References

Anderson A. R., Consumer Research in the Service Sector : Emerging Perspectives on Ser-
vice Marketing, American Marketing Association, 1989.

Bateson J. E. G. “Why We Need Service Marketing”, Conceptual and Theoretical Develop-
ments in Marketing, Chicago, American Marketing Association, 1979.

Berry L. L. and Clark T., “ Four Ways to Make Services More Tangible”, Business, 36, Octo-
hf_’ﬂ 1986.

Bone P. FE. & Ellen P. S., “The Generation and Consequences of Communication - Evoked
Imagery, Journal of Consumer Research, Vol. 19, June 1992.

Booms B. H., and Bitner M. J., “Marketing Strategies and Organisation Structures for Ser-
vice Firms", Marketing of Services, Chicago, American Marketing Association, 1981.
Buittle F., “Unserviceable Concepts in Service Marketing”, The Quarterly Review of Mar-
keting, UK, Institute of Marketing, 1986, Spring.

Calder B. J., Robertson T. & Rossiter J., “Cognitive Response to Advertising: The Relation
of Child to Adult Models”, Advances in Consumer Research, Vol 111, 1978.

Ellen P. §. and Bone P. E., "Measuring Communication-Evoked Imagery Processing ", Ad-
vances in Consumer Research, Vol. 18, 1991.

Goodfellow, J. H., “Marketing of Goods and Services as a Multidimensional Concept”, The
Marketing Digest, Ed. M.J. Thomas and Waite N.E., UK, Heinemann Professional Publish-
-‘:”g. .l'l()S_i

Gronoroos C., "A Service Oriented Approach to marketing of Services”, European Journal
of Marketing, Vol. 12, No. 8, 1978.

Heckler S. E. and Childers T. C., “The Role of Expectancy and Relevancy in Memory for
Verbal and Visual Information : What is Incongruency?”, Journal of Consumer Research,
Vol. 18, March 1997.



Kotler P, Marketing Management, Analysis, Planning and Control, Prentice Hall, 1994.

Leong S.M., Ang S.H. and Tham L.L., “Increasing Brand Name Recall in Print Advertising
Among Asia Consumers”, Journal of Advertising, Vol. 25, NO. 2, 1996, Summer.

Levitt T., “Marketing Intangible Products and Product Intangibles”, Harvard Business
Review, May - June, 1981.

Lovelock C. H., “Towards a Classification of Services”, Theoretical Developments in Mar-
keting, Chicago, American Marketing Association, 1980.

Lovelock C. H., Service Marketing, Chicago, Prentice Hall International, 1994.

Lutz K. A., & Lutz R. J., “Effect of Interactive Imagery on Learning: Applications to Adver-
tising "', Journal of Applied Psychology, 1977.

Lutz K. A., and Lutz R.J., “Imagery-Eliciting - Strategies: Review and Implications of Re-
search”, Advances in Consumer Research, Vol. V., USA, 1978.

McCarthy E. J., Basic Marketing, Homewood, lllinois, R.D. Irwin, 1981.

McGill A. C. and Anand P., “The Effect of Vivid Attributes on the Evaluation of Alternatives:
The Role of Differential Attention and Cognitive Elaboration”, Journal of Consumer Re-
search, Vol. 13 September, 1989.

Middleton V. T. C., “ Product Marketing - Goods and Services Compared”, Quarterly Review
of Marketing, Vol. 8, No. 4 July, Institute of Marketing, 1983.

Rathmell J. M., Marketing in the Service Sector, Winthrop Publishers Inc, 1974.

Shams H. and Hales C,. “Once More on Goods and Services : A Way Out of the Conceptual
Jungle", The Quarterly Review of Marketing, UK, Institute of Marketing, 1989.

Shostack G. L., “Breaking Free from Product Marketing ", Journal of Marketing, 4, April,
1977, Spring.

Snetsinger D. W., and McDougall G. H. C., “The Intangibility of Services : Measurement and
Competitive Perspectives”, The Journal of Service Marketing, Vol. 4, Fall 1990.

Smith R. A., Houstan M. J. and Childers T. C., “Verbal versus Visual Processing Modes: An
Empirical Test of the Cyclical Processing Hypothesis”, Advances in Consumer Research,
Vol. 11, 1983.

Stafford M. R., “Tangibility in Services Advertising : An Investigation of Verbal Versus
Visual Cues ", Journal of Advertising, Vol. XXV, No. 3 Fall, 1996.

Wilson. A., New Directions in Marketing, Excel Books, New Delhi, 1995.

Zeithmal V. A., Service Marketing, C. H., Lovelock Ed., Englewood Cliffs, Prentice Hall,
1984.





