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After years of researching how to put a small pool in my backyard, | finally
settled on a swim spa. At first, | thought a swim spa would be far too
expensive but | decided to check out the West Coast Spas showroom
anyway. | was impressed to see that their large swim spa was half the price
of the "name brand" phelps or endless pool spas and every much as good. |
met with Sumi who was more than happy to show me the product and even
scheduled a test swim for my wife and |. | insisted on a very particular
design for my backyard and West Coast met the challenge. They custom
manufactured the spa to my exact specs. They had a skilled crew deliver the
spa and scheduled an electrician for me. They have also been available to
help me with all the "growing pains” of spa ownership. | would recommend
their spas and their incredible customer service to anyone!
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The Fateful First Consumer Review
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Sports Sentiment and Stock Returns
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Number of smartphone users worldwide from 2014 to 2020 (in billions)
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Mobile Ad Effectiveness:
Hyper-Contextual Targeting with Crowdedness
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How Is the Mobile Internet Different?
Search Costs and Local Activities
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