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2. Direct marketing
3. Non-profit services
4. Catalog

5. Fax

6. E-mail

7. Voice mail

8. On-line
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2. Online Services
3. Marketing Mix
4. Advertising

5. Public Relations
6. Personal Selling
7. Direct Marketing
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6. Profit & non-profit organization
7. Direct mail

8. Catalogue

9. Direct response

10. Face-to-face

11. Cost of implementation and control over direct marketing resources
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1. Development of a database

2. Personalisation

3. Strategic customer relationship
4. Measurement of results

5. Direct Marketing Association
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1. Direct mail marketing

2. Catalogue marketing

3. Telephone marketing

4. Direct Response marketing
5. Face-to-face

6. Online Marketing
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1. Intangibility

2. Inseparability
3.Variability

4. Perishability
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8. Intangible

9. Aesthetic services
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1. Customer Loyalty
2. Improve
3. Cost

4 . Information Analysis

5. Decision
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1. Profit and non-profit
2. Hirschman
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1. Average annual sales revenue

2. Average annual funding received from public and private sources
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6. Reliability
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