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BooksI. Bridging the Theory and Practice o f Digital Marketing from Interactive Marketing Perspective: A  Historical ReviewGüngör A. S., Ozansoy Çadırcı T.in: The Palgrave Handbook of Interactive Marketing, Cheng Lu Wang, Editor, Palgrave Macmillan, London , Zürich,pp.65-92, 2023II. Gap Between Mobile and Online Advergames: The Possible Effects o f the Optimal Gaming Experience-  FlowOzansoy Çadırcı T., Sağkaya Güngör A.
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MetricsPublication: 38 Citation (WoS): 3 



Citation (Scopus): 114 H-Index (WoS): 2 H-Index (Scopus): 4


	Assoc. Prof. Tuğçe OZANSOY ÇADIRCI
	Personal Information
	Education Information
	Foreign Languages
	Dissertations
	Research Areas
	Academic Titles / Tasks
	Supervised Theses
	Published journal articles indexed by SCI, SSCI, and AHCI
	Articles Published in Other Journals
	Books
	Papers Published in Refereed Scientific Meetings
	Supported Projects
	Activities in Scientific Journals
	Peer Reviews in Scientific Publications
	Metrics

