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We would like to start 2022 by thanking our amazing edito-
rial board, reviewers, authors, readers, and publishing team
for their co-creation efforts during the last years and espe-
cially through a difficult 2021. The Journal of Marketing
Analytics is now included on the Chartered Association of
Business School’s (ABS) list, as well as on the Australian
Business Deans’ Council (ABDC) list. The JMA is also
recently ranked as a Q2 journal in the Econometrics section
of Scimago Journal & Country Rank, and Q3 for Market-
ing, with an H-index of 11. Journal of Marketing Analytics
CiteScore Tracker for 2021 shows the journal at a value of
3.2, according to Scopus (2022), with an evolution reflected
in Fig. 1.

All of our stakeholders have been extremely helpful in
this journey and our reviewers deserve special thanks and
gratitude for their prompt work throughout the year. In
addition to our gratefulness towards all of our reviewers
as a collective, we also want to recognize one particular
reviewer. The Journal of Marketing Analytics would like to
commend Professor Dr. Bernd Skiera, Faculty of Marketing
from Goethe University Frankfurt, as the Reviewer of the
Year 2021, and one of the most helpful and insightful col-
laborators of our journal. We would also like to announce
the Journal of Marketing Analytics Best Paper of the Year
2021, entitled, “Optimizing B2B product offers with machine
learning, mixed logit, and nonlinear programming,” by John
V. Colias, Stella Park, and Elizabeth Horn, from our Sep-
tember issue. Colias et al. (2021) focus on new methodolo-
gies that apply the latest developments in machine learning
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and modeling to solve complex problems in the world of
business-to-business transactions.

Some of the top Google queries related to marketing ana-
lytics focus on digital and data analytics, marketing analytics
tools, customer marketing analytics, content marketing ana-
lytics, and marketing analytics jobs. The question, “what is
marketing analytics?” is still popular, while other queries of
interest include B2B, sales, big data, and predictive analyt-
ics (Google Trends 2022). These dimensions emphasize the
diverse and complex environment of marketing analytics,
intertwined with numerous aspects of business activity and
strategies, from digital content to sales, B2B transactions,
and forecasting. In previous editorials, we also discussed
the multidisciplinary characteristics of marketing analytics
that exhibit the need for greater creativity and collabora-
tive work between academics and practitioners, university
departments, and disciplines (Krishen and Petrescu 2021a;
Petrescu and Krishen 2021).

For 2022, we encourage crossing boundaries to focus on
co-creation of transformative value when approaching mar-
keting analytics in both research and practice. Our vision
for JIMA includes focusing on the biggest societal problems,
especially those of an interdisciplinary nature, such as cli-
mate change, social justice, sustainability, prosocial behav-
ior, and equity. In addition, we encourage authors to look
beyond the normally sampled populations, and interrogate
samples of individuals who are often overlooked by standard
research practice (Krishen and Petrescu 2021b). We also
recommend researchers to explore a more service-centric,
ecosystems approach, that integrates stakeholders from dif-
ferent levels, resources, technology, and the information
and knowledge co-creation process (Osborne et al. 2021;
Petrescu 2019; Vargo et al. 2020). Such an approach could
provide better solutions to previous research and practice
questions, including (1) the existential issue on the definition
of marketing analytics that still tops Google searches, and
(2) the role of marketing analytics in B2B, sales, big data,
forecasting, and social causes.
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