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CHAPTER 02 Suggested additional reading
A wide-ranging review of organizations’ environment is given in the following:

Palmer, A. and Hartley, B. (2008). The Business Environment, 6th edn. Maidenhead, Berks: McGraw-Hill.

The following references provide further discussion of marketing relationships between a company and its suppliers and customers:

Donaldson, B. and O’Toole, T. (2007), Strategic Market Relationships: from strategy to implementation. London: John Wiley.

Mattsson, L.-G. and Johanson, J. (2006), ‘Discovering Market Networks’. European Journal of Marketing, 40(3/4): 259–74.

Prenkert, F. and Hallén, L. (2006), ‘Conceptualising, Delineating and Analysing Business Networks’. European Journal of Marketing, 40 (3/4): 384–407.

The difficulties of understanding and assessing the impacts of change in the economic environment on a firm’s marketing activities are discussed in the following:

Blanchard, O. (2008), Macroeconomics. Pearson Education.

Burda, M. and Wyplosz, C. (2005) Macroeconomics: A European Text, 3rd edn. Oxford: Oxford University Press.

Griffiths, A. and Wall, S. (eds) (2007) Applied Economics: An Introductory Course. 11th edn, London: Prentice Hall.

Organizational culture has been referred to in this chapter as having a major impact on an organization’s marketing effectiveness, and the following references explore internal and external dimensions of culture:

Hofstede, G. and Hofstede, G. J. (2004) Cultures and Organizations: software for the mind. Maidenhead, Berks: McGraw-Hill.

Ahmed, P. K. and Rafi q, M. (2002), Internal Marketing: tools and concepts for customer focused management. Oxford: Butterworth Heinemann.
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