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Zeithaml, V. (1988). Consumer perceptions of price, quality, and value.
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Morgan, R. & Hunt, S. (1994). The commitment-trust theory of relationship marketing.
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Davis, F. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
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Schultz, D. (1993). Integrated marketing communications.
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Scott, W. (1987). The adolescence of institutional theory.
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Howkins, J. (2001). The Creative Economy.
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