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® Ibid., p.31.
¢ Coutland L.Bovee and John V. Thili,_Marketing, (New York : Mc Graw-Hill, Inc., 1992).

" Ibid., p. 54
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* Eric N. Berkowitz and others, Marketing, Third Edition (Massachusett : Richard d. lrwin,
Inc., 1992) pp.68 -69.
® Courtland L. Bovee and John V. Thill, Marketing, pp. 39-40.
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