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Marketing Science, a journal sponsored
by the Institute for Operations
Research and the Management
Sciences (INFORMS®), invites authors
to submit for peer review their best
marketing-oriented research.

EDITORIAL STATEMENT
Although our primary focus is on articles
that answer important research questions in
marketing using mathematical modeling,
we also consider publishing many other
different types of manuscripts. These
manuscripts include empirical papers
reporting significant findings (but without
any specific contribution to modeling),
papers describing applications (emphasizing
implementation issues), and scholarly papers
reporting developments (in fundamental
disciplines) of interest to marketing (see
http://mktsci.pubs.informs.org/ for more).
Moreover, we offer a “fast-track” review
process for particularly timely topics. We
will either completely reject or commit to
accept subject to either deletions or minor
changes (no additions).

Manuscripts should report the results of
studies that make significant contributions.
Contributions can include significant
substantive findings, improvements in
modeling methods, meaningful theoretical
developments, important methodological
advances, tests of existing theories,
comparisons of methods and empirical
investigations.

Marketing Science promises to provide
constructive, fair, and timely reviews with
the goal of identifying the best submissions
for ultimate publication in the Journal.

We encourage you to consider Marketing
Science as an outlet for your research.

SUBMISSIONS
Authors preparing manuscripts for Marketing
Science should follow the format of the
articles in this issue. Readability for
the desired audience of the manuscript
is one important criterion in the review
process. We encourage authors to
write for a broad target audience. (For
more information, see guidelines at
http://mktsci.pubs.informs.org/.)
• Reviews are double blind. Only the first
page (i.e., title page) should identify the
author. This page should also contain the
author’s complete postal mailing address,
e-mail address, FAX, and phone number.
• The next page should contain the title, an
abstract of approximately 100–200 words,
and keywords.
• The text, which should start on page 3,
should be double-spaced with 1-inch
margins and a 12-point font. Suggested
length depends on the type of submission.
Regular manuscripts usually are less than
10,500 words.
• Please place tables, figures, and footnotes
in the text.
• Provide bibliographic references in the
text by last name and year of publication.
Please use full names of the authors in the
reference list.
• E-mail the submission form and the
manuscript in unprotected Adobe (PDF)
format as directed at this address:
http://mktsci.pubs.informs.org/. Embed all
fonts. Note: Although you may submit in
Microsoft Word (.doc) or TeX (.tex/.dvi)
format, we convert to PDF format, and
processing begins only after you have
approved the conversion.

•
Also, send one backup paper copyby postal mail to Professor Steven

M. Shugan, Editor in Chief, Marketing
Science, Warrington College of Business
Administration, University of Florida, 201

Br yan Hall, Campus Box 117155, Gainesville,
FL 32611-7155, e-mail: mktgsci@cba.ufl.edu.
• If a manuscript is accepted for publication,
the final accepted version must be submitted
in hard copy and in Microsoft Word format
(or other acceptable formats).

STATEMENT OF EDITORIAL
POLICIES

We first evaluate each manuscript on
readability and whether it provides a
significant original contribution on an
important topic. The contribution may differ
according to the type of manuscript (see
http://mktsci.pubs.informs.org/.) When a
manuscript passes this initial evaluation,
the editor in chief assigns reviewers, who
evaluate the quality of the logic, methods,
and evidence found in the manuscript. The
reviewers also determine whether the
manuscript is missing critical information
necessary for them to complete their
reviews. Finally, the editor in chief, with the
help of the area editor, makes a decision on
the manuscript. All reviews are double
blind, and anonymous participants only play
advisory roles. We encourage reviewers to
be constructive, fair, and timely, with the goal
of identifying the best of these submissions
for ultimate publication.

The primary focus of the journal is on
articles that answer important research
questions in marketing using mathematical
modeling. However, the journal is
receptive to a diverse set of scientific
approaches, including surveys, experiments,
aggregate data analyses, deductive analyses,
comprehensive reviews, well-documented
applications, and novel implications of
developments in other literatures.

Ultimately, we seek to reach a diverse
audience well beyond academics in
quantitative marketing. It is unnecessary
for every article to reach a diverse
audience. However, in evaluating individual
manuscripts, we will consider the ultimate
audience for the article (e.g., marketing
managers, general managers, public policy
makers, regulators, consumers, consultants,
market research professionals, other
disciplines, etc.) and require evidence that
the research can impact at least that
audience.

The best manuscripts provide significant new
knowledge or fundamental understanding
that has the potential to allow their target
audience to make superior decisions or take
superior actions. For example, a theoretical
manuscript might provide conditions in
which apparently inferior alternatives are
shown to be optimal. A methodological
manuscript might provide a new method
that leads to better actions than existing
methods. A substantive manuscript might
provide empirical regularities that suggest
new, previously unknown actions. An
empirical investigation might explain why
some firms perform better than others.
Such studies should contain sufficient detail
to allow the reader to evaluate the method
and replicate the results.

ORIGINALITY

By submitting any manuscript, the author
certifies that the manuscript is not
copyrighted and is not currently under
review for any journal or conference
proceedings. If the manuscript (or any part
of it) has appeared, or will appear, in another
publication of any kind, all details must be
provided to the editor in chief at the time of
submission.

As a condition of final acceptance of a paper
for publication in Marketing Science, the
author(s) must indicate if their paper is
posted on a working paper website, other
than their own. They are responsible for
assuring that, if any part of the paper has
been copyrighted for prepublication as a
working paper, the copyright can and will be
transferred to INFORMS when the paper
has been accepted. This includes both print
and electronic forms of the paper. Authors
may post their working papers on websites
after acceptance and prior to publication, as
long as the sites are not copyrighted or do
not serve as formal depositories.

We require that at least one of the authors
of each accepted manuscript sign a copyright
transfer form.

PERMISSIONS

Permission to make digital/hard copy of part
or all of this work for personal or classroom
use is granted without fee provided that
copies are not made or distributed for profit
or commercial advantage, the copyright
notice, the title of the publication and its
date appear, and notice is given that copying
is by permission of the Institute for
Operations Research and the Management
Sciences. To copy otherwise is permitted,
provided that a per-copy fee is paid through
the Copyright Clearance Center, 222
Rosewood Drive, Danvers, MA 01923. To
republish, post on servers, or redistribute
to lists requires prior specific permission
and/or fee; address such requests, or
requests for additional information, to the
Institute for Operations Research and the
Management Sciences, 7240 Parkway Drive,
Suite 310, Hanover, MD 21076.
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