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Il. List of abbreviations

3 Ps

4 Ps
7 Ps

Acc.
A.o.

DBA
Ed.

Et seqq.
Et seq.
Etc.

EU

Fig.
GOAUC
le.

Kg

LTU

Sth.
SARS
Tab.
TV
Vol.
Wi/o

People, physical facilities, process management, i.e. the expansion of
the classical marketing mix to fulfil the requirements of service
marketing

Product, price, promotion, place, i.e. the classical marketing mix
Product, price, promotion, place, people, physical facilities, process
management, i.e. the expanded marketing mix or service marketing
mix

According

And others

Deutsche British Airways Luftfahrtgesellschaft mbH

Editor

Exempli gratia (=for example)

Et sequens (=and the following, plural)

Et sequens (=and the following, singular)

Et cetera (=and so on)

European Union

Figure

German Organisation Against Unfair Competition

Id est (=that means)

Kilogramme

Lufttransport-Unternehmen GmbH

Page

Something

Severe Acute Respiratory Syndrome

Table

Television

Volume
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