhood advertising is supported by the
retailer and is planned to cover the nearby
open or neighborhood showcase as it were.

5. CONSUMER & INDUSTRIAL
ADVERTISING:-

When advertising is coordinated to pull in
the consumers who purchase for extreme
utilization or utilize, it is called consumer
advertising. The question of consumer
advertising is to make interest for different
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consumers' merchandise, for example, tea,

espresso, desserts etc.

Role of Advertising

Advertisement offers different benefits to
different parties in marketing. These benefits

are as follows:

Benefits to Manufacturers

(1) Sales — Advertisement expands the
sales volume by making clients'
fascination towards the item

(2) Introduction— Advertisement helps
simple introduction of new item into
the business sectors by a producer.

(3) Brand Image - Advertisement
encourages the producer to make an
image of his item. It makes
generosity for the producer also.

(4) Maintenance of Retail Price —
Maintenance of retail price is
likewise conceivable through
advertising where claim is the
limited time procedure.

(5) Higher Demands — Advertisement
makes more requests of the item by
protecting it from the regular
variances.

(6) More Response — Advertisement
makes a high responsive Markey and
in this manner stimulates the offer of
the item.

(7) Less Overheads — Advertisement
decreases the item overheads
because of expanded volumes of
generation and deal.

(8) Efficient Employees — Advertising
gives the employees a sentiment
pride in their occupations, in this

V

FH-faee g
UGC Approval Number 63012
way, enhances their execution in the

firm.
Benefits to Middlemen

i. Easy deal — Advertising brings
about simple since consumers know
about the item and its quality.

ii. Increased Turn-over -
Advertisement expands the turn-over
of the firm by production of interest.

iii. Reputation — Advertising makes
reputation of the item. The
wholesalers and retailers require not
spend anything for pushing of a very
much promoted item.

iv. Economy - Advertisement
diminishes overheads, therefore, the
items are conservative.

v. Information -  Advertisement
empowers the mediators to have
finish item data.

Benefits to Consumers

(1) Guarantee of price and Quality —
Advertising guarantees consumers at
the certification of cost and quality.
Moreover, it influences the venders
to pitch the item at a lower to cost.

(2) Elimination of Middlemen -
Advertising helps in dispensing with
the agents by making direct contact
amongst makers and consumers.

(3) Availability -  Advertisement
encourages the consumers to know
where and when the items are
accessible which comforts their
shopping plan.

(4) Comparison — Advertisement gives
a chance to the consumers to analyze
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different items and their individual
benefits and negative marks.

(5) Product Knowledge -
Advertisement likewise causes the
consumers to know differently about
the item.

1V Benefits to Society

a. Education — Advertising, all in all,
is educative in nature. It conveys to
the best number of individuals
genuine information concerning
helpful things.

b. More Employment — Advertising
prompts a  substantial  scale
generation. It, in this way, makes
greater work chances to general
society in different occupations.

c. Higher Standard of Living -
Advertisement starts a procedure of
making more needs for higher
expectation for everyday life.

d. Professional Patronage -
Advertisement  guarantees  open
doors for him proficient individual
people, for example, craftsmen,
designs, models, and so on.

e. Indicator of Present and future —
Advertising gives a look at a nation's
lifestyle and acts as a pointer of a
portion without bounds patterns.

REVIEW OF LITERATURE

Consumer conduct is characterized variedly.
The Dictionary of Marketing and Advertising
characterizes ~ consumer  conduct  as
"noticeable exercises amplified fulfillment
through the achievement of monetary
products and enterprises, for example,
decision of retail outlet, inclination for
specific brands et cetera."”
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As indicated by Ostrow and Smith's
Dictionary of Marketing, the term expend
conduct alludes t “the activities of consumer
in the commercial center and the subordinate
thought processes in those activities.
Advertisers expect that by understanding
what causes devours to purchase specific
merchandise and ventures they will have the
capacity to figure out which items are
required in the commercial center, which are
old, and how best to show the products to the
consumer."

As indicated by Loudon and Della Bitta,
Consumer conduct is "the choice procedure
and physical movement people take part in
while assessing, procuring, utilizing, or
discarding products and enterprises."

For Schiffman and Kanuck, the term
‘consumer conduct' alludes to "the conduct
that consumers show in scanning for, buying,
utilizing, assessing, and discarding items and
administrations that they expect will fulfill
their necessities” and the investigation of
consumer conduct is the investigation of how
people settle on choices to spend their
accessible assets — like time, cash, exertion —
on utilization related things."

Sorts of Buying Behavior

Consumer basic leadership differs with the
sort of purchasing choice. There are
extraordinary contrasts between purchasing
toothpaste, a tennis racquet, a PC and another
auto. The more unpredictable and costly
choices are probably going to include more
purchaser and consideration all the more
purchasing  members.  Pounce  upon
recognized four sorts of consumer
purchasing conduct in light of the level of
purchaser contribution in the buy and the
level of contrasts among brands. The four
kinds are named in table 1.1
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Complex Buying Behavior

Consumers experience complex purchasing
conduct when they are very engaged with a
buy and mindful of huge contrasts existing
among brands. Consumers are exceptionally
engaged with a buy when it is costly,
purchased in his equinity, hazardous and
profoundly self-expressive. Ordinarily, the
consumer does not know much about the
item classification and has much to learn.

This purchaser will go through a subjective
learning process portrayed by first creating
convictions about the item, at that point
mentalities and afterward settling on an
insightful buy decision. The advertiser of a
high association item should comprehend the
data social occasion and assessment conduct
of high contribution consumers. The
advertiser needs to create methodologies that
help the purchaser in finding out about, the
characteristics of the item class, their relative
significance and the high remaining of his
brand on the more essential traits. The
advertiser needs to separate the highlights of
his brand, utilize advantage and enroll store
sales work force and the purchaser's
companions to impact the last brand
decision.

Cacophony
conduct

diminishing purchasing

Now and then, the consumer is exceptionally
associated with a buy, be that as it may, sees
little contrast in the brands. The high
association is again in view of the way that
the buy is costly, rare, and dangerous. For
this situation, the purchaser will look around
to realize what is accessible, yet will
purchase decently fast since brand contrasts
are not articulated. The purchaser may react
principally to a decent price or the
accommodation of buying around then or
place. After the buy, the consumer may
encounter post-buy cacophony on account of
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seeing certain troubling highlights of the
purchased item or hearing great things about
different items. The consumer begins
adapting more things and looks to legitimize
his or her choice to lessen the discord. In this
illustration, the consumer initially acted, at
that point obtained some new convictions
and wound up with a difference in states of
mind. The significant part of showcasing
correspondences for this situation is to
supply convictions and assessments that
assistance the consumer like his/her decision
after the buy.

Ongoing Buying Behavior

Numerous items are purchased under states
of low consumer association and the
nonattendance of critical brand contrasts. An
of decent illustration is the buy of salt.
Consumers have little contribution in this
item class. They go to the store and reach for
the brand. On the off chance that they
continue going after a similar brand, it is out
of propensity, and solid brand devotion.
There is great confirmation that consumers
have low association with most minimal
effort, as often as possible obtained items.
Consumers don't scan broadly for data about
the brands, assess their attributes, and settle
on a profound choice on which TV or see
print promotions. Promotion redundancy
makes brand commonality as opposed to
brand conviction. Consumers don't generally
shape a state of mind towards a brand, in any
case, select it basically on the grounds that it
is recognizable. After buy, they may not
assess it, since commonplace. After buy, they
may not assess it, since they are not included
with the item. In this way, the purchasing
procedure is: brand conviction framed by
detached learning took after by buy conduct,
which could conceivably be trailed by
assessment.

Advertisers of low association items with
few brand contrasts think that its compelling
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to utilize price and sales advancement as a
motivator to item trial, since purchasers are
not exceedingly dedicated to any brand. In
advertising a low inclusion item, various
things ought to be watched. The include
duplicate should emphasize a couple of key
focuses. Visual images and imagery are
imperative since they can without much of a
stretch be recollected and connected with the
brand.

The promotion battles ought to be for high
reiteration with brief span messages. TV is
more compelling than print media since it is
a low association medium that is reasonable
for inactive learning. The advertising
arranging ought to be founded on established
molding hypothesis where the purchaser
comes to distinguish a specific item by an
image that is over and over joined to it.

Advertisers can likewise endeavor to change
over the low contribution item into one of
high association. This can be refined by
connecting the item to some including issue,
or the item can be connected to some
including individual circumstance. Or on the
other hand the consumer can be attracted by
advertising that triggers compelling feelings
identified with individual esteems or inner
self resistance. Or then again a vital element
may be added to. an irrelevant item. It ought
to be valued that these techniques, best case
scenario raise consumer into complex
purchasing conduct.

Variety-seeking Buyer’s Behavior

Some  purchasing  circumstances  are
portrayed by low consumer inclusion, at the
same time, critical brand contrasts. Here
consumers are regularly seen to complete a
ton of brand exchanging. An illustration
happens on buy of scones. The consumer has
some conviction; picks a brand of bread rolls
without much assessment, and assesses it
amid utilization. Yet, whenever, the
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consumer may go after another brand out of
fatigue or a desire for an alternate taste
Brand exchanging happens for assortment
instead of disappointment.

The advertising procedure is distinctive for
the market pioneer and the minor brand in
this item classification. The market pioneer
will attempt to energize ongoing purchasing
conduct by commanding rack space, keeping
away from out-of-stock conditions and
supporting continuous update advertising.
Challenger firms, then again, will energize
assortment looking for by offering lower
prices, bargains, coupons, free examples and
advertising that highlights explanations
behind having a go at something new.

The purchasing conduct isn't brief up to the
level of purchasing yet t has, in itself, the
entire basic leadership from getting educated,
choosing among the part, lastly the formal
purchasing. The entire choice process is
vulnerable to interruptions from at least one
members yet it is again item particular. As
the above table outlines the real choice stakes
in rate in various classes.

It is seen that lady, in the part of a spouse,
overwhelms in choices with respect to
purchasing of eatables and family unit things.
She has an equivalent commitment in buy
choices of autos, extravagance things and
instruction of kids.

Here, the choice is a chariot with two wheels;
the wheel being a spouse and a wife, both the
wheels got the opportunity to move a similar
way to continue further. It is just in disaster
protection and related arrangements where
the spouse assumes a repressed part
presumably because of shirking of dread
apple. This depicts a major part for ladies in
buy basic leadership.

Table 1: Information distribution on the
basis of working and non working women
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Source

Working women

Non-wostarey propréetor, a \eek after week stock is

4ol

Media

Family members & relatives i
Friends/Neighbors/Co-workers I

VHtatr:

Perfect shopping a¢complices

Shopping Frequency

Indian ladies are visit customers. The
outcomes indicate ladies love to go for
shopping week after week (46%), trailed by
the individuals who go for shopping month
to month (34%). Around 15 percent ladies go
for shopping after day or two lastly are the
ones who design it day by day much against
the tide. These might be the fleeting
organizers. This infers for a departmental

PURCHESE DECISION INFLUENCER

TFhispartinvestigates who could be a perfect
shopping accomplice of an Indian lady.
Ladies lean toward and appreciate shopping
with relatives.

Buy choice influencers

An Indian lady is impacted, in greater part of
cases, by her significant other (48%) trailed
by youngsters (30%), companions (12%),
relatives (4%) and by none (60%) case.

S.No. Purchase decision influencers | No. of respondents
1. Husband 48%

2. Children 30%

3. Friends 12%

4, Relatives 4%

5. None 6%

The choice influencers are, nonetheless,
defenseless to change as the family life cycle
arrange a noteworthy criteria in buy basic
leadership and decision of shopping
accomplices. As nectar mooners have
impressive start up buy when start up buy
while building up another home, the counsel
and experience of spouse is a critical choice
impacts while amid parenthood children,

companions and relatives are significant
influencers.

Variables influencing buy choices

There are different things which inspire
ladies for purchasing. These are known as
the key variables of basic leadership. These
may extend from minute tasteful notices to
innovation subtle elements.

FACTORS AFFECTING PURCHASE DECISIONS

S. No. Factors Considered Weight age
1. Utility 20.70

2. Cost 18.2

3. Life 15.34

4, Maintenance 11.56

5. Aesthetics 8.20

6. Discount/Promotional Schemed 8.0

7. Brand preference 18.0
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The utility of the item is of principal
significance. Here past experience individual
or got notification from others, exhibit
incline, and so forth, assume an imperative
part. Price of the item is the second essential
paradigm. Other criteria are brand devotion,
life of an item, support, stylish rebates and
limited time plans, and so on.

In this way, none of the components can be
neglected and it relies on the circumstance

WOMEN AND BUYING-ROLE
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suggested which factor comes to play by

utilization of the item and cost.
Ladies and purchasing parts

Family works as a firm unit with its own
structure and every part assuming his or her
part. In family buy basic leadership, the part
Indian lady plays, shifts from family to
family and from item to item.

Role % of non-working women % of working women
Informer/Initiator 78 84
Influencer 57 78
Decider 41 63
Purchaser 58 67
Purchaser of goods on credit 34 59

Result and Discussion

Finally it can be presumed that there is solid
relationship amongst's commercial and
consumers.Advertisement has the impact on
consumer and impacts the business and
standard of life.

Some place the promotions are valid and
good to the item or administrations. In some
cases they miss guide and deal to coordinate
with guarantees to consumers. However
foundation of consumer gatherings, in all
reasonable chain of command to ensures the
interests at and privileges of consumer.

Most importantly significance of ad can't be
overlooked on the grounds that it is a main
methods for way of life and development of
business.

Conclusion

10

The present lady says "MBAs improve
chapaties". This shows she is similarly
worried at fulfilling her expert astuteness
together with her family unit obligations. She
isn't as low as in prior circumstances she has
a critical part to play the distance in basic
leadership process. While creating promoting
procedures, it is important to know who the
choice maker(s) (are) and the comparing
parts. The promoting procedure ought to pull
in her consideration towards the item class
she is most inspired by. Where she
appreciates meet basic leadership control, the
support work is to be finished.

References
> Advani Chandak, Marketing
Management
» Mangal P. & Agrawal Tanu,

Principles of marketing




Airo International Research Journal
Volume X1V, ISSN: 2320-3714
January, 2018

Impact Factor 0.75 to 3.19

» Cundiff and still, Sales Management
» Kotler Phillip, Marketing

Management

> Chunnawala & Sethi, Advertisement

Management

> Aakar, Mohan, Advertisement

Management

» Pillai & Bhagvathi, Marketing

Management

» Dr. SIL. Gupta & Pal Sumitra,

Consumer Behavior

» Dr.C.N. Sontakki, Advertising &

Sales Management

» Kothari C.R., Research Methodology

» Hopkins, Claude C., My Life in
Advertising and Scientific
Advertising, Reprint Edition, NTC

Trade, 1986

» Caples, John, Tested Advertising
Methods, Fifth Edition (Revised by
Fred E. Hahn), Prentice Hall, 1997

11

<\\\\V//é
>

FH-faee g
UGC Approval Number 63012
Philip Kotler and Gary Armstrong
Principles of Marketing, 12th Edition
(Hardcover - Mar 9, 2007)

George E. Belch and Michael A.
Belch  Advertising and Promotion:
An Integrated Marketing
Communications Perspective
(Paperback - Aug 1, 2008)

Philip R. Cateora International
Marketing (The Irwin Series in
Marketing) (Hardcover - Jan 15,
1996)

Gary Armstrong and Philip Kotler
Marketing: An Introduction (5th
Edition) (Paperback - Jul 29, 1999)

Michael R. Solomon and Elnora W.
Stuart Marketing: Real People, Real
Choices (Hardcover - Nov 25, 1996)

Thomas O'Guinn, Chris Allen, and
Richard J. Semenik Advertising and
Integrated Brand Promotion
(Hardcover - April 18, 2008)

Michael R. Solomon, Consumer
Behavior (8th Edition) (Hardcover -
Mar 7, 2008)


http://www.amazon.com/Principles-Marketing-12th-Philip-Kotler/dp/0132390027/ref=sr_1_6?ie=UTF8&s=books&qid=1233922581&sr=1-6
http://www.amazon.com/Advertising-Promotion-Integrated-Communications-Perspective/dp/0071284400/ref=sr_1_4?ie=UTF8&s=books&qid=1233922833&sr=1-4
http://www.amazon.com/Advertising-Promotion-Integrated-Communications-Perspective/dp/0071284400/ref=sr_1_4?ie=UTF8&s=books&qid=1233922833&sr=1-4
http://www.amazon.com/Advertising-Promotion-Integrated-Communications-Perspective/dp/0071284400/ref=sr_1_4?ie=UTF8&s=books&qid=1233922833&sr=1-4
http://www.amazon.com/Advertising-Promotion-Integrated-Communications-Perspective/dp/0071284400/ref=sr_1_4?ie=UTF8&s=books&qid=1233922833&sr=1-4
http://www.amazon.com/International-Marketing-Irwin-Philip-Cateora/dp/0256139504/ref=sr_1_5?ie=UTF8&s=books&qid=1233922833&sr=1-5
http://www.amazon.com/International-Marketing-Irwin-Philip-Cateora/dp/0256139504/ref=sr_1_5?ie=UTF8&s=books&qid=1233922833&sr=1-5
http://www.amazon.com/International-Marketing-Irwin-Philip-Cateora/dp/0256139504/ref=sr_1_5?ie=UTF8&s=books&qid=1233922833&sr=1-5
http://www.amazon.com/International-Marketing-Irwin-Philip-Cateora/dp/0256139504/ref=sr_1_5?ie=UTF8&s=books&qid=1233922833&sr=1-5
http://www.amazon.com/Marketing-Introduction-5th-Gary-Armstrong/dp/013012771X/ref=sr_1_6?ie=UTF8&s=books&qid=1233922833&sr=1-6
http://www.amazon.com/Marketing-Introduction-5th-Gary-Armstrong/dp/013012771X/ref=sr_1_6?ie=UTF8&s=books&qid=1233922833&sr=1-6
http://www.amazon.com/Marketing-Real-People-Choices/dp/0205152066/ref=sr_1_8?ie=UTF8&s=books&qid=1233922833&sr=1-8
http://www.amazon.com/Marketing-Real-People-Choices/dp/0205152066/ref=sr_1_8?ie=UTF8&s=books&qid=1233922833&sr=1-8
http://www.amazon.com/Marketing-Real-People-Choices/dp/0205152066/ref=sr_1_8?ie=UTF8&s=books&qid=1233922833&sr=1-8
http://www.amazon.com/Advertising-Integrated-Promotion-Thomas-OGuinn/dp/0324568622/ref=sr_1_12?ie=UTF8&s=books&qid=1233922833&sr=1-12
http://www.amazon.com/Advertising-Integrated-Promotion-Thomas-OGuinn/dp/0324568622/ref=sr_1_12?ie=UTF8&s=books&qid=1233922833&sr=1-12
http://www.amazon.com/Advertising-Integrated-Promotion-Thomas-OGuinn/dp/0324568622/ref=sr_1_12?ie=UTF8&s=books&qid=1233922833&sr=1-12
http://www.amazon.com/Consumer-Behavior-8th-Michael-Solomon/dp/0136015964/ref=sr_1_8?ie=UTF8&s=books&qid=1233923531&sr=1-8
http://www.amazon.com/Consumer-Behavior-8th-Michael-Solomon/dp/0136015964/ref=sr_1_8?ie=UTF8&s=books&qid=1233923531&sr=1-8
http://www.amazon.com/Consumer-Behavior-8th-Michael-Solomon/dp/0136015964/ref=sr_1_8?ie=UTF8&s=books&qid=1233923531&sr=1-8

