MARKETING JOURNAL RANKING AS AN ACCURATE PROXY FOR THE QUALITY OF AN ARTICLE: AN ARTICLE-CENTRIC APPROACH
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ABSTRACT
The purpose of this study is to examine the relevance and limitations of using journal ranking as a proxy for an article’s value or contribution. We count the six to twelve-year citations for all articles published in 1993, and six to nine-year citations for all articles published in 1996 in 24 marketing journals covered by the Social Science Citation Index to rate the impact of a specific article.  For these two years combined as well as individually, our study indicates that although articles published in the journals most often considered to be the top three (the Journal of Marketing (JM), the Journal of Marketing Research (JMR), and the Journal of Consumer Research (JCR)) do tend to be cited by other published papers significantly more often than the ones published in the other journals.  However, there were substantial classification errors from using publications in the top-three or non-top-three journals to infer a top article or a non-top article across three different criteria for defining a top article. Our study actually shows that the proportion of top articles in some of the non-top-three journals is not that far behind the top-three journals. These findings strongly support the need to evaluate each article on its own merits, rather than abdicating this responsibility by using journal ranking as a proxy for an article’s value or contribution.

