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3. Weingand

4 Non-profit organization
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13. Kottler

14. Integrated process

15. Kavulya

16. The Committee on Definitions of the American
Marketing Association (AMA)

17. UK Institue of Marketing
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21. Customer satisfaction
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23. Low & Tan
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24. Leisner

25. Information marketing

26. Information-oriented products
27. Spalding & Wang
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28. Effective marketing
29. Marketing mix
30. De Saez

31. McCarthey
32. Target market
33. Market research
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34. Copley

35. Promotion

36. Boms & Bitner
37. Participants

38. Physical evidence

39. Process

40. British Airways
41. Air France

42. Commodity
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43. Knowledge management
44. Knowledge sharing

45. Computer terminals

46. Visibility
47. Mobile services

48. Location
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51. Cash value
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52. Neal
53. Demand levels
54. Public relations

55. Advertising

56. Publications
57. Salespeople
58. Marketing plan
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59. Marketing strategy
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60. Brindley
61. Re-defining the library

62. Location

63. Innovative

64. Segmentation
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