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The Synergy of Marketing

Created by the Pres
The Cases ofcdttQan’  andatT
Anicent Civilization of I n

News Group
FtMei Li-hung Yihedun 'Chheine n

ABSTRACT

These year s, media firms begin to invest in
Phenomenon can be witnessed i n thaer tUneixtheidb iDtaii d n
News . Thesauti ebethasentention of media firms

how they employ their own resources to create
media firms can usefithanci awnrisskhrared dohirevda
The strategy for promoting art exhibitions i
Besi des, by promoting art, media firms become
relation fwiadarmtitdhtei d ipedadwcti on.
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