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WTP (Willingness to Pay)

CRM (Customer Relationship Management)
ELM (Elaboration Likelihood Model)

LTOR 1 ER2DOMAIZERTEL,

A8 =2y MNEEFIZDNT, EYDFT—y b TLA AREEZEOHEZPLIHRLEL

< AN

RORFEDSH 2 DEBATHALIE S,

21)—54 45—

POS X F L. (Point of Sale System)
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