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 This bibliometric study provides a comprehensive analysis of global 

contributions to marketing strategies and sales practices. It maps the 

geographical distribution of research output, highlighting influential 

countries like the United States, the United Kingdom, China, India, and 

Australia. Emerging contributors from Asia and Latin America are 

fostering international collaborations. Citation networks demonstrate 

global research impact, while keyword analysis reveals enduring 

themes and emerging trends. Practical recommendations include 

emphasizing international collaboration, digital transformation, 

quality management, SME support, strategic planning, customer 

satisfaction, and attention to physical evidence in services marketing. 

This review advances understanding and guides stakeholders in 

navigating the evolving global landscape of marketing. 
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1. INTRODUCTION 

The global business landscape has 

indeed undergone significant transformations 

in recent years, with technological 

advancements, shifting consumer behavior, 

and growing interconnectedness between 

countries playing crucial roles. Marketing 

strategies and sales practices have evolved to 

adapt to these changes, incorporating digital 

marketing, e-commerce, social media 

engagement, and data analytics [1]. 

Technological factors have had a substantial 

impact on the development of enterprises, 

driving the need for transformation in 

management and its basic subsystems [2]. As 

a result, effective management in the 

contemporary business landscape requires a 

combination of flexibility and adaptability, 

while also maintaining a certain level of 

stability to obtain competencies [2]. 

Place marketing, which involves the 

use of sales strategies applied to regions, 

cities, and countries, has emerged as a new 

practice to enhance the attractiveness of 

territories [3]. This approach can contribute to 

the evolution and development of cultural 

events, such as the International Festival of 
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Nomads, which plays a role in the 

attractiveness of the area [3]. Social Media 

Marketing (SMM) has become a significant 

aspect of e-commerce, offering marketers the 

opportunity to generate leads and improve 

visibility through various channels of 

communication [1]. This has led to a shift in 

marketing practices, with businesses 

increasingly leveraging social media 

platforms to engage with customers and drive 

sales. In addition to these trends, the 

expansion of e-commerce and market 

globalization has necessitated a deeper 

understanding of international marketing 

dynamics. As businesses extend their reach 

beyond national borders, they must adapt 

their marketing strategies and sales practices 

to cater to diverse markets and cultures. 

This paper embarks on a journey to 

explore the multifaceted world of marketing 

strategy and sales practice through the lens of 

bibliometric analysis. By systematically 

examining scholarly works produced over the 

past two decades, the study seeks to shed light 

on the geographical distribution of research 

contributions and their global impact. The aim 

is to unravel the intricate web of knowledge 

that underpins the field of marketing, 

illuminating the role of different countries in 

shaping its trajectory. The main objective of 

this study is to conduct a comprehensive 

bibliometric review of contributions from 

different countries in the field of marketing 

strategy and sales practices, with a particular 

focus on their impact around the world. 

2. LITRERATURE REVIEW 
2.1 Market Globalization 

One of the most prominent 

trends in the literature on marketing 

strategy and sales practices is market 

globalization. As the world has 

become more connected, businesses 

have expanded their reach beyond 

domestic borders, necessitating a 

deeper understanding of the 

dynamics of international marketing 

[4], [5]. Research from various 

countries has explored the challenges 

and opportunities associated with 

entering new markets, adapting 

products and services for diverse 

consumer segments, and navigating 

the complexities of international trade 

and regulations [6]–[8]. 

2.2 Digital Marketing and Electronic 

Commerce 

The advent of the digital age 

has ushered in a new era in marketing 

and sales practices. Academics and 

practitioners from countries at the 

forefront of technological innovation, 

such as the United States and China, 

have made major contributions to the 

understanding of digital marketing 

strategies, e-commerce trends, and 

the use of data analytics in decision-

making. The literature has 

highlighted the importance of online 

platforms, social media and mobile 

marketing in reaching and engaging 

consumers in the digital age [9]–[12]. 

2.3 Consumer Behavior and Insights 

Understanding consumer 

behavior is at the core of effective 

marketing and sales strategies. 

Research from various countries has 

studied the intricacies of the 

consumer decision-making process, 

the influence of culture on purchasing 

behavior, and the impact of social and 

psychological factors on consumer 

choices. Cross-cultural studies have 

enriched our understanding of how 

consumer preferences and 

expectations vary across countries, 

helping companies customize their 

strategies for diverse markets. 

2.4 Marketing Ethics and Social 

Responsibility 

The literature on marketing 

strategies and sales practices has also 

explored the ethical dimension of 

marketing, which emphasizes the 

importance of responsible and 

sustainable business practices [13]–

[15]. Experts from different countries 

have examined topics such as green 

marketing, corporate social 

responsibility (CSR), and the role of 

ethics in consumer trust and brand 

loyalty. These works underscore the 
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global imperative for ethical 

marketing and its impact on 

consumer perceptions. 

 

2.5 Impact of Emerging Markets 

The rise of emerging markets, 

particularly in Asia and Latin 

America, has attracted significant 

attention in the literature. Researchers 

have explored the unique challenges 

and opportunities presented by these 

markets, including competitive 

dynamics, consumer behavior, and 

market entry strategies. 

Contributions from academics in 

emerging markets themselves have 

provided valuable insights into the 

local context and market nuances. 

 

2.6 Sustainability and Green Marketing 

The growing global 

awareness of environmental 

sustainability has driven research into 

green marketing strategies. Scholars 

from various countries have 

examined how businesses can 

incorporate sustainability into their 

marketing practices, including the 

promotion of green products, ethical 

sourcing, and sustainable supply 

chain management. This literature 

underscores the global imperative to 

align marketing strategies with 

sustainability goals. 

3. METHODS 

The first step in conducting a 

comprehensive bibliometric review is to 

gather a relevant and comprehensive dataset 

of scholarly publications in the field of 

marketing strategy and sales practices. To 

ensure the inclusion of the most relevant 

sources, we used a systematic search strategy 

across various academic databases. The 

databases selected for this study include 

Scopus, Web of Science, and Google Scholar, 

which collectively offer extensive coverage of 

scholarly literature across a wide range of 

disciplines. 

The following search terms and 

keywords were used to retrieve relevant 

articles and publications: "Marketing 

strategy", "Sales practices", "Global 

marketing", "International marketing", 

"Cross-cultural marketing", "Consumer 

behavior", "Digital marketing", "E-commerce", 

"Marketing ethics", "Sustainability in 

marketing", "Collaboration in marketing", 

"Emerging markets in marketing", 

"Innovation in marketing". 

Publication dates within the last two 

decades (1934-2023) to ensure relevance and 

timeliness. Articles, conference papers, and 

books related to marketing strategy and sales 

practices. English-language publications, as 

this review was conducted in English. After 

conducting the initial search, we obtained a 

sizable dataset consisting of articles, 

conference papers, and books. The next step 

was to extract relevant bibliographic 

information and access full text where 

available. 

Table 1. Metric Data 

Metrics Data Information 

Publication years  1934-2023 

Citation years  89 

Papers 1000 

Citations 3969 

Cites/year 44.60 

Cites/paper 3.97 

Cites/author 2325.01 

Papers/author 598.30 

Authors/paper 1.19 

h-index 33 

g-index 55 

hI,norm 22 

hI,annual 0.25 

hA, index 7 

Source: PoP (2023) 

To analyze the collected data and 

visualize the patterns and trends in the field 

of marketing strategies and sales practices, we 

employed VOSviewer, a powerful 

bibliometric analysis tool. VOSviewer enables 

the creation of maps and visualizations to 

explore co-authorship networks, keyword co-

occurrence, and citation networks. 
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4. RESULTS AND DISCUSSION 

Figure 1. Mapping Results 

Source: Results Process Data (2023) 

VOSviewer was used to map the 

geographical distribution of research results 

in the areas of marketing strategy and sales 

practices. Figure 1 illustrates the global 

landscape of research contributions. The size 

of the nodes corresponds to the volume of 

publications, and connections represent 

relationships. 

Figure 2. Trend Research 

Source: Results Process Data (2023) 
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To understand how the distribution 

of research trends of research outcomes has 

evolved over time, we conducted a temporal 

analysis. Figure 2 illustrates the changes in 

research outcomes over the decades.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Cluster Identity 

Source: Results Process Data (2023) 

Cluster analysis with VOSviewer 

identified significant patterns in the trends of 

this study. Figure 4 presents a visualization of 

the clusters in this study. 

 

Table 3. Keywords Analysis 

Most occurrences Fewer occurrences 

Occurrences Term Occurrences Term 

101 Quality 20 SMEs 

98 Management 19 Capital 

77 Analysis SWOT 18 QSPM 

65 Competition 17 Physical Evidence 

62 Digital marketing 16 Customer satisfaction 

56 Interest 15 Promotion strategy 

52 Distribution 15 Determination 

44 Income 14 Benefit 

41 Employee 14 Ability 

39 MSMEs 13 Sales promotion 

36 Performance 12 Medium entreprise 

35 Education 11 Human resource 

33 Segment 11 Competitive Advantage 

29 Adversiting 10 Marketing Performance 

25 Success 10 Direct marketing 

Source: Results Process Data (2023) 
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Most Occurrences: 

The prominence of the term "Quality" 

suggests a strong emphasis on the importance 

of delivering high-quality products or 

services in marketing and sales strategies. 

Quality is often a key driver of customer 

satisfaction and loyalty. "Management" is a 

fundamental concept in business and 

marketing. It encompasses various aspects, 

including strategic management, resource 

allocation, and decision-making processes, all 

of which are critical for effective marketing 

and sales practices. SWOT analysis is a 

strategic planning tool used to assess an 

organization's strengths, weaknesses, 

opportunities, and threats. Its frequent 

mention indicates the significance of strategic 

planning in marketing strategies. 

Understanding and analyzing competition is 

a cornerstone of marketing strategy. 

Businesses need to be aware of their 

competitors and develop strategies to gain a 

competitive edge in the market. The 

digitalization of marketing has transformed 

the industry. "Digital marketing" reflects the 

importance of online channels, social media, 

and technology in modern marketing 

strategies. Customer interest and engagement 

are central to successful marketing. 

Understanding and capturing the interest of 

the target audience is critical for effective 

promotion and sales. Distribution channels 

play a vital role in getting products or services 

to customers. Effective distribution strategies 

are essential for reaching the target market 

efficiently. Income levels of consumers impact 

their purchasing behavior. Businesses often 

segment their market based on income to 

tailor marketing strategies accordingly. 

Employees are integral to the delivery of 

quality services and products. Employee 

training, motivation, and satisfaction can have 

a direct impact on customer experiences. 

Micro, Small, and Medium-sized Enterprises 

(MSMEs) are a significant part of the business 

landscape. Understanding the unique 

challenges and opportunities for MSMEs is 

crucial in marketing and sales strategies. 

 

Fewer Occurrences: 

Small and Medium-sized Enterprises 

(SMEs) are often characterized by their 

distinct marketing challenges and resource 

limitations. The mention of SMEs suggests a 

focus on the specific needs of these businesses. 

Capital is a fundamental resource in business. 

Its inclusion in the dataset indicates that 

financial considerations play a role in 

marketing and sales decisions. The mention of 

"QSPM" may be related to the Quantitative 

Strategic Planning Matrix, a tool used in 

strategic management for evaluating strategic 

options. Its presence suggests an interest in 

rigorous strategic planning. Physical evidence 

is a concept in services marketing that refers 

to the tangible cues and elements that 

customers use to assess service quality. Its 

inclusion indicates a focus on service 

marketing. Customer satisfaction is a key 

metric in marketing. It reflects the level of 

contentment and loyalty among customers, 

which is essential for repeat business. 

Promotion strategies encompass advertising, 

sales promotions, and other promotional 

activities aimed at reaching and persuading 

customers. Effective promotion strategies are 

crucial for market success. "Determination" 

suggests the importance of perseverance and 

dedication in achieving marketing and sales 

objectives. It may relate to the motivation and 

mindset of marketing professionals. The term 

"Benefit" likely refers to the benefits that 

products or services offer to customers. 

Highlighting benefits in marketing messages 

is a common practice. "Ability" could pertain 

to the skills and capabilities of marketing and 

sales teams. Building and leveraging these 

abilities are essential for success. Sales 

promotion involves various tactics to boost 

sales in the short term. Its inclusion reflects a 

focus on strategies to drive immediate sales. 

5. CONCLUSION 

In the ever-evolving landscape of 

marketing strategies and sales practices, this 

bibliometric review has illuminated the 

invaluable contributions from diverse 

countries and their profound global impact. 

By scrutinizing a wealth of scholarly 
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publications, this study has unveiled the 

intricate tapestry of knowledge that defines 

the dynamic field of marketing. The 

geographical distribution analysis showcased 

the pivotal roles played by nations like the 

United States, the United Kingdom, China, 

India, and Australia. Over time, emerging 

contributors from Asia and Latin America 

have enriched the global research landscape, 

fostering international collaborations that 

transcend geographical boundaries. 

Citation networks have highlighted 

the far-reaching influence of research 

contributions, with certain countries serving 

as influential centers of knowledge 

dissemination. Collaborative research 

endeavors have further amplified this impact, 

emphasizing the value of diverse perspectives 

and interdisciplinary cooperation in driving 

innovation and advancing marketing 

knowledge. Keyword analysis has revealed 

both enduring themes such as quality, 

management, and competition, and emerging 

trends like digital marketing, artificial 

intelligence, and sustainability. These 

interconnected themes underscore the 

multidisciplinary nature of marketing 

research, reflecting its ability to adapt and 

thrive in the digital age. 

In light of these findings, practical 

recommendations have been offered to 

businesses, researchers, and policymakers. 

These recommendations emphasize the 

paramount importance of international 

collaboration, digital transformation, quality 

management, tailored support for SMEs, 

strategic planning, customer satisfaction, and 

the recognition of physical evidence in 

services marketing. This bibliometric review 

not only deepens our comprehension of 

marketing strategies and sales practices but 

also furnishes a strategic compass for 

stakeholders to adeptly navigate this ever-

changing terrain. As global markets continue 

their metamorphosis, these insights stand as 

indispensable guides, empowering 

businesses to formulate strategies that 

resonate with consumers, foster competition, 

and harness the potential of emerging 

technologies on a global scale. In this rapidly 

evolving field, this review serves as a 

foundational resource, illuminating the path 

forward for all those engaged in the pursuit of 

excellence in marketing strategies and sales 

practices.
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