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(3 Noel Capone, James M. Hulbert, (2001), Marketing Management In the 21 st Century, Prentice Hall Inc, New
jersey, P.6.

(3) Chad Crouch, Using information to drive results, September (2008), Journal of Community Banker, p 43.
(*) Noel Capone, James M. Hulbert, (2001), Marketing Management In The 21 st Centuey, op cit, p 7.
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(") Aaker D.A (2004), Strategic Market Management, p 221.
(%) Noel Capone, James M. Hulbert, (2001), Marketing Management In The 21 st Centuey, op cit, p 8.

(°) Noel Capone, James M. Hulbert, (2001), , op cit, p 9.
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