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EXPRESSIONS THAT CREATES CONFUSION AMONG  
THE ELEMENTS OF PROMOTION MIX:  

SALES PROMOTION

More than 20 years on marketing, research and publications have dealt with research problems ba-
sed on marketing mix and have mostly examined marketing processes. However, the types or elements 
of the marketing mix that are important for both the enterprises and the consumers are not analyzed too 
deeply, and different expressions or concepts are used in the analyzed sources. For example, when we 
study literature related to marketing used as a resource at our universities, there is a confusion of con-
cepts when naming and ordering promotion mix which is an element of marketing mix. The terms which 
are used as promotion mix or promotion methods or tools, promotion styles, promotion procedures, 
promotion decisions; sales development or sales promotion or sales whetstone, sales incentive, other 
sales efforts; public relations or publicity, advertisement, publication by academicians who contribute to 
the development and expansion of marketing literature are confusion of words in naming promotion mix 
as well as the naming of promotion mix elements. In this study, a deep literature search was conducted 
to get rid of concept confusion in promotion mix. In the naming of elements of promotion mix, concept 
expressions that create confusion have been examined in detail and discussed in various comparative 
terms, and basic concepts with wide meaningful various actions have been proposed.
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Жылжыту кешенінің элементтері арасындағы терминдердің  
қарама-қайшылығы: сатуды ынталандыру

Біздің университеттерде ресурс ретінде пайдаланылатын маркетингке қатысты әдебиеттерді 
зерттеген кезде маркетингтік кешеннің элементі болып табылатын жылжыту кешенінің 
элементтерінің атаулары бойынша терминдердің қарама-қайшылығы немесе тұжырымдардың 
шатасуы көп. Себебі маркетингтік әдебиеттерді дамытуға және кеңейтуге атсалысып жүрген 
ғалымдардың еңбектеріндегі маркетингтік кешеннің элементі болып табылатын жылжыту 
кешенінің элементтерінің атаулары әртүрлі болып отыр. Мысалы: алға жылжыту немесе 
көтермелеу әдісі немесе құралдары, жылжыту стилі, жылжыту шаралары, жылжыту шешімдері 
ретінде пайдаланылатын терминдер бір бөлек атауда болса, ал сатылымды дамыту немесе 
сатылымды көтермелеу немесе сатылым сату, сатылымды ынталандыру, басқа сату әрекеттері 
сияқты терминдерді атауда басқа да сөздердің араласуы шатасудың негізгі себебі болып отыр. 
Сондықтан, зерттеу барысында әдебиеттер бірме-бір сараланып, жылжыту кешенінің элементтерін 
атауда шатастыратын немесе қарама-қайшылық тудыратын әртүрлі тұжырымдар мен терминдер 
салыстырмалы түрде қарастырылып, талқыланды және әртүрлі маңызды іс-әрекеттерге ие 
негізгі түсініктер мен тұжырымдар ұсынылды. Қысқаша айтқанда, мақалада маркетингтегі 
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«4P» тұжырымдамасының әсіресе оның жылжыту кешенінің элементтері арасындағы түсінік 
немесе терминдердің қарама-қайшылығы мен түсініксіздіктерді реттеу мақсатында «сатуды 
ынталандыру» терминіне қатысты түсініктерді реттеу, оларға нақты анықтама беру мәселелері 
мысалдармен қарастырылған.

Түйін сөздер: жылжыту, жылжыту кешені, жылжыту кешенінің элементтері, сатуды жылжыту.
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Противоречивость терминов среди элементов комплекса продвижения:  
стимулирование сбыта

При изучении отечественной литературы о маркетинге в качестве ресурсов, используемых 
в университетах, можно заметить противоречивость определений и терминов в наименованиях 
элементов продвижения, являющихся элементами маркетингового комплекса. Причиной 
противоречивости определений и терминов являются труды ученых, занимающихся 
исследованием и развитием маркетинговой литературы. К примеру, в таких терминах, как 
инструменты или методы поддержки и продвижения, стиль продвижения, меры продвижения, 
решения по продвижению, используются слова, отличные от таких терминов, как развитие сбыта, 
поддержка сбыта, стимулирование сбыта или продаж, что создает данную ситуацию. Поэтому в 
процессе исследования был проведен анализ каждого литературного источника по отдельности, 
все термины и формулировки, вызывающие противоречие в наименованиях элементов комплекса 
продвижения, были рассмотрены сравнительным методом, прошли обсуждение, в результате чего 
были предложены доступные понятия и термины, обозначющие различные значимые действия. 
Другими словами, в целях устранения противоречий в терминах и понятих маркетинговой 
концепции «4Р», в частности, среди элементов комплекса продвижения, на конкретных примерах 
рассмотрены пути регулирования и вопросы четкого определения понятий, касающихся термина 
«стимулирование сбыта».

Ключевые слова: продвижение, комплекс продвижения, элементы комплекса продвижения, 
стимулирование сбыта.

Introduction

Efforts related to elements of promotion mix 
have gained considerable importance nowadays. 
The main reasons for this are the fact that enterpri-
ses have to open up to large markets, thus increasing 
the physical distance between businesses and con-
sumers, the quality and quantity of consumer wants 
and needs constantly changing. Therefore, when 
communicating with real and potential consumers 
in the target market to inform them about their bu-
siness and business products, they benefit from ele-
ments of promotion mix.

When we look at the literature on marketing that 
is being used as a resource in our universities, many 
concepts are confused. For example, the conceptual 
confusion that has begun to emerge in the basic con-
cepts of product marketing, product, goods, service 
and so on continues until the naming elements of 
promotion mix. These concepts, which are settled 
by the academicians who have contributed to the 
expansion and development of marketing literature, 
are as follows: promotion mix or promotion met-
hods, or means of promotion, methods of ������promo-

tion, features of promotion, promotion techniques. 
While these concepts of naming the promotion mix 
is put in disorder, the other concepts, which are set 
as sales promotion or sales development, sales pro-
motion, sales incentives, sales promotion efforts or 
other sales efforts, are confused in naming elements 
of the above mentioned turmoil. Even though such 
market turbulence has been expressed in marketing 
literature for years, serious steps have not been ta-
ken to eliminate the turmoil. This suggests that vari-
ous issues related to marketing and promotion need 
to be addressed by our country’s marketing scholar 
and academics in order to get rid of the turmoil.

Materials and Methods

In literature, more than two decades of market-
ing research and publications have dealt with re-
search problems based on marketing mix in general, 
and marketing processes are often studied. Howev-
er, the critical problem here is that elements of the 
marketing mix, which are important for both the en-
terprises and the consumers, have not been analyzed 
much, and different expressions or concepts have 
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been used in the analyzed sources. These findings 
and the absence of studies on this issue emphasize 
the importance of the study.

The aim of the work is to give clarity to the con-
fusion on the concept of naming the promotion mix 
and elements of promotion mix by deeply researc-
hing them, and to lift the conceptual confusion out 
of the way. In order to achieve this aim, later the li-
terature was carefully scanned and concepts caused 
various problems have been discussed with various 
comparative expressions creating conceptual turmo-
il and basic concepts with wide meaningful various 
actions. 

This study is limited to the literature on marke-
ting which is being used as a resource in universities 
in Turkey. Therefore, this study is a review, research 
and comparative evaluation work.

Literature Review

When we look at the literature on marketing 
that is being used as a resource in our universities, 
it seems that the authors and academicians have dif-
ferentiated the promotion mix and elements of pro-
motion mix that they will use to reach a message to 
the target markets of businesses. For example, Mu-
cuk (2001: 173) named the promotion mix as pro-
motion method, İslamoğlu (2006: 422) as promoti-
on means, Tenekecioğlu and others (2006: 209) as 
promotion decisions (1978: 166), Yükselen (2008: 
369) named it as promotion techniques, Tek (1999: 
708) as promotion sub mix, Arpacı and his collequ-
es (1992: 177) promotion tool, Uraz (1978: 166) 
sales increase efforts, Hatiboglu (1993: 131) forms 
of promotion, Cemalcılar (1977: 348) sales efforts, 
Kotler Volume I (1984: 49) and Volume II (1984: 
299) named the form of a boost. In the ranking of 
the components of the indebtedness mix, some aut-
hors include promotional material (Kotler, II, 1984: 
299), rather than public relations, while all authors 
include the basic elements of the promotional mix 
elements such as advertising, personal sales, pub-
lic relations and sales promotion. Sales incentives 
instead of sales promotion (İslamoğlu, 2006: 422, 
Oluç, 1978: 180), sales promotion sales instead of 
sales promotion (Mucuk, 2001: 173; Oluç, 1978: 
181; Tenekecioğlu et al., Kotler, II, 1984: 299), ins-
tead of the sales promotion, the sales promotion is 
replaced by the other sales promotion (Arpacı et al., 
1992: 177; Mucuk, 2001), sales efforts (Cemalcılar, 
1977: 348), sales promotion (Kotler, 2010: 152). 
However, some authors and academicians have inc-
luded sponsorship, media, etc. (Kotler, 2001: 172, 
Tosun, 2002: 15, Yükselen, 2008: 369).

When the sources of interest of this study are 
examined, the above images are still going on. That 
is, the disorder arising in the naming and in the lis-
ting the promotion mix continues in the naming 
elements of promotion mix, which is one of these 
elements. For example, the following authors and 
scholars have shown that sales promotion, which is 
an element of the subsistence of sales, can be used 
in sales promotion (Arpacı et al., 1992: 177, Çağ-
lar and Kılıc, 2005: 171, Mucuk, 2001: 201, Tek, 
1999: 780, Tekin, 2006: 213, 1974), sales promotion 
(İslamoğlu, 2006: 442, Oluç, 1978: 180), sales pro-
motion (Hatiboğlu, 1993: 131, Tenekecioğlu et al., 
2006: 213). Sales promotion (Altunışık et al., 2001: 
207, Torlak et al., 2004: 241), other sales efforts 
(Cemalcılar (1977: 417), vendor boosting efforts 
(Kotler, II, 1984: 299), Then in the following parts 
of his / her works, sales promotion, sales promotion, 
sales incentive, sales promotion efforts or other sa-
les efforts or sales promotion, sales promotion, sa-
les incentive, sales promotion efforts or other sales 
efforts. Looking at it in detail, we see here that the 
same concepts are used as logic, content, and that 
there is only a difference of expression, and it is un-
derstood that there are confusions going on.

As can be understood from the above informa-
tion and findings, it is seen that some of the authors 
and academicians who gave important contributi-
ons to the marketing literature in Turkey have used 
different expressions in the order and naming or 
ordering in different forms of the promotion mix 
and elements of promotion mix which is one of the 
components of marketing mix. As we have men-
tioned in the previous sections, promotion mixes 
or promotion mix methods or means of promotion, 
promotion techniques, promotion decisions; sales 
promotion or sales development or sales promoti-
on, other sales efforts; concepts such as public re-
lations or public adherence or publicity, emotion, 
naming and sequencing of the mix of elements of 
entrustment. If we examine these expressions and 
concepts in detail, it would be more logical first to 
start them from the source point, i.e. the reasons for 
their emergence.

An element of marketing mix, «promotion» is a 
Latin word, give as advance; move forward /on/ furt-
her; gain/make ground, make headway in the dictio-
nary; Promotion means raising customer awareness 
of a product or brand, generating sales, and creating 
brand loyalty. (Redhouse, 2009: 353). Promotion in 
Turkish is mostly used as promotion in personnel 
management by taking the same from French. But 
the marketing literature the word we used instead 
of the promotion word is «consumption», and this 
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phrase seems to have been settled literally in the re-
lated literature. 

However, there are also those who claim that the 
word «promotion» does not fully meet. They also 
say that promoting the product and promoting it, and 
then increasing it, is not about all these meanings 
and that it is also a communication problem (Oluç, 
1989: 3; Üner, 1999: 22). If the word «promotion» 
is used instead of consumption in Turkish language, 
the expression to be used should be «sales promo-
tion» instead of sales promotion or sales incentive, 
sales boosting efforts and other sales efforts.

Moving on from this logic, we prefer to use the 
phrase «sales promotion» instead of a variety of 
narrow meaning expressions such as sales develop-
ment, seek sales, sales evolvement, sales boosting 
efforts and other sales efforts among the elements 
promotion mix, we recommend to use the phrase 
«sales promotion» containing actions. Because, it 
seems more plausible to include sales promotion in 
place of the above mentioned statements among the 
promotion mix components.

Results and Reasoning

While defining sales promotion as promotio-
nal activities outside of advertising, emotion and 
personal selling, which encourages interest, expe-
rimentation, and purchase in the final consumers, 
intermediaries and industrial buyers, by placing 
sales promotion among the elements of promotion 
mix in the book of «Basic Marketing» by McCart-
hy and Perrault, (McCarthy and Perrault 1990: 472), 
The American Marketing Association, on the other 
hand, deals with personal sales, advertising and in-
store marketing activities that encourage consumers 
to buy and promote their merchants, such as: exhi-
bitions, sample applications, tutorials and non-re-
peating activities, which include periodic, non-cha-
racteristic, pragmatic efforts. As can be understood 
from the definitions above, sales promotion involves 
a wide variety of actions and aims to achieve results 
in the short term (see Table 1).

Other authors who use sales promotion (Hati-
boğlu, 1993: 131-132, Kotler, 2010: 152, Tenekeci-
oğlu and others, 2006: 213, Yükselen, 2008: 395-39) 
defining sales promotion as incentives and awards 
to encourage consumers to buy products now and 
not later, are emphasizing that the importance of sa-
les promotion increases and the effect of economic 
crises on sales promotion activities is very influen-
tial on consumers’ purchasing decisions in the day 
where competition is intensifying, brand diversity is 
increasing but brand loyalty is decreasing.

Table 1 – Examples of Sales Promotion Actions (Kotler,II, 
1984: 303-306; Oluç, 1989: 5)

For End-Users or 
Users For Intermediaries

Sales Oriented to 
Self Selling Force 
of Management

Flags, Decorations
Streamers

Sample Products
Calendars, 
Datebooks

POP Materials
Aisle Displays
Competitions
Presentations

Coupons
Money Transfers
Sales Exhibitions

Trade Marks

Price Regulations
Purchase Advances

Unsupported 
Goods

Promotion 
Reductions

Sales Competitions
Calendars, 
Datebooks
Presents

Sales Exhibitions
Supliers Meeting

Catalogues
Show-case 

Organization 
Needs

Competitions
Pay-off

Briefcases, Pursues
Exhibitions

Sales Intensity 
Competitions

Sales Meetings
Sales Equipments

Education 
materials

Marketing writers who use sales promotion 
among the elements of their books and articles desc-
ribe that they are sales promotion and sales promo-
tion activities in narrow terms and they talk about 
sales promotion and sales promotion activities in the 
following parts of their studies (İslamoğlu, 2006: 
442: Oluç, 1978: 180). This means that sales promo-
tion means sales incentives in full, and therefore it 
makes more sense to use sales promotion instead of 
sales incentives among the elements promotion mix.

If the promotion promises to be used in place of 
sales promotion, which is the subtitle of the promo-
tion against the word spoken, advertising agencies 
usually use sales promotion instead of sales promo-
tion. Torlak and colleagues (2004: 242), Altunışık 
and colleagues (2001: 208) also pointed out that the 
use of sales incentives, rather than sales promotion, 
among the elements of the retention bias in their 
work will lead to the purchase of sales incentives, 
consumers, businesses or intermediary institutions 
faster (2009: 564) developed the «Economic Terms 
Dictionary: Definitions and English Translation» 
dictionary, emphasizing that the sales incentive is 
the equivalent of the sales promotion in the English 
language, while Aypek and colleagues (2009: 564) 
describe the promotion incentive as the sales incen-
tive, The above sales incentive statement is misused 
by defining salespersons marketing their goods as 
the amount of goods they sell, the purchasers they 
buy, the recycling of lost consumers, and so on. It 
is clear from this statement and definitions that it 
is irrational and wrong to use the sales promotion 
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statement instead of the sales promotion among the 
elements of promotion mix.

Some scholars who have used sales development 
instead of sales promotion among their elements in 
their studies have identified sales development as lo-
gically similar but using different expressions (Ar-
pacı et al., 1992: 216-219, Çağlar and Kılıç, 2005: 
171-173, Kotler, I, 1984: 48-49, Mucuk, 2001: 201-
204, Tek, 1990: 44, 1999: 780-794, Tekin, 2006: 
213-214, Tokol, 1996: 154, Tosun, 2002: 14, Uraz , 
1978: 166), namely sales promotion:

–	��������������������������������������������� is an important means contributing to increa-
se the effectiveness of advertising or personal sales 
efforts, used to encourage the purchase and sale of 
a product or service within a short period of time 
(Arpacı and etc., 1992:216), 

–	�������������������������������������������� is one promotion methods apart from adverti-
sing, personal selling, and public relations, the met-
hod that is designed to attract intermediaries to the 
product and encourage consumers to buy (Çağlar 
and Kılıç, 2005:171),

–	 other sales efforts in participating festivals, 
exhibitions, etc., which are not carried out continu-
ously, except for personal sales, advertising, public 
relations and direct marketing efforts, without conti-
nuity (Mucuk, 2001:201),

–	 non-regular, non-regular, non-routine, short-
term purchase incentives, unique promotions and 
sales efforts to motivate consumers or users to pur-
chase goods and services other than personal sales, 
public relations and advertising, and to enhance the 
effectiveness of the distributors (Tek, 1999:780),

–	�������������������������������������������     non-continuing activities except the adver-
tising, personal sales and public relations (Tekin, 
2006:213),

–	���������������������������������������������� is a sales effort that completes and coordina-
tes advertising and personal sales (Tokol, 1996:154),

–	�������������������������������������������� short-term incentives to encourage the purc-
hase of a product (Tosun, 2002:14),

–	�������������������������������������������    marketing campaigns that increase the effe-
ctiveness of the business, such as advertisements, 
personal sales and promotional activities, which are 
not carried out on an ongoing basis, such as exhibits, 
festivals, exhibitions, demonstrations and various 
unsuccessful sales efforts (Uraz, 1978:166-167).

Authors who use sales promotion efforts and ot-
her sales efforts as opposed to sales promotions can 
use these expressions to promote and enhance the 
sale of goods and to encourage the seller’s activiti-
es and to encourage consumers to buy and sell the 
goods, (Kotler, II, 1984: 299-307, Cemalcılar, 1977: 
352-420). Judging from this definition, we see that 
these efforts only involve short-term sales stimulus 
actions that directly induce behavior, and that they 

are involved in a wide range of actions, involving 
very large, diverse actions of sales promotion.

As seen from the above definitions, all of these 
definitions are logically close to each other, but dif-
ferent expressions are used, and at the same time all 
of these definitions appear to be part of the definiti-
ons given by McCarthy and Perrault and the Ame-
rican Marketing Association for sales promotion, 
as described in the previous sections of this work. 
It is worth mentioning that McCarthy and Perrault 
and the American Marketing Association define sa-
les promotion with the above expressions, not sales 
development. Hence, it seems to be more appropri-
ate and logical to use the sales promotion statement 
instead of sales development among the elements of 
promotion mix. 

	
Conclusion

As it was discussed in the frame of this study, 
promotion mix or promotion methods, or promotion 
means, beginning from the naming promotion mix, 
are also being continued in the naming and listing 
the elemetns of promotion mix as promotion for-
mats, promotion decisions; sales development or sa-
les encouragement, other sales efforts are continued 
as public relations or public admission or adverti-
sing, etc. Therefore, in this study, a deep literature 
search was made to get rid of the concept confusion, 
and the expressions that created confusion in the na-
ming of the elements of entrustment were examined 
in detail and discussed in various comparative dis-
cussions.

As a result, in the context of all these discus-
sions, a deep literature search has been conducted 
and various comparisons and assumptions of comp-
romise include wider meaningful actions rather than 
various but narrower expressions such as sales de-
velopment, sales encouragements, sales promotion, 
sales boosting efforts and other sales efforts have 
come to the conclusion that the use of a predicate 
expression of «sales promotion» would be more 
appropriate and logical. It is hoped that this result 
will be helpful and explanatory in light of the future 
work, so from now on we can say that «sales pro-
motion» will be used instead of sales development, 
sales encourages, sales stimulation, sales boosting 
efforts and other sales efforts.

The general conclusions reached during the 
working process, and the detected literature; there 
are many conceptual confusion in the marketing li-
terature, and no serious steps have been taken in or-
der to eliminate these confusion. Hence, we can say 
that these confusions have led to various confusi-
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ons in the minds of students, whether researchers or 
even academics, who want to benefit from different 
sources in their work. This suggests that marketing, 
especially those issues related to promotion, should 
be taken seriously by our country’s marketing aca-
demics. 

Here, we proposed some factors that create con-
fusion, that is, the points to be discussed, the angles 

from which to build the mix of commitment, and 
the basic elements promotion mix. So, work like 
this should be done uninterruptedly and constantly. 
Also, other factors like direct marketing, sponsors-
hip, media, etc. that create confusion, ie, points to be 
discussed, which angles to build up promotion mix 
likı advertising, personal sales, public relations and 
sales promotion.

References

1	 Altunışık R., Özdemir Ş., Torlak Ö. (2001), Modern Pazarlama, 1.Baskı, Değişim Yayın, İstanbul.
2	 Arpacı T., Ayhan Y.D., Böge E., Tuncer D., Üner M.M. (1992), Pazarlama, 1.Baskı, Gazi Kitabevi, Ankara.
3	 Borden, N. H. (1964), The concept of the marketing mix. Journal of Advertising Research, 4(2), pp. 2–7.
4	 Cemalcılar, İlhan. (1977), Pazarlama, Eskişehir İTİA Yayınları, Eskişehir.
5	 Çağlar, İrfan ve Kılıç, Sabiha. (2005), Pazarlama, 1.Baskı, Nobel Yayın, Ankara.
6	 George, W.R., Berry, J.P. (1983), «The promotion and Selling of Services», Business, July-September, pp.14-20. 
7	 Govoni, N., Galpes, R., Galpes, M.(1986), Promotional Management, Prentice Hall, New Jersey.
8	 Hatiboğlu, Zeyyat. (1993), Temel Pazarlama, 1.Baskı, Beta Basım, İstanbul.
9	 Homburg, C. (2012). Marketing management (4th ed.). Wiesbaden: Gabler. P. 31. 
10	 İslamoğlu, Ahmet Hamdi. (2006), Pazarlama Yönetimi, Genişletilmiş 3.Baskı, Beta Basım, İstanbul.
11	 Kotler, Philip. (2010), A’dan Z’ye Pazarlama, 9.Baskı, (Çev.) Aslı Kalem Bakkal, MediaCat Kitapları, İstanbul.
12	 Kotler, Philip. (2007), Soru ve Cevaplarla: Günümüzde Pazarlamanın Temelleri, 1.Baskı, (Çev.) Ümit Şensoy, Optimist 

Yayınları, İstanbul.
13	 Kotler, Philip. (1984), Pazarlama Yönetimi, I cilt, 3.Baskı, (Çev.) Yaman Erdal, Beta Basım, İstanbul.
14	 Kotler, Philip. (1984), Pazarlama Yönetimi, II cilt, 2.Baskı (Çev.) Yaman Erdal, Beta Basım, İstanbul.
15	 Kotler, P. and Turner R. E. (1993), Marketing Management- Analysis, Planning, Implementation and Control, Canadian 7Th 

Ed., Prentice Hall. Inc. 
16	 Kotler, P. and Armstrong, G. (1996), Principles of Marketing, New Jersey, Prentice-Hall, Inc.: 7th Edition. 
17	 Kotler, Philip. (1999), Kotler on Marketing, New York: Free Press.
18	 Kotler, Philip. (2009), «Marketing: The Underappreciated Workhorse,» Market Leader Quarter 2, pp. 8–10
19	 McCarthy, Jerome E. and Perrault, William D. (1990), Basic Marketing: A Managerial Approach, 10th Edition, Homewood, 

734 p.
20	 Mucuk, İsmet. (2001), Pazarlama İlkeleri, Genişletilmiş 13.Baskı, Türkmen Kitabevi, İstanbul.
21	 Aypek N., Ban Ü., Güzel A., Küçüközmen C., İltaş Y. (2009), Ekonomik Terimler Sözlüğü (Açıklamalı ve İngilizce 

Karşılıklı), 1.Baskı, Gazi Kitabevi, Ankara.
22	 Oluç, Mehmet (1978), Pazarlama Yönetimi, 2.Baskı, İstanbul Matbaası, İstanbul.
23	 Oluç, Mehmet (1989), «Tutundurma – Promotion / İletişim – Communication», Pazarlama Dünyası, Eylül – Ekim, 3/ 17: 

3-17.
24	 Oluç, Mehmet (1989), «Satış Tutundurma veya Satış Özendirme (Sale Promotion)», Pazarlama Dünyası, Kasım – Aralık, 3/ 

18: 3-14.
25	 Redhouse Büyük Elsözlüğü. (2009), Genişletilmiş 29.Baskı, Sev Matbaacılık ve Yayın, İstanbul.
26	 Tek, Ömer Baybars. (1990), Pazarlama: İlkeler ve Uygulamalar, Kartal Yayın, İzmir.
27	 Tek, Ömer Baybars. (1999), Pazarlama İlkeleri, 8.Baskı, Beta Basım, İstanbul.
28	 Tekin, Nadir Vasfi. (2006), Pazarlama İlkeleri, 1.Baskı, Seçkin Yayın, İstanbul.
29	 Tokol, Tuncer. (1996), Pazarlama Yönetimi, 7.Baskı, Ceylan Matbaacılık, Bursa.
30	 Tenekecioğlu B., Tokol T., Çalık N., Karalar R., Timur N. ve Öztürk S. (2006), Pazarlama Yönetimi, 4.Baskı, AÜ, Eskişehir.
31	 Torlak Ö., Altunışık R., Özdemir Ş. (2004), Modern Pazarlama, 3.Baskı, Değişim Yayın, İstanbul.
32	 Tosun, Babür Nurhan. (2002), Pazarlama: Halkla İlişkiler ve Reklam, Türkmen Kitabevi, İstanbul.
33	 Uraz, Çevik. (1978), Temel Pazarlama Bilgileri, 1.Baskı, Ankara.
34	 Üner, Mithat M. (1999), «Pazarlama Literatürümüzde Yer Alan Tutundurma Karması Elemanlarının Gözden Geçirilmesi», 

Pazarlama Dünyası, Mart – Nisan, 13/ 74: 18-22.
35	 Yükselen, Cemal. (2008), Pazarlama: İlkeler – Yönetim – Örnek Olaylar, Gözden Geçirilmiş 7.Baskı, Detay Yayıncılık, 

Ankara.
36	 http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=S (30.10.2017).



ISSN 1563-0358                   The Journal of Economic Research & Business Administration. №1 (123). 2018 37

Ersoy A., Kelesbayev D.N.

Литература

1	 Алтунышык Р., Оздемир Ш., Торлак О. (2001), Современный маркетинг. – 1-е издание. – Стамбул: Издательский дом 
Дегишим.

2	 Арпажы Т., Айхан Я.Д., Боге Е. Тунжер Д., Унер М.М. (1992), Маркетинг. – 1-е издание. – Анкара: Книжный дом 
Гази. 

3	 Борден Н.Х. (1964), Концепция маркетингового сочетания // Журнал рекламных исследований. – № 4 (2), ст. 2–7.
4	 Жемалжылар И. (1977), Маркетинг. – Ескишехир: Издательский дом Ескишехир ИТИА. 
5	 Чаглар И. И Кылыч С.. (2005), Маркетинг. – 1-е издание, Издательский дом Нобел, Анкара.
6	 Георге У.Р., Берри Ж.П. (1983), Продвижение и продажа услуг, Бизнес, Июль-Сентябрь, ст.14-20. 
7	 Говони Н., Галпес Р., Галпес М. (1986), Рекламное управление, Принтерс Холл, Нью-Джерси.
8	 Хатибоглу З. (1993), Базовый маркетинг. – 1-е издание, Издательский дом Бета, Стамбул.
9	 Хомбург C. (2012). Управление маркетингом. – 4-е издание, Висбаден: Габлер. ст. 31. 
10	 Исламоглу А.Х.. (2006), Управление маркетингом, Расширенное. – 3-е издание, Издательский дом Бета, Стамбул.
11	 Котлер Ф. (2010), Маркетинг от А до Я. – 9-е издание, Издательский дом Медиа-Кат книги, Стамбул.
12	 Котлер Ф. (2007), Вопросы и ответы: Основы маркетинга сегодня. – 1-е издание, Издательский дом Оптимист, 

Стамбул.
13	 Котлер Ф. (1984), Управление маркетингом, том I. – 3-е издание, Издательский дом Бета, Стамбул.
14	 Котлер Ф. (1984), Управление маркетингом, том ІI. – 3-е издание, Издательский дом Бета, Стамбул.
15	 Котлер Ф. и Турнер Р.Е. (1993), Маркетинговый менеджмент – анализ, планирование, внедрение и контроль, 

Канадский редактор. – 7-е издание, Принтерс Холл, Нью-Джерси.
16	 Котлер Ф. и Армстронг Г. (1996), Принципы маркетинга. – 7-е издание, Принтерс Холл, Нью-Джерси.
17	 Котлер Ф. (1999), Котлер по маркетингу, Свободная пресса, Нью-Йорк.
18	 Котлер Ф. (2009), Маркетинг: Недооцененная рабочая лошадка, Лидер рынка. – № 2, ст. 8–10.
19	 Маккарти Ж.Е. и Перраулт У.Д. (1990), Основной маркетинг: управленческий подход. – 10-е издание, Издательский 

дом Хоумвууд, ст. 734.
20	 Мужук И. (2001), Маркетинговые принципы, Расширенное 13-е издание, Книжный дом Туркмен, Станбул.
21	 Айпек Н., Бан У. Гузел А., Кучукозмен Ж. Илташ Я. (2009), Глоссарий экономических терминов (пояснительный и 

английский взаимный). – 1-е издание, Книжный дом Гази, Анкара.
22	 Олуч М. (1978), Управление маркетингом. – 2-е издание, Издательский дом Стамбул, Стамбул.
23	 Олуч М. (1989), Продвижение / Коммуникация – Связь, Маркетинговый мир, Сентябрь – Октябрь, № 3/17, ст. 3-17.
24	 Олуч М. (1989), Продвижение рекламы, Маркетинговый мир, Ноябрь – Декабрь, №3/18, ст. 3-14.
25	 Великий словарь Редхаус. (2009). – Расширенное 29-е издание, Севская полиграфия, Стамбул.
26	 Тек О.Б. (1990), Маркетинг: принципы и практика, Издательский дом Картал, Измир.
27	 Тек О.Б. (1999), Принципы маркетинга. – 8-е издание, Издательский дом Бета, Стамбул.
28	 Текин Н.В. (2006), Принципы маркетинга. – 1-е издание, Издательский дом Сечкин, Стамбул.
29	 Токол Т. (1996), Управление маркетингом. – 7-е издание, Издательский дом Жейлан, Бурса.
30	 Тенекежиоглу Б., Токло Т., Чалык Н., Каралар Р., Тимур Н., Озтурк С. (2006), Управление маркетингом. – 4-е издание, 

Издательский дом Ау, Ескишехир.
31	 Торлак О., Алтунышык Р., Оздемир Ш. (2004), Современный маркетинг. – 3-е издание, Издательский дом Дегишим, 

Станбул.
32	 Тосун Б.Н. (2002), Маркетинг: Связи с общественностью и реклама, Книжный дом Туркмен, Станбул.
33	 Ураз Ч. (1978), Основная маркетинговая информация. – 1-е издание, Издательский дом Детай, Анкара.
34	 Унер М.М. (1999), Проверка элементов ответственности, связанных с маркетинговой литературой, Маркетинговый 

мир, Март – Апрель, №13/74, ст. 18-22.
35	 Юкселен Ж. (2008), Маркетинг: принципы – руководство – примеры, Расширенное 7-е издание, Издательский дом 

Детай, Анкара.
36	 http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=S (30.10.2017).


