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Wya Nilziha, nanmsaaragalvulupaissen 21 (DjannuMIUAT: T3aNUN

Nasduiusnimila, 2545), 1. 5.
2Philip Kotler, Marketing Management, The Millennium (Upper Saddle River, N.J.:

Prentice-Hall, 2000), p. 19.
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N Philip Kotler, Marketing Management, The Millennium (Upper Saddle River, N.J.:
Prentice-Hall, 2000), p. 19.
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*H. S. Bansal and P. A. Voyer, “Word of mouth process within a services purchase

decision context,” Journal of Service Research 3 (February 2000):168.
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