
 

 

 

 

Like any academic journal, the Journal of Marketing Trends (JMT) seeks to promote work and scientific 

research with the exclusion of any other positioning, be it journalistic investigation or political 

(meaning politics) expression for example. 

The papers submitted to the journal must be original contributions, that is to say that they cannot have 

been published or simultaneously submitted to another journal. All the contributing authors of the 

papers should be named, and mention the institution they belong to. By default, alphabetical order 

prevails for the presentation of the authors. Not respecting this order means that the authors thus 

wish to indicate different levels of contribution, without stating any proportionality. 

Since they focus on new marketing trends, the papers may naturally create polemics, but these should 

be constructive and not express any disparagement of the previous work and results and, none the 

least, of their author(s). As is commonly accepted, the use of names can only be done through 

bibliographical references or quotes that are duly justified by the necessity of the demonstration. 

Obviously, all submitted papers must meet the editing country’s (France) legislation and regulations, 

with specific regards to all that are linked to the freedom of speech, the respect of individuals, civil 

order, child-protection and intellectual property. The authors commit themselves to meeting all the 

legal requirements, in particular concerning personal data collection, and especially in terms of free 

and informed consent.  
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