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Hertz, S. (1998). Domino effects in international networks. Journal of Business to Business 
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Homburg, C., Workman, J.P. & Jensen, O. (2000). Fundamental Changes in Marketing 

Organization: The Movement Toward a Customer- Focused Organizational Structure. Journal 

of the Academy of Marketing Science, 28(4): 459-478. https://link-springer- 
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(This book chapter will be distributed via email). 
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https://link-springer-com.ezproxy.ub.gu.se/content/pdf/10.1177/0092070300284001.pdf
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Lambe, C.J., Wittmann, C.M. & Spekman, R.E. (2001). Social exchange theory and research 

on business-to-business relational exchange. Journal of Business-to-Business Marketing, 8(3): 

1-36. https://doi-org.ezproxy.ub.gu.se/10.1300/J033v08n03_01 

 

Morgan, R.M. & Hunt, S.D. (1994). The commitment-trust theory of relationship marketing. 

Journal of Marketing, 58(3): 20-38. https://www-jstor-org.ezproxy.ub.gu.se/stable/1252308 

 

Spekman R.E. & Carraway, R. (2006). Making the transition to collaborative buyer–seller 

relationships: An emerging framework. Industrial Marketing Management, 35: 10-19. 

https://doi.org/10.1016/j.indmarman.2005.07.002 

 
van Weele, A. (2018). Chapter 2: Industrial buying behavior: decision making in purchasing. 

In Purchasing and Supply Chain Management, 7th edition (or 6th edi ), pp. 21-53. (available 
in library). https://gu-se- 
primo.hosted.exlibrisgroup.com/permalink/f/15i1qi/46GUB_KOHA2604895 
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portfolios. Industrial Marketing Management, 33(8), 717-730. 

https://doi.org/10.1016/j.indmarman.2004.01.005 

 

 

Suggested/Optional readings: 

 

David Ford, Lars-Erik Gadde, Hakan Hakansson, Ivan Snehota (2011). Managing Business 

Relationships, 3rd Edition. ISBN: 978-0-470-72109-4 September 2011 252 Pages. 

ISBN: 978-0-470-72109-4. https://www.wiley.com/en- 

se/Managing+Business+Relationships%2C+3rd+Edition-p-9780470721094 

 

 

A list of all articles will be published for registered students on the Canvas page for the course, 

close to the start of the course. Questions about the articles are provided by the course 

coordinator upon request. 

https://doi-org.ezproxy.ub.gu.se/10.1300/J033v08n03_01
https://www-jstor-org.ezproxy.ub.gu.se/stable/1252308
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https://gu-se-primo.hosted.exlibrisgroup.com/permalink/f/15i1qi/46GUB_KOHA2604895
https://gu-se-primo.hosted.exlibrisgroup.com/permalink/f/15i1qi/46GUB_KOHA2604895
https://doi-org.ezproxy.ub.gu.se/10.1016/j.indmarman.2004.01.005
https://www.wiley.com/en-se/search?pq=%7Crelevance%7Cauthor%3ADavid%2BFord
https://www.wiley.com/en-se/search?pq=%7Crelevance%7Cauthor%3ADavid%2BFord
https://www.wiley.com/en-se/search?pq=%7Crelevance%7Cauthor%3AHakan%2BHakansson
https://www.wiley.com/en-se/search?pq=%7Crelevance%7Cauthor%3AIvan%2BSnehota
https://www.wiley.com/en-se/Managing%2BBusiness%2BRelationships%2C%2B3rd%2BEdition-p-9780470721094
https://www.wiley.com/en-se/Managing%2BBusiness%2BRelationships%2C%2B3rd%2BEdition-p-9780470721094

