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(Buyer-Seller) 2] 37|12 #ASE zAsz 437171 g $HE Ad7de ok A
Relationship Marketinge] @ 7ixde] 1 247t #7A tiFsol fivk 2 velelr 444
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FHAE ARAA A &7 FZWD ol AZFIIAS 1 FaAdASY] BRE 9
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Acti 3z, FFAE BF Aol ofed ofdtd4 Tz o]l relationship
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3) HRME 2 HgmRwSE

RN AL FEATHE FASG Aoz VE ARerE A A
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