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@ See R. Faucheux ed. , The Road to Victory: the Complete Guide to Wining in Politics, Washington
D. C. ; Campaigns and Elections, 1995; B. Franklin, Packaged Politics, London: Edward Arnold, 1995; A.
Wernick, Promotional Culture, London, Sage Press, 1991; P. Maarek, Political Marketing and Communi-
cation, London, 1995.
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B NFERE AL G H T ERBHFHE, L5 RHEMEXWBIAHEFEN B K, %
BTBOROSA BOE MR ZERXE .©

JERHIHT - BE TR « DUCHINRTR, BOAE 8 3K 8L AR
FHRPBER KR A SBOEBERF 28, FT R 8 MR BUATT IR ANH R 9 B AR il 1t
RENCE, X — I EEEES B SR ARG KRR, X—FERAT =407
T - — RSB A s — R KA A R ; =R RIFH K& T7 HIFERFILE

FEFE - BIFHREE RSB BEEP A UP R TERA B H S B AV
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Journal of Marketing Management , 1997, Vol. 13, p. 653.

@ Philip Kotler, “A Generic Concept of Marketing,” Journal of Marketing , April 1972, p. 49,
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