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“A fascinating history."

—The Boston Globe

NEW AND IMPROVED Feamrinéanew introduction by the

THE STORY OF author, this seminal history of mass

MASS MARKETING| marketing is an account of how the United

INPYVISI@Y  States became the world’s first and foremost
consumer society. Tedlow traces the evolu-

tion of U.S. markets in this century through

s three distinct phases: fragmentation, unifica-
tion, and segmentation. He illustrates the
dynamics of competition by recounting the
epic confrontations between Coke and Pepsi,
Ford and GM, A&P and its rivals, and Sears
and Montgomery Ward.

“A most impressive piece of business
history and an important treatise on the
nature of marketing.”

—Alfred D. Chandler, Jr.
Harvard Business School

“With clarity and conviction, this compelling book tells the story
of a magnificent era for American business . ... As the United States
enters a new economic era, New and Improved can help us
understand how to make American business great again.”

—Vice-President Albert Gore

New and Improved
The Story of Mass Marketing in America
Richard S. Tedlow, Harvard Business School

528 pages $17.95 paperback

To order, call 1.800.545.7685 ext. 5113/617.495.67192 ext. 5113
For a complete catalog of our books, write:

Harvard Business School Press

Boston, MA = 02163
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GUIDELINES FOR CONTRIBUTORS

General Information
Manuscripts are considered for publication on the understanding that they are not concurrently
under consideration elsewhere and that the material—in substance as well as form—has not been
previously published.

Three copies of the manuscript should be submitted.

Authors should identity themselves only on a separate title page that provides name, mailing
address, and telephone number. Authors must also remember not to idenufy themsélves in the
body of the manuscript; speafically, references to their own work in the text should be in the
third person, and citations should be wntten without possessive pronouns—not **See my. . . .’

Each article should be accompanied by a précis ot 75-100 words outlining the main point(s)
of the paper and placing the article in context. Subheads should be used to divide the manuscript
into three or four sections (or more, depending on length).

We do not have an upper or lower page limit, but articles usually run between 25 and 60 type-
script pages, including notes and other material.

Articles must contain notes in the humanities stvle, not references as n the social sciences.

We are always cager to publish illustrations, but authors should not include originals of illus-
trative matenials at the ume of submission; photocopies of such material may be included.

Authors of accepted manuscripts will receive two copies of the issue in which the article appears
and twenty-five free oftprints.

Manuscript Prepamtion
ALL material—including extracted quotations and notes—must be double-spaced. Legible pho-
tacopies or word-processed originals may be submitted. Use of dot-matnix printers is discouraged.

Notes should be numbered consecutively and citations should be placed at the end of the text.
Do not place tootnotes at the bottom of the page (see word-processing instructions).

Each table or figure should occupy a separate page and should be numbered (in arabic numerals)
and grouped together between the text and the notes. The position of these items should be
indicated in the texe (as, “*see Table 3'"), but they should not be mingled with the text and no
extra space should be lett for them there. Each table and tigure must be accompanied by a com-
plete source.

We use the 13th edition of The Chicago Manual of Stvle (1982) and spell and hyphenate words
according to Webster’s Ninth New Collegiate Dictionary.

The journal encourages authors to use gender-neurral prose in all cases where it is not anachronis-
tic to do so; male nouns and pronouns should not be used to refer to people of both sexes.

We use the dayv-month-vear form tor dates, as 11 February 1990.

Double quotation marks should be used tor journal titles and direct quortation; single quota-
tion marks are used for quoted material inside quotations.

Sample Citation Forms:
Book: Alfred D. Chandler, Jr., The Visible Hand: The Managerial Revolution in American Busi-
ness (Cambridge, Mass., 1977), 321-22.
Journal: Charles Cheape, **Not Politicians but Sound Businessmen: Norton Company and
the Third Reich,” Business History Review 62 (Autumn 1988): 444-66.
Note that we do not include the publisher in book citations. We do not use loc, cit., op. cit.,
or idem., but ibid. (not italicized) may be used.

Word-Processing Guidelines
The journal can accept disks of all standard sizes and densinies, but they must be formatred in
MS-DOS; we cannot use Apple or MacIntosh software. WordPerfect s directly compatible, but
we may be able to aceept vour document if it can be converted into an ASCII file.
Potential contributors should submit hard copy, not diskettes, initially, but it will save con-
siderable work for all parties in the event of aceeptance it authors working on PCs tollow a few
rules from the begmnning:
In general, use as few formatting commands as possible.
Do not jusufy or half-justity the right-hand margin.
Do not hyphenate words at the end of lines.
Do not use hard returns except for new paragraphs or required page ends except as absolutely
necessary (for example, to break between text and notes).
Do not use special fonts; underline material that is to be set in italics.
Most important, do not use the word processor's automatic footnote functions: do not embed
notes in the text. Notes should be keyed in at the end of the text (after any tables) or
as a separate file.
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