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Abstract:  
    This study sought to find out the impact that can be caused by home-shopping channels as a tool and as 
a means of new and sophisticated decision-purchasing of a sample of the final consumers living in the 
middle of Algeria, because of the common characteristics similar to those in terms of customs, traditions, 
way of thinking, the social level ..., To achieve this was to rely on four key dimensions relate to the 
content of the promotional message conveyed by these channels to the final consumer, in addition to the 
method of implementation, and the extent of its observance of the principles of moral and social values of 
the target group for these channels, while representing the fourth dimension in interactive, a characteristic 
that is by direct marketing, which is home shopping channels tool of tools, knowledge and intent of what 
this impact and degree been using a set of statistical tools through rely on SPSS program. 
Key words: direct marketing, home shopping channels, purchasing decision, model AIDA. 
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Source: S. H. H. Kazmi, Marketing management : text and cases, New delhi : Excel books india, 2007, p. 
328. 
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