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Abstract

The revolution of the internet technology has increased the demand for online marketing
strategies. Over the years, online marketing has received considerable attention owing to its
advantages to both individuals and organizations. This study sought to analyze the global
online marketing research trends from 1975 to 2019 through a bibliometric analysis
procedure. A total of 789 published articles were retrieved from the Scopus database for the
analysis. The results suggest that between 2001-2010, Google AdWords, affiliate marketing,
e-mail marketing, search engine advertising (SEA), search engine marketing (SEM), search
engine optimization (SEO), social media marketing, and convergent mobile technologies is the
most preferred online marketing platform in the hospitality, tourism, hotel, multi-national
corporations (MNCs), construction, and software industry. Between 2011-2019, online
marketing study focused more on social media marketing platforms such as Facebook,
Instagram, Twitter, blogs, and dual-channel (i.e., YouTube). Also, the online marketing trend
switched its focus from multi-national corporations (MNCs), construction, and software
industry in 2001-2010 to small and medium enterprises (SMEs), business-to-business
marketing, and agribusiness in 2011-2019. The findings of this study provide useful
information to academic researchers and industry practitioners to aid their understanding of
online marketing research development and online marketing roles in strategizing marketing
plans. This paper innovates by identifying new areas for investigation and potential research
opportunities in the field of online marketing. It is one of the pioneer studies which provides
a greater understanding of online marketing research by investigating its evolution through
bibliometric analysis.

Keywords: Bibliometric Analysis, VOSviewer, Online Marketing, E-Marketing, Affiliate
Marketing, Scopus Database.

Introduction

The revolution of the internet technology has increased the demand for online marketing. It
also enhances global e-commerce growth to an unprecedented level (Cao et al.,, 2018). As
online marketing naturally involves a lower cost than traditional marketing platforms like
face-to-face salespeople or intermediaries and distributors (Andreki and Yazdanifard, 2014),
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many organizations start to adopt online marketing to increase their customer base globally
(Durmaz and Efendioglu, 2016). In contrast with traditional marketing, online marketing has
become a powerful marketing platform for advertisements (Schwarzl and Grabowska, 2015;
Yasmin et al., 2015). Several advantages that online marketing could offer beyond traditional
marketing include complementing the current needs of every user, bringing closer digital
relationships between individuals and organizations, and allowing businesses to provide
information at anywhere and anytime (Wilson and Makau, 2018). Online marketing is also
understood as e-marketing, where it markets products and services over the internet (Chien
and Lee, 2018). Previous studies suggested that the applications of online marketing consisted
but not limited to search engine optimization, e-mail marketing, and social media marketing
(Adetunji et al.,, 2018; Giomelakis and Veglis, 2016; Karjaluoto and Taiminen, 2015).
Nevertheless, online marketing, such as affiliate marketing, has not received enough
attention in recent times. Affiliate marketing is a type of online marketing platform where a
company or merchant signs an agreement with the third party that acts as an affiliate to
feature a link from its website on the affiliated sites (Duffy, 2005). While there has been a
growing interest in online marketing platforms, very few studies were found to evaluate and
analyze scientific publications from a global perspective. He et al. (2012) offered research
analysis on e-marketing for 10 years (2001-2010), whereas Kim and McMillan (2008) focused
specifically on the relative youth of internet advertising field from 1994 to 2003. Both studies
used Web of Science (WOS) (previously known as Web of Knowledge) as the source of data
mining. Although WOS and Scopus databases have a high association (i.e., overlapped in
journal indexing), they indexed different journals (Ochsner, 2013). Scopus is recognized as the
largest abstract and citation database for peer-reviewed journals and equipped with smart
tools to track, analyze, and visualize research publications (Hoogendoorn, 2008). Therefore,
based on the above discussion, the present study attempts to use the Scopus database as an
effort to discover more topics that may be excluded in WOS and may not have discussed by
He et al. (2012) and Kim and McMillan (2008) in their studies. As such, this study analyzed 789
research articles related to online marketing in the past four decades via bibliometric
approach. This paper will be beneficial for individuals, policy makers, and researchers to
understand the research trends in online marketing and to provide some recommendations
for future research. This study provides the following list of objectives:

1. To analyze chronological distribution patterns of the online journal articles.
To identify the most productive journals.
To reveal the most productive countries and academic institutions.
To show the contributions of the prolific authors.
To highlight popular research topics and sub-themes of the current trend.
To propose research opportunities for future research.

ouvAwWN

Research Methodology

A bibliometric analysis study is a quantitative approach to analyze global research trends in a
specific area or topic based on published academic journals or articles (Abbott et al., 2018).
This way of approach differentiates a bibliometric analysis paper from a review paper where
bibliometric paper intends to discuss the trend, latest development, and future direction of a
specific area of study.
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Data Source and Search Strategy

Scopus database was used for data mining in the present study. The central themes
established in this study are research journals and articles that contain keywords of “online
marketing”, “e-marketing”, and “affiliate marketing” in their titles and abstracts. The oldest
publication was traced back to the year 1975, and the most recent ones were in 2019. The
query string used for the search was: (TITLE-ABS ("online marketing" OR "e-marketing" OR
"affiliate marketing")) AND EXCLUDE (PUBYEAR, 2020)) AND (LIMIT-TO (DOCTYPE, "ar")) AND
(LIMIT-TO (SRCTYPE, "j")). This query string resulted in 836 documents. To ensure that there
is no review paper captured in our analysis, additional steps were included in the query string,
which resulted in 125 articles irrelevant to our analysis. These articles contained terms like
recent, progress, review, critical, and highlight in the titles and abstracts. After the screening
process, we discovered another 50 articles that were categorized as review articles. All their
EIDs were retrieved and added into the search query so that these review articles would not
appear in the results later. The final query produced 789 research-based articles. To
understand the search strategies, one should note that the best way to get the most accurate
data from an author is to use the author’s ID (Scopus field code: UA-ID). The author's profile
should present a list of all the names in one single profile. Next, the search results will then
be limited to a country using the field code AFFILCOUNTIRE to access single-country
publications (SCP). The search results of the central themes were analyzed based on year,
source, author, affiliation, country/territory, subject area, and document type. As for ranking
purposes, bibliometric indicators such as total publications (TP), total citations (TC), and
CiteScore were used. The details of the search strategies and search strings used in this study
are provided in the appendix.

Bibliometric Maps

To establish and visualize the bibliometric maps, indicators like citations, bibliographical
information, and author keywords of 789 articles were exported to VOSviewer (version
1.6.13, Centre for Science and Technology Studies, Leiden University). The maps constructed
using VOSviewer must include all the items required to be analyzed. The items are referred
to as the countries or author keywords. There may be a relationship between two items or
between any pair of items, and each link of the items is represented by a positive numerical
value. A strong link is an item with a higher numerical value. For example, in co-authorship
links, the link strength reflects the number of publications that two researchers have co-
authored. In contrast, the total link strength specifies the total strength of the co-authorship
links of a given country with other countries. Similarly, in co-occurrence links, the link strength
between author keywords indicates the number of publications in which two keywords
occurred together. Further explanations could be referred to as the VOSviewer Manual (Van
Eck and Waltman, 2019) for more details.

Analysis of Co-authorship

In the co-authorship analysis, 77 countries associated with 1857 authors were selected for
data analysis. The affiliated countries/territories were clustered into 6 continents, namely
Balkans, Africa, Europe, Oceania, America, and Asia.

Analysis of Co-occurrence

To discover the changes in research themes, the forty-five-year period was divided into three
sub-periods: 1975-2000, 2001-2010, and 2011-2019. The present study gathered all keywords
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from the 789 published articles to perform co-occurrence analysis. The visualized keyword
networks were established to display the relationship between keywords in each sub-period.
The yellow color of the keyword indicates that they were the research hotspots during each
sub-period (see Figure 7 and 8).

Results and Discussion

The Output of Publications by Year

A total of 789 research articles were published over the last 45 years, as displayed in Figure
1. The first publication was published in 1975 (Bailey and Tierney, 1975), and there was no
publication reported until 1988 (English-Zemke, 1988). A clear interest in online marketing
research emerged in 2000, resulting in a gradual increase in publications from the year 2000
onwards. Even though the number of articles was increasing at a different rate each year, its
overall growth rate was reported at 21.4%. However, the number of annual publications of
online marketing research after 2000 has increased tremendously in an exponential manner,
as illustrated in Figure 1. It is expected that the number of yearly publications will continue to
increase beyond 2019. Moreover, there is a consistent upward growth in the use of terms
such as “online marketing” and “e-marketing” in the literature. Specifically, the term "affiliate
marketing" was discovered to appear in research articles at the beginning of 2010 (Fox and
Wareham, 2010). Over the past 10 years (2010-2019), the term "affiliate marketing" was not
gaining much attention from the researchers, and its publications were minimal compared to
“online marketing” and “e-marketing” (see Figure 1). According to the Scopus database, only
14.1% (111 articles) of the online marketing papers were published in open-access journals.
Some of the articles were not freely accessible online, and users have to pay a certain amount
of fees to access the materials. Hence, it is suggested that the researchers should opt to
publish their papers in open-access journals to increase accessibility and number of citations.

mmm Online Marketing s Affiliate Marketing ===== Expon. (Online Marketing)
140
’
120 K
’t
© 100 /
= ’
t 4
m 820 r’
"5 o’
g 60 -
:
S 40 -
0 _._.--u--\.-—.l-—:-l’l-'l_-l- -| I I T
(] ] m M~
M~ 0 o Qo 9 =] - —
=] =] [==] [==]
(o] (o] (o] (o]

2016
2018

2014
2015

Figure 1. Annual cumulative number of online marketing research articles.

Analysis of the Subject Areas
There are various areas of study in the field of online marketing research. Figure 2 represents
the bibliometric analysis of the top five subject areas in online marketing research. The
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analysis on the subject areas indicates that business, management, and accounting (437
articles) are the primary focus in online marketing studies, followed by social sciences (210
articles), computer science (186 articles), engineering (103 articles), and economics,
econometrics, and finance (88 articles).

Economics, Econometrics and Finance
Engineering

Computer Science

Subject Area

88
- 103
. 186
Social Sciences _
[ T

Business, Management and Accounting

0 100 200 300 400 500
Number of Publications

Figure 2. Bibliometric analysis of subject areas.

Analysis of Language Usage in the Articles

In terms of language usage in the articles, the analysis shows that research articles were
published in 14 languages (see Figure 3). English (758, 95.6%) is the most common language
used by the researchers whereas other languages such as German (7, 0.9%), Portuguese (6,
0.8%), Chinese (5, 0.6%), Spanish (5, 0.6%), Japanese (2, 0.3%), Russian (2, 0.3%), Ukrainian
(2, 0.3%), Croatian (1, 0.1%), Czech (1, 0.1%), French (1, 0.1%), Italian (1, 0.1%), Lithuanian (1,
0.1%), and Slovenian (1, 0.1%) were used in less than 6 articles for each language.
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Figure 3. The language used in the publications.
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Top Productive Journals

Our results indicate that there are six different publishers in the list of top ten most productive
journals (see Table 1). The top ten productive journals include International Journal of
Internet Marketing and Advertising (10, 1.3%), International Journal of Recent Technology
and Engineering (10, 1.3%), Journal of Marketing Management (9, 1.1%), Marketing
Intelligence and Planning (9, 1.1%), Internet Research (8, 1.0%), Computers in Human
Behavior, European Journal of Marketing (7, 0.9%), Journal of Interactive Marketing (7, 0.9%),
Journal of Internet Commerce (7, 0.9%), and Advanced Science Letters (6, 0.8%). According to
the CiteScore report in 2019, three of the journals were having CiteScores above 5 (i.e.,
Internet Research (6.73), Journal of Interactive Marketing (6.62) and Computers in Human
Behavior (6.14)). Although the Journal of Interactive Marketing was ranked 8™ with 7 articles,

its total number of citations was significantly higher than the other journals.

and Planning

orientation and e-
marketing on service

Table 1
Top 10 most productive journals in online marketing research
Journal TP (%) TC  CiteScore The most cited article  Times Publisher
2019 (reference) cited

International 10 37 0.56 Identifying, 18 Inderscience
Journal of (1.3%) segmenting and
Internet profiling online
Marketing communicators in an
and internet music context
Advertising (Walsh and Mitchell,

2010)
International 10 1 0.17 Online impulse buying 1 Blue Eyes
Journal of (1.3%) behavior of consumer Intelligence
Recent triggered by digital Engineering
Technology marketing (Kathiravan and Sciences
and et al.,, 2019) Publication
Engineering
Journal of 9 122 3.49 Brand engagement on 36 Taylor &
Marketing (1.1%) social media: will Francis
Managemen firms’ social media
t efforts influence

search engine

advertising

effectiveness? (Yang

et al., 2016)
Marketing 9 104 2.49 Understanding the 35 Emerald
Intelligence  (1.1%) effects of market
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performance (Tsiotsou
and Vlachopoulou,
2011)

Internet 8 229 6.73 Consumer attitudes 90 Emerald
Research (1.0%) towards online

shopping: The effects

of trust, perceived

benefits, and

perceived web quality

(Al-Debei et al., 2015)
Computers 7 164 6.14 Geny customer loyalty 81 Elsevier
in Human (0.9%) in online shopping: An
Behavior integrated model of

trust, user experience

and branding

(Bilgihan, 2016)
European 7 298 2.34 Customer intention to 181 Emerald
Journal of (0.9%) return online: Price
Marketing perception, attribute-

level performance,

and satisfaction

unfolding over time

(Jiang and

Rosenbloom, 2005)
Journal of 7 767 6.62 The antecedents and 514 Elsevier
Interactive (0.9%) consequences of trust
Marketing in online purchase

decisions (Yoon, 2002)
Journal of 7 41 1.97 Does gender 20 Taylor &
Internet (0.9%) moderate the effect of Francis
Commerce online concerns on

purchase likelihood?

(Janda, 2008)
Advanced 6 3 0.21 Identification of online 1 American
Science (0.8%) marketing strategy to Scientific
Letters succeed in the survival Publishers

stage of small
businesses (Setiaboedi
etal., 2017)

Notes: TP: Total publications; TC: Total citations.
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The most Productive Countries and Academic Institutions

Figure 4 shows the top 15 most productive countries and academic institutions that
contribute to the growth of online marketing research globally. About 61.6% of the global
publications were added by the United States, United Kingdom, China, and India, indicating
that these four countries are the main contributors in online marketing research. The United
States was the leading country among the others with 188 publications. The United Kingdom
was ranked behind the United States, with 82 publications followed by the rest, as shown in
Figure 5. Among the 15 countries, only India, Taiwan, and Indonesia recorded 80% and above
of the single-country publications (SCP). This finding explains that these three countries have
strong intra-country collaborations. In contrast, South Korea was found to have the least SCP
at 38.9%, where only 7 out of its 18 publications were linked with multiple affiliations from 6
different countries. As explained by Glanzel et al. (1999) and Polyakov et al. (2017), global
research collaborations typically contribute to greater citation impacts and improve research
quality. Nonetheless, in the category of academic institutions, there are two universities listed
in the top 100 best universities based on QS World University Rankings 2019 (QS World
University Rankings, 2019). They are Fudan University (ranked 44™") and Purdue University
(ranked 100%™). This result demonstrates that the online marketing field has received attention
from the top universities in the world. Further, the distribution of countries/ territories per
region is illustrated in Figure 5. The highest number of countries per region came from Africa
(33), followed by Asia (21), Africa (9), America (7), and Oceania (2). The results of co-
authorship analysis show that United Kingdom was the most affiliated country where it is
linked with 29 countries/ territories with 51 times of co-authorship.
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United 18 Purdue University
1 States 8 71.8% University 8 8 Canada 23  43.5% ofCalgary 4
United Oxford Universida
Kingdo Brookes dde
2 m 82 57.3% University 6 9 Spain 23 52.2%  Granada 3
Fudan German Universitat
3 China 72 62.5% University 4 10 y 22 72.7%  Passau 2
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of Higher Malaysi Putra
4 India 61 86.9% Education 3 11 a 20 60.0% Malaysia 4
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Technolog South Kyung Hee
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Islamic
Azad
Bina University,
Indonesi Nusantara Rasht
7 a 25 80.0% University 4 14 Iran 17 70.6%  Branch 3
CNRS
Centre
National
dela
Recherche
Scientifiqu
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Figure 4. Top 15 most productive countries and academic institutions in online marketing
research.

Notes: TPc: total publications of a country; TPi: total publications of an academic institution;
SCP: single-country publications.
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Figure 5. A screenshot of the bibliometric map created based on co-authorship with

network visualization mode.

The Most Prolific Authors

Table 2 lists the 10 most prolific authors in online marketing research. Most authors were
having approximately the same number of publications. Chong, Law, Tsao, Xiang, and Yan had
published 4 research articles, whereas the rest with 3 publications each. The author, with the
most citations, is Xiang, Zheng (1153 citations). The majority of the authors were affiliated

with universities from the United States and Slovakia.

Table 2
List of the 10 most prolific authors
Autho Scopu Ye Current C
ank r sID ar of 1st P C affiliation ountry
Publicatio
n
Chong 43660 20 Xi'an C
, Woonkian 931800 10 9  Jiaotong- hina
Liverpool
University
Law, 72015 19 School of H
Rob 02135 97 8 Hotel and ong
Tourism Kong
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Management,
The Hong Kong
Polytechnic
University
Tsao, 36959 20 National T
Wenchin 811900 11 8 Chin-Yi aiwan
University of
Technology
Taiwan
Xiang, 55962 20 Virginia u
Zheng 847300 06 153 Tech, Pamplin nited
College of States
Business
Yan, 23975 20 Texas U
Ruiliang 247800 06 14  A&M University, nited
College Station  States
Akrou 26638 20 German J
sh, Mamoun 696900 08 12  Jordanian ordan
N. University
Bacik, 56481 20 Universit S
Radovan 598900 12 y of Presov in lovakia
Presov
Fedor 56481 20 Universit S
ko, Igor 301600 14 6 y of Presov in lovakia
Presov
Fedor 56481 20 Universit S
ko, R. 609700 12 y of Presov in lovakia
Presov
Gong, 72022 20 Howard u
Wen 58580 07 0 University nited
States

Notes: TP: Total Publications; TC: Total Citations.

Author Keywords Analysis

As for author keywords analysis, it was divided into three different periods. 13 articles were
published between 1975 and 2000, which created 22 specific keywords. On the other hand,
185 articles containing 525 unique keywords were reported between 2001 and 2010. Finally,
591 articles with 878 specific keywords were published between 2011 and 2019. Figures 6, 7,
and 8 display the three visualized keyword networks. The thickness of the line shows the
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strength of the co-occurrence keywords. Different areas of research interest were discovered
and presented in the three figures. First, there were more keywords and research areas in the
second and third sub-period than the first one, indicating that online marketing research was
growing over time. Second, the term “online marketing” only appeared in 2001-2010 and
2011-2019, suggesting that the term "online marketing" was not famous before 2001. Third,
from 1975 to 2000, online marketing research did not focus on any specific platform or
emerging trend, while between 2001-2010, Google AdWords, affiliate marketing, e-mail
marketing, search engine advertising (SEA), search engine marketing (SEM), search engine
optimization (SEO), social media marketing, and convergent mobile technologies emerged as
specific research platforms in the areas of hospitality, tourism, hotel, multi-national
corporations (MNCs), construction, and software industry (see Figure 7). Fourth, online
marketing study focused more on social media marketing platforms from 2011 to 2019, such
as Facebook, Instagram, Twitter, blogs, and dual-channel (i.e., YouTube). Nevertheless, online
marketing research brought various platforms such as electronic catalogs, mobile marketing,
affiliate marketing, SEA, SEO, and SEM, and Google AdWords as joint research in 2011-2019.
Finally, the online marketing trend switched its focus from multi-national corporations
(MNCs), construction, and software industry in 2001-2010 to small and medium enterprises
(SMEs), business-to-business marketing, and agribusiness in 2011-2019. Hospitality, tourism,
and hotel sectors remained as the research hotspots in both sub-periods (see Figure 8).
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Figure 6. Visualized keyword network, 1975-2000.

711



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 10, No. 5, 2020, E-ISSN: 2222-6990 © 2020

Destination M’eting Systems

AS‘*"%’”W EIectronicM-Of-Mouth

Semafiic Web ® arket Segmentation

Comrﬁ\ities

Direct .rketing

\ Ecoiomy

Delp‘tu«

Integration

E-Buginess . %
& .9

Purchasifg Behavior HOt

; E-Marketi Strategies
: Arts M@Kating Comptency  Collaboratiylé Website m‘mfermm
& VOSviewer Eomilifion
Figure 7. Visualized keyword network, 2001-2010.

Electronic @gta Capture

Survey Methodology Emggjons

L 4
Organi@Search Suswgility ‘
Search Eng‘ Advertising 2 Perceived Praduct Variety
® Sewlmty. Egypt Fa‘shson Comsciousness .,

Onlipe. wemsmg 2
.&H ty Orﬂlne gmghtent’

E= Slﬁlng

Social Mediai@eﬂiveness
4

Costg
uallta:ﬁ Mﬁt\

@E- B@ess NS
Wreecey . AR
Segmﬁtatton ‘&0'-' "

Webpagdletwork

Q
wultl.nnel

y ‘»'
Risk. ¥ ]

> il LAdT sions

J%ﬁhye\‘rketmg
Machingjlearning Srouncigl.Theory
%o

L
. PurchaseDecisions

Entrepregeurship Pe e N A ’WWOuth.

egRetention P
Advertisement Choice 3
[Seafgh EngifieMarketing,,
Google Online Marketing Challd®
& VOSviewer G°°8'QW°I":S Analytic Hierarchy Process
“

Figure 8. Visualized keyword network, 2011-2019.

712



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 10, No. 5, 2020, E-ISSN: 2222-6990 © 2020

Conclusion and Recommendations

This study provides the latest analysis of the changes and trends in online marketing research
from 1975 to 2019. In this bibliometric research, we analyzed global trends in online
marketing research and identified the most productive journals, countries, academic
institutions, and authors, as well as the research topics. The evolution of annual publications
in online marketing research has been divided into three sub-periods. First, from 1975-2000,
very few articles related to online marketing were published per year, and limited
organizations had used online marketing as new channels for performing online transactions
(Kiang et al., 2000). The number of online marketing publications started to increase in the
second sub-period of 2001-2010 and grow dramatically in the third sub-period (2011-2019).
The analysis results showed that the most productive journals in online marketing research
are International Journal of Internet Marketing and Advertising, International Journal of
Recent Technology and Engineering, Journal of Marketing Management, Marketing
Intelligence and Planning, Internet Research, Computers in Human Behavior, European
Journal of Marketing, Journal of Interactive Marketing, Journal of Internet Commerce, and
Advanced Science Letters. Most of the publications are from the United States, United
Kingdom, China, and India. Based on keyword analysis results, online marketing study focused
more on social media marketing platforms between 2011 and 2019, such as Facebook,
Instagram, Twitter, blogs, and dual-channel (i.e., YouTube). However, other platforms such as
electronic catalogs, mobile marketing, affiliate marketing, SEA, SEO, and SEM, and Google
AdWords have not received enough attention in online marketing research until 2019. Thus,
it is suggested that researchers are to focus on these areas to add new findings and knowledge
in the literature and pay more attention to these areas if they would conduct online marketing
research.

Limitations

By restricting the search for “online marketing”, “e-marketing”, and “affiliate marketing”
within the titles and abstracts, the search results may not be able to cover all online
marketing-related studies. This is owing to the fact that some scholars may use other terms
like digital marketing, content marketing, e-mail marketing, and mobile marketing to replace
online marketing. Moreover, this present study was based on 789 documents in the Scopus
database alone. Therefore, future research may conduct a similar analysis by incorporating
other databases, such as Google Scholar and WOS, to collect more research articles,
information, and to have more comprehensive coverage of the research topics.
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