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K T 67l N O L R T S R B 5 R
B S B R IR S R0 AR A TR S 4 b 3 3 19 B
B4,

(4P A TB I KB T 20 12 50 4EM0 K 60 £/, & i
LEFEERE FARENANBYENERIBRR T EX
B BB TR RIS B PR . BRI AT R A
#8 4 (Evert Gummesson) $( 75 W Hi £ H 2 8 2 A B ot L8 b
Bl ERREHEH BN AR EAR B T AL EaS
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Paradigm Shift in Marketing” , Management Decision , Vol. 35, No. 4,1997a. pp. 322 —
339.
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® Gronroos, C., “From Marketing Mix to Relationship Marketing: Towards a
Paradigm Shift in Marketing”, Management Decision, Vol. 35, No. 4, 1997a, pp. 322
--339.

® Gronroos, C., “From Marketing Mix to Relationship Marketing: Towards a
Paradigm Shift in Marketing”, Management Decision, Vol. 32, No. 2, 1994, pp.4—
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@ Morgan, R. M. & Hunt, S. D., “The Commitment-Trust Theory of Rela-
tionship Marketing”, Journal of Marketing ,Vol. 58, July 1994, pp. 20— 38.

® Aijo, T., “The Theoretical and Philosophical Underpinnings of Relationship
Marketing” , European Journal of Marketing ,Vol. 30, No. 2, 1996, pp.8—18.

® Gummesson, E. ,“Relationship Marketing as a Paradigm Shift: Some Conclu-
sions from the 30R Approach”, Management Decision, Vol. 35, No. 4, 1997, pp. 267
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