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Information from (M)arketers

by packaging, brand, point-of-purchase

Example: purchasing a toothbrush influenced

messaging.
Channels for influence
@ 1V advertising @ Brand website
@ Radioadvertising @ Online advertising
® Press advertising () Comparison engines
® Outdoor advertising () Blogs
® store promotion () Forums
[ Telephone ® Mobile
() Word-of-mouth @ Social networks
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The sum
influence

. High/medium influence

O Low/no influence

(P)rior preferences, beliefs and

experiences

Example: habitual purchases like

buying milk.

Information and opinions from (O)ther
people and from information services
Example: considering a hotel, a restaurant, a

new camera, wine

Channels for influence
() TV advertising ) Brand website
() Radio advertising () Online advertising

) Press advertising @ Comparison engines
) Outdoor advertising @ Blogs

) Store promotion @ Forums
© Telephone @ Mobile
® Word-of-mouth @ Social networks
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