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reference groups.

Faculty Perceptions of Marketing Journals
G. Tomas M. Hult, William T. Neese, and R. Edward Bashaw

The qualitative assessment of scholarly journals plays an important role in promotion
and tenure decisions, recognition, scholarly dialogue, and the contribution to the knowledge
base of marketing. To aid marketing faculty and administrators in this assessment, the
latest perceptions among marketing faculty regarding the relative hierarchical positioning
of scholarly marketing journals are reviewed. Besides the overall ranking, the study
segments journals along two dimensions: AACSB-/non-AASCB-accredited institutions
(American Assembly of College Schools of Business) and marketing doctorate-/non-
doctorate-granting institutions. The results of this study can be used by various marketing
faculty constituencies to aid in evaluating publication importance via their selected

The importance of creating marketing
knowledge by publishing in academic journals
apparently has continued to increase over the
last 25 years (Bertrand 1987; Glen 1987; Mox-
ley 1992). Many studies suggest that research
publications, almost exclusively, have led to
tenure and promotion (Bohrer and Dolphin
1985; Browne and Becker 1985; Fry, Walters,
and Scheuermann 1985; McCullough, Woot-
en, and Ryan 1981; Pierce and Garven 1995).
The addition of many new marketing journals
in recent years also suggests that the trend in
publication importance is increasing.

The pressure for marketing and univer-
sity faculty to publish research findings in
scholarly journals resonates from two major
sources: the tenure and promotion process,
which offers job security and enhanced pro-
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fessional status, and university adminis-
trators who seek recognition for their de-
partment, college, and university (Pierce and
Garven 1995). While research standards
for marketing faculty vary greatly among
universities, publishing scholarly research
appears to be necessary to obtain tenure and
promotion in most universities. Similarly, a
university’s collective publication record is an
important element in the process of obtaining
or retaining AACSB accreditation. Because of
the importance of published research in
gaining individual and institutional achieve-
ments, colleagues and university administra-
tors encourage and reward publication efforts.
In fact, Davis (1980) noted that the faculty
publication record is often viewed as the only
real measure of performance.

Faculty research productivity and jour-
nal quality can be used as a surrogate indi-
cator of quality for both scholars and their
respective institutions (see, for example,
Browne and Becker 1979; Henry and Burch
1974), as a measure of currentness of the fac-
ulty (Clark 1986), and as a measure of in-
stitutional prestige (Henry and Burch 1974;
Moore and Taylor 1980). In addition, publica-
tions identify a discipline’s opinion leaders
and provide peer recognition to those scholars
who have made significant contributions
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(Russell and Martin 1976). Such recognition
can serve to motivate scholarly activity and
increase future contributions (Bush and
Grant 1991).

In evaluating both a marketing depart-
ment’s faculty and a particular faculty
member, publication records are evaluated
subjectively as to both quantity and quality.
Though quantity is easily measured by the
number of journal publications, the subjective
measurement of quality is difficult (see, for
example, Browne and Becker 1979). Many
administrators and faculty members involved
in tenure and promotion decisions prefer to
have access to some perceived ranking of jour-
nal quality as guidance for decision making,
although each institution separately deter-
mines the criteria for making these evalua-
tions (see Davis 1980). The marketing faculty
facing tenure and promotion decisions may
also find such rankings useful in planning
their individual research strategies.

Pierce and Garven (1985) state that the
most significant determinant for authors
when selecting a specific journal is the impor-
tance and prestige of the journal. In a study
of academic writers, the American Council of
Learned Societies found that “the reputation
of the journal was considered most important
by a wide margin” (National Enquiry... 1979,
p. 49). Similarly, journal importance and
prestige are often proposed as the two most
important determinants of journal quality
(see, for example, Browne and Becker 1979;
Chandy and Williams 1994; Fry, Walters, and
Scheuermann 1985; Luke and Doke 1987).

Since authors may submit manuscripts
to only one publication at a time, a strategy
for selection of that publication becomes im-
portant. Becker (1986) states that four intrin-
sic motivations exist for a research-oriented
focus resulting in academic publishing. These
motivations include enhancing reputation,
attaining tenure and promotion, initiating a
scholarly dialogue, and contributing to the
knowledge base of social science. To develop
a publication strategy and determine to which
journals to submit manuscripts, authors
should identify the combination of motiva-
tions that is driving their publication efforts.
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The purpose of this article is to assess the
perceptions of marketing faculty regarding
the importance of marketing-related journals.
Several attempts have been made at ranking
marketing journals in the past (for example,
Browne and Becker 1979, 1985, 1991; Luke
and Doke 1987). With the recent addition of
specialized marketing journals, the increased
respect for other maturing marketing jour-
nals, and the potential reliability concerns of
previous studies, however, earlier findings
may have been rendered outdated, unreliable,
or both.

The study discussed in this article offers
both an overall ranking and sample seg-
mentation to make comparisons between
institutional groups: AACSB- versus non-
AACSB-accredited institutions and marketing
doctorate-granting versus non-doctorate-
granting institutions. The various marketing
faculty constituencies can use the results to
aid in evaluating publication importance via
their reference group. In addition, the rank-
ings can help authors implement a chosen
publication strategy in targeting specific
journals.

STUDY SEGMENTATION VARIABLES
AACSB Accreditation

The educational standards of the Ameri-
can Assembly of Collegiate Schools of Busi-
ness (AACSB), a nonprofit corporation of nearly
900 colleges and universities and business
and professional organizations, have become
the recognized standard in postsecondary
business education. AACSB-accreditation is
helpful in developing and maintaining insti-
tutional prestige and recruiting new faculty
members.

An important aspect of AACSB accredi-
tation guidelines is the research publication
record of current faculty members. Given that
AACSB-accredited institutions place more em-
phasis on research than non-AACSB-accredited
institutions, a difference may be found in the
perceived marketing journal importance be-
tween the two groups. An author’s publication
strategy may differ depending on whether the



author is employed or seeking employment by
an AACSB-accredited versus a non-AACSB-
accredited university.

Doctoral Education

Another institutional segmentation
variable is whether a school offers a doctoral
degree in marketing (Ph.D. or D.B.A.). Fac-
ulty from doctorate-granting institutions may
be perceived as opinion leaders because they
are responsible for training and shaping new
members of the scholarly marketing commu-
nity (Russell and Martin 1976). Due to the
different programmatic needs of doctorate-
granting and non-doctorate-granting institu-
tions, faculty at the former may have different
perceptions regarding the quality of certain
journals.

Knowledge of how faculty at doctorate-
granting institutions perceive marketing
journals can aid authors in developing a
publication strategy. If the faculty involved in
doctoral education are seen as opinion leaders
(Russell and Martin 1976), authors whose
primary motivation is enhanced reputation
would be likely to send manuscripts to jour-
nals highly rated by this segment of the
academic community.

METHODOLOGY
Sampling Frame

One thousand marketing faculty from a
broad range of AACSB-accredited and non-
"AACSB-accredited schools were selected using
Hasselback’s (1995) Wiley Guide to Marketing
Faculty, 1995. We used a stratified sampling
approach to provide for a sample frame con-
sisting of a proportionate representation of
AACSB (sample size = 667) and non-AACSB
(sample size = 333) marketing faculty mem-
bers. These faculty members included depart-
ment heads but excluded administrators at
the school or college level; the sample con-
sisted of professors, associate professors, and
assistant professors. Questionnaires were
received from 319 faculty members, of which
309 were deemed usable, for an overall usable

response rate of 30.9%. The response rate for
AACSB faculty was 33.9%, while non-AACSB
faculty had a 17.7% response rate. Twenty-
four respondents did not note whether their
school had AACSB accreditation. Table 1
profiles the respondents’ school and faculty
characteristics.

The Questionnaire

The questionnaire listed 63 marketing-
related journals. While not meant to be an all-
inclusive list, we selected the journals based
on the criteria set forth by Luke and Doke
(1987), including that the journal should:
(1) be frequently cited in the marketing lit-
erature, (2) have appeared in previous mar-
keting journal hierarchies, and (3) have a
widespread popularity and readership in the
marketing profession. The original list of
journals is presented in the Exhibit. Given
the subjective nature of selecting journals
to appear in the original list, we allowed re-
spondents to “write in” journals not appearing
on the list so they could be ranked by the
respondents.

The faculty members were asked to list
their top 10 journals in order of decreasing
importance; ranking ranged from 1 = the most
important for that respondent to 10 = the 10th
most important. The instructions encouraged
the faculty to add to the list any unlisted jour-
nals they considered to be among the top 10.
Although 30 journals were added by respon-
dents, only 2 of them were ranked in the top
10 enough times to be included in the analy-
sis: the Journal of Consumer Psychology and
Marketing Letters. All other write-in journals
were ranked in the top 10 fewer than three
times and all but four of these were ranked
only once.

Analysis

Table 2 reports the overall journal rank-
ings. Table 3 reports similar results for the
AACSB and non-AACSB institutions. Table 4
reports the corresponding results for doctor-
ate-granting and non-doctorate-granting
institutions. To establish these rankings, two
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TABLE 1

DEMOGRAPHICS
Standard Standard
Frequency Percentage Deviation Mean Deviation
Marketing Faculty
Professors 119 39.5%
Associate Professors 87 28.9
Assistant Professors 94 31.3
Instructors/Others 1 0.3
No Response 8 N/A
Primary Research Interests
Marketing Management 18 6.8%
Marketing Strategy 33 12.5
Promotion/Sales Management 41 15.6
Services Marketing 14 5.3
Consumer Behavior 48 18.3
Channels/Retailing 24 9.1
Purchasing 6 2.3
International Marketing 29 11.0
Marketing Research 20 7.6
Other/Do Not Do Research 30 11.4
No Response 46 N/A
AACSB Accreditation
AACSB Accredited 226 79.3%
Not Accredited 59 20.7
No Response 24 N/A
Size of University
Large 122 40.8%
Medium 123 411
Small 54 18.1
No Response 10 N/A
Continued...

characteristics of the journals were investi-
gated: the popularity and familiarity of the
journal and the perceived importance or pres-
tige of the journal to marketing faculty (Luke
and Doke 1987). Use of these indices in the
analysis allowed direct comparisons with
Luke and Doke’s (1987) journal importance
hierarchy. Taken with the number of times a
journal is ranked by faculty members, these
two indices are believed to provide a broad-
based assessment of journal importance.

The popularity/familiarity index (PFI) is
computed as

10
PFlj= ZRi/ X (0 <PFI<1.0)
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where /jis the journal number 1, 2, 3,..., n, and
Rjjis the number of times journal i was ranked
j(j=11t010). X represents the maximum
number of times a journal was ranked in the
top 10, which, on the overall ranking, was 289
(Journal of Marketing). Journals with a PFI of
.05 or lower (those ranked fewer than 13 times
on the overall ranking) were excluded from
the analysis. According to Luke and Doke
(1987), a high PFI indicates high popularity/
familiarity of the journal. As an example,
the Journal of Marketing Education received
51 top-10 votes. The Journal of Marketing
received the most top-10 votes, at 289, and
serves as the baseline in determining the PFI



TABLE 1, Continued
DEMOGRAPHICS

Standard Standard
Frequency Percentage Deviation Mean Deviation
Gender
Males 251 83.9%
Females 48 16.1%
No Response 10 N/A
Allotment of Work Time
Teaching 47% (s.d. =19)
Research 33% (s.d. =17)
Service 21% (s.d. = 16)
Degrees Offered by School
Undergraduate Marketing Major 250
Undergraduate Business Degree 242
M.B.A. or Masters in Business 273
Doctorate 118
Highest Academic Degree
Ph.D. 260
D.B.A. 36
M.B.A. 4
No Response 9
Means
Age, in Years 46.1 (s.d. =9.4)
Number of Institutions Served as a Faculty Member 2.5 (s.d. =1.5)
Number of Years as a Faculty Member 15.2 (s.d. =9.6)
Number of Years Business Experience prior to Highest Degree 5.7 (s.d. =6.2)
Number of Businesses Worked with during the Previous 24 Months 5.7 (s.d. = 8.8)

index value. The PFI index score for the
Journal of Marketing Education, .18, was
calculated by dividing 51 by 289.

The importance/prestige index (IPI), the
weighted average rank, is computed as

10 10
PFl;= (,Z:,Rif*/)’ ZRi  (1<ipi<10)

where iis the journal number (1 to n) and Rij
is the number of times journal i was ranked j
(j=11to 10). A low IPI indicates high im-
portance/prestige of the journal. Readers
should note that the analysis was intended to
be based on ranking (and indexing) data, not
ratio data. The IPI was computed using
ordinal data, which means that while an IPI
of 3.0 is better than an IPI of 6.0, it is not
necessarily twice as good. The IPI gives
information regarding where in the top 10 the

respondents placed a given journal. The Jour-
nal of Marketing Education (JME) received 51
top-10 votes. The sum resulting from the
position in the top 10 that the 51 respondents
gave the JME is 363. The IPI for the JME, 7.12,
was calculated by dividing 363 by 51. This is
the average ranking the 51 respondents gave
the JME.

Follow-Up Surveys

In following the procedures outlined by
Luke and Doke (1987), several potential prob-
lems surfaced. First, while respondents were
asked to rank journals based on their per-
ception of the importance of those journals,
the definition of importance was not clearly
addressed. Second, as in Luke and Doke
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EXHIBIT
ORIGINAL LIST OF JOURNALS

1) Advances in Consumer Research
2) AMA Educators’ Conference Proceedings
3) Other AMA Conference Proceedings
4) AMA Conference Proceedings
5) American Business Law Journal
6) Business History
7) Business History Review
8) Business Horizons
9) California Management Review
10) Case Research Journal (NACRA)
11) Decision Sciences
12) European Journal of Marketing
13) Harvard Business Review
14) Health Marketing Quarterly
15) Industrial Marketing Management
16) International Journal of Research in Marketing
17) Journal of the Academy of Marketing Science
18) Journal of Advertising
19) Journal of Advertising Research
20) Journal of Business
21) Journal of Business and Industrial Marketing
22) Journal of Business Ethics
28) Journal of Business Logistics
24) Journal of Business Research
25) Journal of Business to Business Marketing
26) Journal of Business Venturing
27) Journal of Consumer Affairs
28) Journal of Consumer Marketing
29) Journal of Consumer Research
30) Journal of Direct Marketing
31) Journal of Euromarketing
32) Journal of Global Marketing

) Journal of Health Care Marketing
34) Journal of Hospital Marketing
) Journal of Hospitality and Leisure Marketing
36) Journal of International Business Studies
37) Journal of Marketing International Marketing
38) Journal of Marketing
39) Journal of Marketing Channels
40) Journal of Marketing Education
41) Journal of Marketing Management
42) Journal of Marketing Research
43) Journal of Marketing Research Society
44) Journal of Marketing Theory and Practice
45) Journal of Nonprofit and Public Sector Marketing
46) Journal of Personal Selling and Sales Management
) Journal of Product Innovation Management
) Journal of Professional Services Marketing
49) Journal of Public Policy and Marketing
) Journal of Purchasing and Materials Management
) Journal of Retailing
52) Journal of Services Marketing
53) Journal of Travel Research

54) Logistics Transportation Journal
55) Management Science

56) Marketing Education Review
57) Marketing Management

58) Marketing Science

59) Marketing Science Institute Reports
60) Psychology and Marketing

61) Service Industries Journal

62) Sloan Management Review

63) Transportation Journal

64) Other (Please Specify)

(1987), the original list of journals was not
exhaustive or comprehensive. This list, how-
ever, at least provides a starting point to
update new journals that should appear on a
ranking of marketing journals. While we
included a place in the survey for respondents
to write-in journals that were not listed but
were in their top 10, the journals listed may
have an advantage over those not appearing
on the list (aided recall versus unaided recall).
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Finally, a top-10 ranking format does not
allow the 11th-rated journal (arguably an
important journal) to be included in the re-
spondents consideration set.

To address the above issues, two follow-
up survey instruments were sent to a differ-
ent sampling pool of marketing faculty to aid
in overcoming potential reliability and va-
lidity concerns. Each survey instrument was
mailed to 250 marketing faculty. Both offered
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DISCUSSION OF RESULTS

The two indices used in this study, the
popularity/familiarity index (PFI) and the
importance/prestige index (IPI), provided a
broad-based, ranked assessment of the
importance of marketing journals. The in-
dices, when combined, provide a stronger and
more reliable indicator of overall journal im-
portance than a single index. A minimum
level of PFI is needed, however, to avoid over-
interpreting the data. For example, one write-
in journal had an IPI of 1.0 (which would have
placed it first on the IPI) but was ranked only
once (PFl =.003 on the overall ranking). Like-
wise, a high IPI may not necessarily cor-
respond with a high overall ranking. For
example, Business Horizons had an IPI of 6.00
on the overall list, ranking as number 7 on the
IPI, but tied for number 23 on the PFI. The
opposite is true for the Journal of Retailing,
which had the fourth highest PFI on the
overall list but was only ranked 14th on the
IPI, with a modest 6.44 index. Therefore, the
two indices should be used in combination to
provide a more balanced journal ranking.

Journal Perception Changes

Based on the PFI index, the top four jour-
nals, the Journal of Marketing (again per-
ceived as the premier journal in the market-
ing field), the Journal of Marketing Research,
the Journal of Consumer Research, and the
Journal of Retailing, are holding firm at the
top, with results similar to the findings in
Luke and Doke (1987). These results are not
surprising, since these four journals are well
established in the marketing discipline; the
Journal of Marketing began publishing in
1936, the Journal of Marketing Research in
1964, the Journal of Consumer Research in
1974, and the Journal of Retailing in 1925.
The Journal of Retailing is the oldest mar-
keting-related journal, which may explain its
high PF1I relative to its IPI. A majority of schol-
ars are familiar with the journal and regard
it as a quality outlet in marketing, but they
do not regard it as one of the most important
or prestigious journals (a majority of the aca-

demicians who included the Journal of Re-
tailing on their top-10 list ranked it between
6th and 10th).

A significant difference between Luke
and Doke (1987) and the present study is the
number of journals with PFIs equal to or great-
er than the .05 cutoff. The 1987 study had 25
publications above the .05 level; this study
has 41 publications equal to or above the .05
level (see Browne and Becker 1991). This
result is not surprising, however, given the
large number of new journals and the in-
creased respect for other, maturing marketing
publications.

Segmentation Differences

Table 3 identifies the journal rankings of
faculty members from AACSB-accredited and
non-AACSB-accredited institutions. While the
top five journals are the same for both groups,
those rated relatively higher by the AACSB-
accredited faculty members after the top five
seem to have a more pronounced theory and
research orientation. For example, Marketing
Science, the Journal of Business Research,
and the Journal of Personal Selling and Sales
Management are rated 6th, 8th, and 12th,
respectively, by the AACSB-accredited faculty.
Conversely, the non-AACSB faculty members
tended to rate journals that have an appli-
cation orientation higher than their AACSB
counterparts. For example, the Journal of
Marketing Education, Business Horizons, the
Journal of Consumer Marketing, and the
California Management Review are rated 9th,
10th (tied), 10th (tied), and 12th (tied), re-
spectively, on the non-AACSB list.

Table 4 identifies the journal rankings of
doctorate-granting institutions (DGI) and non-
doctorate-granting institutions (NDGI). The
DGI faculty members show greater conver-
gence of opinion concerning perceived journal
quality than do NDGI faculty. The DGI faculty
had 35 journals receiving a PFI of .05 or
greater, versus 45 such journals for the NDGI
faculty. In addition, Marketing Science and
Management Science, two journals affiliated
with competitively awarded research grants,
are rated much higher by DGI respondents
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than by NDGI respondents (4th versus 10th,
and 8th versus 19th, respectively).

Publication Strategies

Given the consistently high PFI and IPI
ratings of the Journal of Marketing, the Jour-
nal of Marketing Research, and the Journal of
Consumer Research, publishing in these jour-
nals will enhance the author’s reputation and
professional status, whatever the motivation
for publication (reputation, scholarly dia-
logue, tenure/promotion, or knowledge-base
contribution). Authors are cautioned, how-
ever, against using a strategy of automatically
sending all manuscripts to these journals. If
the manuscript is rejected, sending the manu-
script to other journals in order of decreasing
prestige or popularity until the paper is ac-
cepted can be detrimental. For example, Mul-
lins (1977) states that authors can lose their
credibility with journal editors and reviewers;
manuscripts can become dated during the
overly long multiple journal review process;
other researchers may publish similar stud-
ies; or authors may become disheartened by
the increased number of journal rejections.

The results indicate that authors want-
ing to initiate a scholarly discussion in a
widely recognized outlet should consider tar-
geting the Journal of Retailing, due to its
relatively high PFI of .60 among the overall
sample. Authors wishing to enhance their
reputations among AACSB-accredited and
doctorate-granting institutions should con-
sider targeting Marketing Science, given the
high 1PI score of 4.80 (fourth on the impor-
tance/prestige index for the overall sample).
Marketing Science was also ranked much
higher on both indices with the AACSB-accred-
ited and doctorate-granting respondents.
Thus, using a combination of the IPI and PFI
indices can aid authors in developing and
implementing publication strategies.

Relative to AACSB-accredited schools,
authors would be advised to consider target-
ing manuscripts to the Journal of the Acade-
my of Marketing Science (JAMS). This journal
has increased in rank considerably since the
last marketing journal perceptions study
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(cf. Browne and Becker 1991). For example,
considering both IPI and PFI indices, JAMS is
rated fourth by faculty from AACSB-accredited
schools. In addition, Marketing Science, the
Journal of Business Research, and the Jour-
nal of Personal Selling and Sales Manage-
ment are regarded more highly at AACSB
schools than at non-AACSB schools.

Strategies for authors interested in the
perceptions of doctorate-granting institutions
should strongly consider targeting Marketing
Science. This journal ranks fourth on both 1PI
and PFI indices. Authors should also note the
relatively higher positioning of Management
Science, the Journal of Public Policy and Mar-
keting, the Sloan Management Review, and
the Journal of Business in the minds of doc-
toral faculty. When their motivation is con-
tributing to a scholarly dialogue in marketing,
authors should consider adding these journals
to their evoked set of potential publication
outlets.

In the final analysis, publication strate-
gies are personal decisions that may include
more criteria than whether the journal is
perceived as being important. For example,
consider the author whose motive is the con-
tribution of knowledge to a narrow, nonaca-
demic audience. This individual would not
find the information found in this article to be
very useful. Regardless of our findings, this
individual would continue to seek outlets that
were read by the desired audience.

LIMITATIONS, CONCLUSIONS, AND
FUTURE RESEARCH

The findings and conclusions presented
in this article are subject to several limita-
tions that should be considered when inter-
preting the results. First, Tables 2, 3, and 4
list the ratings of some journals that are
relevant to marketing scholars. These lists
are presented with the caution that providing
such rankings is debatable, given the breadth
and complexity of the marketing field. In
addition, although the sample was large and
attempts were made to identify the most
important publications, other researchers
may have developed a different list.



Second, marketing scholarship is diverse
in terms of subjects and philosophical ap-
proaches. Issues such as qualitative versus
quantitative approaches and academic ver-
sus practical relevance affect the quality
perceptions of some journals. Furthermore,
faculty research interests may potentially
affect the results found in our rankings. For
example, consumer behavior was the largest
identified primary research interest area
among the respondents. Perhaps the rela-
tively large proportion of respondents inter-
ested in consumer behavior influenced the
high rankings of the Journal of Consumer
Psychology, which did not appear on the
original list. In addition, the strong cross-
disciplinary dynamic of some marketing
scholarship leads to a broader targeting of
journals (such as the Journal of Consumer Re-
search). Also, marketing scholars frequently
target high-quality journals outside the mar-
keting discipline, journals that do not rank
above the .05 PFI level on overall journal rank-
ings in marketing but are considered high-
quality journals in their respective fields.

Third, although the analysis for non-
response bias, performed by comparing early
with late respondents on a select set of demo-
graphics, did not reveal any such problems,
the potential for such bias needs to be recog-
nized (Armstrong and Overton 1977). While
the sample was stratified to include a broad
number of faculty from a variety of schools,
including professors, associate professors, and
assistant professors, to prevent any sample
representation bias, the sampling frame of a
study like this is always subject to questions.
For example, why did the respondents from
schools offering doctoral programs have a pro-
portionally higher response rate (118 of the
309, or 38%), compared with the total popula-
tion of potential respondents from schools
with doctoral programs (1,055 out of 3,871, or
27%)? (The total ratio of faculty representing
doctorate-granting institutions was obtained
from Hasselback’s [1995] Wiley Guide to
Marketing Faculty, 1995.)

Recognizing these shortcomings, we
make no pretense that the rankings presented
in this article are objective indicators of the

importance of any journal. No one should use
the rankings in Tables 2, 3, and 4 as definitive
statements. The authors, however, believe the
results adequately depict marketing faculty
perceptions of journal importance. The study
is considered timely in that it provides a
benchmark of the progress of new and matur-
ing journals, which can be monitored and
evaluated by similar studies in the future. In
addition, these rankings can be used to place
individual journals in a relative context with
other marketing journals.

The results of this study, while not meant
to be all-encompassing or to present the
definitive study on marketing journal impor-
tance, should be useful for both administra-
tors and individual faculty, due to the critical
relationship of journal publications to the
current academic reward system. The results
of this study also can be used by researchers
in developing a publishing strategy that is
based on what they hope to accomplish (see
Mullins 1977, Pierce and Garven 1995).

In addition, journal editors can use this
study when positioning their journals in the
marketplace. Many authors may not target
certain journals because they perceive the
journal as relatively unknown and not easily
recognized by other faculty members. Ac-
cordingly, journal editors should perhaps
consider participation in various promotional
or academic activities, such as publication of
“Best Papers” from conference proceedings,
designed to raise the journal’s profile in an
effort to increase manuscript quality and
number of submissions.

Future research in this area could con-
sider a data collection schema that character-
izes journals as being multidimensional,
rather than using such unidimensional mea-
surements as perceived journal importance.
For example, the follow-up study described
here defined importance as the journal’s
ability to generate and disseminate scholarly
marketing knowledge to the field. If re-
spondents were specifically asked to evaluate
marketing journals on several dimensional
criteria, the data obtained could be evaluated
with more sophistication when analyzing
faculty perceptions of these journals. Some
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possible criteria for obtaining multidimen-
sional results may include (1) usefulness of
the journal for keeping up-to-date on current
marketing practices, (2) its readership fre-
quency, (3) the extent to which the journal is
advancing marketing knowledge, (4) its use-
fulness in application, (5) its dissemination of
theoretical knowledge, (6) its dissemination of
empirical knowledge, (7) its dissemination of
functional area information, (8) its dissemina-
tion of marketing research issues, and (9) the
usefulness of publishing in the journal for
obtaining tenure.
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