OTHER BOOKS RECEIVED

American Advertising: A Reference Guide. By Emelda L. Williams
and Donald W. Hendon. New York: Garland Publishing, 1988. ix + 208
pp- No price listed.

Archives of the British Chemical Industry, 1750-1914: A Hand-
list. By Peter J. T. Morris and Colin A. Russell. Faringdon, U.K.: British
Society for the History of Science, 1988. xii + 273 pp. Bibliography and index.
$31.00.

Beating the Dow: A High-Return, Low-Risk Method for Invest-
ing in the Dow-Jones Industrial Stocks with as Little as $5,000.
By Michael O’Hyggins with John Downes. New York: HarperCollins,
1991. xvi + 268 pp. $19.95.

The Clustering of America: A Vivid Portrait of the Nation’s Forty
Nciﬁ;borhoo Types—Their Values, Lifestyles, and Eccentricities.
By Michael ]. Wg;.r . New York: Harper & Row (HarperCollins), 1989.
xvi + 416 pp. Maps, charts. tables, appendixes, and index. $10.95.

The Fall of the House of Hutton. By Donna Sammons Carpenter
and John Feloni. New York: Harper & Row (HarperCollins), 1990. 322
pp- Index. $10.95.

Japanese Direct Foreign Investments: An Annotated Bibliography.
Compiled by Karl Boger. Westport, Conn.: Greenwood Press, 1990. viii +
221 pp. Bibliography and index. $39.95.

Market-Driven Strategy: Processes for Creating Value. By George
S. Day. New York: Free Press, 1990. ix + 405 pp. Charts, tables, notes,
and index. $29.95.

Pericles of Athens and the Birth of Democracy. By Donald Kagan.
New York: Free Press, 1990. xv + 287 pp. Maps, illustrations, notes, and
index. $22.50.

1770-1870: One Hundred Years of Resistance to Underdevelop-
ment: Latin American and Middle Eastern Industrialization and
the European Challenge. By Jean Batou. Geneva: Librairie Droz, 1990.
xvi + 575 pp. Maps, tables, English summary, notes, bibliography, and index.
No price listed.
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Winncer of the 1986-1988

Newcomen Book Award

SCIENCE AND CORPORATE
STRATEGY

Du Pont R&D 1902-1980
David A. Hounshell & John Kenly Smith, Jr.

“First-rate business history—and an intriguing business mystery.
They have written what is by far the best account of any compa-
ny’s R&D effort...their rich account provides an intriguing his-
torical perspective on the contemporary debate about U.S. com-
petitiveness.” — Technology Review company

Studies in Economic History and Policy / 32767-9 $39.95

Published by Cambridge University Press

IBM'S 360 AND EARLY
370 SYSTEMS

Emerson W. Pugh, Lyle R.
Johnson, and John H. Palmer

“A fundamental lesson painfully learned in the
early usage of computers was the importance
of a unified systems approach within an
organization. This book conveys the prob-
lems, difficulties, key ideas, and excitement
as the emerging computer industry extended
this credo to the design of computer systems,
as well as their use.”— Frank S. Beckman, The
City University of New York

No new product offering has had greater impact on the computer industry than the
IBM System/360. IBM’s 360 and Early 370 Systems describes the creation of this
‘ remarkable system and the developments it spawned, including its successor,

System/370. 819 pp., 168 illus. $37.50

To order call toll-free 1-800-356-0343 or (617) 625-8569 MasterCard and Visa accepted.
THE MIT PRESS e 55 Hayward Street - Cambridge, MA 02142
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"The best book yet written on
the history of 20th century

strategic marketing."

Thomas K. McCraw, Harvard Business School

A fascinating history of corporate combat, chronicling
in vivid and witty detail the confrontations between
Coke and Pepsi; Ford and GM; the A&P and its super-
market rivals; and Sears and Montgomery Ward.

“With easy literary clarity and yet
rigorous intelligence, Tedlow tells a
lively story, always in fascinating
and sometimes uproarious detail.
Throughout, there is a consolidating
message delivered with wisdom and
satisfying insightfulness.”
—THEODORE LEVITT, former editor,
Harvard Business Review

"Detailed case studies that carry
valuable lessons for modern market-
ing executives."— Business Week

"With clarity and conviction, the

| compelling book tells the story of a
magnificent era for American
business....New and Improved can
A SN D A I B4 help us understand how to make
American business great again."—
ALBERT GORE, U.S. Senator

"A most impressive piece of business history and an important
treatise on the nature of marketing." — ALFRED D. CHANDLER, JR.,
Harvard Graduate School of Business Administration

"The author's message—that even the largest enterprise remains a
"human activity, and the market a place of human encounter—can use
periodic reaffirmation."—Washington Times

$24.95 at bookstores or direct from
BASIC BOOKS

A Division of HarperCollinsPublishers

10 E. 53rd St., NY 10022.

Toll-free with credit card 800-638-3030
Also available from HarperCollinsCanadaLtd
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BUSINES

THE WEALTH CREATORS
An Entrepreneurial

of the United States
Gerald Gunderson
‘““The men who built
American business, the
American economy, the
American commonwealth. ..
comprehensive...brilliant.”
—Peter F. Drucker. 278 pp.
Plume paperback 0-452-26500-2 $10.95

THE DECISION MAKERS: The Men and the
Million Dollar Moves Behind Today’s Great
Corporate Success Stories

Robert Heller

**His biggest book since The Supermanagers...a
thorough and fascinating exploration of the mystique
and practice of decision-making.” — The New York
Daily News. 400 pp.

Plume paperback 0-452-26566-5

THE SHARK TANK: Greed, Politics,
and the Collapse of Finley Kumble,
One of America’s Largest Law Firms
Isaac Eisler

“‘A fun ride through Finley Kumble's version of hell.”
—The Wall Street Journal. 256 pp.
Plume paperback 0-452-26594-0

WORKPLACE 2000

The Revolution Reshaping American Business
Joseph H. Boyett and Henry P. Conn

The authors predict how technological changes, in-
tense global competition, the demand for maximum
performance, and corporate streamlining will change
the face of the American workplace. 368 pp.
Dutton hardcover 0-525-24936-2 $22.95

e
GERALD GUNDERSON

$10.95

$8.95

o PAST, PRESENT,
s AND FUTURE

CORPORATE MAKEOVER

How American Business

is Reshaping

for the Future

4 Updated Edition

h Harvey H. Segal

BESHAL NG “A slam-bang book....
ph Segal’s made the so-called

dismal science into a pretty

| HARVEY i SEGAL | exciting discipline.”

—The Philadelphia Inquirer. 288 pp.

Penguin paperback 0-14-010759-2

CORPORATE

HAKEOVER

HOW

$9.95

JAPAN VERSUS THE WEST': Image and Reality
Updated Edition

Endymion Wilkinson

Wilkinson's classic chronicle of Japan's rise to status
of financial and technological superpower has sold
over a quarter of a million copies in four languages.
320 pp.

Penguin paperback

0-14-012636-8 $9.95

0

THE PENGUIN
INTERNATIONAL
DICTIONARY

OF FINANCE

Graham Bannock

and William Manser
Containing more than 2500
L 7 " | entries, this dictionary covers
the technical and institutional terms used in the
rapidly expanding services industry. 224 pp.

Also of Interest

NEW IDEAS FROM DEAD ECONOMISTS
An Introduction to Modern Economic Thought
Todd G. Buchholz

Plume paperback 0-452-26533-9 $8.95
THE SERVICE EDGE: 101 Companies

That Profit from Customer Care

Ron Zemke with Dick Schaaf

Plume paperback 0-452-26493-6 $10.95

PENGUIN USA

Penguin paperback 0-14-051195-4 $9.95
TRUE GREED: What Really Happened

in the Battle for RJR Nabisco

Hope Lampert

Plume paperback 0-452-26530-4 $9.95

THE MONEY WARS: The Rise and Fall
of the Great Buyout Boom of the 1980s
Roy C. Smith
Dutton hardcover

0-525-24929-X $22.95

Academic Marketing Department
375 Hudson Street, New York, N.Y. 10014-3657
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GUIDELINES FOR CONTRIBUTORS

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

Each article should be accompanied by a précis of 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 style, not references as in the social sciences.

We are always eager to publish illustrations, but authors should not include originals of illus-
trative materials at the time 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 offprints.

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

Notes should be numbered consecutively and citations should be placed at the end of the text.
Do not place footnotes 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 text (as, “‘see Table 3°*), but they should not be mingled with the text and no
extra space should be left for them there. Each table and figure must be accompanied by a com-
plete source.

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

The journal encourages authors to use gender-neutral 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 day-month-year form for dates, as 11 February 1990.

Double quotation marks should be used for journal titles and direct quotation; 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 Doliticians 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 densities, but they must be formatted in
MS-DOS; we cannot use Apple or MacIntosh software. WordPerfect is directly compatible, but
we may be able to accept your 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 acceptance if authors working on PCs follow a few
rules from the beginning:
In general, use as féw formatting commands as possible.
Do not justify or half-justify 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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ELECTRICITY FOR AlLL

Uncle Sam Will Help You
ELECTRIFY

YOUR HOME
New E.H.F.A. Plan

Thru Approved Dealers
Small Down Convenient
Payment Terms
Up to 4 Years to Pay
Payments with your light bill

City of Austin s

WATER & LIGHT DEPARTMENT Appliance Purchases”
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