
 

 
 

 

A Citation Study of Faculty Publications of the Marketing 

Department at the University of Arkansas, Fayetteville 

Brittany Tavernaro, B.S.B.A. 

University of Arkansas, Fayetteville 

  

Lutishoor Salisbury, M.Sc 

University Professor/Librarian 

University of Arkansas Libraries, Fayetteville 

        

 

Introduction 

 Citation analysis is defined as an “examination of the patterns defined by the references 

provided in scholarly publication” (Wallace & Van, 2012). Citation analyses have been used in a 

variety of ways to aid evidence-based decisions in libraries and information centers. More 

particularly, citation studies of faculty and research publications have been used as a way to 

provide evidence in identifying and assessing user needs, while at the same time using the data 

gathered as evidence and support for building just-in-time library collections. 

 

 An important role of the library in a university system is to “align [itself] with the 

missions of the institutions, allowing areas of faculty research to be an important consideration 

when making collection development decisions” (Oakleaf, 2010). As such, “support of faculty 

scholarship is a primary responsibility of the library” (Euster, 1995). Because of this 

responsibility, it is imperative that library professionals at research institutions such as the 

University of Arkansas be proactive in building collections that support faculty research and 

instruction and provide just-in-time service to aid their efforts. One important way of working to 

aid these efforts is through citation analysis of faculty publications. 

 

Objectives of Study 

The main objectives of this study were:  (1) to identify the journals in which the 

Marketing faculty publish and the characteristics of their publications: (a) the types of sources 

(i.e. books, journals, conference papers, etc.) in which they publish, and (b) the scatter of these 

publications; (2) to determine the characteristics of their cited references: (a) the types of sources 

(i.e., books, journals, conference papers, etc.) they use and reference in their work, (b) the age of 

the publications they cited, (c) the scatter of the publications, and (3) to determine the 

availability of these publications in the University of Arkansas Libraries’ collection, either in 

physical or electronic format. 

 



 

 
 

Methodology 

 

 Three major databases that index business publications – Web of Science Core 

Collection, EBSCO Business Source Complete, and ABI/INFORM – were used to identify 

publications by faculty members of the Department of Marketing. Since these are major 

secondary sources of marketing information, it was felt that they should provide a representative 

number of their published output.   

 

A search was conducted in each database for publications associated with the researchers. These 

were combined and duplicates were removed. Once the duplicate records were removed, the 

cited sources of the remaining publications were found and exported into a spreadsheet.  

 

Each cited reference was then checked for accuracy; identifying the document type, subject 

heading, the databases abstracted in, and the library holdings. Each reference was searched in 

both Ulrich’s, WorldCat, or in Google Scholar to verify the document and its type. Subsequently, 

each journal title was searched in WorldCat to find its first subject heading. Each journal was 

also searched in the University of Arkansas library catalog in order to determine if it was 

available in the collection, either in physical or electronic form. 

 

Results and Discussion 

 A total of 66 faculty publications were found for the year 2000-2013, representing an 

average of 4.7 publications per year. All 66 publications were journal articles.  

The 66 faculty publications came from 26 unique journals (Table 1). Of these 26 journals, 5 were 

published in more than 4 times and these accounted for 34 (51.5%) of all faculty publications. 

Fifteen journals (58% of the titles), with at least two publications each, accounted for 55 (83%) 

of their publications. The remaining 11 publications were published in 11 unique sources. Based 

on this data, the 5 journals in which the faculty published 4 or more articles during this period 

can be viewed as essential titles for the library collection to support the research and teaching 

needs of the Marketing Department. The University Libraries have current subscriptions to all 5 

of these titles. Of the 26 total journals the faculty published in, the University Libraries have 

current subscriptions to 21, representing in its holdings 80.8% of the titles. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 
 

 

Table 1: Ranked Order of Publications in Which Faculty Publish 

 

 

Faculty Publications – Cited References 

 The 66 faculty publications provided 3,028 cited references. The sources for each of 

these references were verified using Ulrichs and WorldCat. One hundred percent of the cited 

references were verified as being useful.  

 

 Among these references, journals were the most cited type of reference, followed by 

books, magazines, newspapers and reports. Journals accounted for 70.94% of the cited 

references, while the next most cited document type (books/book articles/monographic series) 

accounted for 14.04% of the cited references. Although there are a variety of document types 

Source Name No. of Publs.

Current Library 

Subscription (Y/N)

Journal of Public Policy & Marketing 14 Y

Journal of Business Research 6 Y

Journal of Consumer Affairs 6 Y

International Journal of Logistics Management 4 Y

Journal of Business Logistics 4 Y

International Journal of Physical Distribution 

& Logistics Management 3 Y

American Journal of Public Health 2 Y

Journal of Advertising 2 Y

Journal of Applied Social Psychology 2 Y

Journal of Consumer Research 2 Y

Journal of Marketing 2 Y

Journal of Retailing 2 Y

Journal of the Academy of Marketing Science 2 Y

Psychology & Marketing 2 Y

Transportation Research Part E-Logistics and 

Transportation Review 2 Y

American Journal of Health Promotion 1 N

International Journal of Advertising 1 Y

International Journal of Consumer Studies 1 Y

International Journal of Forecasting 1 N

Journal of Business & Industrial Marketing 1 Y

Journal of Consumer Marketing 1 Y

Journal of Consumer Psychology 1 Y

Journal of Interactive Marketing 1 N

Managing Service Quality 1 Y

Omega-Journal of Death and Dying 1 N

Transportation Quarterly 1 N

Total 66



 

 
 

represented in the cited references, many of them account for less than 3% of the total number of 

references. The ratio of journals to books and monographic series cited is approximately 5:1.  

 

 

Age of Citation of Cited Documents 

 Forty-three percent of the cited references are between 5 and 14 years old, with a 

publication date between the years 2000 and 2009. Thirty-one percent of the cited references are 

between 15 and 23 years old, with a publication date between 1991 and 1999. If a relatively 

recent publication date is considered any year after 1990, then 2,394 (or 79%) of the cited 

references can be considered relatively recent publications. Data shows that researchers in the 

Marketing Department mostly cite recent publications but also cite literature dating back some 

25 years. 

 

Group Work 
 

 The data show that the researchers in the Marketing Department tend to work in groups 

of two, three, or four. Forty percent of the faculty publications were authored by 3 individuals, 

while groups of 2 and 4 authors accounted for 26% each. During this time period, faculty seldom 

worked alone or in groups of more than 4. Also, approximately 40% of the cited references were 

authored by 2 individuals, while 20.91% were authored by a single individual and 25.57% were 

authored by 3 individuals. Though groups of 4 authors and more (up to 10) existed, they 

accounted for 13.05% of the cited journal articles. This stands in contrast with 86.96% of 

references that were authored by 1, 2, or 3 authors. By comparing the number of the University 

of Arkansas Marketing faculty that authored publications with the number of people authoring 

the journal articles the faculty cites, it can be seen that the tendency of the University of 

Arkansas Marketing faculty to work in small groups is mirrored across the sources they use in 

their research.  

 

Scatter of the Literature -- Cited Sources 

 The two main document types cited were journals and books/monographic series; these 

two categories accounted for approximately 85% (i.e. 2573) of the cited references (see Table 2). 

Approximately 60% of the cited journal articles came from the 34 journals cited 10 or more 

times. These 34 journals accounted for only 7.85% of the total number of journals cited. 

Approximately 75 percent (i.e. 1600) of the citations came from 79 journals (18.24% of the total 

number of journals cited). Ninety percent of the cited journal articles (i.e. 1918) came from 203 

journals (i.e. 46.99% of all journals cited), each with two or more citations. Two hundred and 

twenty-nine journals were cited only once, illustrating a broad scatter from which peripheral 

articles were drawn. These journals account for 53.12% of the total number of journals cited and 

10.71% of the number of cited references. This pattern suggests a core list of 34 journals 

essential to support the research at this department. It also indicates that not only does the 



 

 
 

Marketing Department rely on a cohesive set of core journals, faculty also draw material from a 

broad set of other journals in a variety of fields.  

 

 

Table 2: Scatter of the Journal Literature -- Cited Sources (n = 2147) 

 

 

Subject areas of Cited Journals 

 The large spread of journals cited by faculty in this department is indicative of the 

marketing discipline’s broad, spanning nature. The top subjects listed include not only marketing 

and business-related topics, but also psychology, nutrition, medicine, social science, and public 

health. A total of 251 distinct subjects were represented, ranging across agriculture, cardiology, 

death, obesity, pediatrics, political science, and law. For the University of Arkansas faculty, the 

top subject headings of journal citations demonstrate a research interest in marketing as related to 

psychology, health issues, and gambling, among others.  

 

Library Holdings 

 In order to determine the availability of these resources to faculty and students, the top 

journals cited (those cited more than 10 times) were searched for in the library catalog. As shown 

in Table 3, all but 1 of the top 34 journals cited is available in the University Libraries with a 

current subscription. This indicates that our library holdings have considerable strength in 

providing important resources to Marketing faculty for research and teaching. 

 

Conclusion 

 The Marketing faculty tend to cite mostly journal articles and books/monographic series, 

though it should be noted that a variety of document types were represented among the citations; 

and sources such as magazines, newspapers, and internet sources are increasingly used to 

provide recent industry information. They cite relatively recent materials.  Researchers in this 

department tend to prefer working in small groups of 2 to 4.  Further investigation is needed to 

assess if this is an industry-wide tendency. A list of core journal titles that are essential to 



 

 
 

research in this department was developed; book literature is used less and material cited was 

taken from a wide range of subjects.  An assessment of the University of Arkansas library 

holdings indicates good coverage of journal literature in the field of marketing.   
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