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Editorial

Marketing management acquires increasingly greater relevance in settings like 
that of the present in which acquiring competitive advantages and the search 
for differentiation determines an organisation’s market growth. 

As companies change, so does marketing’s role within an organisation. Its per-
formance today cannot just be limited to an area or department in a particular 
company but must become extended further afield; marketing has to be as-
sumed as a commitment, as a culture directed at the whole organisation orien-
tated towards understanding clients’ demands and needs.

It can thus be stated that marketing’s main goal in a company lies in construct-
ing and maintaining a base of committed clients who provide profits for an or-
ganisation. Client loyalty is thereby seen as the basis for an effective business 
strategy and as the mainstay around which behaviour is developed which goes 
far beyond making mere repeat purchases.

Academics and people having experience in the area understand that loyalty 
and satisfaction are closely linked; however, it can also be stated that this re-
lationship is asymmetrical and that, even though loyal clients are habitually 
satisfied, customer satisfaction does not universally become customer loyalty. 
Organisations thus change from managing product portfolios to managing cli-
ents’ portfolio. A company must focus on attracting, retaining and reinforcing 
client/customer relationships, promoting commitment to value as the basis and 
support for such relationship.

The reason for such a special issue, based on marketing management and val-
ue, originated from the importance placed by organisations on the notion of 
value. Value, within this scenario, is the foundation, the defining basis and ra-
tional means of support for the concept of marketing and (along with aspects 
such as segmentation, positioning, date-base marketing, etc) thus becomes es-
sential for marketing theory and practice. 

Throughout its history the Marketing Sciences Institute (MSI) has concerned 
itself with the balanced study of problems concerning theory and practice, 
gradually leading to producing research priorities. This issue presents some of 
them; it also frames marketing’s slow development to date (meaning that the 
journal cannot be isolated from it).

This special issue presents five articles related to value in marketing: consumer 
behaviour/patterns, the process of recall and recognition, forming behaviour/
patterns for making complaints, perceived value and brand personality.
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The Economics and development section deals with three separate topics: iden-
tifying barriers and facilitating factors for an economic evaluation of health 
technology, a neo-Durkheimian approach to studying central banking and the 
relationship between accountancy and financial/tax control.

This is our first special issue and even though the issue emphasises marketing, 
it presents other interesting research articles. This is an opportune moment for 
inviting academics and researchers to actively participate in our special issues 
and  encourage all our readers to present their comments and thematic pro-
posals for future editions. Notification is thus being given for creating an issue 
dealing with social responsibility, another centred on education and one on 
environmental management.
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