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For us as editors of an international journal, it is very important to publish high-quality 
and current academic research. However, it always takes time to pass through the  
double-blind review process: motivated and engaged reviewers need their time to offer 
not only critique on the paper, but insightful hints for advancements as well. 

Therefore, we decided to split this issue, as only four quality papers were selected 
through the review process for this special issue. Hence, it leaves room enough for 
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incorporating two ‘regular papers’ coming from our backlog of available articles. 
Consequently, this issue is divided into a ‘special issue papers’ section and a ‘regular 
papers’ section. This means that regular papers are not remaining too long in the queue of 
‘articles to be published’ because of the edition of a special issue. We believe this is an 
additional incentive for authors to offer their manuscript to the IJTMKT for evaluation, as 
we are aware that it is important for academic authors to have their paper published not 
too long after the paper has been officially accepted through our double bind review 
process. 

The first article of the ‘regular papers’ section, entitled ‘Forming positive advertising 
and product attitude: the role of product involvement’ by Edward Shih-Tse Wang 
provides new insights about the impact of product involvement and the attitude of 
consumers on the perceptions of technology products that are advertised online. Even 
though various works have indicated the important role of consumer involvement in 
affecting consumers who were exposed to advertising, we know little about the manner in 
which consumer product involvement forms the positive advertising attitude and 
perceived product value of an advertised product. This is the goal of this paper which 
comes with interesting results both for academics and practitioners. 

The second paper, ‘Emotional connections to books and technological innovations: an 
e-book perspective’ by Vanessa Ratten, explores another aspect of the consumer attitude 
in consideration with the adoption of technology. It focuses on the importance of emotion 
and emotional connections in forging a strong relationship between the customers and the 
new product. Recently, this approach has been taken successfully by some of the  
major smartphones vendors. The paper considers another promising category of 
technology-based innovation: the e-book. Relying on social cognitive theory associated 
with different technology adoption models, the author underlines the importance of 
emotional connection in the technology adoption process and derives also practical 
implications for marketing managers. 

With this special issue about the ‘Marketing of emerging technologies’ completed by 
two regular papers with innovative point of view, we are proud to have this new edition 
of the International Journal of Technology Marketing being once again at the forefront of 
the research about the marketing of technology-based products and services. 

Enjoy your reading and do not hesitate to send us your thought about those papers as 
well as your own research paper in the exciting field of marketing high-tech. We are also 
interested in developing special issues that centre on a specific topic. Send us your 
proposal – we are looking forward to it. 


