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FROM THE EDITORS

The Marketing Management Journal, first published in Fall, 1991, is dedicated as a forum for the
exchange of ideas and insights into the marketing management discipline. Its purpose was and
continues to be the establishment of a platform through which academicians and practitioners in
marketing management can reach those publics that exhibit interests in theoretical growth and
innovative thinking concerning issues relevant to marketing management.

Submissions to The Marketing Management Journal are encouraged from those authors who possess
interests in the many categories that are included in marketing management. Articles dealing with
issues relating to marketing strategy, ethics, product management, communications, pricing and price
determination, distribution sales management, buyer behavior, marketing information, international
marketing, etc. will be considered for review for inclusion in The Journal. The Journal occasionally
publishes issues which focus on specific topics of interest within the marketing discipline. However,
the general approach of The Journal will continue to be the publication of combinations of articles
appealing to a broad range of readership interests. Empirical and theoretical submissions of high
quality are encouraged.

The Journal expresses its appreciation to the administrations of the College of Business
Administration of the University of Akron and the College of Business Administration of Missouri
State University for their support of the publication of The Marketing Management Journal. Special
appreciation is expressed to Lynn Oyama of HEALTHCAREfirst, Inc. and the Center for Business
and Economic Development at Missouri State University for contributing to the successful
publication of this issue.

The Co-Editors thank The Journal’s previous Editor, Dub Ashton and his predecessor David Kurtz,
The Journal’s first Editor, for their work in developing The Marketing Management Journal and
their commitment to maintaining a quality publication.
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