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1- American Marketing Association has defined advertising as “any paid form of non-
personal presentation of ideas, goods and services by an indentified sponsor”
2- According to Webstar, “Advertising is to give public notice or to announce publicity.”
3 According to Gardner, “Advertising is the means of mass selling that has grown up parallel
with and has been made necessary to mass production.”
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® The exchange of information between individuals through a common system of
symbols, signs, or behavior. This definition emphasizes the transfer of information, but
doesn't necessarily require understanding.

® A process by which information is transmitted between individuals and/ or
organizations so that an understanding response results. This definition highlights the
two-way nature of communication and the importance of achieving mutual

understanding.
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