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Elements of Promotion Mix: Sales Promotion

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. More than 20 years on marketing, research and publications have dealt with research
problems based 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 concepts
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.

Keywords: marketing, marketing theories, marketing mix, elemens of marketing mix, promotion, promotion
mix, elements of promotion mix, sales promotion.

Introduction

Efforts related to elements of promotion mix have gained considerable importance nowadays. The main
reasons for this are the fact that enterprises have to open up to large markets, thus increasing the physical
distance between businesses and consumers, 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 business and business products, they benefit from elements of promotion mix.

In literature, more than two decades of marketing research and publications have dealt with research
problems based on marketing mix in general, and marketing processes are often studied. However, the
critical problem here is that elements of the marketing mix, which are important for both the enterprises and
the consumers, have not been analyzed much, and different expressions or concepts have been used in the
analyzed sources. These findings and the absence of studies on this issue emphasize the importance of the
study. So the aim of the work is to give clarity to the confusion on the concept of naming the promotion mix
and elements of promotion mix by deeply researching them, and to lift the conceptual confusion out of the
way. In order to achieve this aim, later the literature was carefully scanned and concepts caused various
problems have been discussed with various comparative expressions creating conceptual turmoil and basic
concepts with wide meaningful various actions. Along with that this study is limited to the literature on
marketing which is being used as a resource in universities in Turkey. Therefore, this study is a review,
research and comparative evaluation work.

The Value of the Study

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 concepts
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 methods, or means of
promotion, methods of promotion, 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
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development, sales promotion, 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 taken to eliminate the turmoil. This suggests that
various 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.

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

The Aim and Scope of Study

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

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

Conceptual Review and Evaluation

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 differentiated the promotion mix and elements of promotion mix that
they will use to reach a message to the target markets of businesses. For example, Mucuk [1; 173] named the
promotion mix as promotion method, Islamoglu [2; 422] as promotion means, Tenekecioglu and others
[3; 209] as promotion decisions, Yikselen [4; 369] named it as promotion techniques, Tek [5; 708] as
promotion sub mix, Arpaci and his colleques [6; 177] promotion tool, Uraz [7; 166] sales increase efforts,
Hatiboglu [8; 131] forms of promotion, Cemalcilar [9; 348] sales efforts, Kotler [10; 49, 11; 299] named the
form of a boost. In the ranking of the components of the indebtedness mix, some authors include promotional
material [11;299], rather than public relations, while all authors include the basic elements of the
promotional mix elements such as advertising, personal sales, public relations and sales promotion. Sales
incentives instead of sales promotion [2; 422, 12; 180], sales promotion sales instead of sales promotion
[1; 173, 12; 181, 3; 2010, 11; 299], instead of the sales promotion, the sales promotion is replaced by the
other sales promotion [6; 177, 1; 173], sales efforts [9; 348], sales promotion [13; 152]. However, some
authors and academicians have included sponsorship, media, etc. [13; 172, 14; 15, 4; 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 listing 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
[6;177,15; 171, 1; 201, 5; 780], sales promotion [2; 442, 12; 180], sales promotion [8; 131, 3; 213], sales
promotion [15; 241], other sales efforts [9; 417], vendor boosting efforts [11; 299]. Then in the following
parts of his / her works, sales promotion, sales promotion, sales incentive, sales promotion efforts or other
sales efforts or sales promotion, sales promotion, sales 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 understood that there are confusions going on.

As can be understood from the above information and findings, it is seen that some of the authors and
academicians who gave important contributions 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 mentioned 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 promotion, other sales efforts; concepts
such as public relations 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.
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An element of marketing mix, «promotion» is a Latin word, give as advance; move forward /on/
further; gain/make ground, make headway in the dictionary; Promotion means raising customer awareness
of a product or brand, generating sales, and creating brand loyalty [12; 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 phrase seems to have been
settled literally in the related 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 [11; 3]. If the word «promotiony is used instead of consumption in Turkish
language, the expression to be used should be «sales promotion» 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 development, 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.

While defining sales promotion as promotional activities outside of advertising, emotion and personal
selling, which encourages interest, experimentation, 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 McCarthy and Perrault [15; 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: exhibitions, sample applications, tutorials and non-repeating activities,
which include periodic, non-characteristic, 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).

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

For End-Users or Users For Intermediaries Sales Oriented to Self Selling
Force of Management
Flags, Decorations Price Regulations Competitions
Streamers Purchase Advances Pay-off
Sample Products Unsupported Goods
Calendars, Datebooks Promotion Reductions Briefcases, Pursues
Sales Competitions Exhibitions
POP Materials Calendars, Datebooks
Aisle Displays Sales Intensity Competitions
Presents Sales Meetings
Competitions Sales Exhibitions Sales Equipments
Presentations
Supliers Meeting Education materials
Coupons
Money Transfers Catalogues
Sales Exhibitions Show-case Organization Needs
Trade Marks

Other authors who use sales promotion [8; 131, 132, 13; 152, 3; 213, 4; 395, 396] defining sales
promotion as incentives and awards to encourage consumers to buy products now and not later, are
emphasizing that the importance of sales promotion increases and the effect of economic crises on sales
promotion activities is very influential on consumers’ purchasing decisions in the day where competition is
intensifying, brand diversity is increasing but brand loyalty is decreasing.

Marketing writers who use sales promotion among the elements of their books and articles describe that
they are sales promotion and sales promotion activities in narrow terms and they talk about sales promotion
and sales promotion activities in the following parts of their studies [2; 442, 12; 180]. This means that sales
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promotion 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 promotion
against the word spoken, advertising agencies usually use sales promotion instead of sales promotion. Torlak
and colleagues [15; 242], Altunisik and colleagues [13; 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 [11; 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
[11; 564] describe the promotion incentive as the sales incentive, 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 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 logically similar but using different expressions [6; 216-
219, 15; 171-173, 10; 48, 49, 1; 201-204, 14; 14, 7, 166], namely sales promotion:

—is an important means contributing to increase 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 [6; 216];

—is one promotion methods apart from advertising, personal selling, and public relations, the method
that is designed to attract intermediaries to the product and encourage consumers to buy [15; 171];

— other sales efforts in participating festivals, exhibitions, etc., which are not carried out continuously,
except for personal sales, advertising, public relations and direct marketing efforts, without continuity [1; 201];

—non-regular, non-regular, non-routine, short-term purchase incentives, unique promotions and sales
efforts to motivate consumers or users to purchase goods and services other than personal sales, public
relations and advertising, and to enhance the effectiveness of the distributors [5; 780];

— non-continuing activities except the advertising, personal sales and public relations [10; 213];

— is a sales effort that completes and coordinates advertising and personal sales [10; 154];

— short-term incentives to encourage the purchase of a product [14; 14];

— marketing campaigns that increase the effectiveness 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 [7; 166, 167].

Marketing writers who use sales promotion among the elements of their books and articles describe that
they are sales promotion and sales promotion activities in narrow terms and they talk about sales promotion
and sales promotion activities in the following parts of their studies [2; 442, 12; 180]. This means that sales
promotion 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 promotion
against the word spoken, advertising agencies usually use sales promotion instead of sales promotion. Torlak
and colleagues [15; 242], Altunisik and colleagues [13; 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 [11; 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
[11; 564] describe the promotion incentive as the sales incentive, 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 statement instead of the sales promotion among the elements
of promotion mix.

Authors who use sales promotion efforts and other 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 activities and to
encourage consumers to buy and sell the goods [11; 299-307, 9; 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.
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As seen from the above definitions, all of these definitions are logically close to each other, but
different expressions are used, and at the same time all of these definitions appear to be part of the
definitions given by McCarthy and Perrault and the American 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 sales promotion with the above expressions, not sales development.
Hence, it seems to be more appropriate and logical to use the sales promotion statement instead of sales
development among the elements of promotion mix.

Conclusions and Recommendations

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 formats, promotion decisions; sales development or sales
encouragement, other sales efforts are continued as public relations or public admission or advertising, 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 naming of the elements of entrustment were examined in detail and
discussed in various comparative discussions.

As can be understood from the above information and findings, it is seen that some of the authors and
academicians who gave important contributions 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 mentioned 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 promotion, other sales efforts; concepts
such as public relations 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. Moving on from this logic, we
prefer to use the phrase «sales promotion» instead of a variety of narrow meaning expressions such as sales
development, 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.

As a result, in the context of all these discussions, a deep literature search has been conducted and
various comparisons and assumptions of compromise include wider meaningful actions rather than various
but narrower expressions such as sales development, 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 promotion» 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 literature, and no serious steps have been taken in order to eliminate
these confusion. Hence, we can say that these confusions have led to various confusions 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 academics.

Here, we proposed some factors that create confusion, 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, sponsorship, media,
etc. that create confusion, i.e., points to be discussed, which angles to build up promotion mix liki
advertising, personal sales, public relations and sales promotion.

In literature, more than two decades of marketing research and publications have dealt with research
problems based on marketing mix in general, and marketing processes are often studied. However, the
critical problem here is that elements of the marketing mix, which are important for both the enterprises and
the consumers, have not been analyzed much, and different expressions or concepts have been used in the
analyzed sources. These findings and the absence of studies on this issue emphasize the importance of the
study.
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KbLUTKBITY KelIEHIHIH 3JIEMEHTTEPi: caTyAbl bIHTAJIAHABIPY

Maxkanana MapKkeTHHTTeT1 «4P» TYKBIPEIMIaMacBIHBIH, aCipece OHBIH «TapaTy 9HicTepi» apachIHAArbl TYCIHIK
HeMece TEepPMHUHACPAIH  KapaMa-KaHIIbUIBIFBIH, TYCIHIKCI3HIKTEpAl peTTey MakcaThlHAA  «CaTyabl
BIHTAJAHJBIPY» TEPMHUHIHE KATBICTBI TYCIHIKTEpAI pETTEy, Olapra HAKThl aHbIKTamMa Oepy Mocelnenepi
MbICaJIApDMEH KapacThIpblraH. bi3niH yHUBEpCHTETTEp/E pecypc peTiHle MaiaJaHbUIaThIH MapKEeTHHIKE
KaTBICTBI 9/leOMeTTep i 3epTTereH Ke3le MapKeTHHITIK KEIICHHIH 3JIeMEeHTI OOJIBII TaObUIaThIH KBUDKBITY
KEIICHIHIH  JJEMEHTTepiHIH  aTayigapbl OOWBIHINIA  TEpPMHUHAEPIIH  KapaMa-KaWIIBUIBIFEI  HeMece
TYKBIPBIMIAPIBIH MaTacysl kem. Cebebi MapKeTHHTTIK oneOueTTep/Ii JaMbITyFa jKoHE KeHEHTyTe aTCalbIChIIT
JKYPreH FalbIMIapAbIH eHOCKTepiHJeri MAapKEeTHHITIK KEIICHHIH SJIeMEHTi OONBIN TaOBbUIATHIH KBUDKBITY
KeIIeHIHIH 3JIEeMEHTTEpiHIH aTayJapbl opTyp:i OoJbIT oThIp. MBICaNsl, anFa XKBUDKBITY HEMece KoTepMeey
ozici HeMece KyYpalJapbl, JKBUDKBITY CTHJI, JXBUDKBITY IIapajapbl, >KBUDKBITY IIENTiMIepi peTiHae
naiijanaHplIaThIH TepMHUHIAEp Oip Oesiek aTtayna 0Gojica, an caThUIBIMIbI JJAMBITY HEMECE CaTbUIbIMJBI
KeTepMesey HeMece CaThUIbIM caTy, CaThUIBIMIbI bIHTAJIAHABIPY, Oacka caTy opeKeTTepi CHAKTHI
TepMUHIEpAl arayna Oacka Ja Co3AepIiH apaiacybl HIaTacylblH Herisri ce6e6i Oomnbim oTbip. COHIOBIKTaH
3epTTey OapbIChiHIA 9eOMEeTTEp CapalaHbII, XKbUDKBITY KEIICHIHIH 3JeMEHTTEpiH aTayja MIaTacThIpaThH
HeMece KapaMa-KaiIIbUIBIK TYIBIPATBIH OPTYPIi TYKBIPBIMAAp MEH TEPMHUHAEP CAalbICTHIPMAaNbl TYpAe
KapacTBIPBUIBI, TAJIKBIIAHIBl JKOHE OPTYPJl MaHBI3JBI iC-OpEeKeTTepre He Heri3ri TYCIHIKTep MeH
TYXKBIpBIMIAp YCHIHBUINBL. KpIcKama alTKaHma, Makajiaga MapKeTHHITEeTi «4P» TyKBIpbIMIaMachIHBIH,
acipece OHBIH JKBUDKBITY KEHIGHIHIH 3JI€MEHTTEpi apachlHAarbl TYCIHIK HeMece TEepMHHAEPIIH Kapama-
KaWIIBUIBIFBl MEH TYCIHIKCI3ZIKTEp/l peTTey MaKcaThlHIA «CaTylbl BIHTAJIAHIBIPY» TEPMHHIHE KaTBICTBI
TYCIHIKTep/li peTTey, oylapFa HaKThl aHbIKTaMa Oepy Mocelelepi MpICaIIapMEH KapacThIPbUIFaH.

Kinm ce30ep: MapKeTHHT, MAapKETHUHI TEOPHSIApbl, MApPKETHHITIK KEIIeH, MAapKCTHHITIK KEeIICHHIH
3JIEMEHTTEPI, KBUDKBITY KEIICHI, )KbUDKBITY KELICHIHIH 3JIEMEHTTEPi, CaTy/Ibl )KbUDKBITY.

JI.H. Kenec6aes, b.K. [I)xa3pik6aeBa, K.C. Asxanos, A.E. Epcoit

DJIeMeHThI KOMILIeKca NMPpOABUKCHUSI: CTUMYJIHUPOBaAHUE cObITa

B cTBTBRE mpOBEAEHO I'TyOOKOE MCCIEIOBAHUE JTUTEPATYPHI C IIENbI0 YCTPAHUTD ITYyTAHHUILy M MPOTUBOPEUHS
B IOHUMAaHUU  KOHIEMIMH  CTUMYJIHpOBaHUS  cObITa. IIOHATHS H  BBIpaXKEHHs, HCIOJIb3yEeMbIE
B HAaIMEHOBAHHAX 3JIEMEHTOB INPOJBIDKEHHA M CO3JAIONIME NMyTaHUIYy U MPOTUBOPEUUs], OBUIM TIIATEIHHO
paccMOTpeHBl M OOCYXIEHBI C Yy4eTOM pa3IMYHbIX CPaBHUTENBHBIX TEPMHHOB, IOCIE UYero Ol
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MpPEUIOKEHBl OCHOBHBIE MOHATHSI C  HauOojee TOYHBIM 3HaueHueM. lIpu M3ydeHHM OTeuecTBEHHOI
JUTEPATYpbl O MAapKETHUHTE, MCIONB3YyeMOH B YHHMBEPCHTETAX B KadeCTBE pecypca, MOXHO 3aMETHTh
MPOTHBOPEUHBOCTh ONpPEAENEHUH U TEPMHUHOB B HAMMEHOBAaHMAX SJIEMEHTOB KOMIUIEKCA MPOIBMKEHHS,
KOTOpbIE, B CBOIO OYepelb, SBIAIOTCA DIEMEHTOM  MAapKETUHIOBOro Komiulekca. Ilpuumnoit
NIPOTUBOPEUUBOCTH OIPEICICHUA M TEPMHHOB SBISIOTCA pa3HblC 3HAYCHUS, UCIONb3yeMbIE B TpyJax
YUYCHBIX, 3aHHMAIOLINXCSl UCCIEAOBAHMEM M Pa3BUTHEM MapkeTruHra. K mpumepy, B Takux TepMHHAX, Kak
«UHCTPYMEHTBI, WM METOJbl, CTHMYJIUPOBAHMS ¥ MPOJBIKEHHS, CTHIb IPOJBIKECHHUSI», «MEPhI
TPOJBWKEHUS», «PEIICHUS MO MPOABMKEHHUIO» HCIOIB3YIOTCS CIIOBA, OTIMYHBIE OT TeX, KOTOpBIE
NPUMEHSAIOTCSA B TaKUX TEPMUHAX, KAK «Pa3BUTUE COBITA», «HOANEPKKA COBITa», «CTUMYIMPOBAHUE COBITA
WITH TIPOJIaX», 4TO M 00YCIIOBINBAET BOSHUKHOBEHNE pasHouTeHui. [losToMy B mpoliecce uccinenoBaHus Obll
HPOBEIEH aHAJIN3 KaKAOrO JIMTEPaTYPHOIO UCTOYHMKA 110 OTIEIBHOCTH, BCE TEPMHHBI U (OPMYIMPOBKH,
BBI3BIBAIONIHE IIPOTUBOPEYHE B HAUMEHOBAHUSX DJIEMEHTOB KOMIUIEKCA IPOJBIDKCHUS, OBUIM H3Y4EHBI
CPaBHUTENBHBIM METOAOM, B pe3yiabTare OBDIM TIPEIJIOKEHBI JOCTYHNHbIE IOHATHS W TEPMHHEI,
0003HavaIoMmue pa3IMIHble 3HAUNMBIC AeiicTBHs. JIpyruMu ClIOBaMH, B IEISIX YCTPAHEHUsI IPOTHBOPEUHit
B TCPMUHAX M MOHATHAX MapKeTUHIOBOH KoHuenuuu «4P», B 4acTHOCTH, Cpeiu 3JIEMEHTOB KOMILIEKCA
NPOABMKCHUS, HAa KOHKPETHBIX IIPUMEpax pAacCMOTPEHbI IIYTH PpEryJdupOBaHUs U BOIPOCHI UYETKOIO
OTIpEe/IeNICHUs] MOHTHUH, KacaroIMXCsl TEPMUHA «CTUMYJIHPOBAHUE COBITAY.

Kniouegvie  cnosa: MapKeTHHI, MapKETHHIOBbIE TEOPHH, MAapKETHHIOBBIH KOMIUIEKC, SJIEMCHTBI
MapKETHHIOBOI'0 KOMIUIEKCA, IIPO/IBIKEHNE, KOMIUICKC MPOABMIKEHHMS, SJIEMEHTbI KOMIIJIEKCA IPOIBIKEHNUS,
CTUMYJIHpPOBaHHE COBITA.
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