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*— : Meyers-Levy, Joan and Alice Tybout (1989),

“Schema Congruity as a Basis for Product Evaluation”,
Journal of Consumer Research, Vol.16(Jun).

%A Simmons, Carolyn J. and Karen L. Becker-Olsen (2006),
“Achieving Marketing Objectives via Social. Sponsor-
ships”, Journal of Marketing,Vol.70(Oct).
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