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Elements of Promotion Mix: Sales Promotion

In this study, a deep literature search was conducted to get rid of concept confusion in promotion mix. In the
naming of elements of promotion mix, concept expressions that creste confusion have been examined in
detail and discussed in vanous comparative terms, and basic concepis with wide meaningful vanows actions
have been proposed. More than 20 vears on marketing, research and publications have dealt with research
problems based on marketing mix and have mostly examined marketing processes. However, the types of
elements of the marketing mix that are important for both the enterprises and the consumers are not analyzed
too deeply, and different expressions of concepts are used in the analyzed sowrces. For example, when we
study literature related to marketing used as a resource at our universities, there s a confusion of conceps
when naming and ordering promotion mix which is an element of marketing mix. The terms which are wsed
as promodion mix of promotion methods or wols, promotion siyles, promotion procedures, promotion
decisions; sales development or sales promotion or sales whetstone, sales incentive, other sales effors; public
relations of publicity, advertisement, publication by academicians who contnbute to the development and
expansion of marketing literature are confusion of words in naming promotion mix as well & the namang of
promaotion mix elements, [n this study, a deep lierature search was conducted to get rid of concept confusion
in promodion mix. [n the naming of elements of promotion mix, concept expressions that create confision
have been examined in defail and discussed in vanows comparafive terms, amd basic concepls with wide
meaningiul various actions lave been proposed.

Kevwords: marketing, marketing theories, marketing mix, elemens of marketing mix, promotion, promotion
i, elements of promotion mix, sales promotion.

Introduction

Efforts related to elements of promotion mix have gained considerable impontance nowadays. The main
reasons for this are the fact that enterprises have to open up to large markets, thus increasing the physical
distance between businesses and consumers, the quality and quantity of consumer wants and needs
constantly changing. Therefore, when communicating with real and potential consumers in the targel market
to inform them about their business and business products, they benefit from elements of promotion mix.

In literature, more than two decades of marketing research and publications have dealt with research
problems based on marketing mix in general, and marketing processes are ofien studied. Howewver, the
critical problem here is that elements of the marketing mux, which are important for both the enterprises and
the consumers, have not been analyzed much, and different expressions or concepts have been used in the
analvzed sources. These findings and the absence of studies on this 15sue emphasize the importance of the
study. So the aim of the work is to give clarity to the confusion on the concept of naming the promotion mix
and elements of promotion mix by deeply researching them, and to lift the conceptual confusion out of the
way. In order to achieve this aim, later the literature was carefully scanned and concepts caused various
problems have been discussed with various comparative expressions creating conceptual turmoil and basic
concepts with wide meaningful various actions. Along with that this study is limited to the literature on
marketing which 15 being used as a resource in universities in Turkey. Therefore, this study 15 a review,
research and comparative evaluation work.

The Value of the Study

When we look at the literature on marketing that is being used as a resource in Our universities, many
concepts are confused. For example, the conceptual confusion that has begun to emerge in the basic concepts
of product marketing, product, goods, service and so on continues until the naming elements of promotion
mix. These concepts, which are settled by the academucians who have contributed to the expansion and
development of marketing literature, are as follows: promotion mix or promotion methods, or means of
promotion, methods of promotion, features of promotion, promotion techniques. While these concepts of
naming the promotion mix is put in disorder, the other concepts, which are set as sales promotion or sales
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development, sales promotion, sales incentives, sales promofion efforts or other sales efforts, are confused in
naming elements of the above mentioned turmoil. Even though such market turbulence has been expressed in
marketing literature fior vears, serious steps have not been taken to eliminate the turmoil. This suggests that
various issues relaied to marketing and promodion need to be addressed by our couniry’s marketing scholar
and academics in order to get nd of the turmoil.

In literature, more than two decades of marketing research and publications have dealt with research
problems based on marketing mix in general, and marketing processes are often siudied. However, the
critical problem here is that elements of the marketing mix, which are important for both the enterprises and
the consumers, have not been analyzed much, and different expressions or concepls have been used in the
analvzed sources. These findings and the absence of sudies on this issue emphasize the imponance of the
study.

The Aim and Scope of Shudy

The aim of the work 15 to give clanty to the confusion on the concept of naming the promotion mix and
elemenis of promotion mix by deeply researching them, and to lifi the concepiual confusion out of the way.
In order to achieve this aim, later the literature was carefully scanned and concepls caused various problems
have been discussed with various comparative expressions creating conceptual turmoil and basic conceps
with wide meaningful various actions.

This study is limited to the literature on marketing which is being used as a resource in universilies in
Turkey. Therefore, this study is a review, research and comparative evaluation work.

Conceprual Review and Evaluation

When we look at the literature on marketing that is being used as a resource in our UNIversities, it seems
that the authors and academicians have differentiated the promotion mix and elements of promotion mix that
they will use to reach a message to the target markets of businesses. For example, Mucuk [1; 173] named the
promotion mix as promotion method, Islamoglu [2; 422] as promotion means, Tenekecioglu and others
[3; 209] as promotion decisions, Yikselen [4; 369] named it as promotion technigques, Tek |5 708] as
promotion sub mix, Arpact and his collegues [6; 177] promotion tool, Uraz [7; 166] sales increase affons,
Hatiboglu [#; 131] forms of promotion, Cemalcilar [9; 348] sales efforts, Kotler [10; 49, 11; 259] named the
form of a boost. In the ranking of the components of the indebtedness mix, some authors include promotional
material [11; 299], rather than public relations, while all awthors include the basic elements of the
promotional mix elements such as advertising, personal sales, public relations and sales promoiion. Sales
incentives instead of sales promotion [2; 422 12; 180], sales promotion sales instead of sales promotion
[1; 173, 12; 181, 3; 20010, 11; 299), instead of the sales promotion, the sales promotion 15 replaced by the
other sales promotion [6; 177, 1; 173], sales efforts [, 348], sales promotion [13; 152]. However, some
authors and academicians have included sponsorship, media, etc. [13; 172, 14; 13, 4; 369].

When the sources of interest of this study are examined, the above images are sull going on. That is, the
disorder arising in the naming and in the listing the promolion mix continues in the naming elements of
promotion mix, which is one of these elements. For example, the following authors and scholars have shown
that sales promotion, which is an element of the subsistence of sales, can be used in sales promotion
[6; 177, 15; 171, 1, 201, 5; 780], sales promotion [2; 442, 12; 180], sales promotion [B, 131, 3; 213], sales
promotion [15; 241], other sales efforts [9, 417), vendor boosting efforns [11; 299]. Then in the following
parts of his [ her works, sales promotion, sales promotion, sales incentive, sales promotion efforis or other
sales efforts or sales promotion, sales promotion, sales incentive, sales promotion efforts or other sales
efforts. Looking at it in detail, we see here that the same concepts are used as logic, content, and that there is
only a difference of expression, and it is understood that there are confusions going on.

As can be understood from the above information and findings, it 15 seen that some of the authors and
academicians who gave important contnbutions to the marketing literature in Turkey have used different
expressions in the order and naming or ordering in different forms of the promotion mix and elements of
promotion mix which is one of the components of marketing mix. As we have meniioned in the previous
seclions, promotion mixes or promotion mix methods or means of promotion, promotion techniques,
promotion decisions; sales promotion or sales development or sales promotion, other sales efforts; concepts
such as public relations or public adherence or publicity, emoiion, naming and sequencing of the mix of
elemenis of entrustment. If we examine these expressions and concepis in detail, 1t would be more logical
farst to start them from the source point, 1.e. the reasons for their emergzence.
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An element of marketing mix, «promotions 15 a Latin word, give as advance; move forward fon/
further; gain‘make ground, make headway in the dictionary; Promolion means raising cusiomer awareness
of a product or brand, generating sales, and creating brand lovalty [12; 353]. Promotion in Turkish is mostly
used as promotion in personnel management by taking the same from French. But the marketing literature
the word we used instead of the promotion word 15 «econsumptions, and this phrase seems to have been
settled literally in the related literature.

However, there are also those who claim that the word epromotions does not fully meet. They also say
that promoting the product and promoting it, and then increasing it, is not about all these meanings and that it
15 also a communication problem [11; 3]. If the word «promotions 15 used instead of consumption in Turkish
language, the expression to be wsed should be wsales promotions instead of sales promotion or sales
incentive, sales boosting efforts and other sales efTorts.

Mowving on from this logic, we prefer to use the phrase «sales promotion: instead of a variety of narrow
meaning expressions such as sales development, seek sales, sales evolvement, sales boosting efforts and
other sales efforts among the elements promotion mix, we recommend to use the phrase ssales promotions
containing actions. Because, it seems more plansible to include sales promotion in place of the above
mentionad statements among the promotion mix cOmMponents.

While defining sales promofion as promotional activities outside of advertising, emotion and personal
selling, which encourages interest, experimentation, and purchase in the final consumers, mtermediaries and
industrial buyers, by placing sales promotion among the elements of promotion mix in the book of «Basic
Marketings by McCarthy and Perrault [15; 472]). The American Marketing Association, on the other hand,
deals with personal sales, advertising and in-store markeling activities that encourage consumers to buy and
promote their merchants, such as: exhibitions, sample applications, tutorials and non-repeating activities,
which include periodic, non-characteristic, pragmatic efforts. As can be understood from the definitions
above, sales promotion involves a wide variety of actions and aims to achieve results in the short term
(see Table).

Table
Examples of Sales Promotion Actions | Kotler 11, 1984: 303-306; Olug, 1989: 5)

For End-Users or Users For Intermediaries Eale;ﬂ(;:;esmx aiﬂ;iﬂ] g
Flags, Decorations Price Regulations Competitions
Streamers Purchase Advances Pay-off
Sample Products Unsupported Goods
Calendars, Datebooks Promotion Reductions Briefeases, Pursues
Sales Competitions Exhibitions
POP Matenals Calemdars, Datebooks
Agsle Displays Sales Intensity Competitions
Presents Sales Meetings
Competilions Sales Exhibitions Sales Equipments
Presentations
Supliers Meeting Education materials
Coupons
Money Transfers Catalogues
Sales Exhibitions Show-case Organizalion Meeds
Trade Marks

Other authors whoe use sales promotion [8; 131, 132, 13;152, 3; 213, 4; 395, 396] defining sales
promotion as incentives and awards to encourage consumers to buy products now and not later, are
emphasizing that the importance of sales promotion increases and the effect of economic crises on sales
promotion activities is very influential on consumers” purchasing decisions in the day where competition is
intensifying, brand diversity is increasing but brand loyvalty is decreasing.

Marketing writers who use sales promotion among the elements of their books and articles descnbe that
they are sales promotion and sales promotion activities in narrow terms and they talk about sales promotion
and sales promotion activities in the following parts of their studies [2; 442, 12; 180]. This means that sales
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promoiion means sales incentives in full, and therefore it makes more sense to use sales promotion instead of
sales incentives among the elements promotion mix.

If the promofion promises o be used in place of sales promotion, which is the subtitle of the promotion
against the word spoken, advertising agencies usually use sales promotion instead of sales promotion. Torlak
and colleagues [135; 242], Altumsik and colleagues [13; 208] also pointed out that the wse of sales incentives,
rather than sales promotion, among the elements of the retention bias in their work will lead to the purchase
of sales incentives, consumers, businesses or intermediary institutions faster [11; 564] developed the
wBconomic Terms Dictionary: Definitions and English Translations dictionary, emphasizing that the sales
incentive 15 the equivalent of the sales promotion in the English language, while Avpek and colleagues
[11; 564] describe the promotion incentive as the sales incentive, The above sales incentive statement is
misused by defining salespersons marketing their goods as the amount of goods they sell, the purchasers they
buy, the recycling of lost consumers, and so on. It is clear from this statement and definitions that it is
irrational and wrong to use the sales promotion statement instead of the sales promotion among the elements
of promotion mix.

Some scholars who have used sales development instead of sales promotion among their elements in
their siudies have identified sales development as logically similar but using different expressions [6; 216-
209, 15, 171-173, 10; 48, 49, 1; 201-204, 14; 14, 7, 166], namely sales promotion:

—is an important means contribuling to increase the effectiveness of advertising or personal sales
efforts, used o encourage the purchase and sale of a product or service within a short period of time [6; 216];

- 15 one promotion methods apart from advertising, personal selling, and public relations, the method
that is designed to attract intermediaries to the product and encourage consumers to buy [15; 171];

- other sales efforts in participating festivals, exhibitions, etc., which are not carmed out continuowsly,
except for personal sales, advertising, public relations and direct marketing efforts, without continuity [1; 201];

- non-regular, non-regular, non-routine, shori-term purchase incentives, unigque promotions and sales
efforts to motivaie consumers or users o purchase goods and services other than personal sales, public
relations and advertising, and to enhance the effectiveness of the distributors [5; TE0];

- non-continuing activities except the advertising, personal sales and public relations [10; 213];

- 15 a sales effort that completes and coordinates advertising and personal sales [10; 154];

- shori-ierm incentives to encourage the purchase of a product [14; 14];

- marketing campaigns that increase the effectiveness of the business, such as advertisemenis, personal
sales and promotional activities, which are not carried out on an ongoing basis, such as exhibits, festivals,
exhibitions, demonstrations and various unsuccessful sales efforts [7; 166, 167].

Marketing writers who use sales promotion among the elements of their books and articles descnbe that
they are sales promotion and sales promotion activities in narrow terms and they talk about sales promolion
and sales promotion activities in the following parts of their studies [2; 442, 12; 180]). This means that sales
promotion means sales incentives in full, and therefore it makes more sense to use sales promotion instead of
sales incentives among the elements promotion mix.

If the promotion promises o be wsed in place of sales promotion, which 15 the subtitle of the promotion
against the word spoken, advertising agencies usually use sales promotion instead of sales promotion. Torlak
and colleagues [15; 242], Allumsik and colleagues [13; 208] also pointed out that the use of sales incentives,
rather than sales promotion, among the elements of the retention bias in their work will lead to the purchase
of sales incentives, consumers, businesses or intermediary institutions faster [11; 564] developed the
wEconomic Terms Dictionary: Definitions and English Translations dictionary, emphasizing that the sales
incentive is the equivalent of the sales promotion in the English language, while Avpek and colleagues
[11; 564] describe the promotion incentive as the sales incentive, The above sales incentive statement is
misused by defining salespersons marketing their goods as the amount of goods they sell, the purchasers they
buy, the recycling of lost consumers, and so on. It is clear from this statement and definitions that it is
irrational and wrong to use the sales promolion siatement insiead of the sales promotion among the elements
of promotion mix.

Authors who use sales promotion effons and other sales efforts as opposed to sales promotions can use
these expressions to promote and enhance the sale of goods and to encourage the seller's activities and to
encourage consumers to buy and sell the poods [11; 299-307, 9; 352-420]. Judging from this definition, we
sog that these efforts only involve short-term sales stimulus actions that directly induce behavior, and that
they are involved in a wide range of actions, involving very large, diverse actions of sales promotion.
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As seen from the above definitions, all of these definitions are logically close to each other, but
different expressions are used, and at the same tme all of these definitions appear to be part of the
definitions given by MeCarthy and Perrault and the American Marketing Association for sales promolion, as
described in the previous sections of this work. It is worth mentioning that McCarthy and Perrault and the
American Marketing Association define sales promotion with the above expressions, not sales development.
Hence, it seems to be more appropriate and logical o use the sales promotion statement instead of sales
development among the elements of promotion mix.

Conclusions and Recommendations

As it was discussed in the frame of this study, promolion mix or promotion methods, or promotion
means, beginning from the naming promotion mix, are also being continued in the naming and listing the
elemens of promotion mix as promotion formats, promotion decisions; sales development or sales
encouragement, other sales efforts are continued as public relations or public admission or advertising, etc.
Therefore, in this study, a deep literature search was made to get rid of the concept confusion, and the
expressions that created confusion in the naming of the elements of entrustment were examined in detail and
discussed in various comparative discussions.

As can be understood from the above information and findings, it 15 seen that some of the authors and
academicians who gave imporiant contributions to the marketing literature in Turkey have used different
expressions in the order and naming or ordering in different forms of the promotion mix and elements of
promotion mix which is one of the components of marketing mix. As we have mentioned in the previous
seclions, promolion mixes of promotion mix methods or means of promotion, promotion techniques,
promotion decisions; sales promotion or sales development or sales promotion, other sales efforts; concepis
such as public relations or public adherence or publicity, emotion, naming and sequencing of the mix of
elements of entrustment. If we examine these expressions and concepts in detail, it would be more logical
first to start them from the source point, i.e. the reasons for their emergence. Moving on from this logic, we
prefer to use the phrase ssales promotions instead of a variety of narrow meaning expressions such as sales
development, seek sales, sales evolvement, sales boosting effons and other sales efforts among the elements
promotion mix, we recommend (o use the phrase «sales promotions containing actions. Because, il seems
more plausible to include sales promotion in place of the above mentioned statements among the promotion
mix Components.

As a result, in the context of all these discussions, a deep literature search has been conducted and
varous comparisons and assumptions of compromise include wider meaningful actions rather than various
but narrower expressions such as sales development, sales encouragements, sales promotion, sales boosting
efforts and other sales efforts have come to the conclusion that the use of a predicate expression of «sales
promotions would be more appropriate and logical. It 15 hoped that this result will be helpful and explanatory
in light of the future work, so from now on we can say that «sales promotions will be used instead of sales
development, sales encourages, sales siimulation, sales boosting efforts and other sales efforis.

The general conclusions reached during the working process, and the detected Iiterature; there are many
concepiual confusion in the marketing lierature, and no serious steps have been taken in order to eliminate
these confusion. Hence, we can sav that these confusions have led to various confusions in the minds of
students, whether researchers or even academics, who want to benefit from different sources in their work.
This suggests that marketing, especially those issues related to promotion, should be taken seriously by our
country’s marketing academics.

Here, we proposed some factors that create confusion, that is, the points to be discussed, the angles
from which to build the mix of commitment, and the basic elements promotion mix. So, work like this
should be done uninterruptedly and constantly. Also, other factors like direct marketing, sponsorship, media,
etc. that create confusion, e, points to be discussed, which angles to build up promotion mix liki
advertising, personal sales, public relations and sales promotion.

In literature, more than two decades of marketing research and publications have dealt with research
problems based on marketing mix in general, and marketing processes are often studied. However, the
critical problem here is that elements of the marketing mix, which are imporant for both the enterprises and
the consumers, have not been analyzed much, and different expressions or concepis have been used in the
analyzed sources. These findings and the absence of studies on this issue emphasize the imporance of the
study.
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JLH. Kenectaes, b K. [lxasukbacsa, K.C. Anxanos, AE. Epcoii

HelnkeiTy Keweniniy yieMenTrepi: caTyabl BIHTAIAHABIPY

Masanang sapreTHErTeri o Pe TEERPLIMIAMACRHEH, SCIPece OHBH «TAPATY SCTEpl IPAchAIFe TYCiHIK
HEMECE  TePMHHIZPOIH  KapaMa-EafiliGeFLE,  TYCIHIKCIIOIKTEAI  PeTTey  MAKCATRIHAA  wCATYIk
RIHTANAHORIPY S TEPMHHIHE EATRCTEI TYCIHIKTERQI PeTTey, OEAPFAE HAKTM AHKTEMA Oepy Msoememepi
MEICANIAPMEH KapacTeipeuiran. bisgid yHUBSpCHTETTER0E Pecype PeTiHIE NATANAHBIATLE MAPKETHHIKS
EATRICTR A%eliHeTTepAl PTTeNH Kelle MAPKeTHHITIE KellleHHIH esieHTl Gonmn TalslisThiH il GRRITY
EELBCHIHIH — WeMEHTTEpIHIH  aTaynapel  GofMHLE  TepMAHISPIIH  KAPAMA-KAMIUBRFE  HEsece
TYEBPRIMIAPTLH IaTAcy e kan. Cebeli MapseTHHITIE 33e0HeTTepl JAMEITYTA aoHe KeHEiTYTe STCANkCKN
EYPred FAARMIARILRY eHDERTepiHAeri MAPKeTHHITIE KelleHHIH WBeMeHT] Dommn Talel ESThH HEUERTY
EELBEHIHIH VIEMEHTTEpIHIH ATy NEP6 SPTYROL Gonein oTeip, MECANsl, A0F8 HEUGKRITY HeMece KaTepseney
amici HeMEcE KYPANBAPR, ERUBKRTY CTHI, SERUDBERTY [HApANapel SKEUGKEITY LeMIMOEH]  peTine
NaiIAMaHRATIH TepsiHtep Gip Gomer atayvaa Gonca, an CATRUORMIE JAMEITY HEMEOE CATRUTLIMIE
EOTEPMENEY HEMECE CATHUIBIM CATY, CATHUBMIE HMHETANAHORpPY, O04CKd CATY SpeReTTEPl  CHARTHE
TepsHEepTi STayEs Gacka 03 coilepliH Apanscyhl NETacyIeH Herizr celeli Gonmn otep. CoHYmETIH
epTTey BApRCHALE a3efHeTTep CAPANSHEIN, SRUBERTY KEEHIHIH WIEMEHTTERIH ATAYA 1HATAC TREPETRIH
HEMECE Kapasa-kaRlLUILE TYILPATHH SPTYL TGKMPRMIAP MeH Tepsiiiiep CANCTHpMAng Typle
EAPACTRIPLUIGIN, TANKRNAHIE &3He SPTYROL MSHEEIR  IC-ApPEEeTTEpre He HEersri TYCIHIETep Mes
TEEBPRSIAD YCRHEOE. KRckama afTkaHia, sakanals sapeerdmrteri odPe  TybiphisIasese s HLIH,
aCipece OHLIH KEUTERTY KeMEHIHIN I0eMEHTTEP] ApachHATE TYCIHIE HEMEC: TEpMIHICPAIH Eapaua-
EANIELIRFR MeH TYCIHIECIZNIETERI PETTEY MAKCATRIHZA «CATYIL BHTANAHIRPYS TePAIEHIHE KITRICTRE
TYCIHIETERAL peTTey, ONapPFa KAKTH SHRETIMS Gepy MaceNelepl MBICANIAPMEH KaPEc Tl pLUTFAH.

Kivgt cosdep’ MAPKSTHHT, MAPKETHHD TOOMHAAPL, MAPEETHHITIE KeWleH, MADKETHHITIE KelleHHin
WIEMEHTTEP, KEUGKEITY KEIEH], EUTERTY KelleHiHie MEMeHTTED], CATYIR EEITERTY.

JLH. Kenectaes, b K. [lxasukbaesa, K.C. Axxanos, AE. Epcoii

HleMEHTE KOMILIEKCA NpOABNAEHHAD CTHMY IHPOBAHNE clniTa

B creTee npoBeneH0 rOyHOEDE HOCIEROBANIE THTEPATYRM ¢ eIkl YCTPAHHTE MVTAHILY H OpOTHEOPESNHA
B OHHMAHEN — EOHUETIPE  CTHMIHpOESHAA  cOkma,  [loHSTHE W BRpaSeHHE, HCHOIRIYEMER

B HANMMEHOBAHMAY WISMEHTOR NPOIBASCHAS B COIJAEMIEE NYTAHALY  NPOTHBOPEMAA, ORI TINATENLRO
PACCMOTPEHEl B OOCYEISHEL ¢ VHeTOM PEliHEIX CPERSHTENRHEIN TepMHBOH, NOCHE QD GeUIH
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MPEUIGEEEL  OCHOBHLEE OOHATHA © moshonee Toeonss smeeesest [lpe anienan  omesecToenmod
IHTEPATYPM O MAPKETHHNE, HOMOALTVENOE B VHEBEPCHTETAN B KMECTEE PECVPCL, MOKHO  ENMETHTL
NPOTHBIPEMHBOCTE DIpeneseniii 1 TEPMEBIE B HARMEHOBIHHAL MIEMENTOR EOMIIEKCE DO NMGKEH N,
EOTOPLIE, B CHOMY  MEPEIk, SAINKMTCY  CUBEMEHTOM  MApEETHHIOBMD  kommoesca.  [lpeesmod
MPOTHBIPEMHEOCTHE OMPejeneniiil # TepMEHOn HEINKITCE [RUHLE  SHIMEHEE, BCIOALIVESLE B TPYIAK
YOEHLI, THHNMARINMNCE BOCIEI0BANNES 1 POIENTHEM MapKeTHHra. K opasepy, B TakMs Tepsnmiax, K
OHHCTPYMENTE, MM METOSW, CTHMYIHPOBAHNA  H OPOABEGKEHEN,  CTIUIL OPOABMECHENS,  HMeL
MPOIEHEHHAD, JEMEHEE 0 NPOIBEKEHEND  BCKUILIYIOTCE 0B, OUDMHELE  OT TeX, EITOpLE
MPEMEHEHITCN. B TEKHX TEPMENAY, KK «pasaemie clumae, anoggepucks cOumis, soTisynHposinme chnm
I OORGKHE, O B OFPEIORTHESET SO HKHDBEEE paasiaTennii [losrouy B nponecce nocnegesamn Gan
MPOBEIEH AHATHY KEKI0ID NHTERITYPHNTD HOTOMHHES D0 OTISNLN0CTIL, Boe Tepaiiid o hopsnymposk,
BLIELEBAMMIGE [MOTHECPE'EHE B HANMCHOBIMHAX CEISHMENTOE EOMILIEECE NPpOIENESEHHA, OLUm  miviens
CPABHMTENLHLN  SMETOIOM, B Perivistare Guan  mpeanmeessl S0CTYIEHLE  DOHSTHE | TepsHiL,
OOrIEEEOmHE P HEE EHarnmsise geiicrenn. J{pyrnse cooBasn, B DENK YOTPABSHHS [PCTIEn0pe
B TEPMHHAX H NOHETEEX MapEeTEHrobidl comsenuss olPy, B SACTBOCTH, CPEIH AISMEMTIE KOMILIEKCY
MPOIEIEEHHA, M3 KOHKPETHEE  IPHMEPIN  PROCMOTRCHE OVTH  PEryampoBamin @ BONpecW  MeTEirg
AIPEIERENNA NOHA TN, EACEHMIFXCE TEPMEES oCTHMYIEpona e Chuman,

Nuowessis  Cho6a  SEPECTHHD,  MAPKETHHIOBSE  TCOPEM, MAIPECTHHIOBL  KOMIOEKD,  LISHEETL
MEOKETHHIMBOM KOSMIIERE, MPOIEIENETIE, EOMLIEDS NP0 BIGREHIEE, AEMENTH EOMILIEDCE OpIEGREHIE,
CTHsYHpoEEEE cikrma



