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Corporate Strategy of Custumer's Perspective
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Word of Mouth Marketing Association (2007) , “Word of Mouth 101”
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Word of Mouth Marketing Association (2007) , “Word of Mouth 101”
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Word of Mouth Marketing Association (2007) , “Word of Mouth 101”
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Fuggetta Rob (2012) Brand advocates: turning enthusiastic custo




Fuggetta Rob (2012) Brand advocates: turning enthusiastic custom owerful marketing for Wiley & Sons.
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