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4) J. N. Sheth and R. Sisoda, (1995). ‘Improving the Marketing Productivity,” in
Encyclopedia of Marketing for the year 2000, AmA-NTC, Chicago.
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Relationship Marketing,” Journal of Marketing, 58(July), pp.20-38.

6) Morgan, Robert M. and D. Shelby Hunt(1994), op.cit.. p.20.

7) Heide. B. Jan and John George(1992). "Do Norms Matter in Marketing Relationships?”
Journal of Marketing Research, 56(April), pp.32-33.
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9) Day. S, George and R.Wensley(1988), "Assessing Advantage : A Framework for
Diagnosing Competitive Superiority,” Journal of Marketing, 52(April), pp.1-21.

10) Lehtinen, Uolevi, Anna Hankimaa and Tuula Mittila(1994), "On Measuring the
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Marketing,” European Journal of Marketing, 30(2), pp.19-30.
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18) Varadarajan, P. Rajan and H. Margaret Cunningham(1995), “Strategic Alliances: A
Synthesis of Conceptual Foundations.” Journal of the Academy of Marketing Science,
23(Fall),- pp.282-296. : ' .

19) Harrigan, Kathryn Rudie. (1988), "Joint Ventures and Competitive Strategy.”
Strategic Management Journal, 9, pp.141-158.

20) J. Johanson, and L. G. Mattsson(1992), "Network Positions and Strategic Action-An
Analytical Framework,” In Bjorn Axelsson and Geoffrey Easton(eds.). Industrial
Network, London: Routledge. pp.205-217.

21) Contractor, J. Farok, and Peter Lorange(1988). "Why Should Firms Cooperate? : The
Strategy and Economic Basis for Cooperative Venture.” In F. J. Contractor and P.
Lorange(eds.), Cooperative Strategies in International Business, Toronto: Lexington
Books, pp.3-30.

22) Day S. George and Robin Wensley(1988) op.cit., p.8.
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23) Hennart., Jean-Francois(1988). op.cit.; pp.361-374: -Chao, Paul(1991), "Strategic
Alliances and Multinational Production: Implication for Newly Industrialized
Countries,” AMA Educator’s Proceedings, Summer, pp.66-67: Mitchell, Will and
Kulwant. Singh(1996), "Survival of Business Using Collaborative Relationships to
Commercialize Complex Goods,” Strategic Management Journal, 17, pp.169-195.

. 24) Culpan, Refik(1993), "Multinational Competition and Cooperation: Theory - and
Practice,” In Refik Culpan(eds.), Multinational Strategic Alliances, New York:
International Business Press, pp.13-32.

25) R. M. Knight(1991), op.cit., pp.570-82.

26). Mcgrath, Macmillan and S.Venkataraman(1995), "Defining and Developing Competence:
A Strategic Process Paradigm,” Strategic Management Journal, 16, pp.251-275.

27) Quinn, James Brian and G. Frederick Hilmer(1994), "Strategic Outsourcing.” Sloan
Management Review, Summer, pp.43-55. '
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28) Peter Lorange. and Roos Johan(1991), "Why Some Strategic Alliances Succeed and
Others Fail,” The Journal of Business Strategy, January-February, pp.26-30:
Lambe, C. Jay and E. Robert Spekman(1996), "Firm Attributes and Preemptive
Partner Advantage,” In Atul Parvatiyar and Jagdish N. Sheth(eds.). Contemprorary
Knowledge of Relationship Marketing, 1996 Research Conference Proceedings,
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