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Chapter 1: Marketing: The paradigm shift guide answers
Journal Article 1: Zhang, J. Z., Watson Iv, G. F., Palmatier, R. W., & Dant, R. P. (2016). Dynamic relationship marketing. Journal of Marketing, 80(5), 53–75.
Explanation: This research moves beyond the existing knowledge on relationship marketing (RM) literature and focusses on the differential effectiveness of RM strategies across relationship states. It specifically identifies four latent buyer–seller relationship states, in relation to the each customer's level of commitment, trust, dependence and relational norms.

Journal Article 2: Perera, B. Y., Albinsson, P. A., & Shows, G. D. (2017). Value co-creation in consumer-intensive service encounters: A dyadic perspective. Journal of Creating Value, 3(1), 19–32.
Explanation: Building on the seminal article on service-dominant (S-D) logic, this article examines value of co-creation in personal training, an extended consumer-intensive service. It shows mutual understanding achieved between the client and provider concerning fitness and fitness goals boosts value creation and contributes to ultimate goal attainment.

Journal Article 3: Farquhar, J. D., & Robson, J. (2017). Selective demarketing: When customers destroy value. Marketing Theory, 17(2), 165–182.
Explanation: This article explores selective de-marketing in relation to customers that destroy value by misusing or misunderstanding how to integrate their operant resources with those of the firm. It argues that firms should develop and deploy higher-order operant resources to disengage with or discourage these buyers.
