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5 Ms of Advertising 292

�

A customer 9
Accommodative 72
Achievers 22
Activating problem recognition 136
Actualisers 22
Advantages of advertising 262
Advertising 152, 248
Advertising (perfume) 362
Advertising agency 350
Advertising clutter 262
Advertising for pears soap 363
Advertising functions 250
Advertising planning 285
Advertising situations 286
Affect referral heuristics 126
Affirmative disclosure 193
Agency compensation 354
Agreements 44
AIDA theory 312
Aims and objective of the Act 192
An overview of problem recognition 134
Analysing market opportunity 288
Antecedent conditions 163
Appeal brings 296
Application to customer behaviour 216
Appropriation strategy 283
Asian Americans 39
Associative advertising 264

Attention 89
Attitude Test 332
Attitude-towards-object (ATO) model 124
Attitudes 28, 120
Attractiveness of the segment 11
Audience perception 314
Awareness 124
Awareness set 123
Awareness/knowledge 223

�

Balloons 302
Bases for segmentation 14
Basic choice heuristics 125
Basis of social power 61
Believers 22
Benefit segmentation 13, 15
Black subculture 39
Body copy 301
Bottom-up budgeting 338
Brand belief 123
Budget or the money 289
Budgeting methods 336
Buying behaviour 52
Buying centre 199

�

Campaign 288
Caption 301
Cases 361
Categorised emotions 97
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Characteristics of culture 34
Characteristics of lifestyle 19
Characteristics of opinion leaders 64
Characteristics of ORG buying (O.B.B.) 199
Choice 124
Classification of adopters 83
Classification of groups 60
Cognitive man model 130
Communication objective 319
Communication process 270
Comparative reference groups 61
Competition 278
Compliance 59
Concept of social class 50
Concept testing 325
Conclusion 229
Conjunctive heuristics 126
Consensual 72
Consideration 124
Considerations for approaching a foregin

market 45
Considerations for selecting an agency 350
Consumer 4, 194
Consumer attitude 121
Consumer behaviour 4
Consumer behaviour roles 5
Consumer characteristics 152
Consumer life style 8
Consumer research 220
Consumer socialisation 70
Consumerism 190
Consumers 4
Copywriting 297
Cost and benefit guide 143
Counter segmentation 23
Creating satisfied customers 151
Creative services 353
Creative strategy plan 322
Creativity 306
Cross-cultural marketing strategies 45
Cultural influences 29
Cultural norms 72
Culture 34
Customer analysis 276
Customer value 7

�

Data analysis 229
Deception advertising 345
Decision process 151
Definition 50, 121, 190, 248
Degree of involvements 109
Delight dazzles 208
Demographic 13
Demographic and psychographic characteris-

tics 10
Demographic segmentation 14
Depth interview 228, 333
Designing and advertising campaign 361
Developing marketing mix 136
Diabetes eradication 367
Different dimensions of advertising 250
Differentiated marketing Mix 23
Diffusion 78
Diffusion determinants 84
Diffusion inhibitors 84
Diffusion process 80
Disadvantages 262
Disjunctive heuristics 126
Dissatisfaction 169
Dissociative group 61
Dissonance 133
District forums 195

�

E-Business 214

Economic man model 130

Economic model 174

Effect of reach and frequency 321

Ego defensive function 122

Eight steps in organisational behaviour 198

Element of marketing Mix 248

Emotions 96

Emotions and marketing strategy 99

Engel-blackwell-kollat model 180

Environment-oriented values 37

Ethical advertising 344

Etiquette 44

Evaluation and alternatives 131
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Expectation and delight 210
Experiencers 22
Experimentation 227
Exposure 89, 319
Extended problem 132
External Flow 271
External influences or factors 26
Eye camera 332

�

Factors influencing organisational buying 202
Factors leading to high information search 142
Factors leading to low information search 142
Factors that affect risk 203
Family 68
Family decision stages 72
Family influence 30
Family life cycle 69
Family life cycle stages 72
Family types 69
Fast diffusion 82
Flighting approach 321
Focus group interview 228
Formal communication 272
Friendship 43
Fulfilled 22
Function of an advertising agency 351

�

General advertising 358
Generating delight 211
Geographic segmentation 14
Gogomos and Co 365

�

Habitual decision-making 132

Headlines 300

Heuristics 122

Hierarchy of effect model 313

Hispanie culture 39

Howarth Sheth model 178

Hybrid segmentation 15

	

Identification 59

Importance of weights 123

Inactive problem 135

Individual determinants 26

Individual factors 90

Industrial buyer behaviour 184

Inept 124

Information overload 141

Information processing 29, 112

Information processing for consumer decision-
making 88

Information search 131, 140

Innovation 78

Innovation adoption model 313

Input, process and output model 130, 176

Institutional advertising 359

Integrated market communication (IMC) 274

Intentions 223

Internal flow 272

Internalising 59

Interpretation 91

Involvement 108




Knowledge function 122

�

Laboratory test 325

Learned behaviour 113

Learning 114

Learning and memory 28

Levels of group involvement 59

Lexicographic heuristics 126

Lifestyle segmentation 18, 19

Likeability 294

Likert scale 225

Limited decision-making 132

Linear compensatory heuristics 126

Local copy 301

Logos 302
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�

Makers 22
Management and finance 354
Manifest and latent motives 107
Market analysis 9

Market segmentation 10
Market share goals 340
Market strategies 145
Market strategy related to diffusion 83

Marketeers’ influence on information
search 146

Marketing concept 5
Marketing effectiveness 127
Marketing implications 46

Marketing mix 260
Marketing strategies based on motivation 107
Marketing strategy 6, 8, 11
Marketing strategy and problem recogni-

tion 135

Marketing strategy and the social classes 54
Maslow’s hierarchy of needs 27
Maslow’s theory of motivation 104
Media 318

Media class-source effect 320
Media department 353
Media mix 319
Media planning 323

Media schedule 320
Media strategies 283, 328
Media vehicle 318
Memory 89, 91, 116

Message 328
Message structure 295
Methods of collecting primary data 224
Methods of pretesting of the advertisement 329

Micro perspective 5
Mission/objectives 312
Model of family decision-making 182
Monochronic culture 43

Motivation 223
Motivation and involvement 27
Motivational conflicts 108
Multi-attribute choice models 124



National commission 195
Nature of advertising 248
Need for delight 209
Need set 10
New task 205
Nicosia model 184
Non-store buying 164
Non-verbal communication 42
Normative groups 61

�

Objective 250
Observation 227
Opinion leaders 76
Organisational buying situations 204
Organisational characteristics 341
Organisational customers 201
Oriented values of culture 36
Other influences 30
Outlet image 151
Outlet location and size 152

�

Passive man model 130
Pavlovian learning model 175
Perceived risk 153
Percentage charges 355
Perception 88
Perception and marketing strategies 91
Person 260
Personal influences 30
Personal selling 262
Personality 94
Personality and self-concept 28
Physical evidence 260
Physical surroundings 161
Physiological tests 330
Place 260
Point of purchase displays 155
Polychronic culture 43
Position 307
Positioning 117, 304
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Positive attitudes 120
Post-purchase behaviour 132
Presentation of the report 229
Price 260
Price reductions 155
Primary and selective demand 267
Primary data 223
Print media 323
Problem recognition 131, 133
Process 260
Process of decision-making 8
Product 260
Product attributes 123
Product vs. service consumption 171
Programme involvement 90
Projective techniques 228
Promotion 260
Promotion mix 248
Protection against hazardous goods 192
Psychographic 13
psychographic lifestyles 18
Psychological model 175
Psychological motives 105
Psychological/psychographic segmentation 14
Public relations 263
Publicity 263
Pulsing approach 321
Purchase 157
Purchase action 132
Purchase behaviour 223
Purchase process 150
Purchase proposition 304

�

Qualitative research design 221
Quantitative research design 221
Questionnaire 224

�

Radio copy 301
Rank order scale 226
Ranking techniques 333
Rapid rate of diffusion 81
Reach and frequency 319

Recall test 331
Reciprocal influence of family members 68
Reciprocal influences in a family 70
Reference group 58
Reference group applications in marketing 63
Reinforcement 115
Repetition 115
Repositioning 309
Research 286
Research methodology 220
Role of a marketeer 170
Role of advertisement 266
Roots of dissatisfaction 190

�

Sales personnel 156
Sales promotion 263
Sampling 226
Satisfaction 169
Scope of advertising 249
Secondary data 221
Segmentation strategies 282
Selection of a supplier 205
Self-concept 99
Self-oriented values 37
Semantic differential scale 225
Set 124
Shopping orientation 153
Signatures 302
Significance of non-store buying 165
Situational factors 90, 161
Skimming strategy 84
Slogans 302
Slow diffusion 82
Social and economic risks 153
Social class 29, 50
Social class system 52
Social group influences 29
Social issues in advertising 345
Social standing 50
Social surroundings 162
Societal perspective 5
Socio-economic factors 50
Sociocultural segmentation 14
Sociological model 178
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Source 294, 328
Sources of information 141
Space 43
Spread of innovation 81
State commissions 195
Status reference group 61
Stimulus factor 90
Stock out 156
Store atmosphere 155
Store layout 155
Strivers 22
Strugglers 22
Sub-cultural influences 29
Subculture 38
Subculture in India 40
Suppressing problem recognition 136
Surveys 227
Survivors 20
Symbol of numbers 44
Symbols and colours 44

�

Target market 271, 288
Target segment 10
Task definition 163
Tele marketing 164
Temporal factors 163
Testing 290
Testing of advertisement 329
The competition 10
The computer age 214
The conditions 10
The consumer 9

The elements of learning 113
The external analysis 9
The functions of culture 35
Things 44
Tobacco 364
Top advertising agencies in India 10 years

back 355
Total 124
Total product 7
Trait theory 94
Types 302
Types of advertising 252
Types of agencies 352
Types of communication 272
Types of information search 141
Types of reference groups 59

�

Unique behaviour 50
Use-related segmentation 15
Use-situational segmentation 15
Utilitarian function 121
Utility 123

�

Value expressive function 122
Variation in cultural values 36
Video tax or interaction video 164

�

Water beds 361
WWW 216


