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“We see marketing as the art and science of applying core marketing concepts to
choose target markets and get, keep, and grow customers through creating, delivering,

and communicating superior customer value ”.
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Sylvie martin, Initiation au marketing, édition d’organisation, Paris 2003, p :08 : sl

! Philip Kotler, Les clés du marketing, Pearson education, Paris 2003, p : 07.
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! Guy audigier, Marketing pour I’entreprise, édition Gualino, Paris 2003, p : 27.
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3 Kotler et al, Le marketing en mouvement, Pearson education, Paris 2002, p : 19-20.
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