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Consumer Involvement
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Uses and Gratification Theory
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AIDA model (Lewis ,1998)

Attention) Interest =) Desire =) Action
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Attention E> InterestE> Desire E> Action [> Satisfaction

AIDAS model (Sheldon, 1911)
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Gierarchy - of — effect model ( Lavidge & Steiner, 1961) \
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DAGMAR model (Colley , 1961)
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Awareness ) Comprehension ) Convict ) Action
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Innovation adoption model (Roger, 1962)

Awareness ) Interest ), Evaluation ) Trial > Adoption
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Sales Promotion
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Sales force Promotion Tools
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Direct Marketing

Database analysis
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New Media or Social Network

Duplication: Social Network
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CRM

Customer Relationship Management
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Corporate Social Responsibility

CSR
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