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DO X D BERFOR, AWM & L ToEGofMifl, #5kziU72M4s o, LolE
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(27) Vargo, Stephen L. and Robert F. Lusch (2004a) , "Evolving to a New Dominant Logic for Marketing,"
Journal of Marketing, Vo.68, No.l, January, pp.1-17. ; Vargo, Stephen L. and Robert F. Lusch (2006) ,
"Service-Dominant Logic: What it is, What it is not, What it might be," in Lusch, Robert F. and Stephen
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