
 

 

 University of Groningen

Market-based capabilities, perceived quality and firm performance
Aakouk, M.

IMPORTANT NOTE: You are advised to consult the publisher's version (publisher's PDF) if you wish to cite from
it. Please check the document version below.

Document Version
Publisher's PDF, also known as Version of record

Publication date:
2006

Link to publication in University of Groningen/UMCG research database

Citation for published version (APA):
Aakouk, M. (2006). Market-based capabilities, perceived quality and firm performance. [Thesis fully internal
(DIV), University of Groningen]. s.n.

Copyright
Other than for strictly personal use, it is not permitted to download or to forward/distribute the text or part of it without the consent of the
author(s) and/or copyright holder(s), unless the work is under an open content license (like Creative Commons).

The publication may also be distributed here under the terms of Article 25fa of the Dutch Copyright Act, indicated by the “Taverne” license.
More information can be found on the University of Groningen website: https://www.rug.nl/library/open-access/self-archiving-pure/taverne-
amendment.

Take-down policy
If you believe that this document breaches copyright please contact us providing details, and we will remove access to the work immediately
and investigate your claim.

Downloaded from the University of Groningen/UMCG research database (Pure): http://www.rug.nl/research/portal. For technical reasons the
number of authors shown on this cover page is limited to 10 maximum.

Download date: 23-05-2023

https://research.rug.nl/en/publications/6bc7279c-c60b-4e39-b370-0b7e5c30367d


ACKNOWLEDGMENTS

Before expressing my feelings toward those who helped me throughout the
last five years, I praise and thank my Creator. Second, I would like to dedicate this
work to my family (parents, Radia, Ibrahim and Sarah) and thank them for their
neverending guidance, love, confidence and support.

I would like to express my sincere gratitude to my major advisor, Prof. dr.
Janny C. Hoekstra, for her support, care and guidance. I will always remember her
incredible personality and I can say that she has been my mentor and inspiration
for everything I have accomplished throughout my stay at the RUG. I would also
like to thank my second professor, Prof. dr. P.S. Zwart. I greatly appreciate his
time, wisdom and insight. In short, I had a wonderful time at the department of
marketing and I am delighted to having Janny and Peter as my advisors. I greatly
appreciate their invaluable help in completing this dissertation.

I would like to thank all my (present and former) colleagues at the depart-
ment (Feray Adiguzel, Karel Jan Alsem, Tammo Bijmolt, Ulf Böckenholt, Albert
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