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MKTG 6040 
MARKETING STRATEGY II 

  
Lou E. Pelton | 358M Business Leadership Building | pelton@unt.edu | 972.333.3132  

  
Seminar Description.  The current University of North Texas course description describes this doctoral 
seminar “as a review of research in partnering, collaboration and interfirm relationships. Investigation, 
analysis and discussion of critical issues in managing the relationships and responsibilities between firms 
involved in exchange along modern, globally distributed enterprises. Traditional and emerging concepts 
in managing the sales-sourcing interface from an integrated perspective from the processing of raw 
materials through ultimate consumption are described through an investigation of the extant literature.”   
  
We will focus on critically reviewing the fundamental literature related to marketing channel structure 
and behaviors, focusing on business-to-business (B2B) relationships.  Because marketing channels 
involve interorganizational dyads and networks, behavioral and structural phenomena that distinguish 
B2B exchange processes are examined largely at the firm-level.  The literature base to be examined in this 
course includes theoretical and empirical studies from economics, law, sociology, organizational 
behavior, organizational theory and social psychology.  
  
Seminar Perspective.  “A frog in the well thinks the sky to be a disc.”  Your research interests and/or academic 
aspirations may or may not be aligned with the focal content of this doctoral seminar.  Please consider that 
this seminar will address both behavioral and strategic issues underlying B2B relationships. The 
knowledge in the literature is seminal to understanding the conception and development of marketing as 
an academic discipline.  It is the overarching goal of any doctoral seminar is to resist myopic approaches 
in thought and understanding.  Despite an extensive collection of seminar readings, you will not tire from 
learning.  You are encouraged to recount Leonardo da Vinci’s counsel “Learning never exhausts the mind.”    
  
Critical Reading.  It is simply not enough to “read” each assigned article; critical reading involves both 
logic and reasoning to engage in “critical reading.”  Whether conceptual or empirical, support for any 
postulates or hypotheses, taxonomies and/or models claim is linked to “evidence” that suggests the 
soundness of an argument or position.  gest that the author's intended argument is sound, or reasonably 
acceptable.  If assertions are not supportable or reveal gaps, critical reading will identify these 
shortcomings and identify research opportunities.  Here are some questions to consider in your critical 
reading:  
  
Conceptual Papers  
• What is the research purpose, and how is it accomplished?  
• Why was the paper written? (Think of relevance and timeliness)  
• How well does the paper contribute to our understanding of the focal issues in the objective?   
• How well does the paper rely on prior literature?  
• What are the contributions to knowledge and/or practice?  
• What are the unresolved issues or research gaps in this area?  
• What does the paper suggest about future research that needs to be done?  
  
Empirical Papers  
• What is the research purpose, and how is it accomplished?  
• Why was the paper written? (Think of relevance and timeliness)  
• Are the hypotheses well developed? Are they theory based?  
• What are the key independent and dependent variables?  
• What is the sample? Is it a valid sample?  
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• Is the design of the study acceptable?  
• Look at the measures. Do they measure what they are supposed to measure?  
• Have the summary statistics been reported? Does anything look odd?  
• What is the method of analysis? Is it appropriate for the data?  
• Are any assumptions of the analysis method violated?  
• Is there external validity? Internal validity? Construct validity?  
• What is the level of significance of the results?  
• Could this significance level be due to common method variance?  
• Can we accept the study and its findings?   
• How generalizable are the findings?  
• Does anybody care about the findings?  
• What do we know now that we did not know before?  
• What are the practical implications (if any) of the results? Have they been clearly stated?  
• What are the theoretical implications (if any) of the results? Have they been stated?  
• What are the limitations of the study? Have they been stated?  
• What are the major research gaps or unresolved issues in this area?  
• What does the paper suggest about future research that needs to be done?  
  
Seminar Structure.  This is a highly interactive, thought-provoking seminar format.  The exchange of 
ideas, perspectives, awareness and comprehension will stimulate our discourse.  Each seminar 
participant is expected to be fully prepared for each scheduled meeting session.  The sessions are 
organized around the following domains.    
  
The “Required” and “Recommended Readings” are posted on the Canvas LMS for MKTG 6040. Please 
refer to the reading list of articles in Appendix I. 
  

  DISCUSSION TOPICS 
1 Marketing as a Discipline 
2 Marketing Strategy Concepts 
3 Political Economy and Channel Performance  
4 Power and Dependency 
5 Channel Conflict 
6 Power Asymmetry and Interdependency  
7 Transaction Cost Theory 
8 Exchange Governance and Fairness 
9 Agency Theory 
10 Relational Exchange Theory 
11 Relational Contracting 

  
Performance Evaluation.  There are several opportunities for you to demonstrate your ability to 
understand critical concepts and theories, culminating in the development of a high-quality, submission 
ready manuscript.  The following deliverables will be used to assess your learning outcomes.  
 
Participation/Seminar Leadership (20%).  You will be expected to make value-added contributions to 
our scheduled seminars, including the preparedness of all assigned (required) readings.  Although 
everyone will participate in each seminar meeting, you will be assigned topics to act as “Leader” to 
essentially steward our discussions.   
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 DISCUSSION TOPICS Seminar Leaders 
1 Marketing as a Discipline Clancy & Zach 
2 Marketing Strategy Concepts Ritu & Karan 
3 Political Economy & Channel Performance  Amber & Ignacio 
4 Power and Dependency Yunus & Henson 
5 Channel Conflict Clancy & Zach 
6 Power Asymmetry and Interdependency  Ritu & Karan 
7 Transaction Cost Theory Amber & Ignacio 
8 Exchange Governance and Fairness Yunus & Henson 
9 Agency Theory Clancy & Zach 
10 Relational Exchange Theory Ritu & Karan 
11 Relational Contracting Amber & Ignacio 

 
Comprehensive Examination (20%).  There is a comprehensive examination that provides you a 
platform to demonstrate your understanding of seminar readings, theory and applications. 
 
Research Presentation (20%).  This is an opportunity to present your research to your peers and others 
who may give you valuable feedback on your manuscript development.  
 
Manuscript (40%).  You will develop a submission-ready manuscript that addresses a B2b research 
topic.  We will discuss this in greater detail in our meetings.  
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APPENDIX I 
 

 
Political Economy and Channel Performance 
 
Achrol, Ravi, Torger Reve and Louis Stern (1983), "The Environment of Marketing Channel Dyads:  A 

Framework for Comparative Analysis," Journal of Marketing, 47 (Fall), 55-67. 
 
Borys, Bryan and David B. Jemison (1989), “Hybrid Arrangements as Strategic Alliances: Theoretical 

Issues in Organizational Combinations,” Academy of Management Review, 14 (April), 234-249. 
 
Frazier, Gary L. (1999), “Organizing and Managing Channels of Distribution,” Journal of the Academy of 

Marketing Science, 27(2), 226-240. 
 
Nevin, John R. (1995), “Relationship Marketing and Distribution Channels: Exploring Fundamental 

Issues,” Journal of the Academy of Marketing Science, 23(4), 327-334. 
 
Stern, L.W. and Reve, T. (1980). Distribution Channels as Political Economies: A Framework for 

Comparative Analysis. Journal of Marketing, 44(3), 52-64. 
 
Weitz, Barton A. and Sandy D. Jap (1995), “Relationship Marketing and Distribution Channels,” Journal 

of the Academy of Marketing Science, 23(4), 305-320. 
 
Power, Dependency and Asymmetric Relationships 
 
Dahl, Robert (1957), "The Concept of Power," Behavioral Science, 2 (July), 201-215. 
 
Raven, Bertram H. (1993), “The Bases of Power: Origins and Recent Developments,” Journal of Social Issues, 

49(4), 227-251. 
 
Dwyer, Robert (1984), "Are Two Better Than One?  Bargaining Behavior and Outcomes in an 

Asymmetrical Power Relationship," Journal of Consumer Research, 11 (September), 680-93. 
 
Frazier, Gary L. and Kersi D. Antia (1995), “Exchange Relationships and Interfirm Power in Channels of 

Distribution,” Journal of the Academy of Marketing Science, Vol. 23, No. 4, 321-326. 
 
Gaski, John (1984), "The Theory of Power and Conflict in Channels of Distribution," Journal of Marketing, 

48 (Summer), 9-29. 
 
Heide, Jan and George John (1988), "The Role of Dependence Balancing in Safeguarding Transaction-

Specific Assets in Conventional Channels, Journal of Marketing, 52 (January), 20-35. 
 
Hunt, Shelby and John Nevin (1974), "Power in a Channel of Distribution: Sources and Consequences," 

Journal of Marketing Research, 11 (May), 186-193. 
 
Gaski, John F. (1996), “Interrelations among the Channel Entity’s Power Sources: Impact of the Exercise 

of Reward and Coercion on Expert, Referent, and Legitimate Power Sources,” Journal of Marketing 
Research, 23(1), pp 62-77. 
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Gassenheimer, Julie B., J. Charlene Davis and Robert Dahlstrom (1998) “Is Dependent What We Want to 
Be? Effects of Incongruency, “ Journal of Retailing, 74(2), 247-271. 

 
Gulati, Ranjay and Maxim Sytch (2007), "Dependence Asymmetry and Joint Dependence in 

Interorganizational Relationships: Effects of Embeddedness on a Manufacturer's Performance in 
Procurement Relationships," Administrative Science Quarterly, 52 (1), 32-69. 

 
Kumar, Nirmalya, Lisa K. Scheer, and Jan-Benedict E. M. Steenkamp (1998), “Interdependence, Punitive 

Capability, and the Reciprocation of Punitive Actions in Channel Relationships,” Journal of Marketing 
Research, 35 (May), 225-235. 

 
Lee, Seung-Hyun, Hee Jin Mun, and Kyung Min Park (2015), "When Is Dependence on Other 

Organizations Burdensome? The Effect of Asymmetric Dependence on Internet Firm Failure," 
Strategic Management Journal, 36 (13), 2058-74. 

 
Levina, Natalia and Wanda J. Orlikowski (2009), "Understanding Shifting Power Relations within and 

across Organizations: A Critical Genre Analysis," Academy of Management Journal, 52 (4), 672-703. 
 
Lusch, Robert F. and James R. Brown (1996), “Interdependency, Contracting, and Relational Behavior in 

Marketing Channels,” Journal of Marketing, 60 (October), 19-38. 
 
Scheer, Lisa K., C. Fred Miao, and Jason Garrett (2010), "The Effects of Supplier Capabilities on 

Industrial Customers’ Loyalty: The Role of Dependence," Journal of the Academy of Marketing Science, 38, 
90-104. 

 
Transaction Cost Theory 
 
Anderson, Erin (1988), “Transaction Costs as Determinants of Opportunism in Integrated and 

Independent Sales Forces,” Journal of Economic Behavior and Organization, 9, 247-264. 
 
Brown, James R., Chekitan S. Dev and Dong-Jin Lee (2000), "Managing Marketing Channel 

Opportunism: The Efficacy of Alternative Governance Mechanisms," Journal of Marketing, 64 (April), 
51-65. 

 
Crosno, Jody L. and Robert Dahlstrom (2008), "A Meta-Analytic Review of Opportunism in Exchange 

Relationships," Journal of the Academy of Marketing Science, 36 (2), 191-201. 
 
Dahlquist, Steven H. and David A. Griffith (2014), "Multidyadic Industrial Channels: Understanding 

Component Supplier Profits and Original Equipment Manufacturer Behavior," Journal of Marketing, 78 
(4), 59-79. 

 
Dwyer, Robert and Sejo Oh (1988), "A Transaction Cost Perspective on Vertical Contractual Structure 

and Interchannel Competitive Strategies," Journal of Marketing, 52 (April), 21-34. 
 
Ghosh, Mrinal and George John (1999), “Governance Value Analysis and Marketing Strategy," Journal of 

Marketing, 63, Special Issue, 131 - 145. 
 
Ghosh, Mrinal and George John (2009), "When Should Original Equipment Manufacturers Use Branded 

Component Contracts with Suppliers?," Journal of Marketing Research, XLVI (October), 597-611. 
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Heide, Jan and George John (1990), "Alliances in Industrial Purchasing:  The Determinants of Joint 
Action in Buyer-Supplier Relationships," Journal of Marketing Research, 27 (February), 24-36. 

 
 
Heide, Jan B., and George John (1988), “The Role of Dependence Balancing in Safeguarding Transaction-

Specific Assets in Conventional Channels,” Journal of Marketing, 52 (January), 20-35. 
 
Jap, Sandy D., Diana C. Robertson, Aric Rindfleisch, and Ryan Hamilton (2013), "Low-Stakes 

Opportunism," Journal of Marketing Research, 50 (2), 216-27. 
 
Maccaulay, Stewart (1963), "Non-Contractual Relations in Business," American Sociological Review, 28, 55-

70. 
 
Rindfleisch, Aric and Jan B. Heide (1997), “Transaction Cost Analysis: Past, Present, and Future 

Applications,” Journal of Marketing, 61(October), 30-54. 
 
Steenkamp, Jan-Benedict and Inge Geyskens (2012), "Transaction Cost Economics and the Roles of 

National Culture: A Test of Hypotheses Based on Inglehart and Hofstede," Journal of the Academy of 
Marketing Science, 40 (2), 252-70. 

 
Williamson, Oliver and Tarek Ghani (2012), "Transaction Cost Economics and Its Uses in Marketing," 

Journal of the Academy of Marketing Science, 40 (1), 74-85. 
 
Zardkoohi, Asghar and Leonard Bierman (2015), ""Transaction Cost Economics and the Cognitive 

Perspective: Investigating the Sources and Governance of Interpretive Uncertainty"--a Comment," 
Academy of Management Review, 40 (3), 466-70. 

 
Exchange Governance and Fairness 

____________________ 
Ariño, Africa and Peter Smith Ring (2010), "The Role of Fairness in Alliance Formation," Strategic 

Management Journal, 31 (10), 1054-87. 
 
Brockner, Joel (2002), “Making Sense of Procedural Fairness: How High Procedural Fairness Can Reduce 

or Heighten the Influence of Outcome Favorability,” Academy of Management Review, 27(1), 58-76. 
 
Brown, James R., Anthony T. Cobb, and Robert F. Lusch (2006), "The Roles Played by 

Interorganizational Contracts and Justice in Marketing Channel Relationships," Journal of Business 
Research, 59 (2), 166-75. 

 
Colquitt, Jason A. and Jessica B. Rodell (2011), "Justice, Trust, and Trustworthiness: A Longitudinal 

Analysis Integrating Three Theoretical Perspectives," Academy of Management Journal, 54 (6), 1183-206. 
 
Kaufmann, Patrick J. and Louis W. Stern (1988), “Relational Exchange Norms, Perceptions of Unfairness, 

and Retained Hostility in Commercial Litigation,” Journal of Conflict Resolution, 32 (September), 534-
552. 

 
Luo, Yadong (2008), "Procedural Fairness and Interfirm Cooperation in Strategic Alliances," Strategic 

Management Journal, 29 (1), 27-46. 
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Poppo, Laura and Kevin Zheng Zhou (2014), "Managing Contracts for Fairness in Buyer–Supplier 
Exchanges," Strategic Management Journal, 35 (10), 1508-27. 

 
Samaha, Stephen A., Robert W. Palmatier, and Rajiv P. Dant (2011), "Poisoning Relationships: Perceived 

Unfairness in Channels of Distribution," Journal of Marketing, 75 (3), 99-117. 
 
Vanneste, Bart S., Phanish Puranam, and Tobias Kretschmer (2014), "Trust over Time in Exchange 

Relationships: Meta‐Analysis and Theory," Strategic Management Journal, 35 (12), 1891-902. 
 
Agency Theory  |  Motivation and Framing 
 
Agrawal, Deepak and Rajiv Lal (1995), “Contractual Arrangements in Franchising:  An Empirical 

Investigation,” Journal of Marketing Research, 32 (May), 213-221. 
 
Bergen, Mark, Shantanu Dutta and Orville C. Walker, Jr. (1992), “Agency Relationships in Marketing:  A 

Review of the Implications and Applications of Agency and Related Theories,” Journal of Marketing, 
56 (July), 1-24. 

 
Bosse, Douglas A. and Robert A. Phillips (2016), "Agency Theory and Bounded Self-Interest," Academy of 

Management Review, 41 (2), 276-97. 
 
Cornelissen, J.P. and Werner, M.D., 2014. Putting framing in perspective: A review of framing and frame 

analysis across the management and organizational literature. Academy of Management Annals, 8(1), 181-
235. 

 
Dahlstrom, Robert and Arne Nygaard, (1994), “A Preliminary Investigation of Franchised Oil 

Distribution in Norway,” Journal of Retailing, 70(2), 179-91. 
 
Eisenhardt, Kathleen M. (1980), “Agency Theory: An Assessment and Review,” Academy of Management 

Review, 14 (1), 57-74. 
 
Heide, Jan B. and Kenneth H. Wathne (2006), "Friends, Businesspeople, and Relationship Roles: A 

Conceptual Framework and a Research Agenda," Journal of Marketing, 70 (3), 90-103. 
 
Lee, A.Y. and Aaker, J.L., 2004. Bringing the frame into focus: the influence of regulatory fit on processing 

fluency and persuasion. Journal of Personality and Social Psychology, 86(2), p.205. 
 
Lafontaine, Francine (1992), “Agency Theory and Franchising: Some Empirical Results,” Rand Journal of 

Economics, 23 (Summer), 263-283. 
 
Lassar, Walfried M. and Jeffrey L. Kerr (1996), "Strategy and Control in Supplier -- Distributor 

Relationships: An Agency Perspective," Strategic Management Journal, 17 (8), 613 -- 632. 
 
Relational Exchange and Conflict Resolution 
 
Anderson, James C. (1995), “Relationships in Business Markets: Exchange Episodes, Value Creation, and 

Their Empirical Assessment,” Journal of the Academy of Marketing Science, vol.23 (4), 346-350. 
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Bolton, Ruth N., Katherine N. Lemon, and Peter C. Verhoef (2008), "Expanding Business-to-Business 
Customer Relationships: Modeling the Customer's Upgrade Decision," Journal of Marketing, 72 (1), 
46-64. 

 
Cannon, Joseph P. and Christian Homburg (2001), “Buyer-Supplier Relationships and Customer Firm 

Costs,” Journal of Marketing, vol.65 (January), 29-43. 
 
Chatain, Olivier (2011), "Value Creation, Competition, and Performance in Buyer-Supplier 

Relationships," Strategic Management Journal, 32 (1), 76-102. 
 
Corsten, Daniel and Nirmalya Kumar (2005), "Do Suppliers Benefit from Collaborative Relationships 

with Large Retailers? An Empirical Investigation of Efficient Consumer Response Adoption," Journal 
of Marketing, 69 (3), 80-94. 

 
Cui, Anna Shaojie, Roger J. Calantone, and David A. Griffith (2011), "Strategic Change and Termination 

of Interfirm Partnerships," Strategic Management Journal, 32 (4), 402-23. 
 
Day, George S. (2000), "Managing Market Relationships," Journal of the Academy of Marketing Science, 28 (1), 

24 - 30. 
 
Eyuboglu, Nermin and Andreas Buja (2007), "Quasi-Darwinian Selection in Marketing Relationships," 

Journal of Marketing, 71 (4), 48-62. 
 
Ganesan, Shankar (1994), “Determinants of Long-Term Orientation in the Buyer-Seller Relationships,” 

Journal of Marketing, 58 (April), 1-19. 
 
Gundlach, Gregory P. and Patrick E. Murphy (1993), “Ethical and Legal Foundations of Relational 

Marketing Exchanges,” Journal of Marketing, 57(4), 35-46. 
 
Heide, Jan B. and George John (1992), “Do Norms Matter in Marketing Relationships?” Journal of 

Marketing, 56 (April), 32-44. 
McNally, Regina C. and Abbie Griffin (2007), "A Measure and Initial Test of Managers' Perceptions of 

Relationship Marketing in Inter-Organizational Exchanges," Journal of the Academy of Marketing Science, 
35 (3), 382-97. 

 
Nevin, John R. (1995), “Relationship Marketing and Distribution Channels: Exploring Fundamental 

Issues,” Journal of the Academy of Marketing Science, 23(4), 327-334. 
 
Palmatier, Robert W., Mark B. Houston, Rajiv P. Dant, and Dhruv Grewal (2013), "Relationship Velocity: 

Toward a Theory of Relationship Dynamics," Journal of Marketing, 77 (1), 13-30. 
 
Palmatier, Robert W., Lisa K. Scheer, Kenneth R. Evans, and Todd J. Arnold (2008), "Achieving 

Relationship Marketing Effectiveness in Business-to-Business Exchanges," Journal of the Academy of 
Marketing Science, 36 (2), 174-90. 

 
Palmatier, Robert W. (2008), "Interfirm Relational Drivers of Customer Value," Journal of Marketing, 72 

(4), 76-89.  
 
Sawhney, M. and J. Zabin (2002), “Managing and Measuring Relational Equity in the Network 

Economy,” Journal of the Academy of Marketing Science, 30 (4), 313-332.  
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Weitz, Barton A. and Sandy D. Jap (1995), “Relationship Marketing and Distribution Channels,” Journal 
of the Academy of Marketing Science, 23(4), 305-320. 

 
Conflict Management and Power-Dependence 
 
Antia, Kersi D., Xu Zheng, and Gary L. Frazier (2013), "Conflict Management and Outcomes in Franchise 

Relationships: The Role of Regulation," Journal of Marketing Research, 50 (5), 577-89. 
 
Brown, James and Ralph Day (1981), "Measures of Manifest Conflict in Distribution Channels," Journal of 

Marketing Research, 18 (August), 263-274. 
 
Brown, James, Robert Lusch, and Darrel Muehling (1983), "Conflict and Power-Dependence Relations in 

Retailer-Supplier Channels," Journal of Retailing, 59 (Winter), 53-80. 
 
Etgar, Michael (1979), "Sources and Types of Interchannel Conflict," Journal of Retailing, 55 (Spring), 61-78. 
 
Lusch, Robert (1976), "Sources of Power:  Their Impact on Intra-Channel Conflict," Journal of Marketing 

Research, 13 (November), 382-390. 
 
Stern, Louis, Brian Sternthal and Samuel Craig (1973), "Managing Conflict in Distribution Channels:  A 

Laboratory Study," Journal of Marketing Research, 10 (May), 169-179. 
 
Strutton, David, Lou E. Pelton, and James R. Lumpkin (1993), “The Influence of Psychological Climate 

and Conflict Resolution Strategies in Franchise Relationships”, Journal of the Academy of Marketing 
Science, Vol. 21, No. 3, 207-215. 

 
Relational Contracting 
 
Antia, Kersi D. and Gary Frazier (2001), “The Severity of Contract Enforcement in Interfirm Channel 

Relationships,” Journal of Marketing, vol. 65, (October), 67-81. 
 
Cannon, Joseph P. Ravi S. Achrol and Gregory T. Gundlach (2000), "Contracts, Norms, and Plural Form 

Governance," Journal of the Academy of Marketing Science, 28 (2), 180 - 194. 
 
Noordewier, Thomas G., John R. Nevin and George John (1990), “Performance Outcomes of Purchasing 

Arrangements in Industrial Buyer-Vendor Relationships,” Journal of Marketing, 54 (October), 80-93. 
 
Palay, Thomas M. (1984), “Comparative Institutional Economics:  The Governance of Rail Freight 

Contracting,” Journal of Legal Studies, 13 (June), 265-287. 
 
Wuyts, Stefan and Inge Geyskens (2005), "The Formation of Buyer and Supplier Relationships: Detailed 

Contract Drafting and Close Partner Selection," Journal of Marketing, 69 (4), 103-17. 
 
Wuyts, Stefan, Stefan Stremersch, Christophe Van Den Bulte, and Philip Hans Franses (2004), "Vertical 

Marketing Systems for Complex Products: A Triadic Perspective," Journal of Marketing Research, 41 (4), 
479-87. 

 
Networks and Alliances 
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Achrol, Ravi (1997), "Changes in the Theory of Interorganizational Relations in Marketing: Toward a 
Network Paradigm," Journal of the Academy of Marketing Science, 25 (1), 56 - 71.  Related Commentary by 
Charles C. Snow and Orville C. Walker Jr. in the Same Issue. 

 
Arnould, Eric J. and Jakki J. Mohr (2005), "Dynamic Transformations for Base-of-the-Pyramid Market 

Clusters," Journal of the Academy of Marketing Science, 33 (3), 254-74. 
 
Cook, Karen S. (1977), “Exchange and Power in Networks of Inter-Organizational Relations,” The 

Sociological Quarterly, 18 (Winter), 62-82. 
 
Day, George S. (1995), “Advantageous Alliances,” Journal of the Academy of Marketing Science, 23(4), 297-300. 
 
Gu, Flora F., Kineta Hung, and David K. Tse (2008), "When Does Guanxi Matter? Issues of 

Capitalization and Its Dark Sides," Journal of Marketing, 72 (4), 12-28. 
 
Noordhoff, Corine S., Kyriakos Kyriakopoulos, Christine Moorman, Pieter Pauwels, and Benedict G. C. 

Dellaert (2011), "The Bright Side and Dark Side of Embedded Ties in Business-to-Business 
Innovation," Journal of Marketing, 75 (5), 34-52. 

 
Nygaard, Arne and Robert Dahlstrom (2002), “Role Stress and Effectiveness in Horizontal Alliances,” 

Journal of Marketing, vol. 66 (April), 61-82. 
 
Rindfleisch Aric and Christine Moorman (2001), “The Acquisition and Utilization of Information in New 

Product Alliances: A Strength of Ties Perspective,” Journal of Marketing, vol. 65 (January), 1-18. 
 
Thorelli, Hans B. (1986), “Networks: Between Markets and Hierarchies,” Strategic Management Journal, 

7(January/February), 37-51. 
 
Varadarajan, Rajan P. and Margaret H. Cunningham (1995), “Strategic Alliances: A Synthesis of 

Conceptual Foundations,” Journal of the Academy of Marketing Science, 23(4), 282-296. 
  


	Conceptual Papers
	Empirical Papers

