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Obłój, K. (2002). Tworzywo skutecznych strategii. Warsaw: Polskie Wydawnictwo Ekonomiczne.

Pierce, N. (1986). Marketing asset accounting � Scope and rationale. European Journal, 20.

Piwowar, B. (1998). Komercyjne w 20 proc. (Polskie Radio SA), “Aida”, no 10, p. 14�16.

Player, S. (1998). Activity based costing analyses lead to better decision-making. Healthcare

Financial Management, 52.

Płoszajski, P. (2005). Przera _zony kameleon � eseje o przyszłości zarzadzania. Warsaw: Fundacja

Rozwoju Edukacji Mened_zerskiej SGH.

Porter, L., & Oakland, J. (1998 September). Unlocking business performance with self-assessment.

Management Accounting, 76.

Provost, F., & Fawcett, T. (2013). Data science for business: What you need to know about data mean-

ing and data-analytic thinking. London: O’Reilly Media.

Pryor, L. S. (November/December 1989). Benchmarking � A self-improvement strategy. Journal of

Business Strategy.

Raffish, N., & Turney, P. (1991). Glossary of activity based management. Journal of Cost

Management.

Reichheld, F. (2006). Ultimate questions. Boston, MA: Harvard Business School Press.

Rigby, D. (2001). Management tools and techniques � A survey. California Management Review,

43.

Rothe, J. T., Harvey, M. G., & Jackson, C. E. (Summer 1997). The marketing audit � Five decades

later. Journal of Marketing Theory and Practice.

Russell, J. T., & Lane, W. R. (2000). Reklama (by Ottona Kleppnera). Warsaw: Wydawnictwo

Felberg SJA.

Sevin, C. (1965). Marketing productivity analysis. New York, NY: McGraw Hill.

Shaw, R. (2001). Nowe spojrzenie na marketing. Warszawa: Studio Emka.

Sheth, J. N., & Sisodia, R. S. (1995). Feeling the heat. Marketing Management, 4.

Sheth, J. N., & Sisodia, R. S. (2002). Marketing productivity � Issues and analysis. Journal of

Business Research, 55.

Shetty, Y. (1993). Aiming high � Competitive benchmarking for superior performance. Long Range

Planning, 26.

Shields, M. D. (1995). An empirical analysis of firms’ implementation experiences with activity-based

costing. Journal of Management Accounting Research, 7.

Shuchman, A. (1959). The marketing audit � Its nature, purposes, and problems. In Analyzing and

Improving Marketing Performance. New York, NY: American Management Association,

Report nr. 32.
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