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Abstract  
The purpose of this study is to determine the studies in the marketing literature during the period of the 

COVID-19 pandemic and to establish a theoretical background for future studies in the marketing lit-

erature. A total of 280 studies in 76 Web of Science (WoS) and 204 Scopus databases, covering the 

COVID-19 pandemic period between January and July 2020, were conducted with "2019-nCoV", 

"COVID-19" and "Coronavirus Disease 2019" as found using keywords such as “marketing” and 

“consumer behaviour” and as analysed via a bibliometric analysis method using the quantitative re-

search method and the VOSviewer 1.6.15 software program. It was found that in the co-authorship 

analysis, the USA and China are the countries with the largest contributions to the literature, and in 

the co-authorship cluster analysis, nine countries including Belgium and Cameroon are in the first clus-

ter, most cited authors, co-citation analysis was basically divided into four groups, where their main 

theme was “marketing communication, hedonic motivation, telemedicine, tourism, panic buying, ad-

vertising, consumer demand, consumer behaviour, consumer contracts, crisis management, food prices, 

sustainability” in the analysis of joint assets. 
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COVID-19 Pandemi Döneminde Pazarlama  

Literatüründeki Eğilimler: Bibliyometrik Analizle Bir 
İnceleme 

 
* 

Öz 
 

Bu çalışmanın amacı, COVID-19 pandemi döneminde pazarlama literatüründe yapılan çalışmalar 

tespit edilerek pazarlama yazınında yapılacak gelecek çalışmalar için teorik bir alt yapı oluşturmaktır. 

2020 yılının Ocak ve Temmuz ayları arasındaki COVID-19 pandemi dönemini kapsayan 76 adet Web 

of Science (WoS) ve 204 adet Scopus veritabanındaki toplam 280 adet çalışma “2019-nCoV”,“COVID-

19” ve “Coronavirus Disease 2019” ile “marketing” ve “consumer behavior” gibi anahtar kelimeler ile 

veritabanlarında taranarak nicel araştırma yöntemi ve VOSviewer 1.6.15 yazılım programı kullanılarak 

bibliyometrik analiz yöntemi ile incelenmiştir. Araştırmada elde edilen bulgulara göre ortak yazarlık 

analizinde ABD ve Çin’in literatüre katkıları en çok olan ülkeler olduğu, ortak yazarlık küme analizinde 

ise Belçika, Kamerun gibi dokuz ülkenin ilk kümede yer aldığı, en çok atıf alan yazarlar, ortak atıf ana-

lizinde çalışmaların temelde dört gruba ayrıldığı, ortak varlık analizinde ise “pazarlama iletişimi, he-

donik motivasyon, mobil sağlık uygulamaları, turizm, panik satın alma, reklam, tüketici talebi, tüketici 

davranışları, tüketici sözleşmeleri, kriz yönetimi, gıda fiyatları, sürdürülebilirlik” ana temalarının 

olduğu tespit edilmiştir.   
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Introduction    

 

Coronavirus 2019 (COVID-19), caused by the SARS-Cov-2 virus, which is 

referred to as severe acute respiratory syndrome, caused an unprecedented 

global epidemic in terms of the speed and scope with which it spread (Dan-

iels et al., 2020), devastating both human health and the health system (De 

Caro et al., 2020). The World Health Organization, worried about its rate of 

spread, announced that it was considered a pandemic on March 11, 2020, 

following these developments (WHO, 2020a). In addition to the impact of 

the COVID-19 pandemic on human health, it has also had a devastating im-

pact on the world economy, such as the massive reduction in economic ac-

tivities, consumer spending, number of open businesses and employment 

levels (Bartik et al., 2020). Many businesses have had to close due to social 

distance practices and demand changes (Fairlie, 2020). Due to curfews, 

quarantine practices, travel restrictions, businesses that produce other than 

primarily needed products and services (health services, first responders, 

food and agriculture sector, etc.), most businesses have suspended their ac-

tivities during the pandemic (Gostin and Wiley, 2020). Therefore, although 

global production and manufacturing output data shows a 9% decrease 

compared to this time last year, it is predicted that the value of global com-

modity trade will decrease by approximately 27% (CCSA, 2020). 

The behaviour of businesses and consumers affected by the worldwide 

economic consequences of the COVID-19 pandemic has changed signifi-

cantly. Due to the many restrictions currently in place, the sales and mar-

keting activities of businesses have been affected and consumer demand 

decreased dramatically. In addition, although stocking and looting of com-

pulsory consumer goods started as an unpleasant manifestation of panic 

behaviour, there has been an increase in the purchases of cleaning products 

and recycling products have started to accumulate more (Donthu and Gus-

tafsson, 2020). These developments have resulted in empty shelves, signifi-

cant food waste, and the closure of businesses, a significant decrease in em-

ployment, logistics interruptions, with imbalances in supply and demand 

significantly affecting production, distribution and stock levels (Ewing-

Chow, 2020). In consumer goods in particular, this has caused customers to 
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worry about the epidemic and delay their spending. For this reason, con-

sumers have turned to online shopping as a point of preference (Craven et 

al., 2020). 

In this period when the world is struggling with the epidemic in order 

to protect human health and stimulate economic activities, removing trade 

restrictions and maintaining established supply chains, and keeping global 

markets open to products and services will increase accessibility to medical 

and food products (WTO, 2020). For this, the general populace, businesses, 

institutions, and governments taking joint action should ensure the conti-

nuity of basic services (WHO, 2020b). At this point, according to the com-

panies that produce physical products and services, businesses that pro-

duce information products and services have increased their activities 

(Seetharaman, 2020), and all business models including operational pro-

cesses need to be redesigned (Di Vaio et al., 2020), and that a sustainable 

supply chains will maintain business volumes and relations with custom-

ers. This makes it necessary to take into account that it strengthens (Lores, 

2020). 

These developments include the changes that occur in markets due to 

physical or online means (Donthu and Gustafsson, 2020), problems in the 

balance of supply and demand, changes in consumer and business behav-

iour, and making multi-channel distribution efforts in the supply chain im-

portant (Craven et al., 2020). Changes in consumer behaviour during the 

pandemic period, and market and marketing problems have led to the ex-

amination of different marketing processes in the marketing literature. At 

this point, in this study, the main research themes in the marketing litera-

ture and the development of the marketing literature during the pandemic 

period will be examined via the bibliometric analysis method. In addition, 

although there are COVID-19 studies based on bibliometric methods, no 

specific evaluation has been found in the marketing literature. It is thought 

that determining future research orientations by evaluating the studies on 

COVID-19 in the marketing literature will contribute to the relevant article. 

 

Research Background 

 

In order for new information to emerge in a research field and to conduct 

studies that will help the expansion of this field, the existing knowledge 
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needs to be examined (Bornmann and Mutz, 2015, p.2216). One of the meth-

ods that enables the examination of past knowledge in any field of science 

is bibliometric research. Bibliometry is used to handle the examination and 

evaluation of scientific development in many scientific fields (Broadus, 

1997, p.373; Donthu et al., 2020, p.1). A systematic examination of the devel-

opment of the field of science over time within the scope of bibliometric re-

search can reveal the existing problems in this field and help one to under-

stand and approach the elimination of these problems (Çiçek and Kozak, 

2012, p.735-736). Bibliometric methods help to identify the leading trends 

and main themes in the field of science studied in order to provide an over-

view of the academic research (Vogel and Güttel, 2013, p.429). of a scientific 

field or journal (Martínez-López et al., 2018, p. 441). Bibliometric methods 

in scientific research include tourism (Hall, 2011), education (Heradio et al., 

2016), health (Soteriades and Falagas, 2006; Glynn et al., 2010; Li et al., 2012; 

Chen et al., 2018), management (Ferreira et al., 2016), marketing (Martínez-

López et al., 2018), and indeed various other disciplines. In addition to these 

disciplines, there has been a rapid increase in COVID-19 studies since its 

emergence (Kambhampati et al., 2020) and bibliometric methods have been 

used in COVID-19 studies that were handled within the frameworks of dif-

ferent disciplines (Hossain, 2020; Chahrour et al., 2020; Lou et al., 2020; Dar-

sono et al., 2020; Verma and Gustafsson, 2020; Dehghanbanadaki et al., 2020; 

Kambhampati et al., 2020; Sa'ed and Al-Jabi, 2020; Hamidah et al., 2020; Hu 

et al., 2020; Yang et al., 2020; El Mohadab et al., 2020; Radanliev et al., 2020; 

Vasantha and Patil, 2020; De Felice and Polimeni, 2020; Zhou and Chen; 

2020; Herrera-Viedma et al., 2020; Yu et al., 2020). 

Bibliometric analysis is an approach to examining the evolution of re-

search areas specific to a given discipline, based on its social, intellectual 

and conceptual structure (Verma and Gustafsson, 2020, p.254). The use of 

statistical and mathematical methods, also referred to as statistical bibliom-

etry, in bibliometry research is useful in analysing indicators such as author 

networks, geographical distribution, and word frequency in a particular 

field of science, and obtaining results that contribute to the development of 

that field (Liao et al., 2018, p.2). Bibliometric analysis can be performed us-

ing many indicators such as journals, research topics, authors, articles, and 

institutions (Narin, 1976; Cronin, 2001, p.4). Studies based on bibliometric 

analysis in the marketing literature also examine specific research topics 
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within the scope of studies (Samiee and Chabowski, 2012; Seyedghorban et 

al., 2016; Çelik and Canoğlu, 2019; Singh & Dhir, 2019; Aliyev et al., 2019; 

Zeren and Nagihan, 2020; Fırat and Durmaz, 2020), journals (Tellis et al., 

1999; Theoharakis and Hirst, 2002; Dabirian et al., 2016; Gürbüz and 

Bozkurt, 2016; Valenzuela et al., 2017; Mulet-Forteza et al., 2018) and author 

profiles (Hoffman and Holbrook, 1993). However, a study that evaluates 

the effects of COVID-19 in the marketing literature via a bibliometric ap-

proach has not yet been published in the current literature. Therefore, in this 

study, the current marketing literature on COVID-19 was examined 

through bibliometric analysis. In the study, the attempt was made to deter-

mine the main research trajectories and trends in the marketing literature 

during the COVID-19 period. At this point, in the study, suggestions were 

developed to guide future research by examining the current research re-

garding COVID-19 in the marketing literature and determining the associ-

ated main and sub-research themes. 

 

Research Methodology 

 

Different techniques such as citation analysis, co-citation analysis, based on 

authors, institutions, countries and disciplines can be used in bibliometric 

research, such as impact analysis focusing on the productivity of authors, 

institutions and countries, and analysis based on scientific studies (such as 

books, papers, articles and patents) (Koehler, 2001, p.120). In the marketing 

literature, many different analysis techniques such as citation analysis (Shil-

bury, 2011; Fetscherin and Heinrich, 2015), co-citation analysis (Leung et al., 

2017), co-author analysis (Hoffman and Holbrook, 1993), and bibliometric 

matching analysis (Most et al., 2017) are used in bibliometric research. Cita-

tion analysis is a bibliometric method based on citations as a unit of analysis. 

In citation analysis, the most cited studies allow the determination of the 

basic concepts, theoretical foundations and emerging critical issues that 

guide a given discipline (Kim and McMillan, 2008, p.100). Co-citation anal-

ysis (Small, 1973, p.266) is a bibliometric technique that shows how many 

times other publications are cited together in the reference list to create sim-

ilarity measures between two documents (author or journal). When joint ci-

tations are analysed over a period of time in a particular field of science, 

they can provide a very accurate indication of the structure and evolution 
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of that scientific field (Galvagno, 2017, p.10). Bibliometric matching analy-

sis, on the other hand, is a citation-based analysis technique similar to co-

citation and citation analysis, but it is based on the assumption that there is 

a link between studies that do not directly cite each other but share a similar 

bibliographic reference (Kessler, 1963; Egghe and Rousseau, 2002). 

Unlike citation-based analysis techniques, a technique frequently used 

in bibliometric studies is co-authorship analysis. Although there is no link 

between the authors citing each other in the citation analysis, the co-author-

ship analysis is based on the direct link between the two authors. It is 

claimed that co-authoring analysis contributes more to the development of 

the writing compared to other analysis techniques, since it provides an in-

terdisciplinary information flow by emphasizing interactions and collabo-

rations in scientific studies (Huang and  Chang, 2011, p.370). Joint word or 

joint entity analysis is another technique that is considered to lie within the 

scope of bibliometric techniques. This technique is based on the frequency 

of combining more than one concept in the literature included in the scope 

of the bibliometric research (Verma and Gustafsson, 2020, p.255). However, 

another technique used in bibliometric research in recent years is the bibli-

ometric mapping technique. The bibliometric mapping technique helps 

with the visualization of bibliometric data, as well as being a method that 

helps to cluster and classify data (Van Eck and Waltman, 2010; Waltman et 

al., 2010). 

In this study, a bibliometric analysis based on quantitative research 

method was used. In bibliometric analyses, co-authorship analysis consist-

ing of bibliometric literature and scientometric analysis, citation analysis, 

co-citation analysis, joint entity analysis and a bibliometric mapping tech-

nique were used. In this regard, the VOSviewer 1.6.15 software program 

(Van Eck and Waltman, 2010) was preferred because it allows visualization 

of bibliometric data, use of clustering and mapping techniques, co-author-

ship, joint asset analysis and analysis of a large amount of data. For the pur-

poses of the research, the existing literature on COVID-19 was examined in 

the marketing literature. All studies (articles, papers, book reviews, etc.) in 

the Scopus and Web of Science (WoS) databases have been included in the 

scope of the research to provide a high-quality peer-reviewed journal range. 

Studies on COVID-19 in the databases were scanned together with the key-
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words "2019-nCoV", "COVID-19" and "Coronavirus Disease 2019" and key-

words such as "marketing" and "consumer behaviour" that form the basis 

of the marketing literature. In this context, 76 studies in the WoS database 

published in the seven-month period between January 2020 and July 2020 

and 204 studies in the Scopus database were examined. A total of 280 stud-

ies were evaluated by eliminating the same studies published in both data-

bases. 

 

Research Findings 

 

In the marketing literature, the co-authorship analysis of COVID-19 studies 

has been evaluated on the basis of countries, and the co-authorship analysis 

of the studies by country is shown in Figure 1. 

 
Figure 1. Co-authorship Network Of COVID-19 Literature In The Marketing Area 

 

When Figure 1 is evaluated within the scope of co-authorship analysis 

according to countries, it can be said that the USA, the People’s Republic of 

China, South Africa, Malaysia, England and Canada are the countries that 

have contributed the most to the development of the literature by collabo-

rating with other countries in the marketing literature regarding COVID-

19. 
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Table 1. Co-authorship Networks’ Clusters Of COVID-19 Literature In The Marketing 

Area 
Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5 Cluster 6 

Belgium Germany Canada Australia Chile Colombia 

Cameroon India Fiji Bangladesh England Cyprus 

Ivory Coast Japan Finland Malaysia Italy USA 

D.R.The Congo Pakistan Netherlands Turkey Norway  

Ghana P. Rep. Of China N. Zealand Thailand Spain  

Nigeria Philippines Sweden Vietnamese   

Rwanda Singapore Switzerland    

Senegal Uruguay     

South Africa      

 

When the co-authorship analysis clusters were examined, it was seen 

that Belgium, Cameroon, the Ivory Coast, Democratic Republic of the 

Congo, Ghana, Nigeria, Rwanda, Senegal and some South African countries 

were included in the first cluster. In this context, it can be stated that Bel-

gium is European country that has developed the most cooperation with 

African countries. However, when the second cluster is evaluated, it can be 

said that Germany is the country that has developed the most cooperation 

and co-authorship with the People’s Republic of China, where COVID-19 

emerged. In addition, it can be stated that the USA has cooperated with 

many countries and is amongst those that has contributed the most to the 

literature after the People’s Republic of China. In the marketing literature, 

author-based citation analyses regarding the studies on COVID-19 have 

been examined, with the results of the citation analysis for authors shown 

in Figure 2. 
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Figure 2: Citation Network Of The COVID-19 Literature In The Marketing Area 

 

When the networks of the most cited authors in COVID-19 studies in the 

marketing literature are examined, the studies of researchers such as Mo-

azzami et al. (2020), Bennett et al. (2020), Abena et al. (2020) and Rubinger 

et al. (2020) come to the fore. At this point, studies in the medical literature 

are frequently used to provide knowledge about COVID-19 in the market-

ing literature. In addition, Jribi et al. (2020), who studied consumers’ food 

waste behaviour and consumer awareness during the COVID-19 pandemic 

stands out as the most cited study in the marketing literature. Within the 

scope of the study, in order to examine the citation analysis in more detail, 

co-citation analysis was performed and the co-citation analysis network of 

COVID-19 studies in the marketing literature is shown in Figure 3. 
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Figure 3: Co-citation Network Of The COVID-19 Literature In The Marketing Area 

 

When the co-citation analysis of COVID-19 studies is evaluated in the 

marketing literature it is seen that they are divided into four groups: (Chi-

nazzi et al., 2020; van Doremalen et al., 2013) environmental factors and 

studies on sustainability (red cluster); (Chen et al., 2020), studies in health 

and mental health (yellow cluster); (Gössling et al., 2020), studies conducted 

in the field of tourism (blue cluster); (Kennett-Hensel et al., 2012) and work 

based on studies into consumer behaviour (green cluster). In the marketing 

literature, in addition to the co-citation analysis in the studies of COVID-19, 

the bibliometric matching analysis, which is another citation-based analysis, 

was performed in a country-based manner in the study and the network 

map formed as a result of the analysis is shown in Figure 4. 
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Figure 4: Bibliographic Coupling Network Of The COVID-19 Literature In The 

Marketing Area 

 

As a result of the bibliographic matching analysis, it was determined that 

Far Eastern Countries such as the People’s Republic of China, Japan and 

Singapore tend to work with each other more; in addition, European Coun-

tries such as England and Italy interact, and African Countries interact more 
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with European countries, but especially the USA. Although countries in 

many continents such as Europe, Asia and Africa have made efforts to con-

tribute to the literature, it can be stated that the USA and the People’s Re-

public of China have a dominant place in the literature. In order to deter-

mine the main themes that come to the fore in the marketing literature, a 

joint asset analysis was performed, and the network map formed as a result 

of the analysis is shown in Figure 5. 
 

 
Figure 5: Co-occurrence Network Of The COVID-19 Literature In The Marketing 

Area 

 

In the marketing literature, it has been observed that the main themes 

that come to the forefront in the studies into COVID-19 within the scope of 

common asset analysis are marketing communication, hedonic motivation, 

telemedicine, tourism, panic buying, advertising, consumer demand, con-

sumer behaviour, consumer contracts, crisis management, food prices, and 

sustainability. In this context, it can be stated that COVID-19 has an effect 
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on the purchasing behaviour of consumers and that consumers have turned 

to food consumption due to the pandemic and performed panic buying. 

Therefore, it is seen in the literature that COVID-19 has had particularly 

strong effects on consumer purchasing behaviour. However, as COVID-19 

causes changes in consumer demands, it can be said that green marketing 

and social marketing concepts such as green purchasing behaviour have be-

come important in the marketing literature within the scope of sustainabil-

ity. 

 

Conclusion 

 

The aim of this study is to determine the main research trends that have 

come to the forefront in the marketing literature due to the effect of COVID-

19 via bibliometric analysis and a scientific mapping approach. In the study, 

those studies published in the marketing literature during the pandemic 

were examined via the bibliometric analysis method. In the marketing liter-

ature, 280 publications published in the WoS and Scopus databases related 

to COVID-19 were examined within the scope of the research. Bibliometric 

analyses, citation analysis, co-citation analysis, bibliographic matching and 

joint entity analysis were performed. As part of the co-authorship analysis, 

it was also seen to have a major impact on the literature of the People’s Re-

public of China, where the pandemic was first seen, and the USA, one of the 

most affected countries, has also increased pandemic-related studies. In this 

regard, it can be stated that the USA and People’s Republic of China have 

had a significant impact on the marketing literature in studies into COVID-

19. However, considering the results of the bibliographic coupling analysis, 

it can be seen that the USA and the People’s Republic of China have a dom-

inant role in the marketing literature. Within the scope of the co-citation 

analysis, tourism, sustainability, consumer behaviour and the health sector 

come to the fore as the main research themes in the literature relating to the 

four main themes. Joint asset analysis, which presents a more detailed anal-

ysis of the main research themes, showed that the words marketing com-

munication, hedonic motivation, telemedicine, tourism, panic buying, ad-

vertising, consumer demand, consumer behaviour, consumer contracts, cri-

sis management, food prices, and sustainability have had an effect on the 
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literature. In this regard, it can be stated that these concepts, which are con-

sidered sub-themes in the marketing literature, have caused changes in con-

sumer behaviour during the pandemic, panic buying behaviour develops 

in particular for food products and affects consumer demands as well as the 

lockdown which is a result of the pandemic, directing consumers towards 

hedonic motivation. When the marketing studies for Covid-19 were evalu-

ated, it was concluded that COVID-19 became more visible in the marketing 

literature and was examined in particular in terms of marketing communi-

cation and consumer behaviour. 

The effects of COVID-19 in the marketing literature show that writing 

has evolved in different ways. First of all, the impact of the pandemic on 

community life in various ways has led to an increase in the studies on dif-

ferent consumption habits that emerged on the basis of pandemics in the 

marketing literature. In general, the results of this study help determine the 

main research themes in the marketing literature of COVID-19 and contrib-

ute to the increase in knowledge in the literature and the development of 

future research orientations. According to the results of the study, it is 

thought that the examination of both applied and theoretical studies on 

green consumer behaviour in the post-COVID-19 period in order to ensure 

environmental sustainability in future research orientations will contribute 

to the literature. In addition, while the effects of COVID-19 are still contin-

uing to be seen worldwide, and indeed that a possible second wave is ex-

pected by scientists, opportunities continue for the development of new the-

ories in the marketing literature within the scope of various theoretical, con-

ceptual, and experimental research. For this reason, it is clear that the results 

of this study, which evaluates the current literature, has laid the ground-

work for the development of new theory and paradigms. Considering the 

effects caused by the pandemic process all over the world, it should be 

noted that marketing practitioners perceive this epidemic as a crisis and 

should take a proactive approach towards possible epidemic-like crisis pe-

riods. Considering the themes such as panic buying, advertising, marketing 

communication that emerged as a result of the study, it can be suggested 

that the practitioners should turn to different communication and promo-

tion channels. 
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This study, which examines the existing studies in the marketing litera-

ture during the COVID-19 pandemic, offers a subjective perspective. There-

fore, the study has certain limitations. It was first examined in this study on 

the basis of studies published in the WoS and Scopus databases. For this 

reason, since studies published in databases such as Google Scholar, EB-

SCO, and PubMed are not included within the scope of the research, it is 

recommended future work in this area ensures that studies published in 

other databases are included within the scope of the study. Secondly, alt-

hough the journals in the analysed databases offer fast review opportunities 

in order to increase the knowledge during the pandemic, considering the 

increase in publication times and the number of publications related to the 

pandemic every day, this study can be reconstructed at some future point 

in time and add a new dimension to the results of the study. Finally, con-

sidering that the pandemic is still continuing, and will continue to do so, a 

more detailed examination of the marketing literature after the pandemic 

has ended will provide a more accurate perspective from which to examine 

the development and evolution of the article. 
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