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114 PerceivedLMarketLRiskLinLNewLVenturesnLuLStudyLofLyarlyaPhaseLvusinessLungelLInvestmentL
ScreeningbLJournalhofhMacromarketingYL2020YLhdYLggmagih 1.9 1

113 RedefiningLtheLmarketnLuLtreatiseLonLexchangeLandLsharedLunderstandingbLMarketinghTheoryYL2018YL
elYLhgiahhm 2.5 17

112 OpenLInnovationnLunLSaxL—ogicLPerspectiveL2018YLegagi

111 TheLymergenceLofLInnovationLasLaLSocialLProcessnLTheoreticalLyxplorationLandLImplicationsLforL
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110 ServiceadominantLlogicLfdfibLInternationalhJournalhofhResearchhinhMarketingYL2017YLghYLhjajk 5.5 518

109 InstitutionsLandLaxiomsnLanLextensionLandLupdateLofLserviceadominantLlogicbLJournalhofhthehAcademyh
ofhMarketinghScienceYL2016YLhhYLiafg 12.4 1505

108 zosteringLaLtransadisciplinaryLperspectivesLofLserviceLecosystemsbLJournalhofhBusinesshResearchYL
2016YLjmYLfmikafmjg 8.7 130

107 wommentaryâ��—essonsLfromLNaturenLynhancingLtheLudaptableLPotentialLofLServiceLycosystemsbL
ServicehScienceYL2016YLlYLliamj 2.2 5

106 StakeholderLunalysesLofLzirmaRelatedLWebLzorumsbLACMhTransactionshonhManagementhInformationh
SystemsYL2015YLjYLeagl 2 10

105 vusinessatoavusinessLvuyingnLwhallengesLandLOpportunitiesbLCustomerhNeedshandhSolutionsYL2015YLfYLemgafdl0.8 50

104 ServiceLSystemsnLuLvroadenedLzrameworkLandLResearchLugendaLonLValueLPropositionsYL
yngagementYLandLServiceLyxperiencebLJournalhofhServicehResearchYL2015YLelYLjaff 6 312

103 ServiceLInnovationnLuLServiceaxominantL—ogicLPerspectivebLMIShQuarterly:hManagementhInformationh
SystemsYL2015YLgmYLeiiaeki 5.3 818

102 TheLroleLofLsymbolsLinLvalueLcocreationbLMarketinghTheoryYL2014YLehYLgeeagfj 2.5 52

101 InversionsLofLserviceadominantLlogicbLMarketinghTheoryYL2014YLehYLfgmafhl 2.5 100

100 wonvertingLknowledgeLintoLvaluebLInternationalhJournalhofhPhysicalhDistributionhandhLogisticsh
ManagementYL2014YLhhYLjiiajkd 5.2 11

99 uLServiceL—ensLonLValueLwreationnLMarketingTsLRoleLinLuchievingLStrategicLudvantagebLCaliforniah
ManagementhReviewYL2014YLikYLhhajj 13.2 101

98 SignsLandLPracticesLasLResourcesLinLITaRelatedLServiceLInnovationbLServicehScienceYL2014YLjYLemdafdi 2.2 22
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97 TheLsupplyLchainLmanagementLofLshopperLmarketingLasLviewedLthroughLaLserviceLecosystemLlensbL
InternationalhJournalhofhPhysicalhDistributionhandhLogisticshManagementYL2014YLhhYLfgagl 5.2 24

96 ylevatingLmarketingnLmarketingLisLdeadML—ongLliveLmarketingMbLJournalhofhthehAcademyhofhMarketingh
ScienceYL2013YLheYLglmagmm 12.4 108

95 TheLwomplexityLofLwontextnLuLServiceLycosystemsLupproachLforLInternationalLMarketingbLJournalhofh
InternationalhMarketingYL2013YLfeYLeafd 3.9 184

94 ServiceaxominantL—ogicnLPremisesYLPerspectivesYLPossibilitiesL2013YL 159

93 TheLNatureLandLUnderstandingLofLValuenLuLServiceaxominantL—ogicLPerspectivebLReviewhofh
MarketinghResearchYL2012YLeaef 0.3 40

92 TheLvalueLofLaLmetaphorbLOrganizationalhDynamicsYL2012YLheYLfkeafld 1.5 94

91 TowardLaLServiceLUycoVSystemsLPerspectiveLonLValueLwreationbLInternationalhJournalhofhServiceh
SciencevhManagementvhEngineeringvhandhTechnologyYL2012YLgYLefafi 0.9 140

90 yvolvingLserviceLforLaLcomplexYLresilientYLandLsustainableLworldbLJournalhofhMarketinghManagementYL
2012YLflYLehmeaeidg 3.2 25

89 unLyxplorationLofLNetworksLinLValueLwocreationnLuLServiceaycosystemsLViewbLReviewhofhMarketingh
ResearchYL2012YLegaid 0.3 75

88 uLStakeholderaUnifyingYLwocreationLPhilosophyLforLMarketingbLJournalhofhMacromarketingYL2011YLgeYLefmaegh1.9 129

87 SteppingLasideLandLmovingLonnLaLrejoinderLtoLaLrejoinderbLEuropeanhJournalhofhMarketingYL2011YLhiYLegemaegfe4.4 19

86 RyzRuMIN…LSUPP—YLwHuINLMuNu…yMyNTnLuLSyRVIwyaxOMINuNTL—O…IwLPyRSPywTIVybLJournalh
ofhSupplyhChainhManagementYL2011YLhkYLehael 4.1 158

85 ItTsLallLvfvâ�ƒandLbeyondnLTowardLaLsystemsLperspectiveLofLtheLmarketbLIndustrialhMarketingh
ManagementYL2011YLhdYLeleaelk 6.9 855

84 ProtectingLrelationalLassetsnLaLpreLandLpostLfieldLstudyLofLaLhorizontalLbusinessLcombinationbL
JournalhofhthehAcademyhofhMarketinghScienceYL2011YLgmYLekiaemk 12.4 47

83 SalesLmarginLandLmarginLcapitalizationLratesnLlinkingLmarketingLactivitiesLtoLshareholderLvaluebL
JournalhofhthehAcademyhofhMarketinghScienceYL2011YLgmYLjhkajjg 12.4 10

82 wapabilitiesLthatLenhanceLoutcomesLofLanLepisodicLsupplyLchainLcollaborationbLJournalhofhOperationsh
ManagementYL2011YLfmYLimeajdg 5.2 159

81 ServiceadominantLlogicnLaLnecessaryLstepbLEuropeanhJournalhofhMarketingYL2011YLhiYLefmlaegdm 4.4 103

80 ServiceaxominantL—ogicLzoundationsLofLyaNovationbLAdvanceshinhEwBusinesshResearchhSeriesYL2011YLeaei 0.4 5
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79 ServiceaxominantL—ogicbLAdvanceshinhEwBusinesshResearchhSeriesYL2011YLkjame 0.4 0

78 MulticriterionLMarketLSegmentationnLuLNewLModelYLImplementationYLandLyvaluationbLMarketingh
ScienceYL2010YLfmYLlldalmh 3.6 29

77 TransitioningLfromLserviceLmanagementLtoLserviceadominantLlogicbLInternationalhJournalhofhQualityh
andhServicehSciencesYL2010YLfYLlaff 1.9 110

76 ServiceaxominantL—ogicbLReviewhofhMarketinghResearchYL2010YLefiaejk 0.3 71

75 zromLRepeatLPatronageLtoLValueLwoacreationLinLServiceLycosystemsnLuLTranscendingL
wonceptualizationLofLRelationshipbLJournalhofhBusinesshMarkethManagementYL2010YLhYLejmaekm 122

74 ServiceYLvalueLnetworksLandLlearningbLJournalhofhthehAcademyhofhMarketinghScienceYL2010YLglYLemage 12.4 591

73 udvancingLServiceLScienceLwithLServiceaxominantL—ogicbLServicehScience:hResearchhandhInnovationshinh
thehServicehEconomyYL2010YLeggaeij 0.8 69

72 uNLuNu—YSISLOzLSUPP—YLwHuINLwO——uvORuTIONSLuNxLTHyIRLyzzywTLONLPyRzORMuNwyL
OUTwOMySbLJournalhofhBusinesshLogisticsYL2009YLgdYLedeaefg 4.6 139

71 ServiceadominantLlogicLâ��LaLguidingLframeworkLforLinboundLmarketingbLMarketinghReviewhSthGallenYL
2009YLfjYLjaed 29

70 TooLmuchLtheoryYLnotLenoughLunderstandingsbLJournalhofhOperationshManagementYL2009YLfkYLggmaghg 5.2 73

69 unLIdentificationavasedLModelLofLSupplieraRetailerLwommunicationbLJournalhofhMarketinghChannelsYL
2008YLeiYLfleageh 0.4 5

68 ReconfigurationLofLtheLconceptualLlandscapenLaLtributeLtoLtheLserviceLlogicLofLRichardLNormannbL
JournalhofhthehAcademyhofhMarketinghScienceYL2008YLgjYLeifaeii 12.4 63

67 WhyLâ��serviceâ��sbLJournalhofhthehAcademyhofhMarketinghScienceYL2008YLgjYLfiagl 12.4 371

66 ServiceadominantLlogicnLcontinuingLtheLevolutionbLJournalhofhthehAcademyhofhMarketinghScienceYL2008
YLgjYLeaed 12.4 3968

65 zromLgoodsLtoLserviceUsVnLxivergencesLandLconvergencesLofLlogicsbLIndustrialhMarketingh
ManagementYL2008YLgkYLfihafim 6.9 582

64

63 TheLServiceaxominantLMindsetbLServicehScience:hResearchhandhInnovationshinhthehServicehEconomyYL
2008YLlmamj 0.8 36

62 bLIEEEhIntelligenthSystemsYL2007YLffYLidaik 4.2 18
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61 wompetingLthroughLservicenLInsightsLfromLserviceadominantLlogicbLJournalhofhRetailingYL2007YLlgYLiael 6.5 1018

60 MarketingTsLyvolvingLIdentitynLxefiningLOurLzuturebLJournalhofhPublichPolicyhandhMarketingYL2007YLfjYLfjeafjl3.8 88

59 TheLSmallLandL—ongLViewbLJournalhofhMacromarketingYL2006YLfjYLfhdafhh 1.9 31

58 ServiceadominantLlogicnLreactionsYLreflectionsLandLrefinementsbLMarketinghTheoryYL2006YLjYLfleafll 2.5 1036

57 TheLrolesLplayedLbyLinterorganizationalLcontractsLandLjusticeLinLmarketingLchannelLrelationshipsbL
JournalhofhBusinesshResearchYL2006YLimYLejjaeki 8.7 113

56 MarketingLasLServiceayxchangennLTakingLaL—eadershipLRoleLinL…lobalLMarketingLManagementbL
OrganizationalhDynamicsYL2006YLgiYLfjhafkl 1.5 102

55 SocialLexchangeLinLsupplyLchainLrelationshipsnLTheLresultingLbenefitsLofLproceduralLandLdistributiveL
justicebLJournalhofhOperationshManagementYL2006YLfhYLliaml 5.2 308

54 uLpreliminaryLtestLofLHuntTsL…eneralLTheoryLofLwompetitionnLusingLartificialLadaptiveLagentsLtoL
studyLcomplexLandLilladefinedLenvironmentsbLJournalhofhBusinesshResearchYL2005YLilYLeeiiaeejl 8.7 29

53 yvolvingLtoLaLNewLxominantL—ogicLforLMarketingbLJournalhofhMarketingYL2004YLjlYLeaek 11 7253

52 TheLRoleLofLProfessionalismLinLxeterminingL“obLSatisfactionLinLProfessionalLServicesnLuLStudyLofL
MarketingLResearchersbLJournalhofhServicehResearchYL2001YLgYLgfeaggd 6 63

51 unLyxaminationLofLtheLInfluenceLofLProceduralL“usticeLonL—ongaTermLOrientationLinL
WholesaleraSupplierLRelationshipsbLJournalhofhMarketinghChannelsYL2000YLkYLeaei 0.4 9

50 valancingLtheLintellectualLcapitalLbooksnLintangibleLliabilitiesbLEuropeanhManagementhJournalYL1999YL
ekYLliamf 4.8 92

49 MultiplexLretailersLversusLwholesalersbLInternationalhJournalhofhPhysicalhDistributionhandhLogisticsh
ManagementYL1998YLflYLileaiml 5.2 4

48 InformalLandLformalLcareLforLtheLelderlynLdecisionLdeterminantsLandLtheirLimplicationsbLHealthh
MarketinghQuarterlyYL1997YLehYLigajl 1.1 5

47 InterdependencyYLwontractingYLandLRelationalLvehaviorLinLMarketingLwhannelsbLJournalhofhMarketing
YL1996YLjdYLemagl 11 844

46 uLMarketingLMixLforLtheLfestLwenturybLJournalhofhMarketinghTheoryhandhPracticeYL1996YLhYLeaei 2.2 30

45 InterdependencyYLwontractingYLandLRelationalLvehaviorLinLMarketingLwhannelsbLJournalhofhMarketing
YL1996YLjdYLem 11 694

44 PowerLandLrelationshipLcommitmentnLtheirLimpactLonLmarketingLchannelLmemberLperformancebL
JournalhofhRetailingYL1995YLkeYLgjgagmf 6.5 356
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43 uNTITRUSTL—y…IS—uTIONnLuLTIMyLzORLRyz—ywTIONYLRyVIyWYLuNxLRyVISIONbLCompetitivenessh
ReviewYL1995YLiYLgafh 2 1

42 zunctionalLIntegrationLinLMarketingLwhannelsnbLJournalhofhMarketinghChannelsYL1992YLfYLeafl 0.4 8

41 uLgeneralLframeworkLforLexplainingLinternalLvsbLexternalLexchangebLJournalhofhthehAcademyhofh
MarketinghScienceYL1992YLfdYLeemaegh 12.4 109

40 TowardLaLnewLparadigmLforLmarketingnLTheLevolutionaryLexchangeLparadigmbLSystemshResearchhandh
BehavioralhScienceYL1992YLgkYLimakj 7

39 ynvironmentalLdeterminantsLofLUbSbLforeignLdirectLinvestmentLinLdevelopedLandLdevelopingL
countriesnLuLstructuralLanalysisbLInternationalhTradehJournalYL1991YLiYLgfmagjd 0.5 3

38 wonflictLandLSatisfactionLinLanLIndustrialLwhannelLofLxistributionbLInternationalhJournalhofhPhysicalh
DistributionhandhLogisticshManagementYL1991YLfeYLeiafj 5.2 62

37 PersonalLxifferencesYL“obLTensionYL“obLOutcomesYLandLStoreLPerformancenLuLStudyLofLRetailLStoreL
ManagersbLJournalhofhMarketingYL1990YLihYLliaede 11 108

36 PersonalLxifferencesYL“obLTensionYL“obLOutcomesYLandLStoreLPerformancenLuLStudyLofLRetailLStoreL
ManagersbLJournalhofhMarketingYL1990YLihYLli 11 70

35 MacroenvironmentalLforcesYLmarketingLstrategyLandLbusinessLperformancenLuLfuturesLresearchL
approachbLJournalhofhthehAcademyhofhMarketinghScienceYL1989YLekYLflgafmi 12.4 29

34 MacroenvironmentalLforcesYLmarketingLstrategyLandLbusinessLperformancenLuLfuturesLresearchL
approachL1989YLekYLflg 6

33 yntropyLandLtheLpredictionLofLconsumerLbehaviorbLSystemshResearchhandhBehavioralhScienceYL1988YL
ggYLflfafme 5

32 PoliticalLRiskLandLtheLyvolutionLofLtheLwontrolLofLzoreignLvusinessnbLJournalhofhGlobalhMarketingYL
1988YLeYLedmaefl 2.4 9

31 yNVIRONMyNTLuNxLSTRuTy…YLINLemminLuLSURVyYLOzLHI…Ha—yVy—LyXywUTIVySbLJournalhofh
ConsumerhMarketingYL1986YLgYLfkahi 2 7

30 TheLnatureLofLpowerLinLaLmarketingLchannelbLJournalhofhthehAcademyhofhMarketinghScienceYL1985YLegYLgmaij12.4 16

29 TheLnatureLofLpowerLinLaLmarketingLchannelL1985YLegYLgm 4

28 ynvironmentalLUncertaintyLRegardingLInventoryLOrderingbLInternationalhJournalhofhPhysicalh
DistributionhohMaterialshManagementYL1984YLehYLemagj 11

27 wonsumerLucquisitionLPrioritiesLforLHomeLuppliancesnLuLReplicationLandLReaevaluationbLJournalhofh
ConsumerhResearchYL1983YLmYLhgf 6.3 30

26 uLModifiedLModelLofLPowerLinLtheLMarketingLwhannelbLJournalhofhMarketinghResearchYL1982YLemYLgef 5.2 127
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25 wonsumerLbehaviorLinLaccumulatingLhouseholdLfinancialLassetsbLJournalhofhBusinesshResearchYL1982YL
edYLgmkahek 8.7 24

24 SimilaritiesLbetweenLconflictLandLcooperationLinLtheLmarketingLchannelbLJournalhofhBusinessh
ResearchYL1982YLedYLfgkafid 8.7 23

23 uLModifiedLModelLofLPowerLinLtheLMarketingLwhannelbLJournalhofhMarketinghResearchYL1982YLemYLgefagfg 5.2 155

22 TheLxecliningLRateLofLReturnLonLwapitalLinLUSLRetailingbLInternationalhJournalhofhPhysicalhDistributionh
ohMaterialshManagementYL1981YLeeYLfiagm 3

21 ythicalLMarketingnLPerceptionsLofLyconomicL…oodsLandLSocialLProblemsbLJournalhofhMacromarketingYL
1981YLeYLhmaik 1.9 35

20 TheLâ��ythicsLofLSocialLIdeasâ��LVersusLTheLâ��ythicsLofLMarketingLSocialLIdeasâ��bLJournalhofhConsumerh
AffairsYL1980YLehYLeijaejh 2 10

19 SocialLMarketingnLItsLythicalLximensionsbLJournalhofhMarketingYL1979YLhgYLfm 11 31

18 wonsumerLucquistionLPatternsLforLxurableL…oodsbLJournalhofhConsumerhResearchYL1979YLjYLhk 6.3 53

17 SocialLMarketingnLItsLythicalLximensionsbLJournalhofhMarketingYL1979YLhgYLfmagj 11 65

16 ythicalLguidelinesLforLbusinessLandLsocialLmarketingbLJournalhofhthehAcademyhofhMarketinghScienceYL
1978YLjYLemiafdi 12.4 14

15 MarketingLinLemlinLuLViewLfromLtheLIvoryLTowerbLJournalhofhMarketingYL1977YLheYLhk 11 6

14 MarketingLinLemlinLuLViewLfromLtheLIvoryLTowerbLJournalhofhMarketingYL1977YLheYLhkaij 11 7

13 unLempiricalLexaminationLofLtheLdimensionalityLofLpowerLinLaLchannelLofLdistributionbLJournalhofhtheh
AcademyhofhMarketinghScienceYL1977YLiYLgjeagjl 12.4 3

12 TheLfutureLofLmarketingLstrategybLBusinesshHorizonsYL1976YLemYLjiakh 10.1 29

11 TheLbusinessLenvironmentLofLemlibLBusinesshHorizonsYL1976YLemYLhiaih 10.1 3

10 SourcesLofLPowernLTheirLImpactLonLIntrachannelLwonflictbLJournalhofhMarketinghResearchYL1976YLegYLglfagmd5.2 254

9 SourcesLofLPowernLTheirLImpactLonLIntrachannelLwonflictbLJournalhofhMarketinghResearchYL1976YLegYLglf 5.2 230

8 RethinkingLtheLrolesLofLmarketingLandLoperationsnLaLserviceaecosystemsLviewhjkahll 2

(-1982)
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7 …ainingLwompetitiveLudvantageLwithLServiceaxominantL—ogic 1

6 StrategicLthinkingekmafdd

5 uLServiceLPerspectiveLofLMarketingYLOperationsYLandLValueLwreationgejaggk

4 TheLwulturalL”nowledgeLPerspectivenLInsightsLonLResourceLwreationLforLMarketingLTheoryYLPracticeYL
andLyducationbLJournalhofhMacromarketingYdfkjehjkfeediid 1.9

3 ServiceaxominantL—ogicmkdamli 1

2 RepairYLwonsumptionYLandLSustainabilitynLzixingLzragileLObjectsLandLMaintainingLwonsumerL
PracticesbLJournalhofhConsumerhResearchY 6.3 4

1 TheLServiceaxominantL—ogicLofLMarketing 282
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