SINELITABMAS

The Effect of Electronic Word-of-Mouth in Social Media toward Consumer Purchase
Decision with Brand Image as Moderating Variable

The Effect of Electronic Word-of-Mouth in Social Media toward Consumer Purchase Decision with

Title Brand Image as Moderating Variable
Abstract
Authors A PRAMESTIARA, R RAHAB

Journal Name JOURNAL OF RESEARCH IN MANAGEMENT 1 (1), 2018
Publish Year 2018
Citation 1

https://scholar.google.com/scholar?qg=+intitle:"The Effect of Electronic Word-of-Mouth in Social
Media toward Consumer Purchase Decision with Brand Image as Moderating Variable"

Author Dr. RAHAB, S.E., M.Sc.

Url



https://scholar.google.com/scholar?q=+intitle:
https://scholar.google.com/scholar?q=+intitle:

