Palmer: Introduction to Marketing 2e

CHAPTER 01 Suggested additional reading
This chapter has taken a very broad overview of marketing and sets the scene for the subsequent chapters. Further reading that relates to issues raised in this introductory chapter will be listed in chapters where introductory topics are returned to for a fuller discussion.
To review the debate about the nature of marketing, the following are significant contributors to the debate:

Silk, A. J. (2007), What is Marketing?, Harvard Business School Press.

Lafferty, B. A. and Hult, G. T. M. (2001), ‘A Synthesis of Contemporary Market Orientation Perspectives’. European Journal of Marketing, 35: 92–109.

Vargo, S. L. and Lusch, R. F. (2004), ‘Evolving to a New Dominant Logic for Marketing’. Journal of Marketing, 68(1): 1–17.

Gronroos, C. (1989), ‘Defining Marketing: a market-oriented approach’. European Journal of Marketing, 23(1): 52–60.
Gummesson, E. (2008), Total Relationship Marketing: Marketing Management, Relationship Strategy and CRM Approaches for the Network Economy. Butterworth-Heinemann: London.
Schultz, D. and Dev, C. (2005), ‘In the Mix: A customer-focused approach can bring the current marketing mix into the 21st century’. Marketing Management, 14 (1).

Sargeant, A. (2004), Marketing Management for Not-for-Profit Organisations. Oxford University Press: Oxford.
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