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Sjöblom, J., & Rimbäck, K. (2012). Digital channel integration � The process of handling ten-

sions internal to the firm. Master Thesis in Business & Economics Marketing & Media

Management, Stockholm School of Economics.

Skarp, F., & Gadde, L. (2008). Problem solving in the upgrading of product offerings — A

case study from the steel industry. Industrial Marketing Management, 37(6), 725�737.

Slater, S. F. (1997). Developing a customer value-based theory of the firm. Journal of the

Academy of Marketing Science, 25(2), 162–167.

Slater, S. F., & Narver, J. C. (1996). Competitive strategy in the market-focused business.

Journal of Market-Focused Management, 1(2), 159�174.

Slater, S. F., & Narver, J. C. (1998). Customer-led and market-oriented: Let’s not confuse the

two. Strategic Management Journal, 19(10), 1001�1006.

Slater, S. F., & Narver, J. C. (1999). Market-oriented is more than being customer-led.

Strategic Management Journal, 20(12), 1165�1168.

Slywotzky, A., & Morrison, D. J. (1998). The profit zone: How strategic business design will

lead you to tomorrow’s profits. London: Wiley International.

Smircich, L., & Morgan, G. (1982). Leadership: The management of meaning. Journal of

Applied Behavioral Science, 18(3), 257�273.

Smith, J. B., & Colgate, M. (2007). Customer value creation: A practical framework. Journal

of Marketing Theory and Practice, 15(1), 7�23.

Smits, A. (2011). The marketing function in exploratory product innovation: Contrasting dif-

ferent project types. Paper presented at the 27th IMP Conference, Glasgow, August 30/

September 3, 2011.

Spencer, R. (2004). Strategic management of customer relationships. A network perspective

on key account management. PhD dissertation, Department of Business Administration,

Uppsala University.

References 329



Stanley, J. E., & Wojcik, P. J. (2005). Better B2B selling. McKinsey Quarterly, 38(3), 15.

Stern, L. W. (Ed.). (1969). Distribution channels: Behavioral dimensions. Boston, MA:

Houghton Mifflin.

Storbacka, K. (2011). A solution business model: Capabilities and management practices for

integrated solutions. Industrial Marketing Management, 40(5), 699�711.

Storbacka, K., Windahl, C., Nenonen, S., & Salonen, A. (2013). Solution business models:

Transformation along four cortina. Industrial Marketing Management, 42, 705�716.

Sztompka, P. (1993). The sociology of social change. Oxford: Blackwell.

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic Capabilities and Strategic

Management. Strategic Management Journal, 18(7), 509�533.

Thorelli, H. B. (1986). Networks, between markets and hierarchies. Strategic Management

Journal, 7, 37�51.

Tiwana, A. (2008). Do bridging ties complement strong ties? An empirical examination of

alliance ambidexterity. Strategic Management Journal, 29, 251�272.

Treacy, M., & Wiersmaa, F. (1997). The discipline of the markets leaders: Choose your custo-

mers, narrow your focus, dominate your market. New York Times.

Tuli, K. R., Kohli, A. K., & Bharadwaj, S. G. (2007). Rethinking customer solutions: From

product bundles to relational processes. Journal of Marketing, 71, 1�17.

Tunisini, A. (1997). The dissolution of channels and hierarchies: An inquiry into the changing

customer relationships and organization of the computer corporations. PhD dissertation,

Department of Business Administration, Uppsala University.

Turunen, T. (2013). Organizing service operations in manufacturing. Doctoral dissertation,

Aalto University, Aalto.

Ulaga, W., & Eggert, A. (2006). Value-based differentiation in business relationships:

Gaining and sustaining key supplier status. Journal of Marketing, 70(1), 119�125.

Ulaga, W., & Reinarts, W. (2011). Hybrid offerings: How manufacturing firms combine

goods and services successfully. Journal of Marketing, 75, 5�23.

Urde, M. (1997). Brand orientation: Building brands into strategic resources and protection

against trademark degeneration. Lund: Lund University Press.

Urde, M. (1999). Brand orientation: A mindset for building brands into strategic resources.

Journal of Marketing Management, 15(1�3), 117�133.

Urde, M., Baumgarth, C., & Merrilees, B. (2013). Brand orientation and market orientation �
From alternatives to synergy. Journal of Business Research, 66, 13�20.

Van de Ven, A. H., & Astley, W. G. (1981). Mapping the field to create a dynamic perspective

on organization design and behavior. In A. H. Van de Ven & W. F. Joyce (Eds.),

Perspectives in organization design and behavior (pp. 427�468). New York, NY: John

Wiley & Son.

Van de Ven, A. H., & Drazin, R. (1985). The concept of fit in contingency theory. In L. L.

Cummings & B. M. Staw (Eds.), Research in organizational behavior (Vol. 7, pp. 333–365).

Greenwich, CT: JAI Press.

Van de Ven, A. H., & Poole, M. S. (2005). Alternative approaches for studying organizational

change. Organizational Studies, 26(9), 1377–1404.

Van der Valk. (2007). Buyer-seller interaction patterns during ongoing service exchange. PhD

thesis, Rotterdam School of Management, Erim.

Van der Valk, W., & Axelsson, B. (2015). Towards a managerially useful approach to classi-

fying services. Journal of Purchasing & Supply Management, 21, 113�124.

Van der Valk, W., Wynstra, F., & Axelsson, B. (2009). Effective buyer-supplier interaction

patterns in ongoing service exchange. International Journal of Operations & Production

Management, 29(8), 807�833.

330 References



Van Weele, A. (2005). Industrial buying behavior: Decision making in purchasing. In A. van

Weele (Ed.), Purchasing & supply chain management (4th ed., pp. 25�45). London:

Thomson Learning.

van Weele, A. (2014). Purchasing & supply chain management (4th ed.). London: Thomson

Learning.

Van Weele, A., & Rozemeijer, F. (1998). Professionalizing purchasing in organizations:

Towards a purchasing development model. Paper presented at the Annual IPSERA-

Conference.

Vargo, S., & Lusch, R. (2008). Service-dominant logic: Continuing the evolution. Journal of

the Academy of Marketing Science, 36(1), 1�10.

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal

of Marketing, 68(1), 1�17.

Vargo, S. L., & Lusch, R. F. (2011). It’s all B2B & beyond. Towards a systems perspective of

the market. Industrial Marketing Management, 40(2), 181�187.

Verhoef, P. C., & Leeflang, S. H. (2009). Understanding the marketing department’s influence

within the firm. Journal of Marketing, 73, 14�37.

Vorhies, D. W., & Morgan, N. A. (2003). A configuration theory assessment of marketing

organization fit with business strategy and its relationship with marketing performance.

Journal of Marketing, 67(1), 100�115.

Waaser, E., Dahneke, M., Pekkarinen, M., & Wiessel, M. (2004). How you slice it: Smarter

segmentation for your sales force. Harvard Business Review, 82(3), 105�111.

Waluszewski, A. (1996). The Glulam Case in Developing Relationships in Business Networks.

London: Routledge.
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