Contents

Preface vii
Intmducuon I Dld It My W ay .................................................. 1.
ChapterlMarketmg_ADlsuphneanSlS15
Part On e . Art mles On Se che Marketmg ................................... 21

Chapter 2 A Service-Orientated Approach to Marketing of
Services 23

Chapter 4 A Service Quality Model and its Marketing

Implications 57
Chapter 5 Marketing Services: The Case of a Missing Product 69
Part Two Articles on Relationship Marketing 93

Chapter 6 Relationship Approach to Marketing in Service Contexts:
The Marketing and Organizational Behavior Interface 95

Chapter 7 Quo Vadis, Marketing? Toward a Relationship Marketing
Paradigm 107

Chapter 9 The Relationship Marketing Process: Communication,
Interaction, Dialogue, Value 145



vi / CONTENTS

Part Three A New Logic for Marketing 171
Chapter 10 Adopting a Service Logic for Marketing 173
Conclusion: Towards a Contemporary Marketing Theory 193



