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Zajonc, R. B. (1968). Attitudinal effects of mere exposure. Journal of Personality and Social Psychology,
9(2, Pt. 2), 1-27
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Krugman, H. E. (1972). Why three exposures may be enough. Journal of Advertising Research, 12(6), 11-14
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Oldroyd, J. B., McElheran, K., & Elkington, D. (2011). The short life of online sales leads. Harvard Business
Review, 89(3), 28
Dib, A. (2016). The 1-Page Marketing Plan, square 5 ..isi gl -
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