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William J.stanton, Michael J.Etzel, and Bruce J. Walker; Foundamentals of Marketing' tenth
edition; (New york: Mcgraw - hill, inc., Y44¥), p. 5.
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warren J.keegan, Global Marketing Management, ath edition, (Englewood Cliffs, New Jersey,
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FROM MARKETING Y,+ TO MARKETING ¢,+ - THE EVOLUTION OF THE MARKETING
CONCEPT IN THE CONTEXT OF THE Y) CENTURY




