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WEWNINA 2.1

wasdayanieuanaediizlna (External Source of Consumer Information)

PERSONAL SOURCES IMPERSONAL SOURCES
- Salespeople - Advertising
MARKETER-CONTROLLED |- Telemarketing - In-Store Displays
SOURCES - Trade Shows - Sales Promotions
- Packaging
- Word-of-Month - Editorial and News
NON-MARKETER- - Professional Advice Material
CONTROLLED SOURCES | - Experience from - Neutral Sources
Consumption

An1: Ward S., “Consumer Beharior,” in Handbook of Communication Science, edited

by C. R. Berger and S. H. Chaffee, (Newbury Park, C.A.: Sage, 1987),
pp. 651-674.
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'D. L. Loudon and A. J. Bella Bitta, Consumer Behavior, 4"ed. (Singapore:

McGraw-Hill, 1993), pp. 355-356.
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