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Crowning the Queen or King of Citation! 

Identifying the Most-Cited Authors and Publications in Marketing 

SYNOPSIS 

This report outlines the procedure for selecting the most cited author(s) and the most cited 
publication(s) in marketing for each year in 2024 and 2025. This award/recognition was 
launched by the children of the Sethuraman family in 2024 in honor of their late father, Shri. G. 
Sethuraman (1924-1986) on his 100th (centenary) birth anniversary. The 2024 & 2025 awards are 
based on citations in the prior years – 2023 & 2024, respectively.  

The most-cited authors in marketing, among over 10,000 cited authors, for the 2024 award year 
are:  

 Dhruv Grewal (Winner – 1st place) 
 Jonah Berger (1st runner-up)  
 Andrew Hayes (2nd runner-up) 

The most-cited publications in marketing, among over 11,000 cited publications, for the 2024 
award year are: 

 Hayes, Andrew F. (2017). Introduction to mediation and moderation. And conditional process 
analysis: A regression-based approach. The Guilford Press (winner -1st place) 

 Berger, Jonah, Ashley Humphreys, Stephan Ludwig, Wendy Moe, Oded Netzer, David 
Schweidel (2012), “Uniting the Tribes: Using Text for Marketing Insight, Journal of Marketing, 
84 (1), 1-25. (1st runner-up) 

 Berger, Jonah and Katherine L. Milkman (2012), “What makes online content viral?” Journal of 
Marketing Research, 49(2), 192-205. (2nd runner-up) 

The most-cited authors in marketing for the 2025 award year are:  

 Dhruv Grewal (winner – 1st place) 
 Andrew Hayes (1st runner-up)  
 Jonah Berger (2nd runner-up) 

 
The most-cited publications in marketing for the 2025 award year are: 
 
 Hayes, A. F. (2018). Introduction to Mediation, Moderation, and Conditional Process Analysis 

(Second Edition): A Regression-Based Approach. 2nd Ed. The Guilford Press, New York, NY. 
(Winner – 1st place) 

 Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under risk. 
Econometrica, 47(2), 263–292. (1st runner-up) 

 Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. 
Journal of Marketing, 57(1), 1–22. (2nd runner-up) 

 Spiller, S. A., Fitzsimons, G. J., Lynch, J. G., Jr, & McClelland, G. H. (2013). Spotlights, 
floodlights, and the magic number zero: Simple effects tests in moderated regression. Journal 
of Marketing Research, 50(2), 277–288. (2nd runner-up) 



 
 

Crowning the Queen or King of Citation! 

Identifying the Most-Cited Authors and Publications in Marketing 

Introduction  

Citations have long been recognized as an indicator of an academic work's impact. The logic 

behind equating citation count to impact is that if the authors find value in the publication's 

content, they will use it to advance their research and cite it—i.e., refer to the publication in their 

works. In the academic field, an author’s reputation, faculty tenure and promotion, and journal 

quality have all based their impact measure on citation counts. Even a department's reputation 

depends on the collective citation counts of its faculty members. One reputed marketing 

department even advertises itself as the "most cited faculty in the world." Given its significance, 

on behalf of the Sethuraman family, it is my pleasure and honor to institute an annual citation 

award that identifies the most-cited authors and publications each year, starting from 2024.  

This award is launched (in 2024) in fond memory of my father late Shri. G. Sethuraman. 

Born in 1924 in a family of 10+ children, my father’s parents could not afford a college 

education, and so he joined the military, fought in World War II, and entered the government 

workforce as a veteran. He had five children and always wondered when I would grow up! 

Unfortunately, he did not live long enough to see me graduate with a doctorate and passed away 

in 1986. This award is instituted in 2024 to commemorate his100th birthyear. 
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Award Selection Process 

The selection process for the most-cited authors and articles involves objective citation 

database compilation and analysis using a 5-step procedure:1 

1. Select the top marketing journals for performing citation analysis. 

2. Compile all citing articles in the selected journals. 

3. List all cited publications in the articles that are cited in Step 2. 

4. Code cited authors and articles to form the citation database. 

5. Analyze the citation database to identify the most-cited authors and articles. 

More details about each step are provided below. 

Step 1. Select Top Marketing Journals 

Given the extensive, manual nature of data collection, as described below, and the fact 

that citations reflect impact and quality, we decided to focus our citation analysis on a few 

reputable, top marketing journals that are perceived as high in quality. What constitutes high-

quality journals is a matter of debate. We based our selection of top journals on the classification 

and ranking provided by the Academic Journal Guide (AJG), which belongs to the Chartered 

Association of Business Schools (CABS). Chartered Association of Business Schools, based in 

the United Kingdom, is a non-profit organization that supports the management education sector 

by promoting world-class standards of teaching and research. As part of their mission, they rate 

the various academic journals on a scale of 1 to 4* using a rigorous methodology based on peer 

review, editorial, and expert judgments, and statistical citation information.2  CABS rates over 

1500 business journals, of which over 80 are classified under marketing (MKT). We selected 

those journals that were (i) classified under marketing (MKT) and (ii) had an AJG rating of 4 or 

 
1 We use the terms articles, publications, and papers interchangeably – all refer to any online or offline cited work 
with an identified author. 
2 More information at https://d1sqxrh4fb2al3.cloudfront.net/academic-journal-guide-2021-methodology-final.pdf. 

https://d1sqxrh4fb2al3.cloudfront.net/academic-journal-guide-2021-methodology-final.pdf


3 
 

above (4* being the highest rating) in their AJG 2021 Ranking of business journals (the ranking 

report is produced every three years). The following eight journals met these two criteria: 

1. International Journal of Research in Marketing (IJRM)  

2. Journal of the Academy of Marketing Science (JAMS) 

3. Journal of Consumer Psychology (JCP) 

4. Journal of Consumer Research (JCR) 

5. Journal of Marketing (JM) 

6. Journal of Marketing Research (JMR) 

7. Journal of Retailing (JR) 

8. Marketing Science (MKS) 

The above eight journals have face validity as they are typically regarded as top research journals 

in the marketing departments at business schools in the USA, Europe, Asia, and Australia. 

However, it may be noted that some known/reputed marketing or marketing-oriented journals, 

such as the Journal of Business Research, Journal of Interactive Marketing, Journal of Product 

Innovation Management, Journal of Service Research,  Management Science, Quantitative 

Marketing and Economics, are not included in this list because they were either not classified as 

a marketing journal or they had a 2021 AJG rating of 3 or lower. Relaxing any one of these two 

criteria resulted in at least ten more journals being included on this list, exponentially increasing 

the amount of effort involved in data collection and analysis. Making an exception to this rule 

leads to bias in selection. However, the method proposed in this paper is easily scalable to more 

(or fewer) journals and adaptable to a different set of journals, even outside the marketing field. 

Step 2. Compile all citing articles in the selected journals 

We compiled all articles (including editorials) for these eight journals in all issues 

published in 2023 (for the 2024 award year) and in 2024 (for the 2025 award year). Our criterion 



4 
 

for inclusion as a citing article is that the citing article should have at least one citation in the 

Reference section.  

Step 3. List all cited publications from the citing articles 

From the reference section of each of these citing articles, we listed the works they cited. 

Because one primary focus of this analysis relates to publication authors, we excluded citations 

that did not attribute the publication to at least one author. Such citations included annual 

proceedings, Google Scholar references, books and chapters, MSI research priorities, The CMO 

Survey, Verizon Annual Report, R-core team, Yelp, Fox News, etc. We also excluded those few 

citations attributed to more than ten authors, as it was difficult to infer contribution when there 

were too many authors of the publication. These two criteria decreased total citations by about 

2%. Table 1 presents the number of citing articles and cited publications by journal used in our 

citation analysis for the award years 2024 and 2025. 

Table 1. Number of Citing Articles and Cited Publications  

# Journal Name Award Year 2024 Award Year 2025 
Citing 

Articles 
Cited  

Publications 
Citing 

Articles 
Cited  

Publications 
1 International Journal of Research in 

Marketing (IJRM)  
51 3262 52 3417 

2 Journal of the Academy of Marketing 
Science (JAMS) 

64 6015 63 6109 

3 Journal of Consumer Psychology 
(JCP) 

53 3787 53 3854 

4 Journal of Consumer Research (JCR) 61 4433 61 4559 
5 Journal of Marketing (JM) 49 3534 49 3628 
6 Journal of Marketing Research (JMR) 61 3964 60 4157 
7 Journal of Retailing (JR) 38 2709 39 2977 
8 Marketing Science (MKS) 60 2528 62 2541 

 TOTAL 437 30232 439 31242 

Some journals published four issues (quarterly) per year, while others ran six issues 

(bimonthly) per year. As a result, or otherwise, the number of citing articles varied from 38 to 64 

per year, with an average of just over 10 articles published per issue in these top marketing 
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journals. The number of citations per article published in these journals also varied from as low 

as 8 to as high as 273—the average is about 70 total citations per article. 

Step 4. Code cited authors and publications 

To facilitate analysis of the data and identification of the most-cited authors and articles, 

we coded the data as follows: 

Cited Authors. There are at most ten authors for each cited article. We opened one 

column for each author of the cited article and labeled them author1, author2, author3, and so on, 

up to author10. We coded each author by the author's last name followed by initials – e.g., 

Ravi Singh Achrol coded as AchrolRS  
James C. Anderson coded as AndersonJC 
Raj Sethuraman coded as SethuramanR 

Cited Publication. The titles of the cited publications were generally long (10 to 15 

words). Since we wanted the citation database manageable, we used the first few (4 to 6) words 

as article identifiers – e.g., Article titled, “Ambidextrous Organizations for Sustainable 

Development: The Case of Fair-Trade Systems” was coded as: Ambidextrous Organizations for 

Sustainable Development.  

The data was collected and coded by eight research assistants – one for each selected 

journal. Using online access, they first downloaded all articles published in issues 2023 and 

2024, along with their associated citations from the reference section, onto a Microsoft Excel 

spreadsheet. Then, these cited articles were coded. Manual coding and automated coding, 

utilizing Excel macros, R, and Python, were employed, followed by verification of coding 

accuracy. After coding of cited author and publication, our citation database contains over 

30,000 observations for each award year -- 2024 and 2025. 
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Step 5. Analyze the citation database to identify the most-cited authors and articles 

This step is executed by simply taking the frequencies of the relevant coded variables. 

For the author analysis, we did not weight the authors based on their position in the citation. We 

gave them equal weight (counted as 1) whether they were the first author in an article or the tenth 

author. Imputing contributions based on the ordering of authors may be erroneous because some 

authors may choose alphabetical ordering. In contrast, others may choose contribution-based 

ordering, yet others may choose an unknown third reason for ordering authors.3  

ANNUAL CITATION AWARD WINNERS 

There were over 10,000 authors listed in the citation database. The top three most-cited 

authors in 2023 for the award year 2024 are: 

Rank Cited Author Times Cited 
1 Dhruv Grewal 216 
2 Jonah Berger 194 
3 Andrew F.  Hayes 147 

There were over 11000 different publications in the citation database. The top three most 

cited publications in 2023 for the award year 2024 are: 

Rank Cited Publication Times 
Cited 

1 Hayes, A. F. (2013). An Introduction to Mediation, Moderation, and Conditional 
Process Analysis. New York: The Guilford Press. 105 

2 Berger, J., Humphreys, A., Ludwig, S., Moe, W. W., Netzer, O., & Schweidel, D. A. 
(2020). Uniting the tribes: Using text for marketing insight. Journal of Marketing, 
84(1), 1–25. 

28 

3 Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of 
Marketing Research, 49(2), 192–205. 21 

 

 
3 Interestingly, it is said that the author sequence of the 1993 Marketing Science article, "Modeling Loss Aversion 
and Reference Dependence Effects on Brand Choice," by Hardies, Johnson, and Fader, was determined based on 
one of their favorite actors (Henry Jaynes Fonda or HJF)! 
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Similarly, analyzing the 2024 citation database, the top three most-cited authors in 2024 

for the award year 2025 are: 

Rank Cited Author Times Cited 
1 Dhruv Grewal 188 
2 Andrew F.  Hayes 144 
3 Jonah Berger 121 

 

The top three most cited publications in 2024 for the award year 2025 are: 

Rank Cited Publication Times 
Cited 

1 Hayes, A. F. (2018). Introduction to Mediation, Moderation, and Conditional Process 
Analysis (Second Edition): A Regression-Based Approach. 2nd Ed. The Guilford 
Press, New York, NY. (Winner – 1st place) 

105 

2 Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under 
risk. Econometrica, 47(2), 263–292. 20 

3a Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based 
brand equity. Journal of Marketing, 57(1), 1–22. 16 

3b Spiller, S. A., Fitzsimons, G. J., Lynch, J. G., Jr, & McClelland, G. H. (2013). 
Spotlights, floodlights, and the magic number zero: Simple effects tests in moderated 
regression. Journal of Marketing Research, 50(2), 277–288. 

16 

We salute these prolific researchers/authors for their impact on the creation and advancement of 

marketing knowledge.  

 


