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Consistently across most industries and across generations, 

word-of-mouth was the most in�uential channel. Promotions, 

forums, websites of companies, and online reviews were also 

deemed to be in�uential. In the retail industry, promotions and 

online reviews were more important than word-of-mouth. 

Advertisements and commercials, both traditional and social, 

were typically the least in�uential channels.
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