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Abstract
The purpose of this study is to describe the contribution of Italian scholars to the 
international literature of marketing, and to identify the intellectual structure of 
Italian scholars’ production, by mapping the co-authorships network and the main 
researched themes. Results highlight that Italian marketing scholars significantly 
intensified their productivity in the last ten years from different viewpoints. There 
has been a growing process of internationalization, a grownup of articles published 
by multiple co-authors in journals with higher impact factor, and a better perfor-
mance in terms of citations of Italian papers compared to the international average. 
These results are all positive signals of a dynamic and developing community.
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1 Introduction

The development of the marketing field in Italy has been characterized by a slow 
and non-linear path. This process, which began in the 1960s, has seen a fast expan-
sion since the 1990s. As reported by Varaldo et al. (2006), it is possible to identify 
four phases in the evolution of marketing science in Italy and specifically: the ante-
cedent phase (1950s), the birth phase (1960s), the development phase (1970s–80s) 
and the consolidation phase (1990s). Therefore, it was only in the last decade of the 
twentieth century that Italian scholars began to take part in the international debate; 
indeed, the establishment of the Italian Society of Marketing (SIM), in 2004, gave 
an enormous cultural impetus, in terms of scientific contribution, methodologies, 
internationalization and collaboration among colleagues.

Since this is not the place to delve into the reasons for the initial Italian difficul-
ties in the field of marketing scholarly research, we will only mention some of the 
factors that have characterized the evolving path of marketing studies in Italy, as 
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reported by some previous studies (Bertoli & Troilo, 2000; Ceccotti et  al., 2017; 
Varaldo et al., 2006). In particular, factors related to the economic-industrial con-
text and factors related to the academic context should be highlighted. Among the 
former, it is worth mentioning the particular configuration of the Italian economy, 
which is mainly characterized by small and medium-sized family businesses and 
specific forms of aggregation, such as industrial districts. Among the latter, there 
are, on one hand, the strong tradition of Economia Aziendale founded by Gino 
Zappa—which distinguished the Italian academy at the beginning—that conceived 
the firm as a “unitary economic complex” and was “reluctant to accept research 
related to specific functions” (Varaldo et al., 2006: p. 6); on the other hand, the dif-
ficulty of publishing in English and the prevailing form of academic dissemination 
of scientific knowledge which was essentially based on monographs.

At the end of the’90s, and even more in the first decade of the twenty-first cen-
tury, some changes occurred, which pushed Italian scholars to produce research in 
English and publish it in international journals: the already mentioned birth of SIM 
and the definition of new criteria for research evaluation, following the establish-
ment of the Italian National Agency for the Evaluation of Universities and Research 
Institutes (ANVUR) in 2006 (started operating in 2010), and the National Scien-
tific Qualification (ASN) in 2012. Since then, the Italian scientific production in the 
field of marketing has experienced an exceptional development and has almost com-
pletely recovered the initial delay compared to other countries.

Based on the above premises, the purpose of this study is twofold: (1) to describe 
the contribution of Italian scholars to the international literature of marketing, and 
(2) to identify the intellectual structure of Italian scholars’ production, by mapping 
the co-authorships network and the main researched themes.

The evolution of national scholar communities has been investigated in several 
business fields, such as accounting and finance in UK (Beattie & Goodacre, 2004), 
accounting in Spain (Casanueva & Larrinaga, 2013), or management in Italy (Marzi 
et al., 2017). However, there is a lack of this kind of studies with regard to national 
academic communities of marketing. Indeed, marketing studies have analysed the 
main topics of publications (Tellis et al., 1999), the productivity of single authors 
and institutions (Bakir et  al., 2000; Cote et  al., 1991), and the globalization of 
authorship (Stremersch & Verhoef, 2005). To the best of our knowledge, no pub-
lished studies have investigated the Italian scholars’ contribution in marketing at the 
international level.

2  Methodology

The method used is the bibliometric one. It allows to analyse a specific field with the 
help of statistical techniques, by measuring the distribution patterns of publications, 
their impact in terms of citations and to visualize relationships among authors and 
topics. Specifically, we implemented two techniques, namely performance analysis 
and science mapping (Donthu et al., 2021). The former examines the performance 
of the Italian marketing scholars, by measuring the number of publications and cita-
tions, where publication is a proxy for productivity, while citation is a measure of 
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impact and influence. The latter examines the relationships among Italian scholars 
and their production, by means of co-authorship analysis and keywords co-occur-
rence analysis.

In order to find all the relevant Italian publications within the marketing field, a 
specific search procedure was followed: using the advanced search feature of Else-
vier’s Scopus (accessed on August, 2021), we retrieved all articles published since 
1960, within the business, management and accounting subject area, by scholars 
with an Italian affiliation. The 41,742 documents retrieved were then filtered by 
including only articles and reviews (excluding book chapters and editorials) writ-
ten in English. The remaining 25,905 documents were filtered by including only 
those published in outlets listed as marketing journals in the Academic Journal 
Guide (AJG) 2021 of the Chartered Association of Business Schools (CABS). Using 
this search method, we identified 937 articles published in 68 journals in the period 
1990–2021. For each of the 937 articles, we collected the following bibliographic 
data: authors’ name and affiliation; journal’s name; article’s title, abstract and key-
words, year of publication; citations received. The 937 articles have been written by 
1,440 authors; 872 of them are Italian. All analyses were run on VOSviewer 1.6.17 
and Gepghy 0.9.2.

3  Results

3.1  Performance analysis

Figure 1 shows the growth in number of publications from Italian scholars in mar-
keting journals over time (CAGR = 17.1%), resulting in a productivity per active 
year (PAY) of 31.2 articles. The first publication dated from 1990, but only a handful 

Fig. 1  Citations received and total number of articles published by Italian scholars on journals listed 
within the marketing field by the AJG 2021 of CABS (Scopus data)
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of papers were published between 1990 and 2003. The publication rate has gradu-
ally increased since 2009, reaching a considerable rise in the last four years. Nearly 
the 80.0% of these publications appeared in the last ten years (2012–2021). In this 
regard, the PAY of the last two five-year periods (2012–2016 and 2017–2021) is 
60.6 and 87.4 articles respectively. The 937 articles received a total of 23,105 cita-
tions (see the red line in Fig. 1), resulting in an average of citations per paper of 24.7 
and an average of citations per year of 770.

60,0% of the 937 articles analysed has been written by three or more co-authors, 
and only 10,0% of them have a single author. Figure 2 shows the trend in the number 
of authors broken down by period. The evolution of the number of co-authors shows 
that the Italian marketing field has moved towards higher number of co-authorships 
from 2007 onward, in line with others fields of science and specifically with social 
science (e.g. Henriksen, 2018; Wuchty et al., 2007).

With regard to international collaborations, which have gradually increased over 
time, Table  1 shows that the performance of articles written by only Italian co-
authors, in terms of average citation rate, is worse than the one of the articles written 
in collaboration with at least one foreign scholar.

The 937 articles analysed were published in 68 journals. Among them, those 
publishing the largest number of Italian academics’ papers were: Industrial Market-
ing Management (IF = 6.960; 3 stars on AJG); Journal of Retailing and Consumer 
Services (IF = 7.135; 2 stars on AJG); Journal of Business & Industrial Marketing 
(IF = 3.463; 2 stars on AJG); International Journal of Retail & Distribution Man-
agement (IF = 3.771; 2 stars on AJG); Psychology and Marketing (IF = 2.939; 3 stars 
on AJG); International Journal of Consumer Studies (IF = 3.864; 2 stars on AJG); 
International Review of Retail, Distribution and Consumer Research (1 star on 
AJG); Journal of Global Fashion Marketing (IF = 0.49; 1 star on AJG); Journal of 
Fashion Marketing and Management (IF = 3.329; 1 star on AJG); Journal of Product 
& Brand Management (IF = 4.355; 1 star on AJG); Journal of Brand Management 

Fig. 2  Number and average of co-authors per article by period
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(IF = 3.500; 2 stars on AJG). These journals represent 16.0% of the sample and take 
in almost 50.0% of articles, with 41.0% of total citations received. Moreover, within 
the first twenty most represented journals, only five of them have 3 stars on AJG list, 
and none of them has 4 or more stars. Only 6.0% of all the 937 articles was pub-
lished in a journal with 4 or more stars on the AJG list. Almost half of the articles 
has been published in journals focusing on specific topics as Industrial Marketing 
(15.8%), Retail (15.7%), and Consumer Behaviour (14.6%); and 13.4% of them has 
been published in journals focusing on General Marketing topics (13.4%).

In order to analyse the research performance of the Italian scholars of market-
ing at the international level, we calculated the crown indicator (CPP/JCSm). This 
indicator compares the average number of citations of documents published by Ital-
ian scholars (CPP) to the average number of citations of all the documents of the 
same type (i.e. articles and reviews), published in the same journals and in the same 
period of time (JCSm). Table 2 shows how the indicator was calculated.

Table 1  Different performances in terms of average citation rate of publications with or without foreign 
co-authors

*The t-test for the mean difference (= 16.1) yielded a statistically significant value of t = −  3.157 
(p < 0.05)

Indicator Symbol Publications authored only 
by Italian scholars (DOM)

Publication authored at least 
with one foreign scholar 
(INT)

N. of publications by Italian 
scholars

TP 420 419

Total N. of citations C 6854 13,574
Citations per publication* CPP 16.3 32.4
Percentage of publications not 

cited
%Pnc 11.4% 12.6%

Table 2  Bibliometric indicators for the Italian marketing scholars

a For articles published in a certain period of time  t0-tn, citations are counted during the period of five 
years after, from  t0 to  tn+5 for both the groups (Italian articles and all international articles). For articles 
published between 1990 and 2001, citations are counted during the period of 1990–2006; for articles 
published between 2002 and 2011, citations are counted during the period of 2002–2016; for articles 
published between 2012 and 2021, citations are counted during the period of 2012–2021.

Indicator Symbol 1990–2001 2002–2011 2012–2021 1990–2021

N. of publications by Italian scholars TP 21 175 741 937
N. of journals J 12 48 66 68
Total N. of  citationsa C 164 6177 9561 23,105
Citations per publication CPP 7.8 35.3 12.9 24.7
Percentage of publications not cited %Pnc 4.8% 1.7% 14.3% 11.7%
Mean citation rate of journal group (J) JCSm 5.4 24.4 13.2 21.3
Citations per publication, compared to 

citation rate of journal group
CPP/JCSm 1.4 1.5 0.9 1.2
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As shown in the last row of Table 2, the CPP/JCSm indicator varies from 0.9 to 
1.5, where a value of 1.2 signals that the impact of the Italian research community 
exceeds the international average: i.e. Italian marketing publications are cited 20% 
more than the world average, although there was a sharp decline after 2012.

3.2  Science mapping

In order to represent the intellectual structure of the Italian marketing community, 
we developed a co-authorship analysis to describe the network of collaborations 
among scholars, and a keywords co-occurrence analysis on the articles to discover 
the main researched topics.

Figure 3 represents the three sub-networks in three sub-periods. Each node rep-
resents an author, while a tie represents a co-authorship between two authors in the 
same article. It is useful to highlight some interesting aspects. In the first period, 
1990–2001, the sub-networks are mainly composed of isolated researchers or cou-
ple of co-authors; the network has a diameter of 2 and an average degree of 0.08. 
This highlights the work of individual authors working in different universities, 
who collaborate with other researchers working at the same university. The second 
period, 2002–2011, highlights that collaboration increases, and although there are 
many more individual researchers at the edge of the network, stable groups of co-
authors from different universities begin to form at the centre. It is also worth not-
ing that some sub-networks of scholars are linked together by the so-called bridges: 
i.e. researchers who act as a link between different sub-networks. The diameter 
of the network, in this period, is 5 and the average degree is 1.5. The last period, 
2012–2021, points out a process of articulated growth of the Italian community, 
with almost all the scholars linked with someone else, and the presence of a big 
macro-network in the centre, underlining collaborations among different groups 
(represented in different colours). However, it is still possible to see the presence of 
some isolated groups with a strong internal collaboration activity, but disconnected 
from the centre. The network’s diameter is 15 and the average degree is doubled, 
compared to the previous period, with a value of 3.2.

Fig. 3  The co-authorship networks in the three sub-periods
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The results of the keywords co-occurrence analysis are shown in Fig. 4. It reports 
the main topics addressed by Italian scholars in the three different time-periods. 
Between 1990 and 2001 there are not specific topics. Articles, in this time window, 
address general themes mainly related to the internationalization of retailing, mar-
keting strategy and segmentation, trends in consumer behaviour in Italy and quality 
in services. Between 2002 and 2011 topics start to get more specific. Particularly, 
the marketing cluster turns into a more composite set of topics: the role of brand, 
communication, and the Internet; the retail cluster is then diversified between B2B 
relationships, supply chain management, often applied to the fashion industry; stud-
ies on services address co-creation processes, while consumer behaviour studies 
begin to deal with the classical concepts of satisfaction and loyalty. Within the last 
time window, 2012–2021, the Italian contribution is enriched by more specialized 
and empirical studies, characterized by a focus on Country of Origin (COO) and 
luxury, technological innovation in retail, B2B networks and small business (SME), 
sustainability and Corporate Social Responsibility (CSR), buying process, consumer 
experience and emotions.

4  Conclusions

This work aimed to identify the contribution of the Italian scholars to the market-
ing literature. The first objective was to quantify the scientific productivity and the 
performance of Italian marketing academics. The second objective was to discover 
the evolution of collaborations among authors and map the main topics of their 
publications.

Results highlight that Italian marketing scholars significantly intensified their 
productivity in the last ten years from different viewpoints. There has been a 

Fig. 4  The evolution of topics addressed
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growing process of internationalization, a grownup of articles published by multiple 
co-authors in journals with higher impact factor, and a better performance in terms 
of citations of Italian papers compared to the international average. These results are 
all positive signals of a dynamic and developing community.

At the moment, the Italian marketing research network is characterised by a big 
giant connected component with relatively well-connected researchers and many 
other small components, characterised by authors publishing either alone or with 
few co-authors. Indeed, this study focuses on marketing journals listed on the AJG 
of CABS, but Italian marketing scholars regularly publish many articles, book chap-
ters and international monographs that are not considered in this analysis. This cer-
tainly reduces the comprehensiveness of the results. Further research, by means of 
other data sources, could help to complete the analysis. Furthermore, this study is 
mainly descriptive and does not offer insights for the underlying mechanisms that 
account for these observed patterns. Further research efforts, directly involving Ital-
ian marketing scholars as informants will be performed in order to address this issue.
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