
 

Abstract  
The present research has endeavored to define the affecting relationship 
between direct marketing and purchasing behavior for the consumers of 
durable goods in Mosul because there are continuous communications 
among organizations, such as commercial agencies and a large number of 
parties, such as importers, distributors and consumers. These parties aim to 
get information from the organizations that produce durable goods and their 
policies and ways of consumers convincing and influencing him towards 
those durable goods. Despite the fact that there is a number of studies 
related to the knowledge of direct marketing and purchasing behavior, such 

                                                          

  



studies has in fact ignored the deep affecting relationship between them As a 
result, the present research has investigated these two dimensions trying to 
find out the affecting relationship between them.   

  



      



                



                                



    



  



Kotler, 1997, 5

Hollensen, 2001, 516

Buell, 1970, 718



Kotler, 1997, 718

Kotler, 2000, 650

electronic 

commerceelectronic marketing

E - markets

Kotler, 1997, 720



Hollensen, 

2001, 533

Hollensen, 2001, 534

 

Kotler, 2000, 651

 

Adcock, et 

al., 2001, 313



   



   

Source: Kotler, Philip and Armstrong, Gray, (2001), principles of 
marketing, Prentice Hall, (9th ed).  

Douglas and Craig, 1995, 223

        



Data Base

Kotler and Armstrong, 2001, 626

  



Fill, 1999, 491

Kotler, 2000, 662

Kotler, 2000, 662



Kotler, 1997, 171

Boon & Kurtz, 1992, 190



         

David, 1995, 66



Wilkie, 1990, 13

   



Motivations

Fulmer, 1983, 133



Learning

Kotler, 1997, 186

Proctor, 1996, 70





Attitudes

Bearden and Forge, 1995, 

111

Feldman, 1996, 605

Kotler, 2000, 174

 

Pelsmacker, et al., 2001, 63



   



                    



f
One 

 

way Anovaf

       

4.372 4.124 4.120 3.784 L.S.R 

   

*0.248 *0.252 *0.588 0.248702 4.372 

   

0.004 *0.34 0.246413 4.124 

    

*0.336 0.243362 4.12 

      

3.784 

 



 

F

 

5

R2 

4.08

4.08

4.08

tdf0.05 <p 50= n 

f



R2

tT

F

R2t

t

F
R2

t
t

Cho and Lee, 2000



            



              



 



 





                     



  
Books 

1. Adcock, Dennis and Al Haiborg and Ross, Caroline, (2001), 
Marketing Principles and Practice, Pearson Education Ltd., 
Harlow, England, 4th ed.  

2. Bearden, Ingram and La forge, (1995), Marketing Principles and 
Perspectives, Richard Irwin.  

3. Boon, Luoise E. and Kurtz David, (1992), Contemporary 
Marketing, The Dryden Press Int. L.  

4. Buell, Victory, P., (1970), Handbook of Modern Marketing, 
McGraw Hill, (Inc). 

5. David Jobber, (1995), Principle and Practice of Marketing, 
McGraw Hill.  

6. Douglas, Susan P. and Craig, C. Samuel, (1995), Global Marketing 
Strategy, McGraw Hill, Singapore.  

7. Feldman, Roberts, S., (1996), Understanding Psychology, McGraw 
Hill, (4th ed.) 

8. Fill, Chris, (1999), Marketing Communications Contexts, 
Contents and Strategies, (2nd ed.), Prentice Hall, Europe.  

9. Fulmer, Robert, M., (1983), Practical Human Relation, 
Homewood III Richard D. Irwin, Inc.  

10. Hollensen, Svend, (2001), Global Marketing, Second Edition, 
Pearson Education Ltd. J., Harlow, England.  

11. Kotler, P., (1997), Marketing Management : Analysis Planning 
implementation and control, Englewood Gliffs, Nj: Prentice Hall, 
New Jersey.  

12. Kotler, Philip, (2000), Marketing Management, Prentice Hall of 
India, The Millennuim Edition.    

13. Kotler, Philip and Armstrong, Gray, (2001), Principles of 
Marketing, Prentice Hall, (9th ed). 

14. Pelsmacker, Patrick De. Maggle Geuens and Joeri Vanden Bergh, 
(2001), Marketing Communication, Pearson Education, England.  



15. Proctor, Tony, (1996), Marketing Management and Integrating 
theory and Practice International, Thomas Publishing Company, 
New York.  

16. Wilkie, William L., (1990), Consumer Behavior, Second Edition, 
John Wiley and Sons.   

Websites 
1. Cho Namjae and Lee Chanwoo, (2000), Media and Display 

Effects on Purchasing Behavior of Internet Shopping Consumers , 
http://www.kmis.or.kr/EventsGuide/studyMeeting.  

http://www.kmis.or.kr/EventsGuide/studyMeeting


This document was created with Win2PDF available at http://www.daneprairie.com.
The unregistered version of Win2PDF is for evaluation or non-commercial use only.

http://www.daneprairie.com

