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Roger D. Blackwell, Paul W. Miniard, & James F. Engel (2001), Consumer
Behavior, 9" ed., Mason, OH: South-Western, pp. 175-176.

Del 1. Hawkins & David L. Mothersbaugh (2010), Consumer Behavior, 11" ed.,
New York, NY: McGraw-Hill, p. 645.
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