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Keller, Kevin Lane.(1998). "Strategic brand Management, Building,

Measuring, and Managing brand Equity”. New York: Prentice Hall. P.502.
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WEWAINA 2.5 The Formation of Expectations
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(Advertising) (Product)
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{Customer Expectation)
ARETTN (Culture) mMaimmssmsme
(After marketing)
nsne (Sales)
a1 - Vevra Terry, G. Aftermarketing : H ¢ for Life through

Relationship Marketing. New York : New York .1992 : p140.
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No 4.
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