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IJTMkt proposes and fosters discussion on the advancement
of marketing practice and theory, with emphasis on
technology and technology intensive products. This
perspective acknowledges the complexity and importance of
linking technology and marketing issues, as well as the
necessity of innovatively marketing technology and
technology intensive products.

Contents:

IJITMkt publishes original papers, theory-based empirical
papers, review papers, in-depth case studies, conference
reports, notes, and commentaries. Special issues devoted
to important topics in Technology Management, Marketing
Strategies and Practices, and related topics will be published 
occasionally. Contribution may be by submission or invitation,
and suggestions for special issues and publications are welcome.

Not sure if this title is the one for you? 
Visit the journal homepage at www.inderscience.com/ijtmkt where you can:

          •  View sample articles in full text HTML or PDF format
          •  Sign up for our free table of contents new issue alerts via e-mail or RSS
          •  View editorial board details
          •  Find out about how to submit your papers
          •  Find out about subscription options, in print, online or as part of a journals collection

You can order online at  www.inderscienceonline.com or download an order form 
from www.inderscience.com/subform.

This title is part of the Management and Business Collection 
(see www.inderscience.com/mb ). For library collection subscriptions or for a free institutional
online trial, please contact subs@inderscience.com.

Topics covered include:

•   Marketing technology based innovation
•   Marketing management
•   Communication, esp. in technology based 
    companies
•   Technology features, user acceptance, 
    established/new business models
•   Marketing in large corporations, SMEs, 
    high-tech/standard industries
•   Marketing for universities, public research 
    laboratories

•   International comparisons, benchmarking
•   Licensing, franchising, strategic 
    cooperation/alliances, branding
•   Government policy and entrepreneurship
•   University-industry linkages, venture capital,
    incubators, technology parks
•   Enterprise support systems, technology 
    evaluation
•   Consumer behaviours/attitudes, business 
    ethics
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