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SIMGELER VE KISALTMALAR

: Product, Price, Place, Promotion (Uriin, Fiyat, Dagitim,

Tutundurma)

: Product, Price, Place, Promotion, Participants, Physical

Evidence, Process and Personalisation (Uriin, Fiyat,
Dagitim, Tutundurma, Katihmcilar, Fiziksek Kanit, Streg
ve Kisisellestirme)

: American Marketing Association (Amerikan Pazarlama

Birligi)

: Ameciran Psychological Association (Amerikan

Psikoloji Birligi)

: Elektronik Agizdan Agiza iletisim

: Bir Reklam Sirketinin Adi

: World Wide Web (Dlinya Capinda Ag)
: Agizdan Agiza iletisim

: Agizdan Agiza Pazarlama
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