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MKT is the process of planning and executing the conception, pricing, promotion, and
distribution of ideas, goods, and services to create exchanges that satisfy individual and
organizational objectives. (7]¢13} ZZ# o] B2 & ZEA7]+= w3 AE37] ¢34
stelelo], A5 2 Aulzel AL, A4 A4, 45 L 0 AYsa dAshe H3)

"Marketing is the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, partners, and
society at large.” (Definition approved by the American Marketing Association Board of
Directors, July 2013.)
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4. Publicity/Public Relations

Publicity:
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w-$ ¥4 (the Response Process)
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S wd(Integrated Information Response Model)
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Market share goes
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Public Relations, Publicity, Corporate Advertising
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