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[Collecting the Starlight of That Night:

The Impact of Emotional Attachment on Brand Revisit Intention in Hotel-Concert Cross-Industry Collaborations.]
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SS 0.806 0.732 0.875 0.814




MAGR

30

HWEE - Fornell& Larvckernif e
15 A BF BI EA PF SS
BF 0.822
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